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Ipsos Public Affairs is a non-partisan, objective, survey-based research practice made up 

of seasoned professionals. We conduct strategic research initiatives for a diverse number 

of American and international organizations, based not only on public opinion research, 

but elite stakeholder, corporate, and media opinion research. 

Ipsos has media partnerships with the most prestigious news organizations around the 

world.  In the U.S., UK and internationally, Ipsos Public Affairs is the media polling 

supplier to Reuters News, the world's leading source of intelligent information for 

businesses and professionals, and the Hispanic polling partner of Telemundo 

Communications Group, a division of NBC Universal providing Spanish-language 

content to U.S. Hispanics and audiences around the world. 

Ipsos Public Affairs is a member of the Ipsos Group, a leading global survey-based 

market research company. We provide boutique-style customer service and work closely 

with our clients, while also undertaking global research. 

To learn more, visit: www.ipsos-na.com 

For copies of other news releases, please visit: http://www.ipsos-na.com/news-polls/. 
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Likely Payroll Tax Increases as a Result of ‘Fiscal Cliff’ 

Legislation Leads to One in Five (20%) Americans Curbing 

Charitable Donations 

 
Americans Want more Responsibility from Developing Nations in 

Assisting their Own, but Drastically Overstate American Foreign Aid. 

 

New York, NY – With the likely payroll tax increases in the coming year due to the 

recent ‘fiscal cliff’ legislation, one in five (20%) Americans are planning on donating less 

to charities, according to a new Ipsos Public Affairs poll conducted on behalf of 

ChildFund International.  A majority (54%), however, will donate the same amount as 

last year, while one in ten (6%) will donate more. One in five (21%) Americans don’t 

plan on giving to charities this year.  

Middle-aged adults (23%), aged 35-54, and seniors (22%), aged 55+, are more likely to 

say they will donate less to charities in the coming year compared to young adults (13%), 

aged 18-34.  Conversely, young adults are more likely to say they will donate more 

(12%), in comparison to middle-aged adults (4%), and seniors (2%). 

On average, respondents who will be donating less say they are planning on giving 

approximately 29% less to charities knowing there will be likely payroll tax increases in 

2013. More specifically, nine in ten (87%) will be donating up to half of last year’s 

amount, while the remaining one in ten (14%) will be giving less than half of last year’s  

donation amount to charities this year.  

One half of Americans (50%) report that when it comes to charitable giving, knowing that 

the money is used appropriately and honestly is the highest priority. One in five (20%) say 

that feeling a positive sense of well-being knowing that they helped others is the highest 

priority, while one in seven (14%) say knowing that the cause reflects their personal values 

is the highest priority when it comes to charitable giving. Fewer than one in ten (7%) say 

receiving a tax receipt was the highest priority and 2% believe being acknowledged for 

their donation via some form of thank you or appreciation is the highest priority in 

charitable giving.  One in ten (7%) say the highest priority when it comes to charitable 

giving is some other reason. 

 

Regional differences in priorities and charitable giving indicated that respondents from the 

Northeast (58%) are most likely to say their top priority is knowing the money they gave 

was used appropriately and honestly, more than those from the Midwest (55%), the South 

(47%), and the West (44%). On the other hand, respondents from the South (19%) are more 

likely than those from the West (13%), the Northeast (11%), and the Midwest (11%) to say 

their top priority is knowing that the cause reflected their values.  Americans from the West 

(26%) are most likely to believe the highest priority when it comes to charitable giving is 



 
 

feeling a positive sense of well-being knowing that they helped others, ahead of Americans 

from the South (19%), the Midwest (19%), and the Northeast (18%).   

 

Passing the Responsibility and Overstating Aid 

Although the majority of Americans are planning on donating to charity in the next year, 

most do not think the responsibility lies with individual Americans or the U.S. 

government to provide aid to developing nations. More than four in ten Americans (42%) 

say that the governments where children are being affected are most responsible for 

assisting poor children in developing nations, while only two in ten Americans say either 

non-profits and advocacy groups (23%) or individuals in nations where children are being 

affected (22%) should bear the most responsibility. Less than one in ten believe either 

individual Americans (7%) or the U.S. government(5%) are most responsible for 

assisting poor children in developing nations. 

Seniors (47%) are most likely to say the government where children are being affected is 

the most responsible for assisting poor children in developing countries, compared to 

young adults (39%) and middle-aged adults (41%). On the other hand, young adults 

(10%) and middle-aged adults (7%) are more likely to name individual Americans as 

those most responsible for assisting poor children, compared to seniors (3%).  

While Americans want developing countries to shoulder more responsibility, they 

drastically overemphasize the U.S.’s support to such countries.  When it comes to 

estimating the percentage of the federal budget that is devoted to foreign aid, Americans 

are nowhere in the ballpark of the estimated 1-2% of America’s budget that consists of 

foreign aid spending. Less than one in four Americans (39%) are somewhat correct in 

thinking 10% or less of the federal budget is devoted to foreign aid; on the other hand, 

more than half of Americans (55%) think that more than 10% of the budget is allocated to 

foreign aid.  On average, Americans estimate that 22% of the federal budget is spent on 

foreign aid.    

Young adults are most likely to think between 1-10% of the federal budget was spent on 

foreign aid (46%), in comparison to middle-aged adults (38%) and seniors (35%).   

 

These are some of the findings of an Ipsos poll conducted between January 10
th

 to 14
th

, 2013.  For the 

survey, a nationally representative sample of 1,012 randomly-selected adults aged 18 and over 

residing in the U.S. was interviewed by online via Ipsos’ US online panel.  The precision of Ipsos 
online polls is measured using a credibility interval.  In this case, the poll is considered accurate to 

within +/- 3.5 percentage points had all US adults, aged 18 and over, been surveyed. These data were 
weighted to ensure the sample's regional and age/gender composition reflects that of the actual U.S. 

population according to data from the U.S. Census Bureau. 
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About Ipsos 
Ipsos is a leading global survey-based market research company, owned and managed by research 

professionals that helps interpret, simulate, and anticipate the needs and responses of consumers, 

customers, and citizens around the world. Member companies assess market potential and interpret market 

trends to develop and test emergent or existing products or services, and build brands. They also test 

advertising and study audience responses to various media, and measure public opinion around the globe. 

They help clients create long-term relationships with their customers, stakeholders or other constituencies. 

Ipsos member companies offer expertise in advertising, customer loyalty, marketing, media, and public 

affairs research, as well as forecasting, modeling, and consulting and offers a full line of custom, 

syndicated, omnibus, panel, and online research products and services, guided by industry experts and 

bolstered by advanced analytics and methodologies. The company was founded in 1975 and has been 

publicly traded since 1999. In 2010, Ipsos generated global revenues of €1,140.8 million ($1.6 billion 

U.S.).  Visit www.ipsos.com to learn more about Ipsos offerings and capabilities. 
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