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About the Study

The study was conducted by the Worldpanel Division of Kantar
and the WPP foundation for the Centre for Social Impact
and Philanthropy at Ashoka University supported by the Citi
foundation. Telephonic and face-to-face surveys were conducted
in April and October 2021, covering giving patterns in a panel
of approximately 81,000 households over a one-year span
between October 2020 and September 2021. The sample covers
a representative population of urban and rural areas and higher-
income, middle-income, and lower-income socio-economic groups
in all states of India other than Jammu and Kashmir, offshore
islands, and Northeast India (Guwahati, however, was included).
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Foreword

India’s rich traditions of altruism
across faiths, ethnicities
and geographies need little
reiteration. Yet, perhaps due
to its sheer scale and diversity,
estimating the volume and
value of this generosity has
been difficult. The Centre for
Social Impact and Philanthropy
at Ashoka University (CSIP) is
therefore both pleased and proud
to present this report. It is the first
to assess giving across the length
and breadth of India covering a
truly representative sample of
households from rural and urban
contexts, spanning the range of
socio-economic categories, forms
of contribution and kinds of
causes and recipients.

Why is this significant? Beyond academic interests, the data will finally establish a
baseline against which we can measure changesinvolume, value and composition
over time, informing strategies and policies to grow, develop and attract
contributions as well as the capacity to relate altruism in India with comparable
data from other countries. The data also provide a robust assessment of the vast
potential for support to all manner of causes and organisations from ‘ordinary’
Indians, especially for those organisations and causes which aren’t always
popular with institutional funders.

This research has only been possible thanks to the generosity of our funders who
exemplify the most progressive values of commitment, flexibility and trustand the
value of investing in building our collective knowledge of Indian philanthropy. The
partnership with Kantar's Worldpanel permits the scale, spread and repeatability
that such a study must have at relatively modest investments of money, time and
effort. Their diligence, and the dedicated effort of CSIP's research team, through
the challenges of the pandemic have been inspiring.

We hope you will take the time to delve into the findings and glean insights that
inform your own understanding of How India Gives.

Ingrid Srinath

Director

Centre for Social Impact and Philanthropy
Ashoka University
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Extended Friends
And Family

Non-Religious
Organisations

Urban-Rural Distribution
of Giving in India

Overall percentage of household giving to
‘Religious organisations’ and to ‘Beggars' is
higher in rural households, while giving to Non-
religious organisations’ and ‘extended family
and friends' is higher in urban households.

Religious
Organisations

Beggars

Religious
Organisations

Non- Religious
Organisations

Channels of Information
on Giving
Both religious as well as non-religious

organisations relied majorly on in-person
outreach by volunteers or agents

( COVID-19 related Giving ]

Households that donated to * Non-religious
organisations’ in phase 2 cited COVID-19 as
a key motivation for giving to these
organisations.

Cash Donations

‘Cash’ donations were mostly made
through currency notes across recipient
groups. Digital wallets were used much

more than cheques or cards

*For the study, ‘cash’ payments
include payments made via
currency notes, cheques, digital
wallets, credit/debit cards —
both through offline and online
modes.




Key Takeaways

1. Overall, 87% households reported donating between
October 2020 and September 2021. The total quantum of
monetary donations by households in India is estimated to
be INR 23.7 thousand crores for the study period.

(Men)

Extended Friends
And Family

Regional Trends
In Giving

While the incidence of giving was
highest in eastern and northern
India, where nearly 9 out of 10
households recalled an act of giving
in a year, the average quantum of
household giving in ‘cash’ was found
to be the largest in south India
followed by the west.

2. Of the five recipient groups (‘religious organisations’, ‘non-
religious organisations’, ‘household staff, ‘extended family
and friends', and ‘beggars’) covered in the study, ‘religious
organisations’ and ‘beggars’ are the preferred recipients of
household giving.

3. Trends in urban and rural India do not differ significantly.
However, the overall percentage of household giving to
‘religious organisations’ and to ‘beggars’ is higher in rural
households, while giving to ‘non-religious organisations’ and
‘extended family and friends’ is higher in urban households.

Religious
Organisations 4. While the incidence of giving was highest in eastern and
northern India, where nearly 9 out of 10 households recalled
an act of giving in a year, the average quantum of household
giving in ‘cash’ was found to be the largest in south India

followed by the west.

5. Households that donated to ‘non-religious organisations’
in phase 2 cited COVID as a key motivation for giving to
these organisations.

Who Made The
Donation?

?

6. Religious beliefs, the need and desire to support those in
financial distress, and family traditions of giving were
reported as the top three motivations for giving.

7. For ‘religious organisations’, ‘in-person outreach by
volunteers or agents’ emerged as critical to soliciting
donations. ‘Face-to-face interaction through volunteers' (in
urban areas) remains the primary source of information for
‘non-religious organisations’ as well.
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8. Women primarily took decisions pertaining to giving to
‘household staff' and ‘beggars’, while men were the key
decision-makers for giving to ‘extended family and friends’
and ‘religious organisations’. Both men and women
appeared to have been equally responsible for donations to
‘non-religious organisations’.

Both men and Women

appeared to have been

equally responsible for
donations to ‘Non-religious

organisations.’

9 . It was predominantly men who donated to ‘religious
organisations’ and ‘extended family and friends’, while
women donated to ‘household staff and ‘beggars’.

10. Households cited two main reasons for not giving. About
37% households who did not donate in phase 2 cited ‘not
having enough resources to give' as a reason for not giving,
while 31% said that ‘nobody approached their household’ for
support. About 35% from the higher-income categories
reported that ‘nobody approached’ them for donation.

Y o e o o o m Em E m Em Em m E Em Em B Em B B Em B B m e e SN BN BN M N M M B B BN M M M M M M E E o m - o




1

Introduction

2020-21

How India Gives ‘




Giving is not a new phenomenon
for Indians and it has been a part of
their everyday lives for ages. Both
structured and informal ways of
giving in India have received attention
from researchers who have indicated
an overall high incidence of giving
in the country. Recently, the ‘India
Giving Report 2021" by Charities
Aid Foundation (CAF) recorded an
increase in individual giving during the
COVID-19 pandemic.

Existing estimates of the total volume
of giving in India range between INR
12-21.5 thousand crore. The ‘Everyday
Giving in India Report 2019" by Sattva
valued the market for giving by Indian
residents to be approximately INR
21.5 thousand crore.2 The report also
estimated the worth of informal giving
towards religious and spiritual causes
to be INR 8.8 thousand crore. The
‘India Philanthropy Report 2021" by
Bain & Company and Dasra assessed
the donation by family philanthropy
to be INR 12 thousand crore in
2020.2 The ‘India Philanthropy Report
2022" further predicts that family
philanthropy is expected to grow at
13% per year until 2026.4

1.1 Why the Study: The Context

While these studies are foundational
and presented an overview of
giving trends, they predominantly
represented English-speaking urban
Indians who could access the Internet.
For instance, the ‘India Giving Report
2021" reached out to approximately
2,000 urban respondents through
an online survey.s Sattva's ‘Everyday
Giving in India Report 2019" was the
first in-depth study to map giving in
India; however, it estimated giving in
rural India only through secondary
research.®

To offer a more representative view
of giving in India, the Centre for Social
Impact and Philanthropy (CSIP) at
Ashoka University conducted this
research on ‘How India Gives' in
collaboration with the Worldpanel
Division of Kantar. This study is
the first attempt to understand
household-giving  patterns  across
geographies, socio-economic groups,
demographics, and forms of giving
using household surveys.

‘India Giving 2021: An Overview of Charitable Giving in India, Charities Aid Foundation India. Available at https://www.cafindia.org/

images/CAF _IndiaGiving2021 PROOF 130921.pdf. Accessed on 15 February 2022.
2Everyday Giving in India Report: Harnessing the Potential of a Billion Givers for Social Impact, 2019, Sattva. Available at https://

www.sattva.co.in/publication/research-everyda;

-giving-in-india-report/, accessed on 15 February 2022.

3Family phllanthropy mcludes contrlbutwns given ezther in a personal capaczty or through self- 1dennﬁed family foundatzons Available

at https:

ra_India_Philanthropy Report.pdf. Accessed on 15 February 2022.
4India Philanthropy Report 2022, Bain & Company and Dasra. Available at https:

ra-Bain%2oIndia%20Philanthropy%20Report%202022.pdf. Accessed on 8 August 2022.

5India Giving 2021: An Overview of Charitable Giving in India, Charities Aid Foundation India. Available at https://www.cafindia.org/
images/CAF _IndiaGiving2021 PROOF 130921.pdf. Accessed on 15 February 2022.

6Conducted between 2018 and 2019, the study surveyed 700 urban and English-speaking givers online and analysed 106 qualitative
interviews with leadership at 30 Social Purpose Organisations, 29 giving channels and 20 ecosystem enablers to provide insights.
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https://www.cafindia.org/images/CAF_IndiaGiving2021_PROOF_130921.pdf. Accessed on 15 February 2022.
https://www.cafindia.org/images/CAF_IndiaGiving2021_PROOF_130921.pdf. Accessed on 15 February 2022.
https://www.sattva.co.in/publication/research-everyday-giving-in-india-report/
https://www.sattva.co.in/publication/research-everyday-giving-in-india-report/
https://www.bain.com/insights/india-philanthropy-report-2021/#https://www.dasra.org/assets/uploads/r
https://www.bain.com/insights/india-philanthropy-report-2021/#https://www.dasra.org/assets/uploads/r
 https://www.dasra.org/assets/uploads/resources/Dasra-Bain%20India%20Philanthropy%20Report%202022.pd
 https://www.dasra.org/assets/uploads/resources/Dasra-Bain%20India%20Philanthropy%20Report%202022.pd
https://www.cafindia.org/images/CAF_IndiaGiving2021_PROOF_130921.pdf
https://www.cafindia.org/images/CAF_IndiaGiving2021_PROOF_130921.pdf

The report ‘How India Gives' presents
the key findings from the study and
draws from a survey of households
represented by a panel comprising
~81,000 households. It provides a
comprehensive, national-level picture
of the volume, value and composition
of household giving in India.

The report enables a wider
understanding of the  market
landscape of household giving; it
highlights the extent, quantum, and
nature of giving. It also provides
detailed information on the range of
beneficiaries, motivations for giving,
and the various forms and modes
of giving. The report also explores
variations in giving across recipient
groups, urban-rural landscapes,
regions, and income groups.

The insights from the report point
towards the potential for household
giving within the overall scope of
private philanthropy in India. The
findings of the report will help
specific stakeholders identify the key

1.2 What Does the Report Offer?

focal points of future interventions
to enhance household giving in
India. For example, the patterns and
motivations of giving to ‘non-religious
organisations’ will be important for the
non-profit fundraising community.

This report is structured as follows:
the first chapter details the overall
approach and methodology of the
study. Chapter 2 explains the key
terms used. Chapter 3 discusses the
insights from the report: the market
landscape of household giving in
India, an overview of giving across
recipient groups, regions, income
groups, and during COVID-19, the
patterns of decision-making and who
makes the final payment, motivations
for giving, information channels that
facilitate giving and the patterns of
giving in ‘cash’ giving, ‘in-kind’, and
‘voluntary services', which is followed
by a discussion on the profiles of
‘high-givers'. The report ends with
the discussion on the deterrents to
making donations, limitations of the
study, and conclusions.

