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Concepts and Strategies for Interscholastic 
Marketing, Promotions & Fundraising 

 
Introduction and Overview  

 
THE CONTEMPORARY ECONOMIC CLIMATE 

 
The contemporary economic climate has necessitated supplemental fundraising at all levels of 
amateur sport competition.  This has been the product of decreased fiscal support from state 
legislatures, competition for the entertainment dollar and demands for tax-relief.  These factors 
have been coupled with spiraling inflation and the resistance of spectators to increased ticket 
prices. As a result, schools and school districts have found it necessary to institute a range of 
options including “no-increase” budgets, participation fees, and severe cuts in sport funding or 
eliminating selected sport programs or levels of competition from budgetary support. 
 
In order to counteract these trends, athletic administrators have turned increasingly to a variety of 
programs aimed at enhancing revenues while maintaining the quality and quantity of their sport 
programs. Many high school athletic directors and coaches have worked to supplement sport 
revenues through school and community fundraising and outreach programs.  These activities 
have, in the past, been aimed at obtaining items typically identified as “nice-to-have” so that 
budget funds and gate receipts can be focused on acquiring the basic necessities of a sport 
program.  However, in the future, it appears fundraising efforts by coaches, athletes, booster 
clubs and administrators will need to be enacted just to pay for “the basics”. 
 
Funding When Budgets Are Exhausted 
 
Many high schools and colleges have used a combination of efforts to enable the purchase of a 
number of capital athletic equipment or training and rehabilitation items, e.g., weight machines, 
projectors, whirlpools, pitching machines, or specialized uniform goods.  In addition, when 
budgets (including pep band or spirit group) have been exhausted, supplemental funds have made 
travel and admission to state tournaments possible.  Fund-raising activities must be conducted in a 
manner to ensure the highest sense of ethical support for the school and are best accomplished with 
involvement of school personnel and by developing guidelines designed to avoid ill will among 
community members or competing school groups as well as legal liabilities. 

 
MARKETING AND PROMOTIONS 

 
Marketing and promotion activities, as applied to high school sport programs, may consist of one 
or more of the following activities that are intended to: 
  
• Enhance the image of a high school and its athletic program 
• Enhance community support for a school and its athletic program 
• Enhance corporate support for a school and its athletic program 
• Enhance or maintain student enrollments 
• Enhance sport program participation 
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• Enhance spectator enthusiasm and contest attendance 
• Enhance supplemental fundraising 
 

PHILOSOPHY 
 
Marketing and fundraising efforts must be conducted in keeping with the highest ethical traditions 
of interscholastic sports and guided by the local school or district philosophy standards and 
policies.  In addition, marketing and promotional programs must be consistent with the goals, 
objectives and mission of the National Interscholastic Athletic Administrators Association, the 
National Federation of State High School Associations and those of the school’s respective state 
association. 
 

CONSIDERATIONS 
 
Legal considerations must include Federal laws and statutes that pertain to sport equity 
requirements along with taxation laws and internal revenue codes. Therefore, supplemental 
fundraising and image enhancement efforts must be equally extended to girls’ and boys’ sport 
programs.  Booster organizations may wish to emphasize provisions of the state and federal tax 
codes that reduce the tax liability for donors who contribute money, equipment or services to 
school programs.   
 
State law considerations must include liability and insurance requirements or exemptions for school 
and booster club personnel.  In addition, state tax laws and exemptions for booster clubs or 
contributors must be considered and promoted. If lotteries or other games of chance are used to 
raise funds, local governance board policies and state gaming laws may apply. 
 
Municipal law considerations must encompass awareness of noise and nuisance restrictions on 
outdoor and neighborhood promotional and fundraising activities.  In addition, advertising and 
display constraints must be considered in light of community standards.  More generally, 
building and environmental codes, safety regulations and inspections of equipment and facilities 
used during fundraising activities must be considered.  Municipal vending licenses may be 
required for the sale and distribution of seasonal products and spirit items.  In addition, health 
department licenses and inspections may be required for the sale of food products. Licenses and 
curfew ordinances may also apply if neighborhood sales are considered as marketing and 
fundraising activities. 
 
State Association regulatory considerations, as they pertain to the amateur status of athletes, must 
be thoroughly researched and considered.  If there are any questions concerning these restrictions, 
state association officials should be consulted directly with specific questions. 
 
Insurance considerations require research of restrictions on coverage by local school insurance 
programs for damage or loss to persons or property suffered during voluntary fundraising and 
marketing activities.  In some cases, supplemental liability insurance may be necessary if school 
or district insurance programs will not extend coverage to booster organizations during their 
marketing, promotional and fundraising activities. 
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Booster club charter documents and bylaws should be developed and approved by the local 
governance board.  These documents should define the organizational structure of the booster 
group and its relationship to the school administration and local governance board along with its 
decision making procedures.  A booster club mission statement should focus on its fundraising 
role and clearly separate the responsibilities of the booster organization from the personnel and 
policy decision-making authority of the school or school district.  (See Appendices 3 and 4) 
 
Image is a proven truth in marketing.  Winners attract!  Everyone wants to identify with 
winners.  One of the most powerful tools for use in marketing the general image of a school and 
its sport program is emphasis on the strengths of the entire school.  It is important to cite the 
strengths of the curriculum and instructional program in terms of college and vocational 
preparation.  Further, it is important to emphasize the academic achievements of students, the 
public service efforts of the student body and faculty and the support of a wide range of parent 
groups.  Emphasis should also be given to the successes of sport teams and other extracurricular 
programs to project an image of success that extends from the classroom to the extracurricular 
program which also becomes synonymous with the school name and logo.  In this regard, an 
athletic council of student leaders and coaches can be of importance for planning and 
implementation.  (See Appendix 12)   
 

SPECIAL CONSIDERATION - PARTICIPATION FEES 
 

Among the most commonly implemented revenue producing measures is the practice of 
assessing a fee for participation in school sport.  This is a governance decision that falls with the 
policy-making authority of a board of education or private school governance body.  In addition, 
an increasing number of schools require athletes to purchase personalized equipment items such 
as shoes, socks, jerseys, undergarments and towels.  Compounding this problem is a 
contemporary shortage of new teachers and coaches who traditionally provide the energy and 
commitment needed to nurture the growth of a sport through proactive budgeting and aggressive 
supplemental fundraising. 
 
While coaches, school administrators and state associations have traditionally resisted the 
movement towards participation fees, today’s economic concerns have forced many or, in some 
states most, districts to implement such fees.  There are many issues to consider when 
contemplating or being forced to implement a participation fee structure in your athletic/activity 
program and weathering the storm of protests and complaints that may follow the decision to do 
so.  While investigating what type of structure to implement (including the amount of the fee) be 
sure to keep in mind those items that give the fee implementation the best chance of success in a 
local district. 
 
Among those things to consider:     
 

1. Be sure the practice is legal in your state.  Laws and court rulings change frequently.  
Most states allow such a fee, but there are a few that do not.  In many schools a trend is 
developing to charge something other than a participation fee.  One trend is to charge a 
“transportation” fee, since all athletes typically ride the bus to and from contests, even if 
they do not actually get to participate in the game.  Caution should be used when 
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charging a transportation fee.  Be sure that the fee amount collected is not more than the 
actual costs of the busses needed for the season. 

 
2. Examine fee structures that exist in other districts in your state and region.  If one of them 

is selected as a model, call the administration at that school to find out how well the plan 
works and a suggested list of do’s and don’ts.  It is not necessary to “reinvent the wheel”.  
There are many different examples of fee structures already in place. You can probably 
find one that will work for you, even if it needs to be “tweaked” for your particular 
situation. 

 
3. Have a maximum yearly fee cap per student and per family.  Try not to penalize those 

student athletes that participate in multiple sports each year and those families with 
multiple children in the program.  If there is no cap, athletes and parents may be forced to 
choose only their “favorite” sport and forego participation in that second or third activity. 

 
4. Establish a schedule to indicate when fees must be paid, to who they are to be paid, and 

the consequences of non-payment.  If possible, keep the coaches out of the actual “fee 
collection” business, although they may certainly need to help with the paperwork on 
who has and has not paid.  Most commonly, fees are paid to the athletic director’s office 
or the principal’s office.  One practice that also works well for some schools is to make 
the fee payable after the first practice, but prior to the first contest.  Payment of the fee is 
mandatory for participation in the first game. 

 
5. Establish criteria for refunds.  Use common sense, but refund sparingly.  Take into 

account those athletes who are injured early in a season and cannot continue to participate 
as opposed to those who “quit” for other reasons.  Fee collection for those sports that cut 
should be after the tryouts are completed. 

 
6. Establish criteria for those unable to pay the fee.  Many districts use free and reduced 

lunch qualification as a means of identifying students and families needing assistance.  
“Assistance” takes many forms from waivers to differential sliding scales to “working off 
the fee”.  Remember to maintain the confidentiality of those students who qualify for 
assistance. 

 
7. Establish a specific purpose for the funds.  Parents want to know how their fees are being 

used, i.e. uniform replacement, travel, game operations, etc.   Many schools make it a 
point to not use the funds for coaching salaries and clinics.  Fewer problems arise when a 
parent cannot legitimately make the statement that “my fee pays your salary”.  It is also a 
good idea that parents not suspect their fee payment went towards paying the coaches’ 
expenses at a coaching clinic. 

 
8. Clearly state that the fee is a “participation” fee.  It only guarantees participation on a 

team, not playing time in a contest.  Coaches have always, and will continue to determine 
who plays and when.  For this reason, many schools call their fee a “participation” fee, 
not “pay-to-play”. 
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9. Put the rules and guidelines of your program in writing and thoroughly publicize them to 
your students, parents, and community.  Many schools have the student and parents sign 
a form acknowledging their awareness of the policy and its rules.  In many districts the 
fee program is a “Board of Education Approved Policy”. 

 
10. Be sure to include all potential constituents of your program as the fee is developed.  This 

would include administrators, coaches, parents and the athletes themselves.  It is human 
nature that people will more readily accept change if they are able to play a part in what 
that change looks like eventually.  Participation in the change process allows people to 
take “ownership” in the final product.  Athletes, parents and the community are more 
likely to accept the fee program if they believe they were represented in the process and it 
was not forced upon them “from above”. 

 
 

LEGAL, CONTRACT, INSURANCE AND TAXATION CONSIDERATIONS 
 
There are a number of legal considerations to take into account when developing and 
implementing a fundraising program or event.  It is strongly suggested that schools attend to 
necessary student supervision standards and provide guidelines as to supervision and safe or 
prudent conduct by sales or event personnel.  Protecting the program and the school district is of 
particular importance when utilizing student athletes and/or non-school personnel in a 
fundraising program or event.   

 
Contracts and Other Written Agreements 

 
It is important to determine in advance who will be authorized to sign contracts or other written 
agreements (i.e., related to merchandise orders, payments, etc.) on behalf of the school and/or 
school booster club(s).  This might be the athletic administrator, principal, district office 
administrator or the booster club president or treasurer.  The athletic administrator should be wary 
about signing any contracts without express permission from school administration to do so. 
 
It is also important to require that, prior to their being signed, all such documents are reviewed by 
the school or district legal counsel.  Ensure that sufficient time is available for this task, as the 
counsel may request that the document’s language be modified in some manner prior to its being 
signed.  This may take some time. 

 
Insurance Considerations 

 
It should not be assumed that the school district liability insurance will automatically cover 
losses, damages or liabilities incurred as a result of fundraising conducted by non-school 
personnel on behalf of district activity programs. Another consideration is for fundraising 
activities and events held off campus on property or in buildings belonging to entities other than 
the school district. 
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Therefore, the athletic administrator must consider the possibility of liability resulting from 
volunteer (including booster club) activities, such as embezzlement, workers’ compensation 
claims, etc. and do his/her best to protect both the district and booster club members alike.  In 
addition to comprehensive general liability coverage naming the school district as an additional 
insured, consider purchasing fidelity bond coverage (also referred to as a commercial crime 
policy) to protect booster club funds, scrip and securities in the event that they are embezzled, 
stolen or fraudulently altered.  This coverage can help you recover what may be lost in spite of 
your best efforts to prevent embezzlement.  A fidelity bond will not only allow you to recover all 
or part of the money lost from fraud, but may also put the decision of whether or not to prosecute 
in the hands of the insurance company.  
 
Choose individual bonds for the treasurer or other custodian of funds or a blanket bond that 
covers all members regardless of the position they hold.  Booster club funds would also be 
covered from anyone with check signing capabilities that fraudulently forges a second signature 
on outgoing checks.  To qualify for this type of coverage, the booster club typically must agree 
to having its books audited annually by an audit committee or qualified accountant.  In addition, 
it may require that monthly bank reconciliation(s) be reviewed by someone who does not have 
authorization to sign checks.  Neither bond will cover funds which “mysteriously” disappear 
(i.e., they are lost, not stolen).  So, if a booster club officer loses the money, there is no coverage.  
Also, keep in mind that claims will be denied if the conditions of the bond policy are not 
followed--another reason everyone must follow the rules. 

 
Injury and Loss -- Whether sponsored by school personnel or a booster club, a number of legal 
variables will be considered by courts or insurance companies in the event of injury or loss to a 
fundraising participant or customer resulting from fundraising activities.  These include: 

 
1. Who is the actual sponsor of the activity, the school or the booster club?  What connection is 

there between the school, district and the booster club? 
2. Who carries liability insurance?  Who is covered?  In what amounts? 
3. Who benefits from the fundraising activity? 
4. In the event of injury or loss: 
5. What was the age(s) of any persons injured during the fundraising activity? 
6. What directions, training or orientation was given to sales personnel? 
7. Were sales personnel pressured into participation? 
8. Did a student sales representative disobey directions? 
9. What supervision was needed and provided for minors? 
10. What conditions or dangers were apparent or inherent? 
11. Was the accident or injury foreseeable? 
12. Did the injury occur on school property? 
13. What was the proximate cause of the injury? 
14. Was an “Act of God” involved? 
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Taxation Considerations 

 
Many states require booster clubs to register their activities with the state department of revenue. 
This recognition provides the club with official tax-exempt status.  In addition, individual donors 
face virtually no chance of a tax-audit when their donations are made to a school or foundation with 
tax-exempt status. 
 
State tax laws usually exempt schools and non-profit, fundraising agencies from taxation.  
However, it is important to check the exact provisions of statutes before making such an 
assumption.  Several states restrict the total revenue that non-profit organizations can accumulate, 
while others place restraints on the number of fundraising events that any single organization can 
hold.  Most states require the maintenance of organization records, although filing of an annual tax 
report is not usually required.  In addition, many state revenue departments provide tax exempt 
status to bona fide, non-profit agencies certified by issuance of a tax exemption number that 
enables school or booster club personnel to purchase supplies and materials without paying state 
sales taxes.  Still other states authorize deductions for contributions to schools or school districts 
for extracurricular activities.   

 
 

OVERVIEW OF THE COURSE 
 
Marketing  
The once simple marketing of the local high school athletic enterprise to a community has 
changed over the years and is now much more sophisticated. With access to the World Wide 
Web and computer-based publication programs, the sports marketing program at many high 
schools resembles a small college athletic program.  Matching this growing sophistication with 
up to date methods and strategy will be key to the success of the interscholastic athletic 
administrator. Packaging the “product” for local consumption by the business community will 
challenge athletic administrators to be at their very best in understanding and reacting to change 
that will push the athletic program to the top. Mixing packages that involve events as well as 
year-long advertising and pricing it so that it can be purchased in today’s economic climate are 
tricky.  
 
Promotions 
A variety of promotional type activities and special events may be planned and implemented to 
raise money for the athletic program, promote the program, increase attendance at contests, and 
improve the program’s image and to provide recognition for team members, coaches, boosters 
and sponsors.  While many activities involve little time and money, others may involve 
significant amounts of both.  Many different types of promotional activities and events are listed 
and discussed in the chapter on promotions. 
 
Booster Clubs 
Organizing and leading a successful booster club at the interscholastic level of competition is a 
necessary challenge for today’s high school athletic administrator.  The chapter on booster clubs 
will challenge athletic administrators to choose wisely who will lead their club activities, discuss 



 

16 

in depth how generated funds are handled, give keys to developing and leading successful 
events, list the clear differences between a single school booster club model vs. single sport 
booster clubs, make a priority out of  writing clear bylaws for multi-year use, give clear 
guidelines for distribution of raising funds through booster club activities and finally express 
some thoughts on the role of the athletic administrator in the running of a high school booster 
club.  
 
Financial Management 
In light of today’s worsening economic climate, schools and athletic departments must rely on 
financial support from booster clubs and other sources.  Once funds are raised, it often falls upon 
the athletic director to ensure that the funds are protected until they are used for the purpose for 
which they were donated or raised.  This chapter will provide guidelines for appropriate financial 
oversight of booster clubs during the fundraising process, discuss how to provide appropriate 
control for the funds that have been raised for either single sport or school-wide purposes, and 
will offer suggestions on how to determine appropriate utilization of these funds. 

Grants 
Many schools may find it lucrative to seek grant funds to develop new or to support current 
programs and services.  This chapter will provide information to assist the AD in evaluating the 
pros and cons of grant writing as well as offer hints and suggestions for effectiveness and success 
in grant seeking.  How to determine the types of grants that are available will be discussed (i.e., 
foundations, corporations, private and public sector grant opportunities).  In addition, guidelines 
for preliminary preparation and writing of grant applications/proposals will be reviewed.   
 
