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Protecting the environment

Improving the quality of healthcare

Stopping relationship violence and abuse

Reducing poverty

Equal opportunity to education

Encouraging tolerance for people who are different from you
Promoting societal health and wellness

Alleviating hunger and homelessness

Aiding in disaster relief

Supporting human and civil rights

Supporting labor rights

Building understanding and respect for other cultures
Empowering women and girls

Helping to raise people’s self-esteem

Fighting the spread of global disease and pandemics
Supporting animal rights

Supporting the creative arts (music, art, literature etc)
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Alleviating hunger and homelessness 89%
Stopping relationship violence and abuse 88%
Supporting human and civil rights 88%
Equal opportunity education 87%
Improving the quality of healthcare 87%
Reducing poverty 87%
Protecting the environment — 87%
Encouraging tolerance for people who are different from you 85%
Promoting societal health and wellness 85%
Aiding in disaster relief 84%
Building understanding and respect for other cultures 84%
Empowering women and girls 82%
Helping to raise people’s self-esteem 82%
Fighting the spread of global disease and pandemics 81%
Supporting animal rights 81%
Supporting labor rights 76%
Supporting the creative arts (music, art, literature etc) 76%
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46% Europe 41%, Italy 52%
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