How India Gives
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2

Our Approach
and Methodology




anel studies on philanthropy
have served as an important

resource for determining
charitable and volunteering
trends at the household
level.” The current study used the
Worldpanel Division of Kantar's

existing panel of households to collect
data from empanelled respondents
across socio-economic categories in
urban and rural India.®

The study defined households as a
group of related persons co-inhabiting
a house and sharing a kitchen.
Information presented in the report
is based on surveys conducted in two
phases. The survey reached out to
~81,000 households nationally across
18 states in India.® The responses for
the first phase were collected in April
2021 for the donations made in the
period between October 2020 and
March 2021. For the second phase,

the responses were collected in
October 2021 for the donations made
in the period between April 2021 and
September 2021."° Overall, 1,40,000
responses related to household
giving patterns were recorded in
this one-year period captured in two
phases.""The responses were collected
both telephonically and in-person.

The panel used the National Consumer
Classification System (NCCS)
developed by the Market Research
Society of India (MRSI). It provided a
standardised household classification,
representing a diverse socio-economic
population that includes both urban
and rural households.'? The NCCS
is based on the education of the
household’s chief wage earner and
number of consumer durables owned
by the household.

7The longest running longitudinal household survey in the world is the Philanthropy Panel Study conducted by the Lilly Family School of
Philanthropy in the US. Similar studies are ongoing in the Netherlands.

8A more detailed note on sampling and panel construction has been provided in Annexure 1.

9The study covers 18 states across urban and rural areas. Punjab and Haryana, and Andhra Pradesh and Telangana are reported
together respectively. The study covered only Guwahati in Assam as representing the North-East and excludes J&K and Goa. A more

detailed note on the geographical coverage is provided in Annexure 1.

9Given that this time-period also coincided with the pandemic, we expect the findings to be influenced by particular conditions created

by the pandemic.
“The questionnaire is available as Annexure 3 of this report.

2The NCCS, previously ‘Socio-economic Classification’ (SEC), was created by the Market Research Society of India (MRSI) and was
recently revised to be more representative of rural households, while being renamed ‘NCCS'. The previous Socio-economic Classifica-
tion (SEC) methodology was created in 1988 for consumer stratification classified income groups across urban and rural households.
According to the previous methodology, rural households were primarily divided into four groups basis the construction of households.
See https://mruc.net/assets/frontend/new-consumer-classification-system.html. Accessed on 15 February 2022.
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2.1Key Terms Used

Understanding ‘Giving’

‘Giving’ or charitable contribution in
the study is defined as the voluntary
contribution/s made by households in
the form of ‘cash’ or financial donations
(physical cash, cheque, digital wallets
credit/debit card - offline and online),
‘in-kind’ donations (any material
such as food, clothes, furniture etc.)
or ‘volunteering services' (providing

Recipient Groups

The key recipients of donations were
divided into the following groups:
‘religious organisations’, ‘non-religious
organisations’,  ‘household  staff,
‘extended family and friends’, and
‘beggars’. 4

Religious organisations here refer
to institutions for religious worship
including temples, mosques,

service without any charge) to an
individual, group of individuals or
organisation/s.™

The study sought information across
four major categories: recipient
groups, urban-rural landscape,
regions, and SECs (income groups).

gurudwaras, churches, and other
similar institutions.  Non-religious
organisations  encompass  NGOs,

agencies such as UNICEF, relief funds
like PM CARES, etc.' For the purpose
of this study, household staff were
organised into separate categories like
drivers, domestic workers, cooks, and
others.

3In-kind’ donations refer to donations of any material such as food, clothes, and furniture, while ‘volunteering service’is broadly defined
as providing a service without any charge to an individual or organisation. In the study, ‘giving’ and ‘donations’ are used interchange-

ably.

14The report will use family and friends’ to describe ‘extended and family and friends’.
sNGOs are non-profit groups that function independently of any government to serve a humanitarian cause or the environment. For
example, CRY (Child Rights and You), Childline India, Goonj, Help Age India, Hope Foundation etc.

How India Gives
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Urban-Rural Landscape and Regions

India’s geographical area was divided
into two categories: 1) urban and rural
India, and 2) four regions: north India,

SECs/Income Groups

The sample for the study was derived
using Marketing Research Society
of India (MRSI) principles to cover
respondents across Socio-Economic
Classification (SEC) on the basis of
the education of chief wage earners
and number of durables owned per
household. For rural areas, agricultural
land owned was also considered as
a part of household durables for
NCCS classification. The sample was
representative of geographies and
urban and rural consumers across
socio-economic categories in India; it

south India, east India, and west India.
A more detailed note on constitution
of zones is provided in Annexure 1.

comprised a randomly selected panel
of respondents by Worldpanel Division
Kantar. A more detailed explanation
of panel composition is provided in
Annexure 1 of this report.

Based on the SEC classification GRID,
this study used five broad income
categories: SEC A, SEC B, SEC C, SEC
D/E. On the scale, SEC A represents
higher-income groups and SEC D/E
represents lower-income groups.

Surveys were conducted across a panel comprising
~81000 households, representing different socio-economic

categories

y
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2.2 Probe Areas of the Study

The study sought to explore extent, trends, forms, and motivations
of household giving in India through the following key areas of
enquiry:

Household incidence of different types of donations or charity

P

Reported value of the total giving by households

Different recipients of the donations being made by
the households

Source of information about the recipient organisation

Age group and gender of the primary decision-maker and final
payer with regard to donation

Mode of contribution - ‘cash’, ‘in-kind’, or ‘volunteering’ service

Mode of making donations for ‘cash’ contributions

Value and frequency of each contribution (money, materials,
and time)

Motivations and reasons for making or not making a contribution
(only for phase 2)

O ® QYA WIS
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3
Findings of the Study




3.1 The Market Landscape of
Household Giving in India

While the study covered three
forms of giving - ‘cash’, ‘in-kind’, and
‘volunteering services' - the market
landscape present estimates for in
‘cash’ giving only as ‘in-kind’ donations
cannot be quantified.”* The total
market size of ‘cash’ donations in India
was estimated to be INR 23.7 thousand

Recipient Groups

‘Religious organisations' and ‘beggars’
were the preferred recipients of
household giving. The amount of total
‘cash’ donations towards ‘religious
organisations’ was estimated to
be INR 16.6 thousand crore, which
constituted 70% share of the market.
This was followed by ‘beggars’, with
estimated share of 12% (INR 2.9
thousand crore), ‘family and friends’
at 9% (INR 2 thousand crore), ‘non-
religious organisations’ at 5% (INR 1.1

Quantum of Giving

In each of the two phases, high value
donations (above INR 10,000; between
INR 5,000 and INR 10,000; and between
INR 1,001 and INR 5,000) were mainly
made to ‘family and friends' and to
‘household staff. The lowest value
‘cash’ donations (under INR 100) were

°The details of the forms of giving are given in section 3.6.

crores for one year.’” Donations in
‘cash’included giving by cash (currency
notes), cheque, digital wallets (e.g.,
Paytm, GooglePay, Phone pe, Amazon
Pay, etc.), credit/debit card (offline -
through POS), and credit/debit card
(online - through payment gateways).

thousand crore), and ‘household staff’
at 4% (INR 1 thousand crore).

Of the total incidence of household
giving, more households contribute to
‘religious organisations’ (64%), followed
by ‘beggars’ (61%), ‘family and friends’
(9%), ‘non-religious organisations’ (5%),
and ‘household staff' (4%). (Figure 1)

made mainly to ‘beggars’, while slightly
larger amounts (between INR 101
and INR 300, and between INR 301
and INR 500) were given to ‘religious
organisations’ and  ‘non-religious
organisations'. (Figure 2)

7The methodology for market size estimation has been provided in Annexure 1.
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Figure 1: Market landscape (Oct'20-Sep'21)
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Figure 2: ‘Cash’ contribution by recipient groups \
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Urban-Rural Landscape

While the average donation amount
is higher in urban India (for more
details, refer to (forms of donations),
it accounts for only 33% of total
share of households who donated as

Regions

About 22% share of the total
households who donated are from
the south, which constitutes 30%
of the market share. While share of

Income Categories

About 37% of the total households
who donated belong to middle-
income category (SEC B/C) and had
the highest share of the market at
44%. Approximately, 52% of total

against 67% in rural India. The share,
by value, of the total market from ru-
ral India is 59% compared to the 41%
from urban India.

households who donated is slightly
higher in north India at 29%, their
estimated market share is lower at
23%.

households who donated are in the
lower-income category (SEC D/E)
whose contribution was 34% of the
estimated market share. (Figure 3)

the preferred recipients.

between 3% and 5%).

» ‘Religious organisations’ and ‘beggars’ emerged as

» 'The incidences of giving were starkly higher for
‘religious organisations’ (64%) and ‘beggars’ (61%)
than other recipient categories (which ranged
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Figure 3: Estimated share of households and market size: Income groups, \
regions, urban-rural (Oct’'20-Sep’'21)
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3.2 Understanding ‘Giving across

Recipient Groups, Regions,
and Income Groups, during

Incidence of Giving

Overall, 87% households reported
having made a donation to one or
more of the recipient categories during
the study period. Of these households,
a slightly higher incidence of charity
was observed in rural India (88%)
as compared to urban India (83%).
Among regions, eastern India (96%)

Recipient Groups

Of the 87% households who donated
during the study period, over 60%
donated almost equally to ‘beggars’
and ‘religious organisations’, forming
the bulk of giving incidence at the
household level across India.(Figure 5)

Preferred Forms of Giving across
Recipient Groups: ‘Cash’ was the
most preferred form of giving to
‘religious organisations’ (98%). In
the ‘in-kind’ category, ‘beggars’
were the most preferred recipients
at 53%. 'Volunteering’ was the least
preferred form of contribution among
households, varying between 1% and
2% for all the recipient groups.

Open-ended Responses: Donations to
‘religious organisations’ were driven
by occasions and festivals. Such
donations were predominant in north
and east India, and in rural areas. The
responses revealed that prominent

COVID-19

and northern India (94%) reported
higher incidence of donation. In other
words, 9 out of 10 households were
involved in giving in these regions.
Findings across income categories
varied between 83% and 89%.(Figure 4)

places of worship such as temple,
churches, mosques, and gurudwaras
were among the highest recipients.
The most common motivation behind
giving to ‘religious organisations' was
family traditions that encouraged
giving on special or auspicious
occasions and festivals.