Major Gift Fundraising 
Fundraising for major gifts is a fairly new part of the interscholastic athletic administrator job 
description. With funding from most districts at historically low levels, initiating significant large 
financial projects can only take place with fundraising dollars being utilized.  While connecting 
with people is a natural for most high school athletic directors, raising large gifts from private 
sources must be approached differently from other types of fundraising. Successful projects 
share similar characteristics; they are well organized, communicated clearly and clearly 
articulated. Projects must have the strong backing of the school and or school district and the 
way in which people are asked for funds must take place in a systematic and clear fashion. Large 
donors all share three common characteristics; first they are generous people; second, they must 
have the capacity to make a gift the size of which you are asking for; and last, they must have 
passion for the project or goal you have set. Without these three common characteristics it is 
doubtful that a large gift will be forthcoming from a particular potential donor. This chapter will 
introduce interscholastic athletic administrators to the basics involved in raising major gifts for 
significant projects.  
 
Sponsorships 
Historically, corporate sponsorships have been largely associated with intercollegiate sports 
programs wherein businesses and universities have attempted to develop mutually beneficial 
marketing arrangements.  In these contractual associations, various marketing opportunities, 
under control of the school, are exchanged for corporate financial support and/or sports 
equipment to enhance the school’s athletic program. 



 

17 

More recently, some high schools and school districts have found it necessary to develop more 
comprehensive business partnerships as a result of budget reductions, inflation and a desire to 
avoid increased ticket costs.   The chapter on sponsorships discusses a number of issues 
surrounding the topic of utilizing corporate/business sponsorships in the interscholastic athletic 
program and lists a number of suggestions for administrators contemplating doing so. 
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Chapter 1 

Effectively Marketing Your Athletic Program to  
Your Local Community 

 
COMPONENTS OF A SCHOOL’S MARKETING AND FUNDRAISING PROGRAM 

 
Prior to determining a school’s marketing and fundraising philosophy, important questions must 
be asked.  These include: 
 
1. How the school will structure its booster club(s) (i.e., many booster clubs, one school-wide 

booster club, etc.). 
2. How the school will determine which fundraising activities will take place. 
3. Who will determine the school’s fundraising philosophy. 
4. How often will the fundraising philosophy be reviewed so appropriate modifications may be 

made.  
 
Suggested Concepts Within a School’s Philosophy to Which All Participants Must Agree 
 
1. The sole purpose of marketing and fundraising is to benefit the student-athletes or 

participants. 
2. Marketing and fundraising will not be adult-driven (i.e., the wish for control, status, etc.). 
3. Activities between groups will be coordinated so as not to saturate the market by having 

several teams selling the same things at the same time or engaging in similar activities 
simultaneously. 

4. That permission must be obtained in advance prior to engaging in food-related or other sales.  
5. That everyone will support each others’ fundraisers. 
6. That all groups approved to engage in a fundraiser will file a report at the end of the 

fundraiser showing beginning and ending funds, correlating these funds to inventory 
purchased and sold, etc. 

7. An important concept is that community service activities are also performed by the groups 
who want to do fundraising.   
 Example:  a blood drive is run by the football team (who provides juice and cookies).  In 

addition to donating blood, people can also leave a donation to support football team 
activities if they wish. 

 
Possible Considerations to be Reflected in a School’s Marketing and Fundraising 

Philosophy 
 
1. The school’s marketing and fundraising activities should not be focused solely on raising 

money. 
2. Instead, they should provide a positive learning experience for students.  
3. The opportunity for students to gain a vested interest in what they are earning or have earned 

rather than simply having their parents donate money to purchase something. 
4. That fundraising will be used as a teaching tool, i.e., teambuilding. 
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5. That fundraising activities are to be conducted in such a manner as would be expected during 
the school day (i.e., activities are an extension of the classroom). 

6. That fundraising activities should be fun for everyone involved. 
7. That volunteers and donors should have the opportunity to participate without pressure and 

cannot be subject to repercussions for not choosing to participate. 
8. Communication is the key to success. 
9. A cooperative relationship between coaches, booster club groups, etc., will facilitate sharing 

of advice and input about successes or problems that have been encountered. 
10. “Spreading the wealth,” giving different teams the opportunity to engage in the high dollar 

programs in different years (this must be done with consistency). 
 
Consider including in the marketing and fundraising philosophy the educational goals/outcomes 
of participation in fundraising activities.  These might include: 
 
1. Citizenship and community service – donating time and energy; simply writing a check 

defeats the purpose of learning the value and self-satisfaction gained by participating in 
community service. 

2. Interpersonal skills. 
3. Conflict resolution. 
4. Organization skills. 
5. Practical life skills. 
6. Handling money. 
7. Learning from mistakes. 
8. Taking responsibility for one’s actions. 
9. Development of self-direction, self-discipline, and self-motivation. 
10. Time management, including meeting deadlines. 
 
THE ATHLETIC ADMINISTRATOR’S ROLE IN MARKETING AND FUNDRAISING 
 
As stewards of department and fundraising monies, today’s athletic administrators are more 
financially accountable than ever before and are faced with ever-increasing financial 
considerations.  In addition to traditional financial responsibilities such as creating sport and 
department budgets, more and more schools are faced with funding shortfalls, resulting in the 
need to turn to fundraising to adequately fund the school’s athletic program.   
 
Effectively marketing and promoting the school’s interscholastic sport programs will greatly 
enhance the success of the school’s fundraising activities.  Success of the school’s athletic 
marketing and fundraising program typically depends on the crucial role played by the athletic 
administrator.  Regardless of whether or not other school personnel are directly involved in a 
leadership role in these efforts, the athletic administrator is the person in the best position to 
work most effectively with the school booster club(s) and others in marketing and fundraising 
efforts. 
 
The duties of modern interscholastic athletic administrators have expanded significantly and now 
include the following areas:  
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1. Marketing and Fundraising -- Developing immediate, short, and long-term marketing and 
supplemental fundraising plans and programs.   
a. Developing an appropriate working relationship and two-way communication with all 

components of the athletic department, clerical staff, coaches, trainers, booster club 
officers, district office financial personnel, etc., is key to successful implementation of 
the AD’s marketing and fundraising plan. 

2. Booster Clubs -- AD’s have always had day-to-day contact with coaches, but may not have 
had an oversight role with school booster clubs, now a common occurrence. 
a. In light of the above, management skills of AD’s are called upon in determining the fine 

line between appropriate interaction and micromanaging booster clubs.  Booster club 
members must be made to feel important about the role they play; however, they must be 
made aware of the scope of this role in that they are supporters of the program, but not 
decision-makers. 

3. Communication -- Interaction has increased to include school store managers, district athletic 
director, district-level finance personnel (student activities, purchasing department, etc.), and 
possibly the district’s board of directors. 

 
Success in this new and more complex role requires appropriate leadership, management and 
communication skills.  The AD must share sufficient information with coaches, booster club 
members, sponsors, etc., to ensure all stakeholders understand the athletic department’s overall 
philosophy, the school’s budgeting process, the school’s marketing and fundraising philosophy 
and the related roles each play. 
 
1. Coaches need to know the source of the athletic department’s funds and how they will be 

allocated. 
2. All athletic department stakeholders need an understanding of department-wide needs and 

desires; the level of funding provided to each program, how this amount was determined, and 
what additional items/things each team needs that must be obtained by supplemental 
fundraising. 

3. The athletic department philosophy should be predicated upon the premise of always doing 
what is best for student-athletes.  Related to funding, allocation of funds will not favor one 
team over another and will not be influenced by factors such as winning seasons.  The 
philosophy should promote a team concept where all teams and coaches work cooperatively 
to support each other. 

4. Coaches, booster clubs, sponsors, etc., must ensure appropriate communication with the AD 
related to what they want to achieve, how they are currently working towards meeting their 
goals and how they plan to proceed. 

 
Marketing Duties 
 

Considerations related to Athletic Administrator marketing duties include: 
 
1. In this day of declining budgets and competition for dollars, an AD will undoubtedly, at one 

time or another, have to justify the need for the athletic program.  This effort can be assisted 
by pointing out to governing boards that athletic program costs per capita are far lower than 
the cost for instruction, that the programs are truly efficient and that athletes are held to even 
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higher standards than students in the average classroom setting, resulting in better attendance, 
behavior, etc. 

2. The above is facilitated by maintaining proper records and assessment data. 
3. Also of significance as the value of rights to sporting events has increased, knowledge of 

intellectual property law (trademarks, copyrights, licensing, etc.) has become vital to those 
involved in sports.  With the increased popularity of, and access to, sport worldwide, learning 
to protect the value of these rights and how to obtain the most value from them will continue 
to be a necessity. 

4. In light of the above, the AD has to balance the sometimes immense opportunities for 
commercialization of sporting events with the school’s mission of maintaining high school 
athletic as an integral part of an overall high school education. 

 
Fundraising Duties 

 
Athletic administrator duties may now include: 
 
1. Responsibility for the leadership, direction, coordination, implementation, over-site, and 

evaluation of the athletic department or school-wide fundraising program.  
2. Providing vision and focus, as well as monitoring fundraising activities’ progress and 

outcome. 
3. Evaluating the potential of campaigns and activities. 
4. Interacting with school or district administrators, the school bookstore or district business 

office, faculty, booster clubs, coaches, etc. related to plans or campaigns. 
5. Recruiting and training volunteer fundraising leadership. 
6. Identifying and cultivating prospective donors. 
7. Overseeing production of solicitation materials. 
8. Ensuring that fundraising events and records are reviewed/audited to ensure that financial 

accountability is appropriate.  This should be done both by internal and external sources. 
 

Responsibility for Educating Related to Equity Considerations 
 

An increasingly important role relates to education of all stakeholders concerning Title IX.  In 
recent years, the Office of Civil Rights has shifted its focus from enforcement of Title IX at the 
collegiate level to enforcement at the high school level.  During the past decade, as more Title IX 
cases are argued before the courts, judges have taken a closer look at how booster clubs affect 
implementation of Title IX, specifically, if sport specific booster clubs don’t generate the same 
revenue.  Thus, additional caution must be exercised concerning the distribution of profits from 
fundraising.  Specific areas of scrutiny have included: 
 
1. Whether sport specific booster clubs generate disproportionate revenues for boys’ sport 

teams. 
2. Whether the distribution of profits from fundraising is equitable. 
 
For this reason, contemporary AD’s must keep detailed records related to budget allocations for 
each program as well as the level of supplemental fundraising by the school’s various booster 
clubs. 
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Personal Attributes Required 
 

Attributes helpful to successful fulfillment of the AD’s role: 
 
1. Effective leadership and management skills. 
2. Passion for education in general and for the school’s marketing and fundraising program in 

particular. 
3. Having his/her hand on the pulse of the school and insight into what is going on in not only 

the athletic department, but school-wide as well. 
4. Ability to deal with suggestions and criticism and to respond positively to students, 

volunteers, and/or donors who may be disappointed or upset. 
5. Persistence and flexibility.  
6. Ability to recognize and accept that recognition will go to the students and volunteers, not to 

the administrator. 
7. The ability to provide perspective, control, and order to the process of raising money. 
8. The ability to develop and clearly articulate objectives. 
9. Excellent organizational, communication, analytic, and conceptual skills. 
10. The temperament and interpersonal skills to successfully handle all of the above.  
 

STEPS IN DEVELOPING A SCHOOL MARKETING  
AND FUNDRAISING PHILOSOPHY 

 
1. Develop a Mission Statement 
 

a. Start with a mission statement which states “why” the school is fundraising in the first 
place.  

b. The mission statement  
i. Is the foundation upon which the school’s short and long-range marketing and 

fundraising strategic plans are based. 
ii. Will outline the school’s marketing and fundraising priorities, values, and 

purposes. 
iii. Should articulate the difference marketing and fundraising will make for the 

school’s students; i.e., what results and outcomes will be achieved. 
iv. Should serve to motivate and inspire participants and the community from whom 

funds will be solicited via purchases, or donations. 
c. Should be the basis of evaluating prospective activities by providing guidance in deciding 

whether or not to approve a particular activity as well as the overall success of your 
activities.   

d. Keep it as short and sweet as possible.  
e. Include why the school is marketing and fundraising, not how the school will achieve 

these things. 
 

 (The above is from “Don’t Make Your Organization’s Statement of Purpose a ‘Mission 
Impossible,’” Tony Poderis, poderisupdate@raise-funds.com ) 

 

mailto:poderisupdate@raise-funds.com
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An example of a marketing and fundraising mission statement:   “To attain sufficient funds to 
enhance the school’s educational environment and to offer students diverse opportunities and 
experiences which are not possible solely through tuition or state funding?”    
 
2. Develop the School’s Marketing and Fundraising Strategic Plan 
 

a. The marketing and fundraising strategic plan determines how the school will go about 
fulfilling its marketing and mission.   

b. It will include  
i. How the school will determine its fundraising priorities (based upon safety needs 

first, educational needs, second, etc.). 
ii. How the school will go about meeting fundraising needs (i.e., a major campaign 

in late summer, numerous small and large activities throughout the year, etc.). 
c. Establish a fundraising goal or goals that are measurable, achievable, and realistic. 

 
3. Decide Who Will Determine the School’s Fundraising Philosophy -- To help attain support 

and buy-in to your philosophy, it is wise to the extent possible to obtain input from the 
various groups who will participate in, and be involved with, your activities.  Your eventual 
philosophy, which will have been developed with consensus, will be subject to future 
refinement, again, with consensus. 
 

4. Determine the Level of Booster Club Involvement in Fundraising at the School -- Possible 
alternatives: 
 
a. Booster clubs will be responsible for raising the majority of funds needed. 
b. Booster Clubs will be responsible for raising funds for school-wide activities. 
c. Teams/clubs/groups will be responsible for raising funds needed for their individual 

needs, with no booster club involvement. 
d. Both booster clubs and teams/clubs/groups will be involved in fundraising. 
 

5. Determine the Booster Club Structure at the School -- Will there be separate booster clubs 
for individual sport teams or other groups or will there be a single booster club for the entire 
athletic program?  Possible booster club structures include: 
 
a. Separate booster clubs for the various teams and groups on your campus who would 

support the needs of those groups. 
b. If you do this, it is a good idea to require that a specific percentage of all money raised be 

placed into a fund whose purpose is to benefit the school as a whole or to assist 
groups/teams which are unable to meet their fundraising goals. 

c. It is also a good idea to have all groups engaged in fundraising at the school participate in 
one or more school-wide activities to benefit the school-wide fund.  Examples of 
activities include: 

1) Sell ads for a program of rosters and team photos each athletic season which are not 
sold, but are given out at events for donations.  Money earned could be used for 
scholarships or other such needs. 

2) School-wide carwash. 
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3) One big event each year; may be a scholarship or capital campaign. 
4) An annual golf tournament which benefits the entire school. 
5) These activities not only raise money, they also help achieve a sense of school 

community among the participants. 
d. Best-case scenario:  a single group which supports all athletic and activities programs on 

the campus.   
1) Call the group a “Parent Volunteer Group,” rather than a booster club.   
2) AD or booster club board (with AD as a member) reviews applications for funds then 

distributes the funds equitably depending upon need.    
3) This group would support school-wide needs (including those of sport teams).  All 

activities that involve competition, band, choir, robotics, academic decathlon, mock 
trial, etc., would be eligible to seek assistance from this fund.   

4) Detailed records of the revenues and expenditures for various purposes permit tracking 
of funding for boys’ and girls’ programs.  This plan would take into consideration that 
funding a softball program is more expensive than funding a cross country program.   

5) Important philosophical position that permits this to work:  that all sports and activities 
are equally important.  This requires on-going education related to Title IX. 

6) You may permit splinter groups to focus on like-activities; for example, a 
baseball/softball group. 
 

6. Determine How the School Will Go About Fundraising 
 

a. Is your philosophy one of “many small rather than a few large” activities, or a 
combination of both. 

b. Will you try to find a fundraiser or fundraisers that will bring in sufficient funds so you 
don’t have to fundraise throughout the year. 

c. Will you also ask for an annual gift from every family. 
d. Will you solicit cash donations in addition to support of other activities. 
e. Will you utilize the services of an outside professional company in a profit-sharing 

agreement. 
 
7. Determine When Fundraising Will Take Place -- At the beginning of the year?  In the off 

season? In the pre-season (typically, the time of highest motivation)? 
 

8. Determine Who Will be Responsible for the Fundraising Program 
 

a. It is important that there be a structure in place to ensure the success of the school’s 
fundraising program. 

b. Coaches and/or booster clubs alone do not have the time, experience, or expertise needed 
to appropriately conduct the program properly. 

c. This might be a person or a group under the direction of an administrative level 
individual. 

d. This person will have the primary responsibility for establishing funding priorities, 
maximizing funding potential for each of the special needs, and making the overall 
program more efficient and effective. 

e. In private and parochial schools, development directors are often hired for this purpose. 
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f. In public schools, some districts are able to assign a district-level staff member the 
responsibility of dealing with financial considerations for student activity funds, 
including the athletic budget and/or booster club funds. 

g. More often than not, however, the school athletic director or activities assistant principal 
is responsible for this important task. 

