Gen Zisn’t giving
less. They’re
giving differently.
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KEY INSIGHTS

Gen Z Is Changing What It Means to Show Up

01

Gen Z engage differently, not less.
While slightly less likely to donate,
they show up through sharing,
advocacy, and action.

Impact goes beyond dollars. It’s
about engagement, reach, and
community.

02

Gen Z giving is driven by values and
social influence. They gravitate toward
causes like social justice and mental
health.

Discovery happens on social through
peers, creators, and shared content.

Who’s talking about it matters as
much as the cause itself.

03

To engage Gen Z, charities need to
act more like movements than
institutions.

Show up on social with clear values,
real stories, and shareable content
amplified by creators and peers.

Make participation easy: donate,
share, advocate, volunteer.

Build trust through transparency
and real impact.
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Setting the stage: Past 12 Months Donations

While Gen Z are the least likely to have made a charitable donation in the past 12 months, six-in-ten have donated
showing that charitable giving remains strong regardless of age.

Have Donated in Past 12 Months

20% 76% % 73% %

64%

B Total Boomers Gen X ®Millennials ®Gen Z

‘ t Higher / lower than Gen-Z at
95% C.1.

®
angus reld C1. How have you donated to charities or causes in the past 12 months?

A RIVAL GROUP COMPANY Base: Total Canadians (n=1501), Gen-Z (n=156), Millennials (n=471), Gen X (n=351), Boomers (n=523)



Methods of Donating — Past 12 Months

Emerging methods of donations are changing the landscape for how Canadians donate. Donating through websites or in
person to charities is much less prevalent in younger Canadians (Gen Z) and is being replaced by crowdfunding platforms.

53%

Donated through a
charity’s website

angus reid

A RIVAL GROUP COMPANY

Donation Methods — Generations

*
45%
39940%
0, 290/0
269 /028%28 %
Donated in Purchased
person products where
part of the
proceeds

support a cause

25%  24%

18%

17%

18%8817%

Monthly Donated through
automatic religious
donation/ organizations

subscription

C1. How have you donated to charities or causes in the past 12 months?
Base: Have donated - Gen-Z (n=92), Millennials (n=305), Gen X (n=259), Boomers (n=398)

§ 18%
¥ 13%

9%

Donated through
a crowdfunding
platform

4% °% 49 5%

Donated through
social media

4% 39 2% 2%
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Donated by text
message

mGenZ

= Millennials
Gen X
Boomers

120/14%1 2%
3%
Donated through
a workplace
campaign

‘ t Higher / lower than Gen-Z at
95% C.1.



Type of Donations — Past 12 Months

Gen Z are also unique in the types of causes and charities they are choosing to support. They are more likely to be donating
to social justice or advocacy charities, and mental health charities than older Canadians. This appears to be at the expense

of hospital foundations and animal welfare charities.

Types of Causes Supported — Generations

47% 1+
43% 42%

39%90 40%
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Poverty, Healthcare or Hospital Animal welfare  Faith-based or  Disaster relief Education or International
homelessness, or medical foundations religious or emergency youth aid or
food insecurity research organizations response programs development

Social justice
or advocacy

20%
15%
10% 17

Mental health

It

mGenZ

= Millennials
Gen X
Boomers

10%

9%8%I8%

Environment
or climate
change

Higher / lower than Gen-Z at
95% C.1.

C2. What types of causes did you support through these contributions?
Base: Have donated - Gen-Z (n=92), Millennials (n=305), Gen X (n=259), Boomers (n=398)
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Perceptions of Charities and Donating

Rising cost of living and category scepticism are key barriers that charities need to overcome to encourage
donations in Canada

Perceptions of Charities and Donating

The rising cost of living limits my ability to donate to charities and causes 110 /3%
: » 17% 63%
| am skeptical about how charities use donated money
| prefer to give money directly to individuals or specific causes rather
than to large, organized charities
Large charitable organizations are already well funded, so | prefer to | /AN e
donate directly to people in need
I am more likely to donate when a cause is shared by someone | know 319%, 349%,
online
| would rather volunteer my time with local community organizations than 339, 309/
donate money . .
Social media posts often introduce me to causes | might support 43% 28%
| prefer to donate to urgent, time-sensitive causes rather than long-term, 280 930
ongoing efforts ¢ !
Influencers or creators can increase my interest in a cause 0%, 0%,

B Disagree H Neither B Agree

®
angus reld C3. To what extent do you agree or disagree with the following?