These responses also show that giving
to ‘non-religious organisations’ was
more prevalent in south and east India
and in urban areas. Households in the
higher-income groups also donated
more to non-religious causes. Overall,
29% of the households who donated
to ‘non-religious organisations’
also disclosed the names of the
organisations. Of these donations,
51% was received by NGOs, trusts,
foundations, and schools; followed
by PM CARES/CM CARES/UNICEF at
22. Contributions were also made to
essential workers such as frontline
health workers and sanitation workers.
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Figure 4: Incidence of giving: Income groups, urban-rural, regions (Oct’20-Sep’21)
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Figure 5: Donations across recipient groups (Oct'20-Sep'21)
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Urban-Rural Landscape

Inurban areas, ‘religious organisations’
received donations from 60% of
total households, while ‘beggars’
received donations from 52% of total
households. Similar to the findings
in urban India, the incidence of
donations in rural India is more to
‘religious organisations’ and ‘beggars’
than to other recipient groups. Fewer
than 5% of households in both urban
and rural areas contributed to the
other recipient categories. (Figure 6)

Regions

Compared to the national trends, the
incidence of giving to ‘beggars’ (85%)
and ‘religious organisations' (73%) is
higher in the east. This is followed by
giving in the north to ‘beggars’ (77%)
and ‘religious organisations’ (66%). The
incidence of giving to ‘non-religious
organisations’ and ‘household staff’
was lowest in the north at 2%. (Figure
7)

Income Categories

The incidence of giving by higher-
income groups to ‘non-religious
organisations’washigherthannational
average. About 8% households from
SEC A and 5% households from SEC
B income groups donated to ‘non-
religious organisations’, against an all-
India incidence of 4%.

Incidence of giving in lower-income
category (SEC D/E) was highest for
‘beggars’. About 68% of the lower-
income groups made donations to
‘beggars’ as compared to 61% of giving

Preferred Forms of Giving in Urban-
Rural India: During the study period,
giving in ‘cash’ was preferred in both
urban and rural areas, with more
than 90% of households contributing
in ‘cash’. The incidence of ‘in-kind’
donations was higher in rural
households (50%) as compared to
urban households (30%). About 2%
of the respondents reported having
‘volunteered’ services in urban areas
as opposed to just 1% in rural areas.

Preferred Forms of Giving across
Regions: During the one-year study
period, 96% households in the south
and the east, reported ‘cash’ giving.
‘In-kind’ donations were highest in
north India at 62%, followed by 52% in
the east. Households in the north and
west reported higher ‘volunteering' at
2% when compared to the east and
south at 1%.

to ‘beggars’ nationally.(Figure 8)

Preferred Forms of Giving across
Income Groups: Higher-income
households (SEC A/B) (95%) showed a
higher preference for ‘cash’ donations
as compared to middle- and lower-
income households (92%). About
2% of the respondents reported
‘volunteering' in the higher-income
category and 1% in the middle-income
and lower-income groups reported
the same.
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Figure 6: Donations made to Recipient Groups in Rural India and
Urban India (Oct'20-Sep’21)
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Figure 7: Donations to Recipient Groups made by Regions (Oct'20-Sep’21)
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Figure 8: Donations to Recipient Groups made by Income Categories (Oct'20-Sep’'21)
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COVID-19 Related Giving

During the one-year study period, only
15% of the total 4% households that
gave to ‘non-religious organisations’,
cited COVID-19 as a motivation.

Of the total 2% households who gave
to ‘non-religious organisations’ in both
phases of the study, 19% households
in phase 2 cited COVID-19 as a
motivation for giving as compared to
9% in phase 1. (Figure 9)

Reasons behind COVID-19 related
Donations: In phase 2, the study tried
to capture the impact of the COVID-19
pandemic on giving patterns in India.
Of the households who donated to
‘non-religious organisations’ in phase
2 and cited COVID-19 as a reason, 87%
perceived it as the most relevant issue.
(Figure 10)

study period.

» About 87% of households reported giving during the

» ‘Religious organisations’ and ‘beggars’ were the
preferred recipients of donations.

» ‘Cash’ was the preferred form of donation to
‘religious organisations’, while ‘in-kind’ donations
were preferred for ‘beggars’.

» Households from higher-income categories were
more likely to give to ‘non-religious organisations’
than those in lower income categories.
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Figure 10: Motivations for giving towards COVID-19 related causes
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Decision Maker

Household members in the age group
46-60 years emerged as the primary
decision-makers for all categories
of recipients, with the exception of
‘beggars’ where primary decision
makers were men between the age-
group of 25-45 years. The survey
revealed that women primarily
took decisions regarding giving to
‘household staff’ and ‘beggars’. Men
were the key decision-makers for

Donation Giver

Men predominantly made the
donations to ‘religious organisations’
and ‘family and friends’, while
women donated to ‘household staff’

3.3 Who Decides and Who Gives?

giving to ‘family and friends’ and
‘religious organisations'.

Both men and women appeared to
have been equal decision-makers
involved in donating to ‘non-religious
organisations’. Women between 46
and 60 years, have slightly greater
influence in decision making at 33%,
compared to the 31% for men in the
same age-group. (Figure 11)

and ‘beggars’. The age group 46-60
emerged as the primary actors making
the donation. (Figure 12)

payment.

» Men emerged as key decision-makers and were also
the group who made the final payments to ‘family
and friends’ and ‘religious organisations’.

» Women were responsible for decision-making and
giving to ‘household staff’ and ‘beggars’.

» The age-group between 46 and 60 years has emerged
as primary decision-makers who make the final
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Figure 11: Decision-making for giving at the household level (Oct'20-Sep’21)
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Figure 12: Final donation-maker at the household level (Oct’20-Sep'21)
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3.4 Motivations for Giving

The ‘How India Gives' study sought to
understand the motivations behind
giving to two specific categories
of recipients - organisations and
individuals. Donations to ‘beggars’,
‘religious organisations’, and ‘non-
religious organisations’ were mainly
driven by family traditions of giving

Religious Beliefs

Religious beliefs guided 86% of
incidence of giving to ‘religious
organisations’, 58% of giving to

and by religious beliefs. On the other
hand, donations to ‘household staff'
and ‘family and friends’ were more
cause-driven, for instance, the givers
wanted to provide support to peoplein
financial distress or for disaster relief.
The top three reported motivations for
giving were the following:

‘beggars’, and 38% of giving to ‘non-
religious organisations’.

Supporting Someone in Financial Distress

The desire to support someone in
financial distress was instrumental in
driving 49% of the incidence of giving

Family Traditions

Family traditions also emerged as an
important motivation for giving. It was
a motivator for 33% of incidences of

to ‘household staff’, 41% to ‘family and
friends’, and 36% to ‘beggars’.

giving to ‘beggars’, 28% to ‘religious
organisations’, and 17% to ‘non-
religious organisations'. (Figure 13)

\
» Religious beliefs were the primary motivation for
giving, followed by the desire to support someone
in financial distress and the desire to follow family
traditions.
\ y
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Figure 13: Motivations for giving at the household level in India (Oct’20-Sep'21)
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3.5 Channels of Information

On Giving

Responses from households were sought for two categories of recipients -
‘religious’ and ‘non-religious organisations'.

Religious Organisations

For ‘religious organisations’, ‘direct
interaction with the beneficiary' (57%),
‘in- person outreach by volunteers or
agents’ (33%), and ‘word of mouth from
family and friends' (27%) emerged
as important methods of soliciting
donations.

Urban-Rural Landscape: Data
shows that most households receive
information from ‘direct interaction
with beneficiary’ in both rural and
urban areas. This is followed by
‘volunteer interaction’ and information
through ‘word from family and friends,
‘volunteer interaction’ and information

through ‘word from family and friends'.
(Figure 14)

Regions: About 50% of households in
all the regions received information

through the ‘direct beneficiary'.
Around 30% and above households
received information through

‘volunteers' across all regions. Finally,
34% of households in west India, 28%
in the north, 27% in the east and 20%
in the south received information from
‘family and friends'.

Tables 2.1 and 2.2 in Annexure 2 give a
complete breakup of numbers.

Non-Religious Organisations

Similar to the findings for ‘religious
organisations’, ‘face-to-face interaction
with the beneficiary’ (45%), ‘in-person
outreach by volunteers or agents'
(37%), and ‘word from family and
friends’ (20%) remain the critical
sources of information for giving
to ‘non-religious organisations'.
‘Television’ (18%) also emerged as an
important source of information for
‘non-religious organisations'.

Urban-Rural Landscape: Amongst
various channels of information,
‘television” emerged as an important
source of information in rural areas

at 26% as compared to 8% in urban
areas. On the other hand, ‘face-to-
face interaction with volunteers and
agents’ was higher in urban areas
(47%) when compared to rural areas
(30%). Another important source of
information was ‘interaction with
beneficiaries’, and ‘family and friends".

Regions: Regional patterns show
that the most important information
channel was ‘direct interaction with
beneficiary’ in all regions except in
the south where ‘direct interaction
with volunteers’ (35%) was the most
prominent. (Figure 15)
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Figure 14: Sources of information for giving to ‘religious organisations’ (Oct'20-Sep'21)
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‘Interaction with volunteers’ was the
second most important source of in-
formation in west India (42%), east
(27%) and north India (59%). In north
India, ‘family and friends’ also played
an equally important role as a source

of information at 59%. ‘Television’
(31%) spread more information in the
south than ‘volunteers’ (27%).

Tables 2.3 and 2.4 in Annexure 2 give a
complete breakup of numbers.

groups.

» For both ‘religious organisations’ and ‘non-religious
organisations’, ‘in-person outreach by volunteers
or agents’, ‘face-to-face interaction from the
beneficiary’, and ‘word from family and friends’
emerged as critical sources of information.

» ‘Television’ also emerged as a significant medium for
soliciting donations for ‘non-religious organisations.

» The channels of information emerged as critical in
influencing household giving to specific recipient
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Figure 15: Sources of information for giving to ‘non-religious organisations’ (Oct'20-Sep'21)
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3.6 Forms of Donations: ‘Cash’,
‘In-kind’, and “Volunteering’

Nationally, out of the 87% of incidences of household donations, 93% donated
in ‘cash’, 44% donated ‘in-kind', and 1% reported to have ‘volunteered'. (Figure

16)

Patterns of ‘Cash Giving’

The average donation amount for
households saw a small decrease
in phase 2, from INR 524 to INR 507.
Although phase 2 saw a decline in
the average donation amount, the
frequency of giving donations in ‘cash’
increased by 11%.

Recipient Groups: 'Cash’ was the
most preferred form of giving across
recipient groups. Nationally, ‘cash’
donations across recipient groups
were over 75%. Relative to other
recipient groups, more households
preferred to give in the form of ‘cash’
to ‘religious organisations’ (98% of the
total households that donated).

The average ‘cash’ donation to
‘household staff was INR 1,332 in
phase 1 which increased to INR
1,467 in phase 2. On the other hand,
contribution to ‘family and friends' fell
from an average of INR 1,872 in phase
1to INR 1,434 in phase 2. (Figure 17)

Urban-Rural Landscape: Overall, the
amount of ‘cash’ donated was higherin
urban households. The average ‘cash’
amount donated by urban households
in phase 1 was INR 703, which dropped
to INR 617 in phase 2.

About 98% households who donated
both in urban and rural India made
contributions in the form of ‘cash’ to
‘religious organisations'. (Figure 18)

Regions: South India donated the
highest average amount, this being
INR 823 per household in phase 1 and
INR 667 in phase 2; this was followed
by west India. The lowest averages
were reported from east India at INR
390 for phase 1 and from north India
at INR 395 in phase 2.