 
9. Determine With Which Companies or Individuals the School Will Work -- An important task 

is creating a list of approved companies or individuals with whom the school chooses to deal.   
 

a. This will require the administrator to screen/evaluate companies to determine in advance 
which companies will be given access to coaches and booster clubs. 

b. In creating this list, criteria and areas to be evaluated include: 
1) The company’s “fit” with school and  philosophically 
2) How easy will the fundraiser be to conduct 
3) How much money could be generated 
4) Does the school has an exclusive agreement with a company, advertiser, etc. that will 

preclude utilizing the services of a specific company 
5) Information related to the company’s financial dealings from Better Business Bureau, 

NFHS, or NIAAA. 
6) What is the percentage of profit splitting between the company and the school/group.  
7) Information obtained related to company practices (i.e., is the company up-front and 

ethical, has it engaged in dishonest activities). 
8) Is the company a subsidiary of a parent company dealing with sale of alcohol, 

tobacco, etc. 
9) Does the company utilize overseas sweatshops, etc. 

c. It is very important that the school develop consistency in which companies they use. 
d. This permits building a relationship with a company which will grow from year to year as 

this facilitates “giving and taking” needed in a mutually beneficial relationship. 
 
 
SUCCESSFUL IMPLEMENTATION AND ON-GOING SUCCESS OF THE SCHOOL’S 
MARKETING AND FUNDRAISING PHILOSOPHY 
 
Success of the school’s marketing and fundraising program is predicated by the school’s 
fostering a climate of good communication, trust, and a “we’re all on the same team” attitude 
among all of those involved.  It takes time to achieve a climate where everyone supports each 
other and contributes to the success of other programs as well as their own.  This is easier said 
than done and will not occur overnight.  It takes time and effort to gain the trust of all of the 
individuals and groups required for a successful marketing and fundraising program.  The person 
responsible for marketing and fundraising must prove him/herself to be an effective leader by 
instilling confidence and delivering success, rather than controlling with an inflexible iron fist.   
 
(The above is from “Making the Development Office a Clearinghouse,” Tony Poderis, 
poderisupdate@raise-funds.com) 
 
Some suggestions: 

mailto:poderisupdate@raise-funds.com
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1. If possible include representatives of all of the groups who wish to fundraise when 

determining your philosophy.  This will greatly enhance support of your program. 
2. Educate these people about the how’s and why’s of the marketing and fundraising process, 

goals, and procedures. 
3. Actively seek out and listen to input.  Incorporate it, if appropriate.  If not, let people know 

the rationale behind denying their advice.  While everyone may not agree with you, they will 
know that there was a basis for the decision, rather than the decision being made in a 
capricious manner. 

4. When reviewing fundraising requests, actively listen and obtain all necessary information. 
5. Approach each request with an open mind and a desire to help. 
6. Communicate with everyone the needs of all of the groups so they understand theirs is not 

the only, or perhaps the more pressing, need. 
7. Analyze each fundraising request and put it in the context of overall needs. 
8. If a request cannot be approved at this time, discuss the reason why with the group/individual 

making the request.  Reschedule the request for a later date or help the group/individual come 
up with an alternate solution. 

 
Common Causes Of Failures In Fundraising -- And How To Prevent Them 

 
1. Lack of planning 
2. Problems with effectiveness of volunteers 
3. Repeating the same old fundraiser 
4. Low quality merchandise 
5. Incorrect pricing 
6. Poor support materials 
7. Inadequate sales preparation 
8. No sales scripts 
9. Poor communication 
10. Lack of publicity 
11. Continuous  
12. Insufficient or too much selling time 
13. Bad timing 
14. Poor rewards 
15. Picking the wrong fundraiser or method 
16. Not planning for possible problems related to the products you plan to sell 
17. Not anticipating possible legal issues 
18. Not obtaining required permits and/or licenses 
19. Unrealistic expectations 
20. Not being prepared to cut your losses 
21. Poor or inadequate records 
22. Lack of planning for safety-related issues 
23. Theft of cash, products 
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Regardless of whether the athletic administrator utilizes student-athletes or adult booster club 
members in the school’s fundraising activities, the following strategies will assist the AD in 
preventing common fundraising mistakes. 
 
Plan Properly 
1. Think things through. 
2. Take time to design the right approach that will maximize the results of each fundraiser. 
3. Do a periodic review of your needs. 
4. Do not wait until you have a problem. 
5. Expect the unexpected—and plan on how to deal with what might happen. 
6. Expect that your fundraiser may take longer than you think.   
 
Maximize the effectiveness of volunteers 
1. Make sure everyone knows exactly what to do. 
2. 25% rule:  only 25% of your volunteers will get really involved 
3. 20% rule:  only 20% will be really effective in terms of productivity 
4. Doers:  20% of your workforce will do 80% of the work 
5. Talkers:  The remaining 80% will do 20% of the work 
 
Don’t repeat the same old fundraiser 
1. Your supporters are probably sick and tired of it, resulting in flat to declining revenue. 
 
Recruiting enough help 
1. Do not overwork your core volunteer group.   
2. Have written descriptions of what’s expected from each support role.   
3. Give an accurate estimate of the time required, two, four, or eight hours.   
4. Allow job sharing—two people sign up and coordinate their own efforts to complete their 

task. 
5. Recruit at the beginning of the year for all positions needed.  This requires a master project 

plan for the year mapped out ahead of time.  Have sign-up sheets at the first group meeting as 
that is when people are most motivated and receptive. 

 
Don’t try to sell low quality merchandise 
1. Don’t bother with junk  
 
Correct pricing 
1. Buy at wholesale and sell at close to retail, not at twice retail.  
2. Lots of sales at a lesser profit will probably net you more income than fewer sales at a greater 

profit. 
 
Good quality, effective support materials   
1. The quality of your materials reflects your team, group, or organization.   
2. Don’t depend on what you are given by the company from whom you purchase your 

products.   
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3. Create a flyer with large print emphasizing what you are trying to achieve as well as, for 
example, savings generated from the discount shopping card, quality of the product being 
sold, etc.  

 
Adequate sales preparation   
1. Define your case.  Donors want to know exactly what you are going to do with the money.   
2. Be specific.  Say:  We are raising funds for a new score board.  Do not say:  Support the 

football team.   
3. Sellers need to be able to answer questions about the purpose of the fundraiser, what you are 

trying to achieve, and about the product they are selling. 
 
Develop sales scripts   
1. Develop a sales script that focuses on your specific need.   
2. Include how to explain the product or service, and how to handle questions or objections that 

might arise. 
3. Emphasize the benefits to the potential purchaser 
4. Explain the nature of the sponsoring organization 
5. Clarify how the money will benefit young people or the sport program 
6. Thank the prospect whether or not a purchase was made  
7. Tell students to practice their sales pitch delivery with their families 
8. Tell them to look people in the eye, give them two sentences about their purpose and to ask 

for help.  
 

Effective internal communication  
1. Be sure everyone knows what is expected of them.  For example, make sure everyone knows: 
2. Who will collect orders 
3. When orders will be reviewed 
4. When merchandise will be distributed, etc. 
5. Your specific goal must be communicated clearly to the sellers so they can get across to 

prospective buyers.   
6. Give feedback to the participants and supporters about the results of the campaign.   
 
Adequate publicity  
1. Use flyers, posters, signs, media contacts, etc.  
 
Don’t engage in continuous fundraising  
1. This will cause burnout of your volunteers, participants, and customers.   
2. Limit to two or three main fundraisers each year.   
 
Plan the correct length of sales time 
1. It may be best to have the selling time span at least two and preferably three weekends. 
2. It is usually best to start selling items on a Thursday or Friday and conclude on a Monday or 

Tuesday. 
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Good timing 
1. Consider conflicts with holidays, poor weather, and other groups doing a similar fundraiser, 

lack of interest due to another event, exams or state testing times.   
2. Do not plan things over major holidays like Thanksgiving, Christmas, Easter, July 4th, etc. 

due to lack of participants and supporters.   
3. Consider weather considerations: don’t sell chocolate in August.   
4. Know what events are happening in your community (don’t sell pumpkins or Christmas trees 

if several other groups are doing it at the same time).   
5. Check schedules for sporting events and community functions so you don’t schedule a car 

wash on a street where traffic is blocked off for a biking or running event. 
 
Appropriate rewards   
1. Provide decent motivational rewards for your top seller, etc.   
2. Don’t bother with junk as it can be perceived as worse than nothing at all. 

 
Don’t let problems fester 
1. Deal with all problems immediately.   
2. Someone who had a good experience will tell another person; someone with a bad experience 

will tell five other people. 
 

Pick an appropriate fundraiser or method 
1. Some things work best for a larger sized group.   
2. Maybe what you want to do will take a longer time than you have available or that your 

volunteers are willing to spend.   
3. Poor merchandise will end up lowering sales instead of generating profits. 
4. Weigh the amount of time spent, effort expended, and resources utilized against the profit 

margin you hope to earn.   
5. Profit from popcorn sales can be as high as 85%--more if you can get bags donated 

(“Fundraising for Sport,” Stier, Jr., 2001) 
6. Profit from selling donuts can be 75% (Stier, Jr., 2001, see above)   
7. Pick products and price correctly for your community. 
8. Before you decide to copy seemingly successful ideas, study the specifics to see why the 

program worked well for the organization and whether the same conditions exist in your own 
organization.  In other words, don’t copy something exactly until you have taken into 
consideration the specific circumstances, limitations, and resources that were in place at the 
time of the event or activity.  (“Successful Sport Fundraising,” Stier, Jr., 1994) 

9. Use a decision matrix to weight the various factors to help you make the right decision. 
 
Plan for possible problems related to the products you plan to sell 
 
1. Have you considered storage of food products you plan to sell? 
2. How will you keep up with the shelf-life of products? 
3. What will you do with past-dated food?    
4. What about the size of the item being sold?  A smaller size than is normally sold may irritate 

customers who didn’t know what they were actually getting. 
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5. What about quality control of the companies making your products: there are lower standards 
overseas.     

6. Are the products made in an area or a country that uses “sweat shops”? 
 
Concession food sales: 
1. Consider health and safety issues.   
2. Do you need to obtain food sale licenses? 
3. Schedule health department inspections? 
4. What about risk management and sanitation issues? 
5. Do you need liability insurance (what if you are charged with causing food poisoning)? 
 
Obtain required permits and/or licenses 
1. Find out if there are licensing fee exemptions for your school from your local municipal 

office, town clerk, or bureau of licenses. 
2. Games of chance:  Check with your state or local community to see if there are laws or 

ordinances prohibiting or restricting such activities or if you need a permit or license. 
3. Find out what the local law is regarding the need to collect sales tax for tickets, merchandise 

or concessions.  Check with the county tax collector or state department of revenue. 
4. Find out if you need a permit or license for door-to-door sales, sales of such things as tickets, 

candy, chances, etc. 
5. Just obtaining required permits and/or licenses is not enough.  You make sure that paid staff 

and volunteers understand what they require and allow and ensure that they abide by the 
constraints of the licenses.  

 
Don’t have unrealistic expectations 
1. You may decide to do a golf tournament, which you have never done before.   
2. What will happen if you expect to get a dozen or so corporate sponsors and make a lot of 

money and it doesn’t happen? 
3. Before moving ahead, consider how much it will cost to run the event, how many people will 

have to attend just to break even, how much would you have to charge, what if people sign 
up and then do not pay, etc. 

 
Be prepared to cut your losses 
1. Before beginning a fundraising activity, determine at what point you will call it quits if 

results are not what are hoped or expected.  
2. If you plan to purchase an item to raffle and expect to sell 100 tickets by a certain date, then 

sell only one-half of what was expected, you may be better served to call off the event, not 
make the purchase, and refund the money already obtained. 

 
Keep good records 
1. Keep accurate records related to income and expenses, pledges, donor files, prospect lists, 

and in-kind gifts. 
 
Consider safety 
1. Door-to-door sales, especially for younger participants, are not recommended in any case 

where there are alternative forms of gaining customers. 
a. This should never be allowed without an adult present 
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b. Even in cases where an adult and child go together, it is a good idea to “buddy up” 
with another parent/child. 

c. Adults are not exempt from potential danger 
2. Strongly encourage or require that participants have a cell phone with them at all times. 

a. Pre-program the phone for important numbers such as the police directly into the 
phone.   

b. Remember that 911 calls are not guaranteed to work in all areas. 
3. Be sure that participants know that they are NEVER EVER to go into a stranger’s home for 

any reason—NO EXCEPTIONS. 
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Chapter 2 
Developing Successful Booster Clubs 

 
Successful booster clubs share several common characteristics; they are organized well, have 
clear by-laws and expectations, find and encourage strong leaders, are clear about their goals 
and functions as a booster club and how funds that are raised will be distributed.  
 
Section 1 Organization and Leadership 
The selection of the leaders that will make up your booster club executive team is critical to 
the long term vitality and success of your booster club. Finding leaders that understand their 
role are gifted in the area you want them to serve and willing to serve for a specific period of 
time are truly the bedrock and starting point for any successful booster club effort.  
 
Most high school athletic administrators are uncomfortable with the “hiring and firing” of 
volunteers on a booster club board. The success of the club rests with the leadership that is 
selected. Finding highly motivated and passionate people with gifts in selected areas that are 
willing to serve are available but must be selected with the utmost care.  Booster club 
leadership folks deserve as a minimum to know what they are being recruited to do, for how 
long they will be asked to do it and with whom they will be working.  
 
Most volunteers want to be successful in helping to push the organization ahead.  The job of 
the athletic administrator is to assist in recruiting these talented folks and make sure they 
understand the parameters in which they will be asked to operate. How long will I be asked 
to serve? When are meetings held? Besides attending the monthly meeting what else am I 
supposed to do? Despite the great work of many volunteers when their two or three year stint 
is over it is important to move on to the next person serving in their capacity. Healthy 
organizations can deal with the changes and must have them if they are to continue to operate 
at a high level.  
 
The structure of your booster club can be a carbon copy of another club somewhere else or 
you can design your own model. Whether you have directors that serve two to four year 
terms on a board or elected officers (President, Vice President, Secretary and Treasurer) it is 
important to make sure those selected understand their roles, time commitments and meeting 
responsibilities. It is only fair to your booster club board and the individuals that serve on it 
to know that their time is up when their agreement is over.  
 
Finding and developing booster club leadership is a key role of the athletic administrator. 
Titles don’t lead organizations, people lead organizations. Selecting the booster club 
leadership carefully and with advice from your coaching staff and others you trust is critical 
to the long term success of your booster club effort. Find people with time to give, abilities in 
the areas needed and with contacts in your high school area so that you can maximize the 
booster clubs work. Look for business related parents who are invested in the life of their 
children and the athletic/activity program at your school. 
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Section 2 By Laws 
How do you answer questions about the use and handling of funds, terms of service and 
overall mission of the organization? These and other organizational questions can be 
answered through the by-laws of an incorporated or recognized school support organization.  
 
By-laws are to act as a guide in decision making for all of those serving in leadership 
capacity in a booster club. As members leave from year to year the by-laws are one of the 
things that connect those in the booster club from previous years to the current leadership.  
Information on the annual meeting, Board of Directors, Executive Officers, meeting 
procedures as well as meeting date and time, duties of officers, terms of service and the 
mission statement of the organization all serve to give direction, history and guidance to 
booster clubs. (See Appendix 4) 
 
Section 3 The Role of the Athletic Administrator in Working with the Booster Club  
The Athletic Administrator must be careful to give leadership to the booster club efforts at 
the school in which they work without taking leadership from the club itself. Athletic 
administrators are natural leaders who can often jump in and take over the needs of groups in 
which they associate. As important as the booster club is to the function of the athletic 
program in your area, resist all encouragement to take over your booster club as President 
etc. The athletic administrator should be a member of the executive board of the booster club 
without taking over. The athletic administrator should be an exofficio and non voting 
member of the organization. This objectivity is needed to give strong leadership to the board.  
 
Section 4 Booster Club Corporate Outreach and Solicitation 
Contemporary case law findings and Office for Civil Rights decisions strongly indicate the 
need for comprehensive fundraising activities that work to equalize the total funds and 
resources available for girls and boys sport teams.  These activities may be coordinated by 
the athletic department, booster club or other support group. 
 
Special interest groups (booster clubs) typically engage in or organize one or more of the 
following activities to raise funds for teams or schools.  Included are: 
 
1. Solicitation of advertising, printing and the sale of athletic contest programs. 
2. Booster club membership fees. 
3. Item sales (seat cushions, bumper stickers, hats, jackets, sweat shirts, calendars). 
4. Solicitation of funds from community agencies, service clubs, foundations, trusts, 

individuals and businesses. 
5. Volunteer contest supervisors, ticket takers, parking attendants.  
6. Concession sales and food vendors. 
7. In-kind donations of labor and materials to enhance facilities. 
8. Special programs such as golf-outings, celebrity dinners, re-sales, special contests, fun-

runs and raffles (NOTE  --  Raffles must be cleared with the school administration and/or 
local licensure agencies) 

 
In the following sections, booster club or fundraising activities performed by the athletic 
department or other support group that allow an athletic administrator to redirect funds 
within an existing budget or to augment an existing budget are defined. 
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The booster club may become active in seeking financial support from local businesses or civic 
organizations.  This activity seems to be most effective when the company or organization can be 
recognized as a patron in the athletic contest program or when the company purchases a costly 
capital item that can be commemorated with a permanent plaque in the school gymnasium or trophy 
case.  In addition, fundraising organizations may conduct telephone solicitations of alumni or local 
citizens for a short, defined period of time.  This outreach is supported by significant advertising and 
may become an annual budgetary commitment for local businesses. 
 