A RIVAL GROUP COMPANY Base: Total (n=1501)



Perceptions of Charities and Donating - Agree

Gen Z also much more likely to be influenced online with social media posts and sharing, as well as influencer / creator
posts helping to guide their charitable giving behaviours. This age group are also open to donating time as opposed to
money to causes they care about.

Perceptions of Charities and Donating — Generations
%Agree

I am skeptical about how charities use donated money 65%

The rising cost of living limits my ability to donate to charities and 65%

-
C UL S S e 70% 07"

| prefer to give money directly to individuals or specific causes NG
rather than to large, organized Charities E—— 420, (8%

Large charitable organizations are already well funded, so | prefer B,

to donate directly to people in Need E——————— 3157 Boomers
| would rather volunteer my time with local community 2%y, Gen X
organizations than donate money i 129, 1 m Millennials

- - 0,
I am more likely to donate when a cause is shared by someone | 2%, . mGen?Z
know online —W’ 45%'

| prefer to donate to urgent, time-sensitive causes rather than long- 292"
term, ongoing efforts E— 36,

Social media posts often introduce me to causes | might SUPPOrt —— — - 2 o

Influencers or creators can increase my interest in a cause T 257, O
———— 33% ‘ t Higher / lower than Gen-Z at
95% C.1.

®
angus reld C3. To what extent do you agree or disagree with the following?

ARIVAL GROUP COMPANY Base: Gen-Z (n=156), Millennials (n=471), Gen X (n=351), Boomers (n=523)



Alternative Ways of Supporting Causes

Interestingly, alongside Boomers, Gen Z are the most likely generational cohort to be supporting charities outside of
monetary donations.

Supporting Causes - Alternatives

% yes to supporting any alternative cause

73%

71%
69% 69%

66%

B Total Boomers Gen X ®Millennials ®Gen Z

®
angus reld C4. Aside from donating money, in the past 12 months have you supported a cause in any of the following ways?
A RIVAL GROUP GOMPANY Base: Total (h=1501), Gen-Z (n=156), Millennials (n=471), Gen X (n=351), Boomers (n=523)



Alternative Ways of Supporting Causes

Signing a petition is the most prevalent action beyond donating money.

Supporting Causes Alternatives

Signed a petton
Shared information about a cause on social media
Volunteered time
Purchased from brands supporting a cause
Contacted elected officials
Attended a protest or advocacy event

None of these

®
angus reld C4. Aside from donating money, in the past 12 months have you supported a cause in any of the following ways?
Base: Total (n=1501)
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Alternative Ways of Supporting Causes

Gen Z are the most engaged generational cohort for supporting causes outside of monetary donations. Signing petitions,
sharing causes on social media, volunteering time, contacting elected officials and attending protests / advocacy events are

all ways that Gen Z are demonstrating engagement and commitment to the giving economy.

Supporting Causes Alternatives — Generations

45%
45%

Signed a petition ET

50%

28%
. . . . 30%
Shared information about a cause on social media %%

6% ¥
. 27"/‘
Volunteered time 25%

!

22%
19%

Purchased from brands supporting a cause /..

21%
21%
24%

Contacted elected officials 27%

7%
10%
11%

-

Attended a protest or advocacy event (

-

Boomers

Gen X

Millennials
mGenZ

‘ t Higher / lower than Gen-Z at
95% C.1.

®
angus reld C4. Aside from donating money, in the past 12 months have you supported a cause in any of the following ways?
Base: Gen-Z (n=156), Millennials (n=471), Gen X (n=351), Boomers (n=523)
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Past Experience with Charity Scams

Just over half of Canadians have experienced charity scams/ Gen Z are least likely to have experienced these despite being
the most influenced generation for online charitable giving.

Experience with Charity Scams

% yes to any scam

549, 56% & 55% & 54% %

B Total Boomers Gen X ®Millennials ®Gen Z

‘ t Higher / lower than Gen-Z at
95% C.1.

®
angus reld C5. Have you had any experience with online charity or donation scams?