About 96% of the total incidence of
household donations across regions
were made in ‘cash’ and these were
made to ‘religious organisations’. The
second highest incidence of giving in
‘cash’ was towards ‘non-governmental
organisations’ across regions. The
lowest average amount donated by
households in form of ‘cash’ went to
‘beggars’ in all the regions except the
south. (Figure 19)

Income Groups: The highest average
amounts were donated by higher-
income-group households, with the
average amount of donation made
decreasing with income. Phase 2 saw
a slight decrease in donations by all
income groups. This decrease was
higher in SEC A/B categories where
average ‘cash’ contributions fell from
INR 865 in phase 1 to INR 846 in phase
2. (Figure 20)
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Figure 16: Forms of donation across recipient groups (Oct’20-Sep’21)

Organisations
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Figure 17: Average ‘cash’ payment across recipient groups
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Figure 18: Incidence of ‘Cash’ donation by type of recipients: All-India, rural India, urban India
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Figure 19: ‘Cash’ donations across regions
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Cash donations made by regions: six-monthly - The percentages are calculated on the base of total
incidences of household donation for each recipient group
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Figure 20: Trends in average ‘cash’ donation per household across urban- \
rural, regions, and income categories
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About 98% of the total incidence of
household donations across income
groups were made in ‘cash’ and these
were made to ‘religious organisations’,
followed by 84% to ‘non-religious
organisations’. A higher proportion
of the incidence of ‘cash’ donations
to ‘beggars’ was reported among the
higher income category (84% vs. 75%
among low-income group). (Figure 21)

Medium of  ‘Cash’ Contribution:
“Cash’ donations were primarily made
in currency notes across recipient
categories. Another important mode
of payment was through digital
wallets. The share of payments
made via digital wallets is larger than
the share made by cheque or debit/
credit card primarily to ‘non-religious
organisations’.

Approximately 4% households used
digital wallets to donate to ‘non-

Patterns of In-kind” Giving

‘In-kind" donations included groceries
(dryrations, packagedfooditems, fruits
and vegetables); clothing and blankets;
food in the form of cooked meals; and
household items (kitchenware, toys,
and personal items); and construction,
farming, and hardware equipment.

Recipient Groups: In both phases,
groceries remain the main form of
‘in-kind" donations. Out of ‘in-kind’
donations made to ‘beggars’ and
‘religious organisations’, 87% and
85% respectively was in the form
of groceries. . This was followed by
clothing and blankets, and food items
such as cooked food and sweets.

In phase 2, food was preferred over
clothing when giving to ‘religious
organisations’. (Figure 24)

Urban-Rural Landscape: Households
in rural India gave more ‘in-kind’ to
‘beggars’. Among the households

religious organisations'. Credit and
debit cards were marginally preferred
over cheques to donate to ‘non-
religious organisations'. (Figure 22)

Frequency: Respondents were asked
to report on the frequency of their
donations: ‘once in six months’, ‘once
in three months’, and ‘once a month'’
were the options for ‘cash’ donations.
They were also asked if they have
donated on specific occasions.

Most households made donations
‘once in six months' to all categories
of recipients except ‘beggars’. Giving
to ‘beggars’ was more frequent, with
around 40% households who donated
to ‘beggars’ donating more than ‘once
amonth’on an average for a six-month
period. (Figure 23)

who gave in urban areas, a higher
proportion of giving incidence was
in ‘in kind' to ‘household staff’ (43%
vs. 40% donated at an all-India level)
and to ‘non-government organisation’
(29% vs. 25% donated at an all-India
level). (Figure 25)

Regions: 'In-kind' donations were more
prevalent in east and north India.
Among the households who gave in
north India, a higher proportion of
giving incidence was in ‘in kind’ to
‘beggars’ (69% vs. 53% who donated at
an all-India level). (Figure 26)

Income Groups: The highest incidence
of ‘in-kind’ donations across income
groups was to ‘beggars’. This was
followed by ‘household  staff,
‘family and friends’ and ‘religious
organisations’ respectively. (Figure 27)
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Figure 21: ‘Cash’ donations across income groups

98% 98%

! Religious
' Organisations

85% m———

é Non - Religious
Organisations

87% m 88% mm

P 77% m 79% i

_____________________________________________________________________________________ ! Extended Family
and friends

Phase 1+ Phase 2
Cash donations made by income groups: six-monthly - The
Phase 1 percentages are calculated on the base of total incidences of
. Ph 2 household donation for each recipient group
ase

,_
o
oa
)
3
&

How India Gives
2020-21

4




Figure 22: Mode of ‘cash’ contribution (Oct'20-Sep’21)
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Figure 23: Trends in frequency of giving in ‘cash’ across recipient groups
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Figure 26: ‘In-kind’ donations across regions
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Figure 27: ‘In-kind’ donations across income groups

10% m 12% —— ssss———

a ! Religious
Organisations

é Non - Religious
Organisations

24% m 29%

41% n 42%

35% a 37% eEEEEE——————

24% m 28% eee———————

__________________________________________________________________________________ Extended Family
and friends

25% m 32% SSSSSEES————

40% = 43%

: Phase 1+ Phase 2 ) ) .
. ‘In-kind’ donations made by income groups: 6-monthly -
Legend- ! Phase 1 The percentages are calculated on the base of total
. incidences of household donation for each recipient group

. Phase 2

J

How India Gives
2020-21

47




Frequency: Respondents were also
asked about the frequency of ‘in-kind’
donations, with the options of ‘once
in six months’, ‘once in three months’,
and ‘once a month'".

‘In-kind" donations to ‘beggars’ were

Patterns of "Volunteering’

This survey did not reveal a high
incidence  of ‘volunteering. As
compared to ‘cash’ and ‘in-kind',
‘volunteering’ emerged as a less
preferred form of giving with only
1% households reporting to have

volunteered ‘in the last one-year
period.®

Recipient  Groups: Among the
households who volunteered, the

highest incidence of ‘volunteering’ was
towards ‘family and friends’ and ‘non-
religious organisations’

Most households volunteered under
5 hours in 6 months (for each of the

more frequent (more than ‘once a
month’) than to other recipient groups.
Most households made donations
‘once in six months' to all other
recipient categories. (Figure 28)

phases) with each of the recipients:
‘religious organisations’, ‘household
staff’, ‘family and friends’, and ‘beggars'.
About 52% reported ‘volunteering
over 20 hours towards ‘non-religious
organisations’ in phase 1 and 27% in
phase 2. "*(Figure 29)

Urban-Rural Landscape: The
incidence of ‘volunteering services'
were low in both urban and rural India.
Among the households who donated
in both urban and rural areas, 2%
respondents reported ‘volunteering’
to ‘non-religious organisations’ and
‘family and friends'. (Figure 30)

\

» ‘Cash’ emerged as the main form of donation across
recipient categories.

» Groceries were the main form of ‘in-kind’ donations
towards the highest recipient groups: ‘religious
organisations’ and ‘beggars’

» Among those who reported volunteering, most
households volunteered under 5 hours in 6 months
(for each of the phases) with all recipient groups,
except ‘non-religious organisations’

\ y
8The methodology for market size estimation has been provided in Annexure 1.
19Grey highlighted cells denote low unweighted base, hence please read with caution.
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Figure 28: Trends in frequency of giving ‘in-kind’ across recipient groups
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Figure 29: Frequency of ‘volunteering services' across recipient groups
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In order to gain a comprehensive
understanding of household giving,
‘high giving’ profiles were categorised
on the basis of the following
parameters: a) households giving in
both ‘cash’ and ‘in-kind’, b) households

3.7 Trends of Donation among

‘High-Givers’

that were frequent givers, and finally
the ¢)quantum of giving. The significant
findings are mainly reported at the
level of urban-rural India, regions, and
household income.

Households Giving in Both ‘Cash” and ‘Kind’

About 37% households donated in
both ‘cash’ and ‘kind’ during the study
period.

‘Beggars’ are the most preferred
beneficiaries of giving by households
who give both in ‘cash’ and ‘in-kind'".

Urban-Rural Landscape: Incidence
of giving in both ‘cash’ and ‘kind’ (to
‘religious organisations’, ‘non-religious
organisations’, and ‘beggars) was
noted to be particularly higher in
rural areas. In urban areas, a higher
proportion of this form of giving went
towards ‘household staff’ (23% vs. 9%
in rural areas) and ‘family and friends’
(11% vs. 5% in rural areas).

Regions: Regionally, incidence of giving

Frequent Givers

To identify the frequency of giving,
three criteria were used: 1) ‘least
frequent -givers’ who donated ‘once or
more than once in 6 months’ or gave
occasionally, 2) ‘less frequent givers'
who donated ‘once or more than once
in 3 months', and 3) ‘frequent givers'
who gave ‘once or more than once a
month’.

in both ‘cash’ and ‘in-kind’' was higherin
the north (52%) and in the east (47%).
Incidence of giving across regions was
highest towards ‘beggars’ in all regions
except the south.

Income Categories: Among income
categories, a higher proportion of low-
income households (38%) gave both in
‘cash’ and ‘in-kind’ than higher-income
groups (33%). The incidence of giving
was highest towards ‘beggars' across
income groups, followed by ‘household
staff, ‘non-religious organisations’,
‘religious organisations’, and ‘family
and friends'. (Figure 31)

Detailed phase-wise findings are in
Annexure 2, Tables 2.5, 2.6, and 2.7.

The proportion of households
donating ‘once or more than once a
month’ was highest among those who
gave towards ‘beggars’. More than 60%
of households who gave to ‘beggars’
donated ‘once or more than once a
month’in both phases.
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Donation in both ‘cash’ and ‘in-kind’

.

Figure 31
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Urban-Rural Landscape: Comparing
to the national average, households
in urban India gave more frequently
(‘once or more than once a month’) to
‘religious organisations’ (35% vs. 32%
national average) and to ‘non-religious
organisations’ (26% vs. 21% national
average). Rural India in phase 2 gave
more frequently (‘once or more than
once a month’) to ‘family and friends'
(35% vs. 30% national average) and
‘household staff’' (25% vs. 18% national

Quantum of Giving

The ‘high value donations’ (above
INR 1,000) made by households in
a six-month period were made to
‘household staff and ‘family and
friends’. Smaller ‘cash’ donations of
under INR 100 were made to ‘beggars'.
(Figure 32)

Urban-Rural Landscape: Rural India
made contributions of higher ‘cash’
value (over INR 1,000) to ‘household
staff’ than urban households in both
phases.?® These findings correlate
with the findings that rural households
gave more frequently to ‘household
staff' (refer to Table 2.11 in Annexure 2)

average) (refer to Table 2.8 in Annexure
2).

Regions: Across regions, the ‘frequent
givers' donated to ‘beggars’ (refer to
Table 2.9 in Annexure 2).

Income Categories: Households
across income groups emerged as
‘frequent givers' to ‘beggars’ followed
by ‘religious organisations' (refer to
Table 2.10 in Annexure 2).