 
Booster Club Membership Drives and Fees 
 
To enhance the sense of larger community support, it is suggested all parents of athletes be asked to 
contribute to the support group or to join the club as members-at-large.  Membership fees can vary 
($5, $10, $100) with various incentives provided in return for increased membership commitments. 
The membership solicitation may be effectively accomplished by advertising in the school's 
newspaper or parent newsletter.  However, another vehicle that may accomplish this goal is the 
development of fall, winter and spring "Sport Potlucks" held at the school.  The athletic 
administration and members of the support group must cooperate to organize these events in the 
following ways.  The school must duplicate and distribute information flyers to families of the 
athletes indicating when, where and why the program will be held and what food to bring.  The 
support group organizes the food service lines, table set-up, and decorations and clean up. In some 
cases, the school's serving utensils, equipment and milk may be used.  The coaches of the upcoming 
sport season may deliver a short talk about their prospects or put on a demonstration with their 
squads.  The captains of each squad may also speak.  (See Appendices 2-5-6-7) 
 
Membership Drive Item Sales -- Membership drive activities may also be an appropriate time to 
sell booster club hats, seat cushions, buttons, bumper stickers and other items imprinted with the 
logo of the school and support group. These are high-interest items with a good profit margin.  In 
addition, seasonal or school items may be sold with strong revenue production.  These include: bike 
locks, flash lights, tamper-proof padlocks, calendars, light bulbs, trash bags, candles, posters, class 
T-shirts and magazine subscriptions.  
 
Contest Programs -- Contest programs can be produced and sold by a support group with good 
effect.  The talents of a local advertising agent can be a real plus in the development of an attractive, 
high-interest program that is sought for its souvenir value.  It may be possible to obtain these 
services free of charge by offering the company a program ad.  The program generates revenue 
primarily from the sale of advertisement space along with sales of the program during contests.  
Such a program can also enhance the image of the school and promote the services and products of 
companies that purchase advertising within.  Outreach by booster club members can enhance the 
sale of advertising space to local merchants and vendors and thus remove a tedious and time-
consuming task from the athletic department.  In addition, by having a support group produce 
programs, a time-consuming function is removed from the athletic department.  (NOTE -- any 
printed materials produced by a support group must receive approval from the school administration 
prior to publication.) 
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Advertising Revenues -- Advertising in contest programs, on scoreboards, scorer’s table panels, 
calendars or on electronic message boards may be a predictable and profitable revenue source.  
Booster clubs can profit by selling advertising space in contest programs, on local billboards, in local 
merchant windows and display areas, shopping malls and at sports contests.   
 
Advertising-Related Issues to Consider -- When considering seeking out advertising revenues, it is 
important to understand that certain restrictions may apply.  The National Federation of State High 
School Associations and all state associations restrict the use of advertisements of tobacco and 
alcohol products.  Thus, fast food ads may be acceptable whereas an advertisement of an alcoholic 
beverage or a tobacco product would be prohibited.  State association rules, community standards 
and ethical and educational considerations must be seriously analyzed before any company can be 
accepted as an advertiser.   
 
In addition advertisements for ergogenic aids and food supplements should be avoided given the 
relative lack of scientific research on these products.  Education governance boards may also 
restrict permanent advertising of various products such as soft-drinks or snack-foods on score 
boards or gymnasium walls.  One way of dealing with this form of restriction is to use electronic 
message boards to thank contributing vendors with short, non-permanent message displays 
and/or public address announcements.  Nevertheless, advance agreements must be developed 
with governance boards if this form of advertising is to be used.  In addition, if the booster club 
produces the contest program, consultation with the school district legal counsel is advised to 
avoid conflicts over the autonomy of the support group in soliciting and using controversial 
advertising.  Also important to understand is that beverage companies may preclude schools 
from asking other beverage distributors for financial assistance. 
 
Volunteer Services Such as Contest Supervision, and Other Contest Management Tasks 
In some areas, an accepted method for reducing athletic department costs is the use of unpaid 
booster group members to act as ticket sellers, ticket takers, public address announcers or 
photographers, concession sales agents, food preparation workers and contest workers 
(scorers, timers, spectator supervisors), or to assist contest supervisors.  These unpaid 
helpers’ present potential cost-saving opportunities for athletic directors who may be able to 
use the funds budgeted for these salaries elsewhere within the budget.  However, important 
factors must be considered in several instances. These include: 
 
1. Local collective bargaining agreements, if in place, must be reviewed to ascertain whether the 

use of volunteers in any capacity violates an existing agreement concerning the use of faculty or 
other staff members currently under contract; i.e., school district personnel may have the 
exclusive right to perform game management functions.   

 
2. It may be important to solicit the opinion of the district legal counsel as to whether non-faculty 

personnel can legally supervise student spectators. In the latter case, it may be possible to reduce 
costs by having faculty perform those functions required by law, while support group members 
perform other game management tasks. In several communities, booster club members act as 
hosts for contest officials. In this capacity, the hosts secure convenient parking, act as guides, 
provide refreshments and act as security for officiating teams. 
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3. The existing school district or booster club insurance policy should be reviewed to 
ascertain the degree to which it covers volunteers who may be injured while in volunteer 
status or who may cause injury or loss to another spectator or worker.  If the current 
policy will not cover these volunteers, research should be conducted to ascertain the cost 
of a rider to the policy or an additional policy extending such protection. 

 
Note: One of the NIAAA’s corporate partners is Association Insurance Management 
(AIM).  AIM offers liability policies that offer protection for activities that other 
companies’ policies may not cover.  With AIM, booster clubs have options that meet 
their needs, whether it is a General Liability or Crime & Embezzlement policy.  AIM 
offers extensive coverage for a very reasonable cost.     (See AIM brochure enclosed in 
the LTC 611 manual. 
 

SCHOOL-BASED AND COMMUNITY INTEREST ACTIVITIES 
 
Exhibition Games and Other Spectator Activity -- Timing for spectator activities is of major 
importance because of the negative effect that competition with other high-interest activities may 
create. Saturation of a community with an excess of similar activities can be damaging to revenue 
production. Spectator activity is particularly vulnerable to this phenomenon. It is thus suggested that 
carnivals or alumni basketball games and contests with professional athletes or with faculty 
members should be conducted early in the season or during the decreased activity period between 
the state basketball tournament and the start of spring sport spectator activity. It is also important to 
recognize that national and state athletic associations impose restrictions on the number of contests 
that may be played by athletes in any season and also limit the degree to which players can be 
involved in fundraising. Accordingly, the membership of any fundraising team representing a school 
must be carefully scrutinized so as not to violate existing regulations. 
 
Reservation of the facility to be used for spectator activities is also important and should not be 
overlooked in long-range planning. This facility should be reserved through the school 
administration well in advance of the desired date because the school auditorium and gymnasium are 
typically in high demand by faculty, student and community groups. 
 
Special Events and Promotional Programs -- Golf-outings, fun-runs, car-washes, re-sales, 
celebrity diners, special contests, and raffles are among the special events that can produce 
significant revenues for booster clubs and school athletic departments.  Booster club networks can 
facilitate invitations of high visibility alumni, college or professional athletes and recruit event 
workers to perform various support duties and responsibilities. Again, certain considerations warrant 
review.   
 
Special events and promotional programs include: 
 
1. Fun Runs and Road Runs -- Road runs and marathon walks that begin and end at school 

have also been used to raise funds in some communities. In these activities, entry fees and 
monetary commitments to the mileage efforts of the runners and walkers provides a dual 
mechanism for fundraising.  Fun runs and road runs require water and aid stations, cell 
telephones, significant publicity and registration literature, police involvement, traffic control 
and persons trained to work with emergencies or minor injuries that may occur along the race 
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course.  In addition, the booster club officers may wish to investigate whether liability 
insurance will cover them for a special event of this magnitude.  If additional insurance is 
required, research should be conducted to ascertain whether single event coverage is 
possible. 

 
2. Car Washes, School Fairs, Casino Nights, Lock-Ins, Haunted House, Dances and 

Carnivals -These activities may be good supplements to fundraising activities if timed 
properly or if conducted concurrently. High-interest activities such as pancake breakfasts 
featuring a "name" speaker or entertainer may also be very productive events for a minimum 
investment of funds and time. Pet shows, sports information seminars (e.g. “safe diet 
seminars”), sport equipment and appropriate sport technique clinics for pre-high school 
athletes and parents, and camping or recreational equipment shows can all be carried on at 
school facilities making use of local talent or merchandise. In all large group activities, 
compliance with codes or ordinances concerning facility capacities, litter, noise or other 
disturbances of neighboring residents is imperative. As with other large group activities 
maintaining community good will is of great importance when conducting supplemental 
fundraising. 

 
3. Golf Outings --   Golf outings can be very productive if sponsorships can be obtained for 

items such as a lunch or dinner, beverage service, prizes, green or fairway promotions and 
cart rentals.  Often, corporations prefer to use promotions and advertising funds for this type 
of event because of the number and type of clientele these events tend to draw.  Golf outing 
fees can range between $50 and $125 from which the green fees are deducted.  Within a five-
hour golf event conducted in a scramble format, 25-36 foursomes can play 18 holes and 
enjoy a two hour dinner, refreshments and a short program with prizes.  The return, 
depending on the number sponsorships, can range from $5,000 to $10,000 per outing.  
Advance planning, adequate publicity, early outreach to sponsors, event insurance and high 
visibility golfers, dinner guests or speakers are other important considerations. 

 
4. Consignment or Donated Item Re-Sales -- These events can be profitable and extremely 

productive in terms of revenue if timed properly and if certain items are featured (such as 
youth sport equipment).  However a number of details need attention before engaging in this 
type of fundraising.  First, it is important to decide what type of resale will be undertaken and 
when the activity will take place.  Popular events that draw large turnouts are re-sales of 
clothing, antiques and sport equipment.  Once the type of sales activity has been decided, the 
profit sharing percentages should be determined and should be recorded as a memorandum of 
understanding between the school and the co-sponsor.  All publicity should focus on the 
profit sharing concept and on the types of items to be sold.  Additionally, an understanding 
should be developed concerning the screening of donated items, the personnel who will staff 
the actual sales site and the mechanics of display and sales.  Check in/check out procedures, 
as well as arrangements for display security, handling and banking of revenues should be 
carefully planned prior to the actual resale date.  Other considerations include adequate 
display space, ease of access and adequate parking, insurance needs and the need for 
obtaining adequate numbers of workers to staff the event for up to a ten hour period.   
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5. Car Washes -- can be profitable if all labor can be volunteered and supplies donated. It is 
important to select a date that does not compete with other events or that coincides with 
another event that will bring large numbers to a school parking lot. In the latter case, parking 
adequacy and event compatibility must also be considered. Concern about wastewater or 
detergent drainage into public sewers or adjacent watersheds may be of concern to local 
government officials or environmental-protection advocates. Finally, a rain date or rain-check 
policy must be developed. 

 
6. Celebrity Dinners -- can be well-received if a high-visibility alumnus/alumna or professional-

athlete can be obtained as a speaker.  The usual logistic considerations of date conflicts, time of 
day, advertising, food-preparation costs, utensils, preparation requirements, serving staff, 
event-insurance, parking convenience, speaker honorarium and the fee for the dinner require 
committee consideration and decisions.  Ticket prices may vary from $15-$50 and may be 
combined with raffles and silent auctions as fundraisers.   

 
7. Famous Alumni Events - Luncheons, breakfasts, pre-season fundraisers, golf outings, parent 

nights and homecoming events may be enhanced by the attendance of a famous graduate.  
Ticket sales campaigns or other fundraising initiatives may be coordinated with events such as 
these. 

 
8. Special Contests -- Events such as donkey basketball or bringing in a professional football 

team to play basketball against local coaches or celebrities can be of high interest and 
productive.  The event must be scheduled so that it does not conflict with other high-interest 
drama, music or sport events in the school or in the community.  The fees charged by the 
professional team must be clearly understood in order to ensure an adequate profit margin.  
This fee is generally required regardless of gate receipts.  Insurance coverage should also be 
researched in the event games like donkey basketball are played. 

 
9. Raffles -- These fundraisers are usually conducted in conjunction with another event such as a 

contest or a dinner. Tickets are sold as opportunities to win one or more prizes of significant 
value.  Raffle prizes have ranged from automobiles, mobile homes and trucks, to trips, 
vacations, athletic equipment and appliances.  These events may be defined as “games of 
chance” by a local or state revenue department or law enforcement agency.  For that reason, 
research of the legality of this activity is important.  In addition, research should be conducted 
as to the prohibition of this type of activity by the board of education or local governance 
board.  Obtaining a raffle prize or prizes is often an area in which booster club members can 
provide invaluable outreach and support. 

 
10. Themed Events -- These events usually take on a theme such as a carnival or casino with 

various games of chance.  In addition, a pet show, craft show or an antique show format may 
be used.  A general admission charge is required for all who attend the event.  If a carnival 
format is used, an additional fee is also required for participation in each carnival game.  If an 
antique show theme is employed, profit distributions for the antique seller and the school must 
be defined by contract.  Logistic considerations include recruiting volunteers to staff ticket sale 
tables/booths or manage games that are conducted.  Security for antiques shows is imperative 
and contractual agreements concerning profits for the sale of any items sold during the show 
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must be developed during the planning stages. Pet shows should be conducted in proximity to 
exits and consideration must be given to insurance, sanitation, odor, and cleanup. In all cases, 
adequate space is needed to conduct the activity and adequate parking must be considered.  If a 
gymnasium is utilized, consideration must be given to protection of the playing surface. 

 
11. Coupon Redemption and Promotions With Restaurants, Super Markets and Soft Drink 

Distributors -- In these activities, a soft drink distributor, supermarket owner, restaurant 
manager, or local merchants may designate a period of time during which a percentage of all 
soft-drink, food, or merchandise sales will be directed to support a school or athletic department.  
Super markets may work with soft drink vendors in a similar manner wherein the total sales of 
case and carton soft drink products are the criteria used for distribution of a percentage of profits.  
Some super markets will also indicate that a small percentage of all cash register sales will be 
donated to a particular school or program for a designated period.  In this case, an individual at a 
school is designated to receive the cash register receipts from families and to redeem them for a 
cash rebate on a designated date.  Obviously advance promotions and advertising are critical to 
the success of these endeavors.  This has been particularly common with some of the national 
fast food or grocery chains that incorporate this type of activity in their advertising and public 
relations budgets. 

 
12. Discount Coupons or Tickets -- Local merchants and restaurants provide reduced cost meals 

or merchandise when the discount card is shown.  Athletic departments or booster clubs sell 
the cards to families with a 50% profit margin.  There is usually a time period specified during 
which discounts are given. 

 
13. Coupon/Carton Label or Box Top -- Nationally recognized fast food and soft drink 

companies may redeem coupons or carton labels or box tops for cash, e.g., 25 cents per coupon 
or label.  Certain restaurants or super markets are designated as sales outlets and coupon label 
redemption centers.  During this period, the local school(s) and booster club(s) conduct intense 
advertising campaigns to encourage food or beverage purchases at this outlet. 

 
14. Restaurant Coupons -- Fundraising companies will conduct all the solicitation activities for 

this program.  Company representatives will solicit restaurants for various meal or beverage 
incentives.  The company solicits the restaurants, provides the advertising and the redemption 
cards.  Typical costs of a card are $10-$15 with the school keeping 50% of the profits.  Two for 
one meals, appetizer or beverage cost reductions are solicited for six to ten area restaurants by 
the fundraising company.  The school assists with publicity 

 
15. Telephone Card Sales -- Many families have dropped their long distance service in favor of 

purchasing monthly long distance calling cards with various minute values.  Fundraising 
companies sell these cards in 100, 200 and 500 minute increments.  Schools keep 50% of the 
sales revenues.  These cards can be sold with excellent profits to the families of currently 
enrolled players and to other families with college-aged children. 

 
16. Soft Drink Sales -- When dealing with soft drink distributors who provide service to a 

concession stand or vending machines, bonuses can be earned for increasing the sales volume.  
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In addition, the distributor may be willing to pay a fee for the return of cans and plastic 
products.  (See Appendix 16) 

 
17. Community Cleanup Services -- Services are provided within a community with all collected 

funds turned over to the booster club. Services include newspaper and recycled product drives, 
cleanup services for shopping centers yard or stadiums or painting house numbers on curbs. 

 
18. Dance Lessons/Theme Dance  --  Selling tickets for a "line dance," "country western dance,” 

“50's swing dance,” etc., may be profitable and fun. Participant enjoyment can be enhanced if 
instruction can be provided at no additional cost. 

 
19. Item Sales/Food Sales -- Whether conducted door to door or as a single event sale among 

students or managed by the school store, candy, nuts, athletic clothing, pizza and calendars are 
strong sellers. 