A RIVAL GROUP GOMPANY Base: Total (h=1501), Gen-Z (n=156), Millennials (n=471), Gen X (n=351), Boomers (n=523)



Past Experience with Charity Scams

News sources have the most impact in terms of raising awareness of charity scams.

Experience with Charity Scams — Generations

as% W

| have seen or heard about 43%
charity scams in the news

35%
| have not encountered or 34%
heard about charity scams

38%

9%

A friend or family member has L
been targeted or scammed %
9%
9%
| have personally been
targeted or scammed %

1)

Boomers
Gen X
= Millennials
EGenZ

It

Higher / lower than Gen-Z at
95% C.1.
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C5. Have you had any experience with online charity or donation scams?
Base: Gen-Z (n=156), Millennials (n=471), Gen X (n=351), Boomers (n=523)



Donation Intent After Experiencing Scam

Charity scams are eroding willingness to donate. While more people are willing to put in the effort to research and then
donate, around three-in-ten are stating a decrease in likelihood to donate

Future Donation Intent after Experiencing Charity Scam — Generations

Among those who have experienced a charity scam

47%
I am more likely to research / 39%
be more cautious, but still o
donate [/ es%
27Y% Boomers
Being scammed has not 329 Gen X
changed my willingness to -
donate [ % = Millennials
mGenZ
25%
| am somewhat / much less 28%
feytodonste g

®
angus reld C6. How, if at all, has this affected your willingness to donate in the future?

A RIVAL GROUP GOMPANY Base: Experience with scams — Gen-Z (n=66), Millennials (n=253), Gen X (n=190), Boomers (n=293)



Key Factors to Increase Trust in Organizations

Gen Z want more openness and transparency to increase their trust. They want to hear the real stories form people who
have been helped by their donation and public financial transparency.

Factors to Increase Trust in Charities or Organizations — Generations

Clear explanation of how donations are used b,

Low or clearly explained administrative costs A3%

Demonstrated results or measurable impact 46%

Boomers
Updates showing the impact of donations 348 Gen X

Demonstrated impact in my local area a1 Millennials
319 mGen Z
Recommendations from people | trust 15, %
e 73,
27%

Real stories from people helped 3 §3% 1t
40%

. e 24%
Independent ratings or accreditation ° 28%

26% 2%
0

Celebrity endorsement 1"/%? 2 )
6%

®
angus reld C7. What would increase your trust in a charity or organization?

A RIVAL GROUP GOMPANY Base: Gen-Z (n=156), Millennials (n=471), Gen X (n=351), Boomers (n=523)



If Giving Is Changing, What Needs to Change?

Cause- Is the cause being connected to the themes (like social justice, mental
Alignment health, and systemic inequality) Gen Z over-indexes on?
Participation Are supporters (particularly Gen Z) being treated as activists and

amplifiers, not just donors?

Who is telling the story - and how credible voices (creators, activists,

Sl young women themselves) be leveraged?

Entry What does a “low-barrier first step” into the movement look like?
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Demographics

GENDER

@ [ ]
'*\ 51% lnl 49%

AGE
41%

18-34 35-54

INCOME

<ssox. [} 18%
ssocsiox [JII 5
siooc | 0%

Rather not say . 12%

ETHNICITY
BIPOC
16%
WHITE
84%

EDUCATION
34%

33%
H.-m
[ ]
<=HS Some Post- University+
secondary/

College

REGION
BC AB
14% 11% SK/MN
6% ON

39%

Qc
23%
ATLANTIC

7%

Base: Total (n=1501) | Gender | Age | Region | Income | Education | Community | Ethnicity
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A New Generation, A New Way to Give

Background

Through conversations with our charity
partners, we’ve seen a clear shift in how people
are choosing to give.

A new generation of donors have entered their
earning years, bringing different
expectations like prioritizing values,
participation, and digital engagement over
traditional donation models.

This study explores those changes and shares
what they mean for the broader sector, with
the goal of sparking new thinking and helping
organizations find fresh ways to connect with
this next generation.

' Field Window March 18t — 227, 2026

Sample « n=1501 Canadians 18+
« Balanced according to
census data on age, gender,
region

Definitions:

GenY Baby
EEl (Millennial) L 2 Boomers

18-29 30-45 45-61 62-80
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READY FOR ANSWERS?

angus rei

Contact us:
hello@angusreid.com
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