Regions: Among regions, households
in north India gave INR 1,000+ to ‘non-
religious organisations’, while the east
and south made ‘high value donations'’
to ‘family and friends’ (refer to Tables
2.2 and 2.12 in Annexure 2)

Income Categories: Higher-income
groups donated higher amounts to
‘family and friends'. In middle-income
and lower-income groups, the higher
amount was given to ‘family and
friends’ in phase 1 and to ‘household
staff' in phase 2 (refer to Tables 2.3 and
2.13in Annexure 2)

N\
» Giving incidences were higher in urban areas in
north and east regions, and among low-income
category groups.
J
20Low Givers (INR o - 300), Mid Givers (INR 301-1000) and High-givers (INR 1000+)
How India Gives |
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Figure 32: ‘Cash’ contribution - Quantum of giving
i Total HHs within each
Religious Organisations : recipient group (000s)
o 1 ! — ) ! PI : 114803
20% 16% 9% 1%1% :
e ) ! ! " ) ! ! [ | 164594
25% 29% 20% 15% 7%1% 1% |
B Non-Religious Organisations :
o ? I — ;6208
12% 19%  16% 2%2% :
e 1 ! ! " I ! ! [ i 5833
23% 21% 25% 14% 1% 2% 1% .
m Household Staff :
Q mr— | —
8%  14% 21% 28% 20% 4% 2%
e 1 — I A ———— : 3751
10% 16% 20% 22% 22% 6% 29
m Extended Family and friends E
o I ? 1 * T 5092
12% 12% 16% 23% 24% 7% 5%
@ r p— p— 7470
17% 17% 16% 21% 19% 5% 3% |
m Beggars
o . H - : 90939
59% 8% 3% 0% 0% 0% :
@ 1 Ip— N 113926
69% 19% 6% 3% 1% 0% !
[ [ I [
Legend: Under Rs. 100 Rs. 101-301 Rs. 301-500 Rs. 501-1000 Rs. 1001-5000 Rs. 5001-10000 Over Rs. 10001
: " " . . All India (U+R): 6 Monthly - The percentages are
calculated on the base of ‘cash’ incidence of household
donation for each recipient group

. J/
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3.8 Deterrents to Making

In the second phase, households
were also asked to report reasons
for not donating. About 17% of the
total respondents in phase 2 did not
make any contributions. Of this 37%
each reported ‘lack of resources’ and
‘nobody had approached’ as a reasons
for not donating. Further, 11% of the
households cited ‘previous negative
experiences’ as the reason for not
making donations.

Urban-Rural Landscape: About 22%
urban households and 15% rural
households did not donate. Of the
households which did not donate in
urbanindia, 34% reported that ‘nobody
had approached them for support’.
About 40% of the households who did

Donations

Regions: The most frequently cited
reason for not donating in all the
regions, except the west, was ‘lack
of resources’. This was followed
by ‘nobody had approached’ and
‘previous negative experience’.

Income Categories: About 40% of the
middle- and lower-income households
(SEC C/D/E) who did not donate
reported that they ‘lacked resources’
to give and 35% from the higher-
income households (SEC A/B) who did
not donate reported that ‘nobody had
approached’ them for donation.

Almost one in every 10 higher-income
households cited Jack of trust’in both
organisations (9%) and individuals

not donate in rural India responded (11%) as deterrents to making
that they ‘lacked resources’ for any donations. (Figure 33)
form of donation.

~

donations.

» 'The most important reason cited by the households
who did not donate was the ‘lack of resources’.

» Among the higher-income category, most households
mentioned that ‘nobody had approached’ them for

How India Gives
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Figure 33: Reasons for not making donations (Phase 2 of the study)

GGG IGIEE!

..................................................................................................................

Do not trust

orgonisations | 8% | 8% | 7% | 10% | 1% 13% | 4% | 9% | 7% |

who seek fund '

Do not trust ! ! ! ! : : E , ,
individuals : : i : i i i i : :
whasesk 8% :10% : 6% :12% : 0% : 9% @ 7% :11% : 7%
unds : : : : : : ' ' . .
Nobody

approached
our

o o | 31% | 34% | 28% | 33% . 29% | 31% :30% . 35% . 29% .

for support

..................................................................................................................

Unaware of
opportunities |

;vrr;evriggecang 5% | 6% | 4% | 2% | 2% 5% 6% : 6% ;. 5%
support : : : : : : : : : :

..................................................................................................................

Do not have
H
resources for

ayformof | 3704 | 32% | 40% | 33% | 63% | 20% :46% | 28% | 40% :

donation

..................................................................................................................

Previous

negative : : : . : : : : : :
experience : : : : : : : : : :
duetowhich : 10% : 9% : 11% : 8% . 2% :20% : 5% : 11% : 10% .
we donotdo . . . . . . . . . .
charity . . . . . . . . .
anymore

..................................................................................................................

Total HHs

pmineach 15311823425 129693 | 5941 | 4339 18699 (24141 :14958:38161 |
group (000s) \ \ \ \ \ \ \ 1 1 1

N (U+R)
The percentages are calculated on the base of

East 5(U+R) South total households who have not made any
donation in phase 2

. J

How India Gives
2020-21

57




4

Limitations of

the Study




he present study intended to

explore the extent and broad

trends of household giving in

India. Repeat giving patterns

across the same household
have not been analysed at this stage.
Only a broad overview of giving across
two phases has been presented.

While consumer panels are an effective
way to access a diverse population
to derive broad patterns and trends,
they are necessarily limited in scope.
They are currently not providing
explanations  behind the giving
patterns emerging from the survey.
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he study estimates the market

sizeofhouseholdgivinginindia

as INR 23.7 thousand crore.

The most predominant form

of giving was ‘cash’ at 93% of
the total household giving. The survey
revealed that ‘religious organisations’
captured the biggest market share of
donations in India at 70%.‘In-person
outreach’ by ‘volunteers or agents'
of ‘religious organisations’ emerged
as critical to soliciting donations. At
the same time, higher- and middle-
income groups reported that they did
not any make donations because they
were ‘not approached by anyone’. This
suggests that there is potential for
increasing household giving through

effective outreach and communication.

The study also revealed that religious
beliefs were the primary motivation
for giving followed by the desire
to support someone in financial
distress, along with family traditions.

Another important finding of the
survey was information on gendered
forms of giving. Women were the
primary decision-makers in giving
to ‘household staff’ and ‘beggars’,
while men were the key decision-
makers in giving to ‘family and
friends’ and ‘religious organisations’.
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Annexure I:
Methodology for Panel
Creation and Survey




6.1 Methodology

The ‘How India Gives’ study was
executed using the Worldpanel
Division of Kantar Panel's composition,
data collection, and quality assurance
standards and methods. Data for the
studywas collected as partof amonthly
FMCG-purchase data collection survey
conducted at the household level by
the Worldpanel Division of Kantar.

The survey was conducted twice to
document recall over a six-month
period, during phase 1 of the pandemic

in April 2021 (covering responses
from October 2020 to March 2021)
and phase 2, October 2021 (covering
responses from April to September
2021). These surveys were conducted
telephonically (77% in phase 1) and in
person (97% in phase 2).

The methodology  for panel
construction and data collection has
been briefly summarised in a phased
manner below:

Phase 1: Panel Construction and the Mapping and Listing

of Households

In Phase 1 of the methodology, panel
construction and the mapping and
listing of households were conducted
as per the Worldpanel Division
of Kantar World Panel's standard
methods. Findings from the latest
baseline survey of the Worldpanel

Stage I: Baseline Survey

A baseline survey, that is, a large-
scale household survey using random
sampling, was executed to gauge
the demographic profile and factors
influencing consumer behaviour and
decision-making.

The key respondent at the household
level was also a key decision-maker
in FMCG purchases. The respondent

Division of Kantar were used to gauge
the demographic profile. This was then
taken into account for panel creation
and revisions.

The panel set-up involved two distinct
stages:

could be either male or female. A
household was broadly defined as a
group of related personslivingtogether
and taking their meals from a common
kitchen. Single-member homes and
institutions such as hostels were not
included in the sample. Household
staff and guests were also not added
to the definition of a household.
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2020-21

63




Stage II: Random Selection of Households and Panel

Creation

The final panel comprised an 80:20
ratio of urban and rural households,
respectively, which was projected to
the Indian census data. It covered 17
states,,, 135 urban towns, and 705
villages. The panel comprised ~80,000
households and was demographically
representative of 94.5% of India.

The variables taken into consideration
for panel sampling and projections
were:

» Affluence levels, that is, Socio-
economic Classification (SEC)

» Age of respondent (up to 34 years,
35-44 years, and 45+years)

»  Geographical spread (urban, rural,
town and village classes, state)

Using systematic random sampling,
households  were selected for
recruitment as panellists and were
formally onboarded as part of the
Worldpanel Division of Kantar panel.
The existing Worldpanel Division
of Kantar panel was updated using
the same specifications as per the
mentioned variables to replace any
defunct respondent households.

The Worldpanel Division of Kantar
panel utilised the Census 2011 data
for projections of the sample to
the population, which is a growing
universe (growth was calculated based
on the decadal growth from Census
2011 versus 2001). While projecting,
sample households were given
different weightages depending on
the variables mentioned earlier. The
projections also took into account the

homogeneity and heterogeneity of
households of sample groups.

Table 1.1 provides an overview of
states covered in each region.

For towns and villages, the sampling
was done based on size; the broad
categorisation of towns and villages
surveyed were done as per average
populationsize. Fromasocio-economic
perspective, the SEC classification was
calculated based on the standard
New Consumer Classification System
(NCCS). Based on the education of the
chief wage earner and the number of
durables owned? by the household,
the specific SEC category of the
respondent group was defined. Table
1.1 provides an overview of the SEC
classification grid. (Image 1.1)

Based on the SEC classification
GRID, broad SEC categories included
SEC A1, A2/A3, SEC B, SEC C, and
SEC D/E for this study. As per the
classification, SEC A1 represented
households with graduates or post
graduate professionals as chief wage
-earners and those that had over 9
consumer durables per household.
This category was the most affluent
in the SEC classification, while the
SEC D/E households had chief wage
earners who either lacked any formal
education or had higher education
but limited access to consumer
durables (less than 4) at the household
level, indicating a weaker economic
background in comparison to SEC A
households.

21 Excluding Jammu & Kashmir, Goa, the Northeast (except Guwahati), and offshore Islands.
22Durables owned included 11 items owned or accessible to respondents: these were electricity connection, ceiling fan, LPG stove, two-
wheeler, colour TV, refrigerator, personal computer/laptop, washing machine, car/jeep/van, agricultural land (only in rural areas),

and air conditioner.
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Uttar
Pradesh
'

Table 1.1: States covered in the survey

Ce=r)

.

Madhya Pradesh

Chhattisgarh

Telengana

Andhra Pradesh

Karnataka

J
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( Image 1.1: Socio-economic class classification grid \
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Phase II: Data Collection and Cleaning

The survey was conducted using Com-
puter-Assisted Personal Interviews
(CAPI) formats. Field surveyors were
trained by Worldpanel Division of Kan-
tar to conduct the ten-minute surveys
with panel members after conducting

regular monthly FMCG purchase data
collection. The step-wise process for
data collection, cleaning, and release
has been illustrated in the image be-
low. (Image 1.2)

Methodology for Market Estimation

A key objective of the study was to
estimate the ‘market size’ for charitable
giving in India. This estimate could
prove to be helpful for non-profits and
volunteers seeking funds to help plan
resource mobilisation and funding
strategies.

For the purpose of this study, ‘market
size’was broadly defined as a projected
value, based on Worldpanel Division
of Kantar panel survey results, that
was indicative of the amount of ‘cash’
available in the country for individual
household giving and philanthropy.
The current estimate of 23.7 thousand
crore was determined based on the
donations made in ‘cash’ in one year
that is, between October 2020 and
September 2021.