 
20. Dance Lessons/Theme Dance  --  Selling tickets for a "line dance," "country western dance,” 

“50's swing dance,” etc., may be profitable and fun. Participant enjoyment can be enhanced if 
instruction can be provided at no additional cost. 

 
21. Special Event Sales -- Birthday cakes or flowers, valentines and congratulatory cards are 

extremely popular. Parents of athletes pay a fee for production and delivery of the item. 
 
22. Cookbooks for (sport name) Athletes -- Parents and/or coaches provide recipes.  Cookbooks 

are sold as fund-raising items to begin a season. 
 
23. Art or Craft Shows -- These shows can be conducted individually or in conjunction with 

carnivals or re-sales.  Student, faculty or local artists provide artwork or craft items and donate 
a percentage to the athletic department. 

 
24. Athletic Memorabilia Sales or Auctions -- Football helmets that are no longer serviceable 

can be made into lamps with minimal investment. Paint and decals can be used to recondition 
the helmet and varnished plank material used to provide a base platform. Switches, bulbs and 
receptacle hardware can be purchased. A certified electrician should install all electrical 
wiring. Old footballs or basketballs can be cleaned and reconditioned. Panels on footballs and 
basketballs can be painted and used for autographs. 

 
25. Cake Auctions -- Families or local bakers donate cakes which are auctioned during a larger 

fund-raising event. Cakes are sold or $7.00 to $12.00 depending on size and composition.  
 
26. Youth Sport Clinics and Tournaments -- (Wrestling, Basketball, and Swimming) - Alumni 

or booster groups may act as tournament organizers, ticket sellers, ticket takers, crowd 
supervisors and scorers/timers. If any members are certified contest officials, they may be able 
to donate their services during tournament competition. Ticket sales, concession sales, program 
sales and athletic item sales are all fundraisers that can be incorporated along with raffles, 
auction or games of chance.  
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27. Handy Work/Yard Work Auction -- Athletes, alumni, booster club members, cheerleaders 
and pom-pom squad members make themselves available for yard work, window washing and 
cleaning projects. Community residents pay for the student services by donating significant 
sums to the booster club. An auctioneer sells the services to promote volume (e.g., lawn 
mowing starts at $20.00, mowing up to $35.00 during the auction. 

 
28. Corn Detasseling -- In certain states this seasonal task can raise a significant sum of money if 

an entire squad will work for two to five days, and donate its earnings to the athletic 
department or the booster club. 

 
Special Programs 

 
In some states, booster clubs have conducted special programs to enhance development and support 
for various sport programs. In this regard, booster activities have been organized to raise funds and 
extend the base of external financial support for girls' programs with excellent effect. This program 
raises the general visibility of girls' programs through its community and media outreach and 
through its development of high-interest events. Included in this category have been: 

 
1. Luncheons -- Activities that can be scheduled before, during and after luncheons may include 

fashion shows, coach’s presentations, athletic demonstrations and opportunities for community 
residents to meet and chat with coaches and players. 

 
2. Annual All-Sports Potluck -- A regular event is dedicated to publicizing the opening activities 

of the program, increasing booster club memberships and identifying program needs. 
 

3. High Visibility Personalities  --  A "name" tennis player is brought in to conduct a clinic with 
all proceeds and gate receipts going to the girls' or other designated program. 

 
4. Sports Days -- Fun runs or golf outings may be dedicated specifically to enhancing the girls' 

interscholastic activity program or responding to identified needs. 
 

5. Special Funding Projects -- Funding for capital equipment provides specific goals for club 
members as well as tangible tax deductions.  Tax benefits are emphasized as part of the 
promotions. 

 
6. Local Radio Interview of Coaches and/or Athletes -- Booster clubs may sell broadcast 

advertising to raise funds for the club and its projects.  Caution must be exercised concerning 
amateur status violations when athletes are interviewed.  The state association should be 
contacted for specific guidance on this matter. 

 
7. National Girls' Sports Day -- This day can be used as a focal point for luncheons, 

demonstrations and fundraising efforts. (For information, contact National Women's Sport 
Foundation). 

 
8. National High School Activities Week -- Sponsored by the National Federation of State High 

School Associations, this week may also be used as a catalyst for fundraising activity.  (For more 
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information, contact National Federation of State High School Associations.)  The state 
activities/ athletic association may promote this week as well (for information about a specific 
state association, contact the local high school administrator). 

 
SPIRIT ITEM AND HOUSEHOLD UTILITY ITEM SALES 

 
The sale of jackets, hats, sweatshirts, sweaters, t-shirts, bumper stickers, posters, sport calendars 
and seasonal items (yard-waste bags, light bulbs, holiday wrapping paper, garden mulch, cleaning 
supplies) can be profitable if sales are timed properly.  In this regard, lead time notification and 
preparation for the sale of seasonal items is of major importance.  Product liability is again a 
concern along with the need to find adequate, secure storage space for sale products.  These sales 
can be somewhat cumbersome if conducted door-to-door and may require board of education 
permission and issuance of a vendor’s license by the local municipality.  In addition, issues of 
student-supervision during evening hour sales efforts must be accounted for.  Curfews can also be 
problematic for younger children as can loss or theft of sale items while in possession of student 
sales agents. 
 
School stores can help with the sale of spirit items and clothing while also enhancing convenience.  
Schools can often sell items at lower prices because they are usually exempt from city or state 
sales taxes.  This fact can raise a political issue with local merchants who may find this an 
offensive practice because it reduces their sales volume.  This practice can also create a tenuous 
issue if a school referendum asks those same merchants to consider a property or business tax 
increase to support construction of an athletic facility. 
 
Student Sales -- Door-to-door and family items sales by students are common high school 
promotional techniques and fund raisers.  However, a number of factors must be considered before 
undertaking this form of activity.  First, community laws may regulate door-to-door solicitation and 
sales. In addition, the general character of the community is an important consideration.  Some areas 
of a city may present greater dangers, greater sales potential or greater restriction on sales activity. In 
addition, weather conditions must be considered for the time during which sales will be conducted.  
Obviously, the health and safety of the student-athlete must be paramount in considering community 
sales activity and it is strongly suggested that the school administration initiate a meeting with 
parents, students and coaches to set guidelines for this type of activity. 
 
Home Product Sales -- Light bulbs, cleaning equipment and products, lawn or trash bags and 
candles are popular seasonal products. 
 
Seasonal Item Sales -- Parent networks or booster club publicity efforts are used to promote the sale 
of holiday foods, candles, decorations or seasonal household items such as trash bags and window 
cleaner may generate revenue.  
 
Sport/Event Posters -- Advertising may be sold on event posters displayed in schools or businesses.  
 
Game or Season Corporate Ticket Sponsorship -- One or more businesses buy blocks of tickets 
for various games or sport seasons. The corporation issues them to customers as a good will item. 
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Student Telephone Books -- Student telephone books are sold at a cost of $2/$3.  Books list 
students alphabetically by grade level.  Permission of the school administration and parents of all 
students listed in the book must be obtained. 

 
Gift Wrapping Source -- A booster club buys gift wrap and wraps packages for a fee during a 
holiday period. All worker services are donated. 
 
Magazine Subscriptions Sales -- Booster clubs usually net 25% to 50% profit on each subscription 
sale. 
 

TIMING OF ITEM SALES 
 

Following is a list of suggested time frames for the sale of seasonal items: 
 
1. Fall campaigns should focus on religious items including candies, candles, wrapping paper 

and seasonal decorations.  Sport and activity calendars for the following year are also of high 
interest at this time.  Discount and telephone cards can also be profitable. 

2. December and January are ideal times for the sale of pocket or large wall calendars. 
3. February and March sales can provide high returns on seasonal and religious decorations. 
4. Spring campaigns are often the most productive of all seasons.  The focus of these efforts 

should be on pizzas, candies, cheese, trash bags, light bulbs, garden mulch and certain 
household cleaning items. 

 
FOOD AND VENDING MACHINE SALES 

 
Vending machines, food and school store sales can be extremely profitable.  However, two 
cautions should be carefully heeded.  First, proper licensing and certification of the school or support 
group as a nonprofit organization should be obtained from local licensing and revenue agencies to 
avoid questions about income and other taxes.  Second, it is important to recognize that the school is 
entering a proprietary function that has several important connotations.  Foremost is the concept of 
product liability.  When booster clubs prepare and sell food as a profit venture, local health 
department inspections of kitchen equipment, storage and food handling procedures must be sought 
along with licenses for the sale of foods.  In addition, when schools begin to sell various commercial 
products, they, like other private sector vendors, may be held liable for products that cause loss, 
damage or harm to purchasers.  Also, the proprietary function places the school in competition with 
local merchants who sell similar products but who do not have the school's advantage of tax 
exemption and low overhead cost.  This fact must be considered with great caution because bad 
sentiment among local residents and merchants may cause greater harm to the athletic program than 
the benefits derived from the fundraising activity.  Finally, written contracts with vending companies 
should clearly spell out the profit distribution provisions and clauses concerning insurance, damage 
and rental of the machines. 

 
Market Days and Vending Sales  

 
Ongoing sales of vending machine products, recurrent food sales during sport contests and short-
term food sales with high demand items such as pizza and candy or snack foods are common 
sources of fundraising revenue. 



 

49 

 
Market-Days are sales events that entail reaching a contractual agreement with a wholesale food 
distributor wherein high demand food staples are purchased at cost by the booster club or parent-
teacher organization and resold to school families at prices lower than those of the local super 
market. This can be a single event or repeated on a quarterly or monthly basis.  
 
Advertising and promoting the event, distributing and collecting the sales literature, collecting the 
food orders, providing adequate distribution space and contractual arrangements with the 
wholesaler must all be considered and taken into account.  In addition, a secure space must be 
assigned to receive and store a large volume of foodstuffs including dry foods, frozen foods and 
canned products. 
 
Food Sales -- Frozen pizza and candy are productive single event sales that can generate several 
thousand dollars in a short period.  To successfully conduct these activities, the school must provide 
or account for: 
 
1) Freezer storage 
2) A large sales/distribution force 
3) A precise calendar for sales and distribution 
4) Accounting and security of revenues 
5) Inspections and licensing by the local health department 
 
Vending machines can return a significant profit (40-50%) depending on the business agreement 
developed with the product supplier.  In addition, bonuses can be negotiated for achieving certain 
defined sales volumes. Considerations include stocking the machines, collection of the proceeds 
and accounting for costs and profits.  The greater number of responsibilities performed by school 
personnel, the greater the profit margin.  (See Appendix 15) 
 
By far, the major concern that must be addressed at a policy-making level is the acceptance of 
vending machines in schools, particularly if they are used to dispense foods and beverages that are 
high in sugar content, caffeine or sodium. Moreover, the tendency of students to select these snack 
foods in place of milk or other nourishing foods may cause major expressions of concern among 
parent groups.  One way of mitigating some of the expressions of concern is to disallow use of the 
machines before and during scheduled lunch periods and to allow student use only after school or 
on weekends. 
 
Issues that should be addressed in a contract include the responsibility for product liability (quality, 
harmful effects) and product specifications (quantity, size, weight or volume).  In addition, 
stipulations concerning machine-maintenance for normal wear, theft or vandalism should also be 
included.  Profit margins are directly affected by clearly defined responsibilities related to stocking 
the machines, storage of foodstuffs and beverages and accounting for sales and profit distributions.  
If special electrical or plumbing connections are required to support the machine(s), an 
understanding must be developed concerning the responsibility for these expenses. All licensing 
responsibilities should fall to the vendor.  At the school level, decisions must be made concerning 
the use of machine profits for funding of athletic programs or school-wide needs. In addition, if 
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exclusive contracts are written for the sale of certain beverages or snack foods, issues of 
monopoly, free-enterprise or “corporate control of schools” may be raised.  (See Appendix 16) 

 
 
Vending and Food Sales Related Legal Considerations 

 
A number of safety, product liability and public relations guidelines are important to consider 
before entering into various fundraising endeavors. These include: 

 
1. Locally Prepared or Homemade Foods -- It is important to comply with local health 

department regulations and inspection requirements. The handling and sale of foods may 
require a permit issued by the local health department. Noncompliance with this requirement 
may be grounds for an automatic fine and could also provide substantive grounds for 
litigation in the event of a food poisoning case. 

 
2. Storage of Food Stuffs -- An occasional oversight in preparation or anticipation of a large 

demand may create a large inventory of easily spoiled food stuffs. Adequate cooler or freezer 
space is a major concern to prevent food loss and toxicity. 

 
3. Affiliation With Companies Without Certified Quality Control -- Newer, highly-

competitive companies may offer materials or food stuffs that yield a higher profit margin 
than the products of historically stable "name" companies. This competitiveness may be 
accomplished at the expense of quality and sanitation control or because the new company 
lacks product quality control or liability insurance. 

 
4. Product Sizes, Weights and Measures -- Extremely poor customer relations are developed 

when food products are smaller than advertised or when clothing sizes are not accurate. In all 
cases, be sure to check the replacement or "buy back" policies of the company in the event of 
customer dissatisfaction. Again, by selection of a "name" supplier, the likelihood of accurate 
measures and weights is enhanced. 

 
Concession Food Sales 
 
Food and beverage sales during athletic contests can be exceptionally profitable if food items 
can be purchased in bulk and stored in sanitary, dry, cooled or frozen storage facilities.  
When contemplating this form of fundraising, booster clubs will want to research the 
following: 
 
1. Licenses required by the local municipality to sell food and beverages. 
2. Health Department equipment sanitation and food handler inspection criteria. 
3. The need for regular inspections by the local health department.  As a matter of risk 

management, the school administration should request inspections be done if the 
municipality overlooks this responsibility. 

4. Proper fiscal management techniques including food purchases, sales revenue and 
documentation for all revenue deposits. 

5. The cost of liability insurance.  
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One case of food poisoning can destroy the effect of the fundraising effort, lead to a major law 
suit and cause the school district administration or health department to prohibit all future similar 
activities. 
 
In addition, the purchase and storage of food and beverages requires a significant commitment of 
time and energy.  In this regard, a support group member may be required to spend up to two or 
three half days per week accounting for food purchases, adequate inventories and proper storage 
and readiness of the foods and beverages for the day of competition.  As a related matter, 
developing a sense of how much food to prepare or beverages to purchase and prepare for games 
and tournaments is a function of experience that grows over time.  For this reason, when a 
purchasing agent or concessions coordinator resigns or is replaced, it is imperative that a method 
of information exchange be in place in order to avoid inefficiency and waste. 
 

Problem Areas 
 

Figure 2.1 outlines a number of general issues and potential problems that must be considered 
when considering items sales as a fundraising endeavor. 
 

Figure 2.1 
Potential Problems and Issues Related To Item Sales 

 
Area of Concern   Necessary Precautions 
 
Locally prepared foods  It is imperative to check with the local health department 

concerning the need for licensing and regular inspections.  
Noncompliance could result in a fine and automatic 
prohibition of all sales. 

 
Storage of foodstuffs  Pest-free, dry storage and frozen food storage may be 

necessary.  This is especially important if the inventory is not 
completely sold during concession sales or during a focused 
item sale (e.g., pizzas, candy). 
 

Affiliation with companies  New companies may offer higher profit margins with proven 
quality controls than “name” companies.  However, a greater 
profit may be derived at the expense of product quality, 
quantity or the absence of product-liability insurance. 

 
Product durability and shelf life Foodstuffs such as candy and cheese generally have a 

maximum shelf-life date stamped on the package. Sales that 
occur after that date can cause immense loss of credibility 
and consumer health concerns.  Light bulbs, cups and 
glassware require protected storage areas where damage from 
contact or dropping is minimized. 
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Irritating or toxic chemicals Be cautious of products that are manufactured, glazed or 
dyed outside the continental United States. Product safety 
standards are not enforced as rigorously in other countries 
and instances of toxic paints or dyes have been reported. 

 
Product sizes, weights & measures Fundraising candy products may be sold in smaller size 

packages than at commercial outlets. This practice can lead 
to poor customer relations.  For this reason, ask the vendor to 
specify the product volume or weight.  Compare the 
fundraising product to similar items sold in grocery stores 
and other outlets.        
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54 



 

55 

Chapter 3   Promotions  
 

Ideas Designed to Create Interest, Increase Enthusiasm, Improve 
Public Relations, Enhance Image & Provide Information 

 
 
Section 1 -- LARGE GROUP ACTIVITIES AND COMMUNICATIONS  
 
A. Open Houses are great opportunities to demonstrate the strengths and successes of your 

school and its interscholastic sport programs.  Consider utilizing printed materials, videos or 
power point presentations.  Have athletes act as ushers, display trophies as well as evidence 
of community service by athletes, and highlight opportunities to join the parent (booster) 
club.   

 
B. Parent-Athlete Meetings can also enhance enthusiasm and clarify procedures, regulations 

and expectations while soliciting support and assistance. A school Athletic Council can play 
a key role in panning and conducting these meetings.  

 
C. Newsletters are communication tools that can provide high-interest information to alumni, 

players, faculty, parents and local community residents. Typically, these publications contain 
information about players, coaches and significant events that occur throughout a sport 
season. Emphasis should be given to human interest stories and to interviews with players or 
coaches. In addition, each should contain several photos with interesting layouts and 
attractive caption heads. A positive tone should be expressed in all communications with a 
focus on team and player growth and improvement. Writing should be focused, basic in style 
and grammatically correct. Funding for printing may be donated by local printing firms as a 
tax incentive or subsidized by a booster club or local industry. Mailing may be accomplished 
with the school newspaper, school newsletter, and general school correspondence or funded 
by a local corporation.  Using computer desktop publishing software to create newsletters 
and similar publications has proven extremely cost-efficient.  A checklist of potential 
newsletter contents follows: 

 
1. Pre-Season Parent Newsletter 

a. Booster club invitation 
b. Opening dates (practice, first game) 
c. Number of squad members/returning letter winners 
d. Player names, birthplaces, year in school, ages 
e. Season schedule 
f. Special events (homecoming, parents' night) 
g. Season ticket information including ticket outlets and phone numbers 
h. Special event ticket sales (reserved seats, alumni and booster activities, homecoming, 

etc.) 
i. Fundraising efforts 
j. Team and league outlook 
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2. Mid-Season Parent Letter  
a. Discussions of team strengths 
b. Discussion of team needs, team growth or efforts to improve 
c. Date, time, location, ticket information for special events (homecoming, parents' day, 

band day, scout day, family day) 
d. Season-ending events including tournaments, banquets, honors programs 

 
3. Season-End Communications  

a. Details of honors events or banquets 
b. Tournament information 
c. Off-season conditioning activities 
d. Summer clinics or camps 
e. Fundraising activities 
f. Names of individuals who received post-season honors or who set state, city or 

conference records 
 
D. Electronic and Mass Media Communication 
 

1. Billboards and Other Public Displays -- Athletic directors may wish to explore the use 
of billboards and other public displays to provide interesting information for consumers.  
Whether sponsored by private sector corporations, civic organizations or support groups, 
these endeavors may be initiated at little or no cost with maximum productivity.  In some 
cases, billboard space can be acquired and/or public displays prepared at little or no cost 
to a school district. For some schools, this has been accomplished through the courtesy of 
local businesses which have subsidized the rental costs for billboard space as an 
advertising or public relations effort or to derive a tax benefit. In other cases, support 
groups have funded specific sport displays containing photographs of the team(s), the 
season schedule and ticket information.  In still other situations, advertising agencies 
have donated billboard space or advertising artwork.  Billboards may be especially 
productive in terms of community interest and ticket sales.  

 
2. Basic Considerations for Other Public Displays  --  Along with the season schedule for 

girls' and boys' athletic programs, posters and billboards should provide ticket 
information for home games including costs, reserved seat procedures, special 
promotions, ticket office locations and telephone numbers. When using posters and 
billboard promotions, caution is urged with respect to potential violations of the amateur 
status of athletes as specified by state associations. In this regard, where corporate 
sponsorship is available, it may be prudent to utilize only team schedules and ticket 
information as interest and promotional factors. If player personnel are photographed for 
billboards or posters, their involvement could be construed as a profit-making venture.  
To prevent such problems, athletic directors are advised to seek counsel from state 
association officials prior to finalizing plans.  Moreover, many school districts require 
permission from parents or guardians in order to publish student photographs in any 
medium. 
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3. Public Display Techniques and Strategies 
a. Use themes ("Falcon Fever," "Mustang Mania," etc.) 
b. Billboard art work may be provided by students or faculty at no cost to the school. 
c. Select billboard sites on major rural highways or urban intersections. 
d. Do not overload billboards with information.  Use only the home schedule, ticket 

prices, local outlets and a central theme. 
e. Reserve display space well in advance of ticket sales dates. 
f. Begin displays one month before the season begins. 
g. Consider store windows, store and theatre marquees, bus benches, bus shelters, truck 

and taxi panels and overhead displays on buses and rapid transit carriers. 
h. Contact area businesses who have their own display boards asking them to join you in 

supporting your campaign.  
 
E. Marketing Website Tips 
 
While one-on-one individual solicitations will probably prove to be your most effective 
fundraising technique, online fundraising may prove to be an important component.   
 
Using a website, either your school’s or one specific to your department, to solicit support for 
your programs is a very cost effective method of creating awareness of your department’s 
fundraising goals and marketing opportunities.  And, it is significantly less expensive than direct 
mailings or telephoning prospective donors.  

Pros 
Specifically, look at your web site as a way to: 
 
• Enhance or augment your current fundraising programs. 
• Develop new sources of income by engaging and expanding your current and prospective 

donors. 
• Provide prospective donors with sufficient information to feel familiar and comfortable 

enough with your program, benefits derived by participants, etc., that they will wish to 
donate.  People tend to make donations to organizations that address the things they care 
deeply about . . . things like their children and their community.   

• Create online visibility for your programs and participants.  Include testimonials from 
students and donors and photos of students enjoying the benefits derived from past 
fundraising successes.  

• Serve as a communication tool to provide information to many people, faster, and at minimal 
cost. 

• Provide up-to-date fundraising information and updates. 
• Serve as a cost-effective and effective means of communicating with donors and prospects 

once a working relationship has been developed. 
 
Also, take advantage of the opportunity for your program to be included when people use search 
engines (such as google.com, yahoo.com, etc.) or a favorite web crawler to obtain information. 
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Consider the possibility of soliciting the support of your athletes, coaches, fellow administrators, 
teachers, current and prospective donors, etc., to enhance the effectiveness of your website by e-
mailing friends, family and anyone else in their networks to ask them to support your fundraising 
efforts and to forward the invitation to everyone in their networks.  Send information to local 
journalists and other media contacts as well.   

Cons 
Keep the following in mind.   
 
• Creating a new web site may result in considerable time, money and expertise.  However, 

you may have many talented, motivated, web savvy student-athletes who could prove 
invaluable in this regard.  

• Consider the ongoing expense of maintaining the site and keeping information posted there 
fresh and up-to-date. 

• Weigh the costs of development, maintenance, and expending time and resources that could 
be used for another purpose, against your anticipated return.  As with any other component of 
your fundraising program, assess and prioritize your level of involvement with internet 
fundraising. 

• Remain realistic in not planning on renewals of gifts obtained from web site postings and 
don’t presume that they will be meaningfully increased in future years.   

• Don’t neglect tried and true fundraising methods and practices; personal contact with key 
supporters, including awareness and sensitivity to their needs, should remain your main 
means of fundraising for major donations.  You can’t see through a computer screen 
someone’s body language.  There is no dialog, no additional means of persuasion or personal 
interaction.  

• It is far easier to click off a web site than it is to turn away from another person. 
• Should your web site fundraising program blossom, be sure to be aware of resulting legal 

implications as many states consider philanthropic web sites to be managed by “professional 
fund raisers.” 

Group Fundraising Websites 
Many companies specialize in group fundraising websites.  Examples include Firstgiving, 
Network for Good, and whatgoesaround.org.   
 
Factors to consider: 
 
• Virtually all group fundraising websites charge a 3% to 8% commission to cover their costs 

and processing of online donations.   
• Other groups charge a flat commission and utilize PayPal for credit card processing.   
• Some groups, like the Vancouver-based GiveMeaning, offset their costs by asking that a 

banner ad of a socially responsible company be shown on your fundraising page in lieu of 
paying a fee. 

 
Determine whether the company(s) you are considering permits you to list your goal amount and 
progress updates related to how much you have raised to date.  
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Fundraising Page Content 
As is true with your written fundraising materials, when developing the content of your 
fundraising page, keep the following things in mind:  
 
• Awareness – Provide sufficient information to create awareness of who you are and what you 

have to offer prospective donors.  Show that your cause is relevant, important, and urgent. 
 
• Credibility – Developing credibility takes time.  Highlight your past fundraising efforts and 

what you accomplished with the funds that were raised.  Show your reliability by describing 
your commitment to fiduciary responsibility and continuity in your fundraising program over 
the past several years.  Provide information about your leadership and purpose, your plans 
and timeline for achieving your fundraising goal(s) as well as your flexibility should 
unexpected circumstances arise.  

     
• Trust – Trust and credibility go hand in hand.  Trust is gained by demonstrating that you have 

the best interest of your students at heart.  Give specific examples of the direct impact on 
individual students that your past fundraising has made.  Once you have earned a person’s 
trust, you will see that you have earned their loyalty as well.  

 
Sources:   
 
Tony Poderis, “Fund-Raising With A Net – The Internet,” 
www.raisefunds.com/01902forum.html  
 
Peter Deitz, “How to Use the Internet for Group Fundraising,” posted 10/26/06, 
www.socialactions.com  
 
Joe Mizereck, jmizereck@grantsalert.com, click on “Help Center,” then “Tips, ideas, and Ways 
to Raise Funds.” 
 
An up-to-date, attractive and user-friendly athletic department website is like having an extra 
public information officer on staff.  Below are 13 considerations to consider if your school 
district is planning to initiate, redesign or reorganize its school or athletic website.  
 
1. Your website is your calling card. Your home page is often the first image people get of 

your department, school and district.  It should appear professional, attractive and, of great 
importance—practically useful. 

 
2. The website should feature designated sections geared to parents, students, employees 

and the community.  It is very important that all information contained on the website is 
current. 

 
3. The site is a good introduction to anyone not familiar with the school district. Photos of 

students engaged in learning, sport and other extracurricular activities send an immediate 
message about what your school district is about. 

 

http://www.raisefunds.com/01902forum.html
http://www.socialactions.com/
mailto:jmizereck@grantsalert.com
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4. Post the most basic and sought-after pieces of information in prominent areas.  These 
include: the school or district’s phone and fax numbers and street and e-mail addresses. The 
contact information should always be displayed on the home page and, if possible, on each 
page of the site.  

 
5. While mission statements have a place on a website, it is not necessary that they be 

given starring role.  Including it on the site’s “About Us” page is an option, as this will 
places it on a page with similar information and will free up the main page for the most 
commonly sought types of information — the latest athletic department, school and district 
news, school calendars, lunch menus and contact information. 

 
6. Another visual to avoid is the omnipresent photo of the school building as the main 

feature of the home page.  Be proud of your school but use your website to show off what’s 
going on inside the school rather than the exterior.  Load some photos of happy students in 
classrooms or labs, gyms, courts and fields.  

 
7. Keep it simple.  A good website is easy to read and use.  Users coming to your site are 

looking for information, not flash.  
 
8. Be up to date.  Bad or out-of-date information is worse than no information.  It is always a 

good idea to let users know when the site was last updated.  An up-to-date website is also an 
easy way to promote a positive image of your school or district.  An active, current site 
suggests an active, current school. A neglected site doesn’t necessarily mean a neglected 
school, but it will raise the question in people’s minds. 

 
9. Keep your fonts businesslike. Times New Roman, Arial, New Century Schoolbook and a 

host of other fonts may be unoriginal or even overused, but there’s a reason for that.  They 
are easy to read.  Pick one or two fonts and stick with them throughout the site.  Experiment, 
ask other people and decide which font works for your site. 

 
10. Avoid busy websites. While a busy classroom is good, a busy website is not. As a general 

rule, avoid any type of textured backgrounds or wallpapers. While in theory it may seem like 
a good idea to repeat your school or district’s logo over and over as your site’s wallpaper, it 
will only make everything placed on top of it hard to read.   

 
11. Avoid construction zones.  One of the fastest ways to drive people away from your website 

is to create a link that takes users to a blank page declaring “Under construction.” If the page 
is not ready for use, do not display it as an option or create a link to it, which only serves to 
disappoint people. 

 
12. Fix missing links. Check the links on your site regularly to make sure they are up-to-date 

and still functioning. 
 
13. Test, test and retest your new or redesigned site. Check different platforms. Bring together 

a group of people in your office to use the site before it is launched. If you have time, you 
could even include testers from outside your school district who are not familiar with your 
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product. Their feedback may alert you to a problem you did not see, information you did not 
think to include or an area that may be confusing to users unfamiliar with the site. 

 
No Universal Method 
 
Finally, no single program for large group communications is "right" for a particular high 
school. Trends, values, needs and fads will dictate community responses and require the sport 
administrator or fund raiser to be constantly alert to changes in each area. For those reasons, 
student and parent advisory committees are strongly suggested. 
 
 
 
 
 
 
Section 2  --  OTHER MASS COMMUNICATIONS PROMOTIONAL METHODS & 
ACTIVITIES 
 
Electronic Promotions 
 

Television and Telemarketing:  Local cable 
networks run public service announcements and 
short interview segments before and during the 
season. In some areas, local businesses have 
supported regular television advertising spots for 
high school sport. "This ad sponsored by" is 
inserted at the end of the TV promotion. In 
addition, booster club efforts, food sales or other 
school promotional activities may be marketed 
during public service announcements or 
subsidized television spots. 
 
School / Athletic Websites can feature schedules, 
starting times, directions to contest sites, photos of 
players, information about tickets and other high 
interest information.  
 
School or Local Radio/TV Coverage can feature 
interviews with coaches and high interest 
information about the team, schedule, etc.   

News Releases High interest information about teams, records and 
individual players may be released to the local 
press and to other city newspapers within a high 
school league to highlight the season schedule, 
certain contests, themes and promotional events.  
 

Building on Momentum: The school photographer 
or local TV and newspaper photographer(s) is/are 
asked to take photos or video footage of audiences 
and/or special promotional events. These photos or 
video coverage are featured in school newspapers 
or on local TV stations. In addition, the local press 
is asked to run specials to increase the level of 
enthusiasm and to create a community image of 
"Get on the Bandwagon" or "It's the Thing to Do." 
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Posters, Murals, Flyers, Displays, Banners, Bulletin 
Boards 
 
 

Create interclass competitions and awards for the 
best of these spirit items all leading up to a pep 
rally and athletic contest. Focus on various themes 
or promotional events that will be conducted at the 
game or during pre- and post-game social 
activities.   

Direct Contact Methods 
 

Flyers: Send flyers to local businesses and to 
faculty inviting them to attend an upcoming event. 
Provide ticket information along with facts about 
other promotional events or social activities. Send 
various flyers to elementary and middle/junior high 
staff with emphasis on former students now playing 
for the high school team(s). 

Booster club sends letters of invitation to all 
high school parents. The invitation provides 
free admission for one person for a single 
contest with: 1) purchase of a booster club 
membership; 2) support for an advertisement 
in a contest program; 3) purchase of booster 
club promotional items; or 4) direct cash 
donation to the booster club.  Direct mailings 
also can be sent to service clubs, banks, 
corporations, restaurants, medical groups and 
auto dealers. The student council may also 
send direct mail information to all parents in 
the school district. Letters should emphasize 
"family night" with reduced costs or free 
admission for children under 12 and should 
also ask for community support throughout the 
entire season.   

Personalized invitations may also be sent by a 
Letter Winners' Club to faculty, Board of 
Education and booster club members and 
alumni. 

Advertising Concepts Full Page Advertisements: These ads are paid for 
by local businesses or a high school booster club. 
They carry schedule information including various 
themes for each home game and various pre-game 
and half time promotions that will be featured 
throughout the season. Ticket outlets, costs and 
incentives are also identified. The ads are 
published on each of the two Sundays prior to a 
season opening date.  Company logos may be 
imprinted at the bottom of the sponsored ads. 
 
Alumni reunions: Booster clubs may send invitations to classes with 
graduation dates ten years apart.  Various classes  (e.g., '62, 72, '82) 
are invited to attend a specific reunion game which features pre-game 
tailgates, half time introductions, and post-game receptions held at the 
school or throughout the community For another game, other classes 
(e.g., '68, '78  and '88) are invited, etc. All classes are asked to make 
donations whether they attend or not.  

Telephone Campaigns Telephone Campaigns: Student council members 
each invite ten families to attend a specific “family 
Night" contest. In one school, three-hundred fifty 
family contacts were made within two nights. Some 
schools use automated telephone dialing 
equipment which can be programmed for this 
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purpose. 

This method may be used in conjunction with 
posters, murals, banners and a Friday pep rally. 
Focus on themes, pre- and post-game promotions, 
and intermission contests. Challenge students to 
"Pack the Place." 

Bumper Stickers 
 
 
 
Window Notebook Stickers 

These "stick on" items carry the school logo, 
season schedule, or publicize a theme or special 
event. 
 
They can be distributed as "giveaways" or sold as 
an additional profit making endeavor. 

Handbills in Mailboxes 
           or 
Door Knob Hangers 

These low cost information carriers can be widely 
distributed by volunteer students or parents.  In this 
way, schedules, ticket information, promotions and 
special events can be efficiently advertised. Check 
local city ordinances before engaging in this type of 
distribution. 

Buttons/Badges/Ribbons These spirit items may be sold or given away to 
promote attendance and school spirit. 

Bottle tops, Milk Cartons, Grocery Bags, Menus, 
Placemats Napkins, Etc. 
 

Schedules and special event information can be 
printed on widely distributed items (e.g.  caps, milk 
cartons, grocery bags, menus, placements, 
napkins, matchbook covers, "table tents"). Print 
costs may, be donated by grocers, dairies, or 
businesses or subsidized by the school booster 
club. 

Inserts for Utility Bills, Pay Envelopes, Statements These inserts convey information about schedules, 
ticket sales, promotions and special events and 
are, sent with correspondence that is widely 
distributed. Student or parent volunteers may be 
needed to Bank assist with envelope stuffing.  