A question on the amount of ‘cash’
donations made at a household
level was posed to respondents in
both phases of the study. Options
were given to respondents in terms
of amount ranges. The categories
included were under INR 100, INR 101-
300, INR 301-500, and so on. Based
on the household incidence of ‘cash’
donations for each of these amount
brackets, an estimation was drawn to
arrive at an aggregate-level market
size for each type of donation for both
rounds of the study.

Further, a product of total HH
incidence (A) of each ‘cash’ amount
range for a particular donation type

23CAF (2020) ‘India Giving 2020’ report, Charities Aid Foundation https://cafindiaweb.s3.ap-south-1.amazonaws.com/cafindiawebsite,

india_giving_report 2020-393.PDF. Accessed on 15 February 2022.

and an average value (B) taken of that
amount range has been used to arrive
at the ‘cash’ amount donated (C) for
that specific amount range within one
type of donation.

Asummation of ‘cash’amount donated
for each price range is then used to
arrive at a total ‘cash’ amount donated
for each type of donation (refer to
Table 1.2), which cumulatively help us
estimate the overall market size (refer
to Table 1.3).

Compared to existing estimates of the
market size for giving, that is, the CAF
study on giving in India, we find that
urban giving trends are similar.z

Table 1.4 provides a summary of key
parameters.

A key limitation of this estimate is that
it is based on respondent recall of
giving in the previous six months and
may not be a representation of actual
household giving. Other limitations
are that this survey was conducted
at the household level and does not
take into account single-member
homes, as well as acts of giving
by individuals residing in hostels/
paying guest accommodations and
similar institutions. Since this market
estimate has emerged from a sample
survey, the estimate is also subject to
statistical error.
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f Image 1.2: Stepwise illustration of data collection and cleaning h

Field Briefing

Monthly session to brief field
interviews

Field Visits
Experienced interviewers visit

household. They verify/complete
the filing via CAPI surveys

Consumer survey
is conducted

Follow up survey
of How India Gives
is conducted

Data Processing
Once the data is collected, it goes
through regular checks and is

processed by Kantar’'s team of
specialised data analytics

Data Release

Processed data is released and
made available to CSIP for review
and suggested correlations

. .
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r Table 1.2: lllustrative example of market estimation data \

Q.) You mentioned that you made donations in CASH. Can you tell
us what was the total amount of donation/charitable contribution
that you have made in CASH in the last six months

( Amount J ( Midpoint }
Under INR 100 i 50
INR 101-300 § 200
INR 301-500 § 400
INR 501-1000 § 750
INR 1001-5000 § 2500
INR 5001-10000 § 7500
over INR 10001 § 10001
For example - Captured data for P2 for religious groups (INR)
Households that made |: Absolutes - Average Donated
religious donations : HHs (000s) Value -B Amount
& 164594 (C=A*B)
Under INR 100 {40458 i 50 i 2022891
INR 101-300 {48154 i 200 ! 9630755
INR 301-500 {33650 L 400 ! 13459983
INR 501-1000 i 24313 i 750 i 18234592
INR 1001-5000 P 12137 i 2500 i 30342142
INR 5001-10000 i 1516 ;7500 ;11368170
Over INR10001 | 900 ! 10001 ! 9001834
"""" Total cash Amount . 94060368 . i 04060368
C"'"""Hé'r'é'g'é """""" A T A J
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Total HHs (000s) : 3592 5 3751
Total Cash Amount ; 4783152 ; 5505124

""" Average Cash Amount 7 qza2 v qaer
Extended Family and friends

_____ TotalHHs(000s) e
Total Cash Amount E 9535160 E 10708804
Average Cash Amount ; 1872 E 1434

44

Beggars

Total HHs (000s) 113926

Average Cash Amount

ey
]

Overall (For any kind of donations)

Total HHs doing any donations (000s) ; 202691 .. 258363
Total Cash Amount (Crores) ; 10616 13103
Average Cash Amount 524 F 507
Annual donation Total HHs who have donated 267923

marketsize-India  7otal cash Amount 23719
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Table 1.4: Comparison Of How India Gives And Giving In India 2020 \

How India Gives CAF's Giving In India

Parameter (12-Month Period, A
October 2020- (12'M°;:;':)Pe"°d'
September 21)
Percentage Of Individuals All India (U) All India (V)
Who Made A Charitable
Contribution

83% 84%

L

Donations Made To
Religious Organisations

60% 67%

Donations Made To
Beggars Or People In Need

52% 63%

y,
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‘Religious Organisation’: All-India,
Urban India, and Rural India

All India Urban Rural
L LR B LR NN
v 6% 6% : 4% 5% 4% 3% 7% 7% : 5%
Print 3% 4% : 1% 2% 2% 2% 3% 4% : 1%
Radio 0% 1 0% ' 0% 1% 1 1% EO% 0% : 0% : 0%
ciema | 1% 1% [ 0% 1% 0% 0% 1% 1% 0%
outoor | 3% | 3% | 1% 1% | 1% 1% 3% | 4% 1%
ee 5% | 6% | 4% 7% | 8% 5% 4% | 4% 3%

FaceToFace | 3304 | 280 iz7%§ 30% §z1%525%§ 35% :32% :28%

(Volunteering) :

FaceToface | §gop [ 500 | 52%: 57% : 48% :49%: 57% 51% 54%

(Beneficiary)

Telemarketing] 0% | 0% | 0% 0% | 0% i 0% 0% ;0% 0%

..................................................................................................................

..................................................................................................................

..................................................................................................................

sms 0% (0% :0%: 0% i 0% :0%;: 0% 0% 0%
Whatsapp 1% (1% (0% 1% | 1% i 1% 1% 1% 0%
omphiety |+ 1% 1% 1% 1% 1% 1% 1% 1% 1%
Word from I I l : I I I I :

family& | 27% 26% :22%: 30% : 25% :25%: 27% 527%520%

friends

..................................................................................................................

(E:;O':')"s i 198362 : 118362:167968: 64476 : 4337 :54891: 133886 : 78025 : 113077

...................................................................................................................
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rTable 2.3: Channels of Information for P1 — Phase 1-0ct’20- Mar'21 \

‘Non-religious Organisations’: All-India,

. . P1+P2 —p Phase 1+ Phase 2 - Oct'20 - Sep'21
Urban India, and Rural India

: All India Urban Rural

S [Pz | Pt lez PRz | p1oe ez pe2
v 18% 9% :25%: 8% 10%E 4% : 26% 7% E41%
Print 5% 5% : 4% 3% 4% 2% 6% 6% 6%
e 9% | 1% 3% 1% | 1% 0% 3% | - |s%
ciema | 0% 0% i 0% 1% | 1% 0% 0% | - {o0%
owr | 2% | 2% 2% 2% | 2% 1% 3% | 3% 3%
I 2% 1% 3% 3% | 1% 4% 1% 1% 1%

FaceToFace | 3704 3204 | 43%: 47% | 44% (47% 30% 20% : 39%

(Volunteering) :

FaceToFace | 450y [ 53% (34%: 42% | 40% :38%: 47% 65% :30%

(Beneficiary)

..................................................................................................................
..................................................................................................................

..................................................................................................................

sms 1% 1% i 1% 1% | 1% (1% 1% 1% i 0%
Whatsapp 3% 3% 3% 3% 3% 3% 4% 3% 4%
Pomphiety |+ 1% 1% 1% 1% | 1% 1% 0% 0% : 0%
Word from I : : I I I I

famiys | 20% 16% i 22%: 20% :20% :18%: 20% :12% :25%

friends

..................................................................................................................

(E:;o':')"s 12944 : 7157 : 6876 : 5580 : 3475 : 2875 : 7364 : 3682 : 4001

...................................................................................................................
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P1 — Phase 1-Oct'20 - Mar'21 P2 — Phase 2 - Apr'21-Sep'21

r Table 2.4: Channels of Information for

P1+P2 —P Phase 1+ Phase 2 - Oct'20 - Sep'21

' by Reg

isat

Organ

igious

‘Non-rel
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( : é é )
Table 2.5: Forms of : R . .
Donation (Phase-wise): ( Al I_nd'a J
All-India, Urban India, ' H ! : ! :
and Rural India
Phase1 : Phase2 Phase 1 . Phase2 Phase1 . Phase2

---------------------------------- L ekl el Sttt el ettt el el ettt
Est HHs(0005) ! 202691 : 258363 | 64746 : 84633 | 137946 | 173730
cash ! 86.4% ! 90% : 913% : 95% : 84.0% @ 87%
In-Kind i\ 358% ! 37% i 251% : 22% : 40.8% :  45%
Volunteering Service E 1.0% E 1% E 1.4% E 1% E 0.9% E 1%

WHs giving both Cash & Kind V3% L 27% 1 17% i 17%  + 25% 32%
Among Kind, also giving Cash \ 63% i 73% i 68% . 76% . 62% : 72%
Among Cash, also Giving In-Kind E 26% i 30% E 19% i 18% E 30% i 37%

Est HHs(000s) i 118362 : 167968 | 40337 : 54891 | 78025 113077
Cash :  97% i 98% . 98% : 98% | 97% .  98%
In-Kind L 9% i 8% i 7% ! 6% | 10% i 9%
Volunteering Service i 08% : 0.7% i 09% : 05% . 08% : 08%

WHs giving both Cash & Kind V6% 1 6% b 8% i 8% i 7% i 1%
Among Kind, also giving Cash E 70% E 77% E 71% E 78% E 69% E 77%
Among Cash, also Giving In-Kind E 6% E 7% E 5% E 5% E 7% E 7%

.................................. s
Est HHs(000s) 7157 | 6876 . 3475 | 2875 . 3682 4001
Cash ! 87% . 8% 8% . 80% @ 91% .  89%
In-Kind o 26% i 23% i 25% | 31% | 26% |  18%
Volunteering Service E 2.5% i 1.4% E 2.2% i 1.3% E 2.9% E 1.4%

" HHs giving both Cash & Kind """ 1% 1 Tew """ gs/;"';"“1'55/;,""i“"iga/;""i' """ 7% "
Among Kind, also giving Cash E 53% E 37% E 35% E 36% E 70% E 39%
Among Cash, also Giving In-Kind E 16% E 10% E 11% E 14% E 20% E 8%

__________________________________

----------------------------------
Est HHs(000s) 127602 161268 34586 47053 93016 114215
Cash ; 7% i 71% ! 85% i 90% ! 663% : 63%
In-Kind 5 7% i 52% ! 30% : 26% : 526% : 63%

| VolunteeringService L. 0% o 05% i 06% i 03% i 03% : 06%
HHs giving both Cash & Kind : 18% : 23% P 15% :  16% : 19% :  26%
Among Kind, also giving Cash : 39% ! 44% i 51% ! 61% : 36% ! 41%
Among Cash, also Giving In-Kind E 25% E 33% E 18% E 18% E 29% E 41%

Overall - Any Religious Non-Religious Beggars

kForm Of Donation Organisations Organisations J
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Est HHs(000s)
Cash
In-Kind