Continuous Display Shows in Store Windows, 
Show Cases, Offices 

Slides or DVDs showing school teams, action 
shots, bands, cheerleaders, spirit squads and large 
Slide student crowds are accompanied by a sound 
tape or by other visual information and advertising 
(signs, posters, banners, handouts). 

Billboards, Truck, Bus and Taxicab Panels Bus 
Stop Benches 

Businesses or booster clubs buy time and space 
for billboards on main thoroughfares, at 
intersections, on major highways. In addition, 
advertising space on vehicles and space at bus 
stops is purchased by support groups or is donated 
by trucking, taxicab or bus companies. Local 
college or high school students may develop the art 
work for these displays. Sponsoring businesses are 
permitted to place a  "Sponsored By" notation 
on the display, but the main feature is the high 
school schedule, ticket information, event theme(s) 
and special promotions. Check with the Outdoor 
Advertising Association of America representatives 
in your local area. Many space donations are made 
annually by the members of this organization. 

Pep Rally A promotional mechanism to develop student 
enthusiasm following a week of coordinated lead-
up activities.  Is an excellent time for the mayor to 
appear if a proclamation was issued earlier.  Or, 
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famous alumni or local radio/TV personality (ies) 
might appear. 

Voluntary Humanitarian Services/Public Service 
Benevolent Activities 

The image of the school, athletic department and 
student body may be enhanced through involve-
ment in public service and benevolent activities. 
While some of these events are also thematic in 
nature and (“canned food for the homeless”), 
others are distinct because of the specific nature 
of the need (hurricane victims) for which a fund-
raising event is conducted.  When gate receipts 
are use to assist a specific cause, typically, 
revenues are divided between the school and an 
agency or civic fund-raising group. Students can 
be asked to bring needed items (canned food, 
toys, etc.) to a game. In some cases, admission 
prices are reduced to make attendance more 
attractive. Other examples include providing labor 
and volunteer services for “Habitat for Humanity”, 
food drives, clothing drives, the American Red 
Cross and humanitarian agencies. 

 
 
Section 3  --  CONTEST ATTENDANCE PROMOTIONS 
 
In the past decade, declining enrollments and non-school competition for the recreational 
interests of students have contributed to a decrease in spectator participation and a loss of 
revenues for some high schools throughout the nation. 
 
More recently, program supervisors, athletic directors, coaches, booster clubs, media 
representatives and community members have joined forces to develop and implement 
innovative programs that have led to a resurgence of spectator interest and game attendance.  As 
an outgrowth, community support for high school athletic programs has been strengthened in 
many areas of our country. It is clear that all programs that have succeeded in promoting 
attendance and enthusiasm have been community-wide efforts and have been preceded by 
careful thought and advance planning. 
 
These innovations have ranged in structure and appeal from ticket price incentives to specialized 
activities conducted before, during and after contests. All activities are specifically designed to 
attract students, alumni, and faculty and/or community residents. 
 
Athletic administrators and booster club officials may positively impact contest attendance, 
spectator enthusiasm and satisfaction by varying promotional and advertising efforts. By 
focusing on pricing incentives, product value and the quality and convenience of the spectator 
experience, the enjoyment of attendees may be enhanced and profit margins improved. 
 
In the sections that follow, various incentive programs have been described that add value to the 
spectator’s experience and provide athletic administrators with a wide range of options, 
procedures and techniques that have been successful in schools throughout the United States. 
Athletic Directors or support groups are encouraged to select or mix any or all methods that will 
be compatible with the values of their community and attractive to spectators in general. 
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A. Preparation for Spectator Activities requires focused attention of the athletic director or a 
building administrator to the following: 

 
1. Facilities  --  Cleanliness, access (ADA), supervision, concession stands  staffed and stocked 
 
2. Weather  --  Contingency for inclement weather, substitute supervisors, effect on 

traffic/parking 
 
3. Traffic  --  Impact on local parking, pedestrian patterns, mass transit needs  
 
4. Supervision and Security  --  Ushers, ticket personnel, police, parking lot monitors, personnel 

to conduct raffles, auctions or other half-time contests 
 
5. Concessions  --  Adequate display, security, variety of products, athletic souvenir items, 

appropriate licenses and sanitation 
 
6. Emergency Procedures  --  Immediate response to life threatening situations, coordination 

with the emergency response team 
 
7. Insurance  --  Adequate for coverage of all workers; liability insurance to cover participant 

injuries; product liability 
 
8. Publicity and Marketing  --  Radio/television print media, store front/mall posters corporate 

sponsorship or support 
 
9. Merchandising and Pricing  --  Deciding which souvenirs or other memorabilia to promote 

during an event and how these items will be competitively priced 
 

 
B.  Admission Price Incentives -- The following pricing procedures have been used by high 
schools throughout the country to increase the interest, involvement and participation of students, 
family and community members. 
 
Reduced Price for EXAMPLE: The standard price of contest admission is $2.00. Purchase of a multi-event family 
Admission of an Entire ticket allows six admissions for $9.00. The ticket allows for admissions of six persons to one game 
Family or single admissions to six contests or any combination of six. Honor and recognize all families at  
 halftime. Other school districts provide a $30.00 admission ticket for $20.00 or other monetary 
 incentives if purchased during advanced sale promotions. Athletic tickets may be combined with 
 other incentives including the student newspaper, dances, or student drama presentations. (See 
 Appendices 9 & 10) 
 
Mother-Daughter or  One parent is admitted at no cost or at half-price with child.  Introduce all parents at half time. 
Father-Son Admissions 
 
K-5, K-8 Student  A child is admitted at no cost or at reduced price with parent(s). 
Admitted with Parent 
 
Little Brother/Sister A child is admitted free or at reduced price with older sibling. This admission policy can be 
Admitted with High School combined with a school spirit theme, e.g., "Little Spartan," "Little Bronco."  Recognize younger 
Student students at half time. 
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Grandparents or  Senior citizens are admitted free with grandchild and are introduced and recognized at halftime  
Senior Citizen Admission half time. Provide grandparents with convenient parking and access to the gymnasium.  
 
Middle School/Feeder Eighth or ninth grade students or student-athletes from adjacent feeder schools are invited to 
School Admissions attend at reduced price or small groups may be admitted free. Welcome and recognize these 

students at half time. Encourage their involvement in sports and other extracurricular activities. 
 
School Color Admissions Admit high school and/or middle school students at half price or at no cost if wearing high school 
 colors or a promotional item sold by the Booster Club (cap, T-shirt, jacket, etc.). 
 
Two-For-One or Next  A student and one friend (adult or student) are both admitted for a single cash admission or an 
Game Admission Free individual student pays for the current game and is admitted free to next home game. 
 
Letter Winners or Letter-winners (past and present) wearing letter jackets are admitted at reduced price. Introduce 
Alumni Letter-Winners all letter-winners at halftime by graduation year or year in school. A reception or dance can be held 
Admissions after the game to enhance reunions of alumni. 
 
Reduced Price For End zone or obstructed view seats are sold at reduced price or are coupled with concession stand 
Less Desirable  incentives printed on the ticket stub, e.g.,” good for one soft drink”. The school administration may 
Seating Admissions   also have band, pom pons or cheerleaders make special efforts to entertain in these areas. 
 
Reserved Parking or Reserved parking spots are provided to season ticket holders or season ticket holders who make 
Seating    an extra contribution above the ticket price.   
 
Community Organizations Provide reduced prices for Shriners, Kiwanis, Special Olympics, service clubs, local businesses or 
 other organizations.  Recognize these groups at halftime.  Offer ticket package incentives to clubs 
 and businesses and sell tickets in seating blocks to facilitate recognition and socialization. 
 
Little League/Youth Little league players who wear their uniform are admitted at no cost.  A short half time contest  
League between Little League/Youth League players may be featured.  Parents of Little League/Youth 

League players are required to pay.  Parents and players are recognized at halftime or just before 
the game. This program is an excellent fund raiser and a valuable method for providing younger 
children and their families an early identification with a school's extracurricular program.    

 
C.  Drawings and Raffles -- Numbered ticket stubs are drawn to select one or more prize 
winners during the intermission periods of various contests. Prizes may be sport-related, 
seasonal, school spirit products, clothing, food or personal items.  Various funding or donating 
sources are described below along with raffle programs that have proven successful when 
conducted in conjunction with other attendance incentives.  (Note: Local governance board must 
be reviewed!) 
 
Type of prize for  Description & Source of Prize 
which Drawing is 
Conducted 
 
Cash Prize(s) or 50/50 Prizes are drawn in order of increasing cash value. Prizes are purchased with funds provided by 
Drawings booster clubs, local merchant(s) or through the sale of raffle tickets. Fifty percent of a raffle ticket 
 price is used to fund the cash prize(s) and 50% goes to the school, booster club, charity or special 
 project. 
 
Door Prizes Local businesses donate various prizes of interest to students. In return, company ads are featured 

in the school's contest program and are provided at no cost to the donating merchants. Some 
schools invite and recognize merchants at half time. 
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Entertainment Coupons Provide homecoming game and dance tickets, theater tickets, concert tickets, college game tickets, 
future high school game tickets (especially if high interest or sold out games), dinner-theater 
tickets, mix/dance tickets, or local youth center tickets. These coupons are funded by booster clubs 
or from increased ticket revenues and concession revenues. 

 
Food Coupons Winning ticket holders receive coupons for free dinner(s), fast food items, school store snacks, or 

donated cakes/cookies. 
 
Clothing/Personal The school store may donate clothing or a booster club and local merchants may donate clothing  
Gift Raffle  prizes.  Cooperating merchants are featured in the contest program and may be introduced and 

thanked at halftime.  Prize items may include school sweaters, jackets, and sweatshirts, T-shirts, 
sunglasses and other recreational or sports items. A new bike, a television, etc., may be donated 
as a raffle prize. 

 
School Identity  Wrist bands, caps, visors, "rooting rags," "crush cloths," or "victory towels" may be donated by a 
Items    local company. The identified item is produced in school colors and carries the company   
   advertising logo. The company is recognized and thanked at halftime and/or provided free  
   advertising in the contest program. 
 
Large Prize Raffle Local merchants may be willing to donate an automobile, a boat/motor, a stereo set, a side of beef, 

a large supply of groceries or several hundred gallons of gasoline. Raffle tickets are sold for a two--
week period with the drawing conducted at a sport contest. Raffle tickets, concessions, item sales 
and gate receipts combine to produce a significant profit. 

 
Employee or Contest To promote community and faculty support, contest and raffle tickets are also sold to teachers and 
Raffles  to businesses. For example, game tickets may cost $2.00, but for an additional dollar, employees 
 are entered in the raffle drawing. Two or three heavily attended contests per year may also be 
 selected as dates for conducting these raffles. 
 
Young Athlete Clinic High school coaches conduct a skills clinic for elementary or middle school athletes. Clinicians are 
Ticket Raffle  not paid and athletes pay a small fee that is donated to the school athletic department or booster  
   club. Parents of clinic participants are entered in a raffle. 
 
 
 
D.  Contest Entry Gifts -- As part of their advertising efforts or community goodwill program, 
merchants, banks, radio stations or restaurants may donate food, school spirit items, recreational 
clothing or sports items. In addition, booster clubs, letter-winner clubs, or pep clubs may provide 
funds to purchase low-cost souvenir items for distribution as students enter. These "giveaway" 
items are advertised during the week preceding the contest and merchants are invited to the 
game for recognition and to receive public thanks. 
 
Entry Gift  Funding Source or Description 

 
Bumper Stickers and/or The first 200-300 students to arrive at a designated game are given bumper stickers, buttons or 
School Spirit Buttons/ ribbons that display a school slogan, motto or theme.  Because of the relatively low cost, these 
Ribbons items are often printed by a local bank or merchant and distributed to students at no cost. In other 
 schools, items are purchased by the pep or booster club for distribution at no cost. 

 
Free Raffle Tickets, All students are given a free raffle ticket on arrival. Prizes are donated by merchants, and all Fan 
Appreciation Night students have a chance to win as the numbers are drawn during contest intermissions. If a 

fundraising dance follows, a grand prize may be added at a dance following the award of several 
smaller prizes during the game. 

 
Food Items Ticket stubs are drawn and exchanged for concession stand coupons or fast food coupons 

donated by a local restaurant manager. In some areas, a concession "giveaway" is used. A low 
cost item (e.g. popcorn) is given away with the purchase of a high profit item (e.g. soda). 
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Raffle/Athletic Raffle tickets are given to all in attendance at no cost or for a small fee. Prizes include the game 
Giveaways ball, athletic equipment or donated recreational equipment such as sunglasses. 
 
Cups, Mugs,  These items may be provided by a local soft drink bottling company and/or radio station to the first 
Tumblers 200 students in attendance. In some cases, the cup or mug allows students to receive a free soft 
 drink at the game or at a local pizza restaurant with the purchase of food after the game. 
 

E.  Pre-Contest Food Promotions -- The hours before an athletic contest can be valuable 
opportunities during which student rallies or spirit contests may be developed in conjunction 
with a dinner or tailgate event.  In addition, these events can provide a wholesome alternative to 
student social events at which alcohol may be a problem. 
 
Food-related Event  Description 
 
Free or Low-Cost  Parents and students serve a free or low-cost chili supper and soft drinks in the school cafeteria.  
Supper & Pep Rally The dinner is followed by a pep rally and band concert. 
  
Coaches Spaghetti Coaches or an athletic squad prepare and serve dinner and provide entertainment during dinner  
Dinner  with the performance of their field or gym routines. Parents and students purchase low-cost dinner and 

game ticket as a package. Food costs are absorbed by the pom pon squad, club, or a local grocer. 
The grocer is recognized with contest program advertising and with public statements of appreciation 
during the contest. 

 
Theme Dinners A theme or special project dinner is held at school to raise funds for a worthy cause (e.g.,  assist an 

injured player; raise funds for specific equipment; provide subsidies to health agencies such as the 
American Heart Association, American Cancer Society, American Diabetes Society). Food is 
subsidized by the booster club, local grocers or restaurants. 

 
Service-Club Dinner Service club(s) (e.g., Lions, Elks, Optimists, Shriners, Rotary, Kiwanis, etc.) prepare a 

pancake/sausage supper. Dinner tickets and game tickets are sold jointly. The service club 
receives a percentage of the gross sales for their benevolent purpose. 

 
Hot Dog, Chips &   The booster club sells game and dinner tickets and buys food, at cost, from a local grocer. The 
Soft Drink Dinners  club also prepares and serves the food. This effort raises funds, increases contest attendance and 

elevates community enthusiasm. 
 
Bar-B-Que or Pig Roast  Meat is donated by a local meat market.  Sandwiches are sold at low cost.    
 
Local Restaurant   A local fast food, pizza or drive-in restaurant contributes a percentage of all sales between 
Contributions  5:00p.m. and 7:00 p.m. to the local high school athletic program. In another school district, the  
  restaurant sells game tickets and reduces the price of food with the purchase of a contest ticket.  
  The school assists with publicity and promotions. 
 
Pie/Cake Sales   Parents or athletes bake cakes or pies to sell as revenue producers. 
 
Tailgate Party  Parents and students gather between 5:00 and 7:15 p.m. for a "bring your own" supper. School 

band, pom pon and cheerleader squads provide concerts and entertainment during the pre-game 
social activities. The school must designate an area for eating that is traffic-free and easy to clean.  
Local merchants may also donate food in return for advertising. 

 
Bon-Fire On the evening before a featured game, the booster club builds a giant bon fire in a designated 

area with fire department approval and supervision. A cookout and/or pep rally is held at the same 
time. Bands, cheerleaders, pom-pons, coaches, players, alumni or local personalities may appear. 
Emphasize the importance of student attendance at the upcoming game.   
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F. Game Intermission Activities and Related Contests -- Intermission contests and activities 
are always high interest events that arouse attention and enthusiasm. When conducted with various 
pre-contest promotions and advertising and followed by post-game social events, there is usually 
"something for everyone" that makes an event worth attending. As with other promotions, a large 
number of activities have been described that afford the school activities directors a range of "mix 
and match" options with which to respond to diverse community and student body needs and 
interests. 
Contest/Activity 
Basketball Shooting  For a $1.00 fee, shooters get three free throws, three-point attempts or half-court tries. 
Contest Half the entry fees are used as prize money. If a shooter makes two of three shots, he/she 
 is awarded 20% of the total prize money for free throw contestants, or 30% or 50% to  
 longer shot attempts. If there are no winners, the money may be retained by the school or 
 can build for larger prizes at subsequent games. Prizes may also be specific dollar 
 amounts, e.g., $5 for two out of three free throws, $10 for two out of three three-point shots, 
 $50 for two out of three half-court shots. 
 

School concessions or fast food coupons may also be used as prizes. An additional source 
of prizes is food coupons donated by local restaurants. 

 
Football Field Goal  Tickets are sold for various kicking trials. For small prizes, a field goal or PAT kick is  
Kicks or Soccer Goal  attempted from the 2, 5 or 10-yard lines. For large prizes, draw a few ticket numbers and move the 
Kick Contests  field goal and goal kick attempts to 35 yards or longer. For soccer trials, a goalkeeper may be  
   placed in goal to make the contest a "shootout" or shooters may be required to kick with the non- 
   preferred foot. 
 