Volunteering Service

HHs giving both Cash & Kind
Among Kind, also giving Cash

Among Cash, also Giving In-Kind

Est HHs(000s)
Cash
In-Kind

Volunteering Service

HHs giving both Cash & Kind
Among Kind, also giving Cash

Among Cash, also Giving In-Kind

Est HHs(000s)
Cash
In-Kind

Volunteering Service

HHs giving both Cash & Kind
Among Kind, also giving Cash

Among Cash, also Giving In-Kind

Est HHs(000s)
Cash
In-Kind

Volunteering Service

HHs giving both Cash & Kind
Among Kind, also giving Cash

Among Cash, also Giving In-Kind

Overall - Any

Religious
i Form Of Donation Organisations

Table 2.6: Forms Of Donation
(Phase-Wise) By Regions

\
North (U+R) : East (U+R) : West (U+R) : South (U+R)
Phase 1 Phase 2 iPhase1 Phase 2 Phase 1 Phase 2 Phase1 Phase2
59902 | 76208 : 57410 | 69466 : 41692 59113 : 43687 @ 53576
775% ! 86% :933% ! 91% : 80.8% '@ 88% : 94.6% @ 95%
54.9% | 51% :33.2% | 48% : 39.5% . 52% : 9.3% : 9%
L% D% L 09% i 1% [ 3% | 2% | 08% i 1%
33% 37%  27% 39% ©  21% 20% | 4% 4%
60% | 73% | 81% : 82% i 52%  63% | 47% @ 48%
43% : 44% : 29% : 43% : 26% : 23% : 5% : 5%
26752 : 48675 : 34718 | 44785 23680 : 41396 : 33213 | 33112
9% : 98% : 99% : 99% : 93% : 96% : 99% : 99%
15% : 14% : 6% : 5% : 15% : 11% : 2% @ 2%
LM% G M% G 1% F 0% G 1% G 1% G 1% G 0%
2% | 12% : 6% . 4% : 8% . 7% : 1% : 1%
77% | 86% | 88%  86% : 52% | 64% . 57% | 56%
2% ;| 12% | 6% : 4% | 8% ! 7% : 1% | 1%
956 1167 2770 16931; 950 5'1276 .- 2481 2740
94% i 89% : 94% i 96% : 75% : 72% @ 81% . 82%
8% i 30% : 30% : 14% : 30% : 33% : 26% : 22%
3% . 0% : 4% : 3% ; 2% : 1% : 1% . 1%
4% ' 19% : 25% : 10% ' 5% ! 6% : 8% ' 5%
48% ' 64% : 83%  70% @ 17% @ 17% : 30% @ 24%
4% 22% 27% 10%5 7% 8% L 10% 6%
45142 : 55029 : 43124 : 59137 : 23695 : 26405 : 15642 : 20696
65% : 57% : 77% : 78% : 60% : 66% : 92% : 91%
63% : 65% ' 40% : 53% ' 51% : 55% : 11% @ 12%
0% : 1% : 0% : E : E
""""" | e by | bl [ r bl
20% ! 23% | 17% ! : : : :
as% | 35% | 42% |
44%  40% | 22% ! ; ; ; ;
Non-Religious Beggars
Organisations J
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Est HHs(000s)
Cash
In-Kind

Volunteering Service

HHs giving both Cash & Kind
Among Kind, also giving Cash

Among Cash, also Giving In-Kind

Est HHs(000s)
Cash
In-Kind

Volunteering Service

HHs giving both Cash & Kind
Among Kind, also giving Cash

Among Cash, also Giving In-Kind

Est HHs(000s)
Cash
In-Kind

Volunteering Service

HHs giving both Cash & Kind
Among Kind, also giving Cash

Among Cash, also Giving In-Kind

Est HHs(000s)
Cash
In-Kind

Volunteering Service

HHs giving both Cash & Kind
Among Kind, also giving Cash

Among Cash, also Giving in Kind

mn

Overall - Any

Religious
Form Of Donation Organisations

Table 2.7: Forms Of Donation (Phase-
Wise) By Income Groups

SEC AB
Phase 1 Phase 2
55084 : 67782
90.3% : 93%
31.5% : 29%
S %
22% 23%
71% ; 78%
25% 5 25%
34706 : 45632
98% : 98%

10% : 9%
.\ . B S LS
8% : 8%

78% : 82%

8% 8%

3145 | 2672
85% 5 82%

21% ; 32%

2% ; 1%

T 8w T 5%
37% : 45%

9% : 18%
................. i —
30731 | 38436
79% ; 80%

40% ; 39%
. L. SR - LS
20% : 20%

49% : 50%

25% ' 25%
Non-Religious
Organisations

P1 — Phase 1-Oct'20 - Mar'21 P2 — Phase 2 - Apr'21-Sep'21

Phase 1

147607
84.9%
37.4%

SEC CDE
Phase 2

190581
88%
40%

122336
98%
8%

122831
68%

: 56%

Beggars
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rTable 2.8: Donation-makers
by ‘Cash’ Frequency: All-India,

( Allindia |

Crorar ] )

Urban India, and Rural India ( Phase 1 ) ( Phase 2 ) (Phase 1) ( Phase2 ) (Phase 1) ( Phase2 )

Y Religious Organisations
| EsHMsoony | 114803 ; leaseq [ 39398 i Bavam i 7405 messe |

Low Givers (INR 0- 300) i 66% ! 52% | 59% . 48% | 70% . 55%

Mid Givers (INR 301.1,000) Po13% L 16% 1 1% L 17% | 12% | 15%
.................................... - S-S S S

High Givers (INR 1,000+) P22% ! 32% :  27% |  35% : 19% | 30%
------------------------------------

Non-Religious Organisations !

Est HHs (000s) . 6208 : 5833 : 2865 : 2280 : 3344 | 3545

Low Givers (INR 0 - 300) i 52% i 51% : 67% : 58% : 40% : 46%

Mid Givers (INR 301-1,000) i 33% : 28%  16% : 16% | 48%  35%

High Givers (INR 1,000+) D oa% | 21% L 7% G 26% | 12% © 18%

B Household Staff

Est HHs (0005) i 3502 i 3751 i 2808 i 2879 i 694 L 872
"""""""""""""""""" (25 e -l

Low Givers (INR 0 - 300) P 59% 63% . 56% 65% i 69% 60%

Mid Givers (INR 301-1,000) 2% i 18% i 25% . 19% i 9% i 15%
.................................... e

High Givers (INR 1,000+) Po20% 0 18% 19% 16% | 22% : 25%

b Extended Family and friends

Est HHs (0005) i 5002 | 7470 | 3302 . 3287 | 1791 . 4183
15 M | e | e e pee===========

Low Givers (INR 0 - 300) ! 68% . 52% i 64% . 56% : 77% ; 49%

Mid Givers (INR 301-1,000) i 14%  17%  18% :  19% : 6% : 16%
R CEECEE TR PEF TR EEPEEEEEPREY EERPRERS  ELTT SECEEERRERE S EELLET EEEERRRRRE Fomemmeeneenae

High Givers (INR 1,000+) i 18% : 30% : 18% : 25% : 17% : 35%

b

Est HH (0005) ! 90039 | 113926 | 29268 | 42191 | 61671 71735

Low Givers (INR 0 - 300) Po29% i 17% i 26% i 14% i 30% : 18%
------------------------------------ L L L L L L L L L Lk L R L L L L L L L L I

Mid Givers (INR 301-1,000) P8% : 17% : 12% :  16% : 6% : 17%

High Givers (INR 1,000+) i 63% : 66% : 62% : 69% : 64% : 64%

P1 — Phase 1-Oct'20 - Mar'21 P2 —Pp Phase 2 - Apr'21-Sep'21
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Table 2.9: Donation-Makers By
‘Cash’ Frequency By Regions

P1 — Phase 1-Oct'20 - Mar'21

P2 — Phase 2 - Apr'21-Sep'21

_ High Givers (INR 1,000+)

North (U+R)
Phase 1 . Phase 2

East (U+R)
Phase 1. Phase 2

8

Non-Religious Organisations

West (U+R)
Phase 1. Phase 2

South (U+R)
Phase 1. Phase 2

Beggars

SEC AB SEC CDE
Phase 1 ; Phase 2 Phase 1; Phase 2

How India Gives
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Table 2.10: Donation-makers by ‘Cash’
Frequency by Income Groups

.l Religious Organisations

Est HHs (000s)

Non-Religious Organisations

Est HHs (000s)

Household Staff

Est HHs (000s)

m Extended Family and friends

Est HHs (000s)

Beggars

Est HHs (000s)

( SEC CDE J

3532 | 3637

a0 T s T
Tagee T Eaee T
TTazee T 23w T
794 i 1167

Tssw T Tsewe
T 7 TS
CTasw i 25%
2544 4479

T s%
B I AT TS
""1'9'0'/;"";'""3:65/; """"
66539 : 83200

BT T A
e Tamw
Teaw 1 eew
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f-l-able 2.11: Donation-makers | ! ( All India ] j\

by ‘Cash’ Amount: All-India, H H . '
Urban India, and Rural India | :( phase 1 )( Phase 2 ) | ( Phase 1 ):( Phase 2 ) :( Phase 1 )( Phase 2 ):
A Religious Organisations
| EstMmsoos) ;114803 ;164594 [ 3os%s o Bdoas TS mosse
Low Givers (INR 0- 300) i 4% | 54% | 45% | 49% | 52% | 56% |
Mid Givers (INR 301-1000) 38% ! 35% ! 30% ! 38% ! 38% : 34%
High Givers (INR 1000+) P10% ! 9% ! 12% :  10% ' 9% ! 8%
"""""""""""""""""""" b Bl Sl bl Ml Bl Bt |
Avg Cash paid in 6 months (INR) E 630 E 571 E 710 E 620 E 589 E 548 E
------------------------------------
Non-Religious Organisations !
Est HHs (000s) i 6208 i 5833 i 2865 2289 i 3344 3545 !
Low Givers (INR 0 - 300) i 39% ¢ 44% :  25% : 43% ' 51% : 44%
Mid Givers (INR 301-1000) i 4%  40% :  45% :  31% : 37% : 45%
.................................... i | I SRS e |
High Givers (INR 1000+) T 19% ¢ 14% 29% 21% 1M1% * 10%
Avg Cash paid in 6 months (INR) E 997 E 803 E 1416 E 1128 E 639 E 593 E
Household Staff

| Esthwsooos) o lp 3892 ETAGEees L AT LB R

Low Givers (INR 0 - 300) E 22% E 25% E 21% E 25% E 27% E 25% E
Mid Givers (INR 301-1000) i 4% : 43% : 50% : 47% : 45% : 29%
High Givers (INR 1000+) P 26% : 30% 26% 26% :  26% : 44%
Avg Cash paid in 6 months (INR) i 4332 | 1467 | 1260 | 1240 : 16290 | 2218 |
m Extended Family and friends
Est HHS (0005) : 5002 : 7470 i 3302 : 3287 : 1791 : 4183 !

1 T ) 1 " 1

5 : : s

: i : ‘

: : : ‘

: i : :
Overall - Any form of donation 524 . 507 703 . 617 439 . 453 .
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P1 — Phase 1-Oct’20 - Mar'21 P2 — Phase 2 - Apr'21-Sep'21
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Avg Cash paid in 6 months (INR)
Avg Cash paid in 6 months (INR)
Avg Cash paid in 6 months (INR)
Avg Cash paid in 6 months (INR)
Avg Cash paid in 6 months (INR)
Avg Cash paid in 6 months (INR)

Low Givers (INR 0 - 300)
Mid Givers (INR 301-1000)
High Givers (INR 1000+)
Low Givers (INR 0 - 300)
Mid Givers (INR 301-1000)
High Givers (INR 1000+)
Low Givers (INR 0 - 300)
Mid Givers (INR 301-1000)
High Givers (INR 1000+)
Low Givers (INR 0 - 300)
Mid Givers (INR 301-1000)
High Givers (INR 1000+)
Low Givers (INR 0 - 300)
Mid Givers (INR 301-1000)
High Givers (INR 1000+)

Est HHs (000s)
Est HHs (000s)
Est HHs (000s)
Est HHs (000s)
Est HHs (000s)

Beggars

Non-Religious Organisations

Religious Organisations

84

2020-21

How India Gives




Est HHs (000s)

Overall - Any
. Est HHs (000s)
form of donation

Table 2.13: Donation-makers by ‘Cash’ | ! ( SECAB } ( SEC CDE )
Amount by Income Groups (Phase1): ( Phase2) ( Phase 1) : ( Phase 2 )
s Religious Organisations
Est HHs (0005) | 33843 ! 44780 : 80,960 : 119814
......................................................... e
Low Givers (INR 0 - 300) V3% 1 37% i 55% 1 60%
Mid Givers (INR 301-1000) Po46% 1 45% 1 35% . 32%
High Givers (INR 1000+) : 16% 15% 8% ; 6%
| Avg Cash paidin 6 months (INR) 395853519 """ T aee
Non-Religious Organisations
Est HHs (0005) \ 2677 ! 2197 : 3532 | 3637
| LowGivers(NRO-300) V2% T 28% 7 52% i 53%
| Mid Givers INR301-1000) i 46% : 36% . 37% . 42%
[ High Givers (NR10004) V3% 5 31% ¢ 1% 4%
| AvgCashpaidingmonths INR) M6z | w24 | eas | 428
Household Staff
Est HHs (000s) i 2798 | 2584 i 794 i 1167
--------------------------------------------------------- lesnssasnssncsbheccccnnnncnetbocnccsnecnannbheaccnccnccnnanaa
Low Givers (INR 0 - 300) 19% 1 19% i 34% : 40%
| Mid Givers (INR301-1000) ©51% i 49% 45% 30%
High Givers (INR 1000+) P28% 0 31% 1 19% i 29%
e B I e e we2 e i mse | oasst
m Extended Family and friends
2548 . 2991 2544 . 4479

P1 — Phase 1-Oct’20 - Mar'21 P2 — Phase 2 - Apr'21-Sep'21
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Annexure 3: Questionnaire
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[QO(H - Q1: Donations for the past six months (Multi-coded)]

In the past six months (Oct 2020 to March 2021), which of the
following activities did you or any member of your household
participate in?

1. Made a contribution/donation to a religious organisation like a temple /mosque /
gurudwara /church

2. Made a contribution/donation to non-religious charitable organisations like NGOs,
relief funds, PM Cares Fund, CM Cares Fund (NGO means Non-Governmental
Organisation - a non-profit group that functions independently of any government to
serve for a humanitarian cause or the environment. For example, CRY (Child Rights
and You), Childline India, Goonj, Help Age India, Hope Foundation, etc.)

3. Made a contribution/donation to those dependent on you and in need of your support
like your household help/driver/staff

. Made a contribution/donation to extended family and friends
. Made a contribution/donation to beggars

. Any other form of donation/ contribution ... please specify *Open

N o oA

MNone of the above

Questions administered in both waves of the study

Q002 - Q2: Decision-maker (Multi-coded)

Who is/are the decision maker/s? (For the quantum of donation made and
to whom)

. Male member(s) (60 yrs+)

. Female member(s) (60 yrs+)

. Male member(s) (25-45 yrs)

. Female member(s) (25-45 yrs)

. Male member(s) (46-60 yrs)

. Female member(s) (46-60 yrs)

. Young male(s) (15-24 yrs)

. Young female(s) (15-24 yrs)

L= B I = T ¥ ) B - S R

. Others (Please specify gender and age) (Open-e)

J
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Q003 - Q3: Member who made the final payment/donated
items (Multi coded)

Which of the following member(s) of your household made the final
payment or charitable contributions?

. Male member(s) (60 yrs+)

. Female member(s) (60 yrs+)

. Male member(s) (25-45 yrs)

. Female member(s) (25-45 yrs)

. Male member(s) (46-60 yrs)

. Female member(s) (46-60 yrs)

. Young male(s) (15-24 yrs)

. Young female(s) (15-24 yrs)

W < v B W N =

. Others (Please specify gender and age) *Open-ended

Q004 - Q4: Source of information for donation
(Multi-coded)

What was your source of information for any donation/charitable
contributions made?

1. TV

2. Print (newspaper, magazines, etc.)

3. Radio

4. Cinema

5. Outdoor (hoardings, banners, billboards, etc.)

6. Event

7. Face-to-face (In person - through volunteers or agent of an organization)
8. Face-to-face (In person - directly from the beneficiary/the recipient of the

contribution)

9. Telemarketing
10. Direct mail (letters by post or courier)
11. Email
12. Social media (for example, Facebook, Twitter, Instagram, etc.)
13. SMS
14. Whatsapp
15. Flyers or pamphlets
16. Word from family and friends
17. Others ... Please specify *Open
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Q005 - Q5: Reason for donation/charitable contribution
(Multi-coded)

What were the reasons for making the donation/charitable contribution?

. Religious belief

. To claim tax benefit

. Family tradition

. Service (sewa)

. Festival bonus

. Disaster relief

. To support a particular cause

. To support someone in financial distress
. COVID-19

Wt <o s W N =

-
o

. Any other___. Please specify *Open

Q006 - Q6: Form of donation/charitable contribution
(Multi-coded)

What was/were the form/s of donation/charitable contributions that
you made?

1. Cash

2. Kind (any material like food, clothes, furniture, etc.)

3. Volunteering service

Q007 - Q7: Medium of cash donation (Multi-coded)

You mentioned that you or any member of your household have
made donations in CASH. Can you tell us which of the following
payment modes did you use to contribute in CASH?

1. Cash

. Cheque

. Digital wallets (for example, Paytm, Google Pay, Phonepe, Amazon Pay, etc.)
. Credit/debit card (offline - through POS)

. Credit/debit card (online - through payment gateway)

(= T R L

. Any other____. Please specify *Open-ended
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Q008 - Q8: Cash amount (Single-coded)

You mentioned that you donated in CASH. Can you tell us what was the
total amount of donation/charitable contribution that you made in CASH in
the last six months (Oct 2020 to March 2021)?

. Under INR 100

. INR 101-300

. INR 301-500

. INR 501-1000

. INR 1,001-5,000

. INR 5,001-10,000

. Over INR 10,001

. Can't say

0 ~ o0 kW N =

Q009 - Q9: Frequency of donation/charitable contribution
- CASH (Single-coded)

You mentioned that you donated in CASH. Can you tell us the
frequency of the donation/s made by you in CASH in the last six
months (Oct'20 to March'21)?

. One time

. Once a month

. More than once a month

. Once in three months

. More than once in three months

. Once in six months

. More than once in six months

0 ~ O AW N =

. Occasion/Festival-based

Q010 - Q10: FOR KIND (any material like food,
clothes, furniture, etc.) (Multi-coded)

You mentioned that you donated in KIND. Can you tell us what was/
were the item/s donated in last six months (Oct 2020 to March
2021) and the number of each item/s?

Specify item & units *Open

J
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Q011 - Q11: Frequency of donation/charitable
contribution - KIND (Single-coded)

You mentioned that you have donated in KIND. Can you tell us the
frequency of donation made by you in KIND in the last six months (Oct
2020 to March 2021)?

. One time

. Once a month

. More than once a month

. Once in three months

. More than once in three months
. Once in six months

. More than once in six months

0 ~ o o kB W N =

. Occasion/festival-based

Q012 - Q12: VOLUNTEERING SERVICE Hours (Single-coded)

You mentioned that you have Volunteered. Can you please tell us
the number of cumulative hours spent by you in Volunteering
Service in the last six months (Oct 2020 to March 2021)?

1. Under 5 hours
2. 6-10 hours

3. 11-20 hours
4. Over 20 hours

J
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(Questions administered only in phase 1]

Since March’20 from the onset of Covid, did you or anyone in your
family make any Covid-related donations?

1. Yes

2. No

Q014 - Q14: Form of donation (Covid-related)
(Multi-coded)

What was/were the form/s of Covid-related donation/s that you made in
last 1 year since March 20207

1. Cash

2. Kind (any material like food, clothes, furniture, etc.)

3. Volunteering service

Q015 - Q15: Type of Donation (Covid Related)
(Multi coded)
You mentioned that you have made Covid related Donation/Charitable

contribution in last 1 year since March’20. Which of the following activities
have been done by you, or any member of your household?

1. Made a contribution/donation to a religious organisation like temple /mosque /
gurudwara /church

2. Made a contribution/donation to a non-religious charitable organisation like NGOs,
relief funds, PM Cares Fund

3. NGO means Non-Governmental Organisation - a non-profit group that functions
independently of any government to serve for a humanitarian cause or the
environment. E.g - CRY (Child Rights and You), Childline India, Goonj, Help Age India,
Hope foundation etc)

4. Made a contribution/donation to those dependent on you and in need of your support
like your household help/ Driver/ Staff

5. Made a contribution/donation to extended family & friends
6. Made a contribution/donation to beggars

7. Any other form of donation/ contribution.............. Please specify *Open

J
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[Questions administered in phase 2 of the study]

Q016 - Q16: Beneficiary organisation (Multi-coded)

Q. 16 Please mention the name/s of the
organisation/s where you or any member of your
household have contributed

Religious organisation

1. Local temple/mosque/church/gurudwara etc. (which are near your house)

2. Prominent temple/mosque/church etc., or other religious committee/associations
(Provide Names) *Open

3. Do not remember

4, Would like to keep the name anonymous

Non-religious organisation

1. ___ (Provide Name/s of Organisations) *Open
2. Do not remember

3. Would like to keep the name anonymous

Q017 - Q17: Form of donation (Covid-related) Multi-
coded

You mentioned Covid as a reason for donation. What was/were the form/s
of Covid-related donation that you or any member of your household have
made?

1. Cash

2. Kind (any material like food, clothes, furniture, etc.)

3. Volunteering service

Q018 - Q18: Reason for Covid-specific donation/
charitable contribution (Multi-coded)

What were the specific reasons for donating towards Covid?

1. Personally (or household member/s) suffered from Covid

2. Friends/extended family suffered from COVID

3. Covid =-related death in the household or among friends/extended family
4. Most relevant issue at present

5. Any other___. Please specify *Open
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Q019 - Q19: Reasons for not donating (Multi-coded)
What are the specific reasons for not making a donation or a charitable
contribution in the last 6 months? (Apr 2021 to Sep 2021)

1. Do not trust the organisations who seek funds

2. Do not trust the individuals who seek funds

3. Nobody approached our household for support

4. Unaware of opportunities where we could provide support

5. Do not have the resources for any form of donation

6. Previous negative experience due to which we do not do charity anymore

7. Any other___. Please specify *Open

J
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@ https://csip.ashoka.edu.in/ Centre for

Social Impact
aSHQl(a

and Philanthropy



https://www.linkedin.com/company/ashokacsip/
https://twitter.com/AshokaCSIP
https://www.facebook.com/AshokaCSIP
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