 
Class Attendance  At halftime, classes engage in a cheering contest with the winning class admitted to a post-   
Contests game dance free. The class with the largest attendance receives a $100 donation to its class 

treasury or receives free popcorn or pizza at the concession stand. 
 
Booster Club vs a           Students and booster club members engage in a cheering contest at half-time. A “celebrity 
Spirit Group Contest        judge” selects the winner. 
Faculty vs  Students   Contestants pay an entry fee to compete. The winning team may donate funds to a charity or the 
Free Throw or Long   school organization of their choice. 
Shot Contests 
 
Great Leg          Male students, coaches and teachers compete at halftime. Student cheers decided the winner. 
Contest 
 
Boys’ Cheerleader  Teams of boys from each class audition at an all-school assembly for the privilege of cheering at  
Contest girls' games.  When boys have gymnastic, tumbling or acrobatic abilities, the enthusiasm for their 

efforts can be significant. 
 
Recognition of  Advertise these contests in advance. Ask people who wish to enter the competition to identify 
Special    themselves and their category as they arrive. Determine winners during the first half and recognize 
Attendees   the winners and award prizes at halftime or other intermission. Categories may include a celebrity,  
   the largest family in attendance, oldest senior citizen in attendance, youngest fan in attendance. 
 
 
G. Theme and Special Event Promotions 
 
Thematic Event  Description 
 
Alumni or  In conjunction with homecoming or direct mail activities, former students, faculty and athletic 
Celebrity Events  fans are invited to attend and are featured, honored or recognized at halftime. Pre-game 
 dinners or tailgate events can be held. Post-game social activities can also be organized by 
 the school or by the alumni.  Honor the oldest player, cheerleader, coach, etc. Alumni bands 
 can be featured as separate groups or integrated within the school band. 
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Major Coaching In conjunction with the alumni events or as a separate focus, recognize a coach's total record of 
Milestone years of coaching. Organize a halftime recognition or post-game recognition and social event. 
 
A Theme:  Vacation    Students are admitted free, two-for-one or at reduced cost if wearing designated thematic attire. A 
Paradise Beach Night, post-game dance features the theme of the game with appropriate decorations, music, special  
Wild West appearances and prizes. Winners of any intermission contest may receive thematic prizes. Pre-

game activities can feature a "luau" or other thematic food. 
 
Kid’s Night When accompanied by a high school student, little brothers/sisters are admitted free. 

Balloons are given to young children by clowns. Miniature footballs or basketballs may be 
distributed during intermission or at the end of a contest. 

 
Personality   The “Chicken” or other mascot may be brought in by local businesses to appear during and 
Appearance  after the game. 
 

Famous alumni or nearby collegiate or professional athletes may appear and speak during assem-
blies or at halftime of a designated game. These events may be especially effective if the coach's 
record or longevity is being recognized 

 
Post-Game Events: Each is publicized throughout the week in conjunction with a key game and other pre-game or 
Sock Hops, Video intermission activities. 
Dances, Lock-Ins, 
Casino Night   Sock Hops: With local radio DJ playing records. 
 
   Video Dances: Large screen TV used to show videos while students dance to the music. 
 

Lock Ins: Following a game, students who choose to participate are kept inside the school all 
night with dancing until midnight, sports contests at midnight and recreational access to the 
pool, gym and dancing from 12:00 a.m. until 3:00 a.m. Movies and pizza are provided 
between 3:00 a.m. and 5:00 a.m. Contests are conducted and prizes awarded between 
5:00 and 6:00 a.m. A continental breakfast is served at 6:00 a.m. This type of activity 
requires a major time and planning commitment by large numbers of parents, chaperones 
and faculty members. 

 
Casino Night: Local service clubs occasionally have "game of chance" that a school may 
borrow. It is not difficult to construct a game wheel or dice table. Blackjack is an easy game to 
play. Local merchants supply prizes. Students are given $200 "play" money to gamble. 
Students can buy prizes with play money (winnings only at 11:00 p.m. or 1:00 a.m. if during a 
lock-in). Students pay a fee to get in. This activity can be held in conjunction with a dance or 
other recreational activities. 

 
Unique Cheers This contest is conducted either at a pep rally or at halftime intermission of a designated game. 

Classes may perform cheers with flip cards, banners, signs and unique routines. All cheers must 
be pre-approved for content and safety. Cheers are judged by faculty/alumni or local community 
personalities. Prizes (food, coupons, dance admission, etc.) are given to the winning class. The 
importance of attendance and involvement is emphasized during the week preceding the contest. 

 

Dress Up Day or Night Students are admitted to a game or dance at reduced cost or are given food/coupons if they attend 
in dress clothes.  Faculty and custodians may be dressed in tuxedos to take tickets, supervise and 
do halftime maintenance. A local formal wear store may donate tuxedos and be recognized in 
contest program and at halftime. 

 
Multiple Athletic  Beginning at 9:00 a.m. on a Saturday, ninth grade, sophomore, junior varsity and varsity games 
Events    are played in sequence. Advertising is a key to success. Concession and item sales can be very 

profitable. In addition, by adding any thematic, competitive, or reunion activities, attendance and 
revenue can be further enhanced.  Boys and girls basketball and wrestling or swimming contests 
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can be scheduled  on consecutive weekends to further enhance revenue production. If a city or 
nearby rival can be scheduled, attendance and concession sales may be significant. 
 

Featured   Local musical groups, entertainers, professional athletes, TV or radio personalities appear 
Personalities  before contests, during intermission or following contests. Advertising, posters, billboards and 
   mailings emphasize this event and appropriate promotional events.  Pre-game promotions can 
   be conducted in conjunction with dinners or tailgates. Halftime promotions can be conducted in 
   conjunction with intermission contests or other activities. Post-game promotions can feature local 
   personalities who appear in conjunction with a dance or social events. 
 
Support the (Boys'/ Girls')  Boys attend or work in various capacities at girls' basketball games and show support and  
Team enthusiasm for their efforts. Girls reciprocate at boys' games. Soccer, volleyball and swimming are 

other opportunities. 
 
Fan of the Year Award A loyal graduate, parent or community resident who has attended a large number of home and 

road contests or who has volunteered various services, contributions or products is recognized at 
halftime of the final home game. This individual may also be granted a season pass for the next 
season or school year. 

Shoot-A-Thon Students, parents and faculty form teams to shoot lay-ups, free throws or field goals (two-point or 
three-point) for an extended period of time, e.g., 8-16 hours. One team member shoots for 30-60 
minutes and attempts to score as many points as possible during the period. Each team member 
secures monetary pledges for each basket scored ($.05-$.25). Team scores are summed at the 
end of the contest. To add a measure of competitiveness, the contest can be organized so that all 
shots are lay-ups to begin, but two-point or three-point baskets can be added as the Shoot-A-Thon 
proceeds. Team winners (or all participants) are awarded T-shirts and the top four individual 
scorers receive personal awards or prizes. 

 
Marathon Activities A local disc jockey volunteers his/her time and entertainment for a post-game fund-raising dance. 

Funds may designated to assist an injured student or designated teams. The gate receipts at the 
game before the dances are enhanced by the post-game event. Businesses may be asked to pay 
for the band or disc jockey in the event this fee cannot be waived. Possible events may include: 
walk-a-thons, shoot-a-thons, bike-a-thons, dance-a-thons, relay marathons, swim-a-thons 

 
Alcohol and Drug  A local auto dealer or other business owner sponsors the purchase of miniature basketballs that 
Preventive Efforts  read "Say No To Drugs."  These are issued as entrance gifts and are promoted as part of a larger 
 school-wide drug intervention.  Students Against Drunk Driving may distribute "High on Life" 
 buttons at a contest.  Elementary and middle school children enter posters or themes into 
 competition. The artists of the best poster or themes emphasizing drug/alcohol avoidance is/are 
 awarded a free game ticket. 
 
Season Outlook         Speeches to civic organizations, booster clubs, alumni associations or news media representatives 

enhance the visibility of the athletic department or a specific sport. Highlight videos are particularly 
effective to feature returning skilled players and team strengths. 

 
 

 



 

72 



 

73 

INSERT TAB HERE 
 

CHAPTER 4 
 



 

74 



 

75 

Chapter 4    Financial Management 
 

Financial Oversight of Booster Clubs 
 

In today’s economic climate, many schools and athletic departments rely on financial support 
from booster clubs and cannot afford to risk loss of any of these funds.  It is in the AD’s and 
schools best interests to recognize the probability of the theft or misappropriation of booster club 
funds and to take proactive steps to deter their occurrence. 
 
How much influence and control the athletic administrator has over financial procedures utilized 
by the school’s booster club(s) varies district to district and sometimes school to school.  Many 
booster clubs function with virtually no involvement by the school and are considered “external 
groups” or “independent organizations.”  Others are categorized as “internal groups” and fall 
under the school district’s policies (including those related to receiving and disbursing funds), 
thus permitting greater oversight by school administrators.  Regardless of whether booster clubs 
are “internal” or “external,” a school may find it needs to require them to follow specified 
accounting practices.  This is especially important if booster club financial procedures are found 
to be lax, nonexistent, or inappropriate.   
 
Strategies to Consider  
 
In a perfect world, an athletic director could require that all booster clubs follow appropriate 
internal control procedures.  Unfortunately, the AD may not have the authority to do so or may 
determine that it is not in the school’s best interests at that time.  For example, if a school is 
facing severe financial difficulties, it may have to rely on the generosity of an externally 
controlled booster club(s) to offer athletic programs at all.  In this case, it may be foolish to “rock 
the boat,” at least until a contingency plan is in place. 
 
Instituting some of the above suggestions—especially establishing internal control procedures—
can require booster club members to operate in new ways.  This can be a delicate process, 
especially if the school’s booster club has functioned with a high degree of autonomy for a long 
time.  
 
Prior to mandating that such a booster club institute certain internal controls, an AD may find it 
wise to use psychology in an attempt to have the club officers institute them on their own.  Invite 
them to a financial procedures workshop in which the advantages of good internal controls are 
reviewed.  Stress the protection such controls offer to officers and others involved in financial 
transactions (i.e., preventing theft as well as allegations of impropriety).  Make it clear that these 
procedures are the same as those used by the athletic department and school.  Offer to assist them 
in developing a plan tailored to the specific circumstances of the booster club that they can 
institute of their own volition.  
  
Proper timing of this workshop is important so the impression is not given that the workshop is 
being offered because you don’t trust how the booster club has conducted its finances in the past.  
Perhaps include it on the agenda at a coaches meeting at the conclusion of your school’s annual 



 

76 

audit at which time you review auditor recommendations or additional internal financial 
procedures for games and events conducted by the school.  Or, do it as part of a pre- or post-
season meeting when tournament financial procedures are discussed.  The goal is to have booster 
club officers take it upon themselves to change their previous procedures . . . without having 
been told to do so by the school.  In the worst case scenario, where diplomacy just doesn’t work 
and booster club officers refuse to adapt, be prepared to advise the group that they must follow 
required financial procedures or lose their affiliation with the school or team.  An AD obviously 
will not do this until he/she is in a position where he/she can follow through regardless of the risk 
of losing the booster club’s financial support. 
 
Changing the oversight relationship between the school and its booster clubs is often easier said 
than done, especially if a particular booster club has been on its own for many years and provides 
the school with large amounts of revenue.  However, there are several steps that an athletic 
administrator can take to assist his/her booster club in the area of financial responsibility and 
appropriate oversight.  Examples include establishing and adhering to appropriate internal 
financial controls, requiring regular audits, and setting the proper example of ethical behavior 
and integrity and a high expectation of similar behavior across the board.   

 
Significance of the Appropriate “Tone at the Top” Upon Ethical Behavior 
 
The significance of the appropriate “tone at the top” in preventing people from rationalizing 
dishonest actions is pervasive in fraud prevention research and cannot be over-emphasized.  
Research also demonstrates a definite correlation between the perception that management 
disregards ethical values and a similar attitude of on the part of employees.  Supporting this is 
research in moral development which suggests that honesty is reinforced when management 
acts ethically and with integrity and expects similar behavior from employees.   It is far easier 
for someone to rationalize dishonest behavior in an atmosphere where bending the rules or 
looking the other way is not uncommon. In short, the success of the school’s booster club’s 
anti-fraud/theft prevention program will be influenced by the example set by the school’s 
administration and the “tone at the top,” be it positive or negative.  Members of the school’s 
educational leadership (i.e., the principal and athletic administrator) set the tone which will 
contribute to the success or detriment of booster club internal controls. 
 
An important first step in preventing, deterring, and detecting fraud is to create and maintain a 
culture of honesty, accountability, and a high level of ethical behavior which includes open 
channels of communication to facilitate bringing questionable conduct to light before it 
develops into illegal activities.  The AD needs to assess the more likely risks and 
vulnerabilities to fraud and establish an appropriate oversight process including monitoring 
controls to help deter and/detect fraudulent financial reporting. 
 
In addition to ensuring a climate of accountability, ethics, and integrity, and expecting that all 
components of the school  adhere to these standards, the AD should review current financial 
procedures utilized by the booster club to determine what, if any, additional financial controls 
should be added.  Once adequate internal controls have been established, the AD needs to 
ensure that they are being followed and that financial records are reviewed or audited by an 
independent outside firm or individual.  This will obviously be easier to accomplish if the 
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school or athletic administrator is already in a position of authority related to booster club 
activities, including financial control.   
 

Appropriate Control Over the Funds That Have Been Raised 

(Single Sport or School-Wide Funds) 

 

Regardless of the AD’s level of involvement with booster clubs, there is a general public 
perception that schools not only oversee, but control, the outside organizations which support its 
teams and events.   In addition, students and supporters trust and expect that the AD will pay 
particular attention to financial recordkeeping.  The public will undoubtedly think this should 
your booster club’s funds disappear.  In that case, you may also be faced with the public’s 
expectation that the school will take an active role in recovering or reimbursing the embezzled 
funds.   Further, when they think “school,” they typically think “athletic administrator.” 

The fact is, in today’s economic climate, schools and athletic departments have to rely on 
financial support from booster clubs.  They cannot afford to risk loss of any of these funds, let 
alone subsequent costs that may be incurred should it be necessary to hire fraud examiners 
should theft occur.  In addition, both the school and booster club members must keep in mind 
that the funds being raised are entrusted to the school/booster club by members of the public who 
expect that the funds will be protected until they are used for the purpose for which they were 
donated or raised.  All in all, it is in your and your school’s best interests to recognize the 
probability of the theft of booster club funds, equipment or supplies and to take proactive steps to 
deter their occurrence. 

Booster club members must have a certain degree of autonomy and authority to perform their 
fundraising activities.  The question is, how much?  Striking the right balance between oversight 
and trust is an area where the athletic administrator’s leadership and management skills will 
definitely come into play.  The AD doesn’t want to risk offending well-intentioned, dedicated 
volunteers who have proven their trustworthiness and wants to minimize their work.  On the 
other hand, adhering to appropriate financial procedures and record keeping will not only protect 
booster club funds, but will protect both the school and booster club members from allegations of 
inappropriate or fraudulent behavior and, worst case scenario, theft itself.  It is important that 
booster club members recognize that adherence to strict accounting procedures is in their own 
best interests.  Transparency is protection.  

 
Remember the three key concepts where money is concerned: 
 
1. Accuracy 
2. Accountability 
3. Security   
 
Consider the Issue of Trust 
 
Embezzlement is a crime predicated on trust.  Athletic directors and booster club officers must 
recognize the following fact:  The more reliance upon, and trust of, someone asked to fundraise 
with direct access to cash, and the more autonomy and authority the worker receives, the greater 
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the risk of fraudulent behavior.  In addition, keep in mind that individuals entrusted with the care 
of cash receipts are placed in a situation in which there is a high degree of temptation of wrong-
doing.  Of great importance, lack of supervision creates a greater opportunity for theft to occur.   
 
Could you pick an embezzler out of a crowd?  Probably not.  The “10-10-80 Rule” states that 
10% of people will never steal, 10% will always steal, and 80% will steal given the right 
opportunity, motivation or justification.  How do you determine which of your booster club 
members fall into one of these groups? These people all share similar demographics in terms of 
sex, age, religion, and education level.  They don’t usually have antisocial personalities, past 
criminal records, deficient family environments, or sporadic job histories.  What they do have in 
common is the fact that they have attained a level of trust and authority that provides an 
opportunity to embezzle.  The person who embezzles typically is the last person you would 
expect, the volunteer who is highly motivated, valued, and trusted. 

Why do people embezzle?  Personal integrity is undoubtedly the most important factor in 
keeping a person from embezzlement.  But, someone facing severe financial or personal 
pressures who has the opportunity to do so may rationalize that “borrowing” booster club funds 
isn’t really criminal activity, especially as they have every intention of paying the money back . . 
.  “tomorrow.”  Unfortunately, the borrowing continues and tomorrow never comes.    

 

Determine How Payments Will Be Made For Your Fundraising Activities 
 
Regardless of whether the booster club will sell merchandize or services, the club needs to 
determine in advance the type of payment method which will be used.  These typically include: 
 

1. Prepayment -- The customer pays the student, who turns in the money before the 
merchandise is ordered. 

2. Pay-On-Pickup – The student takes orders from customers; orders are then placed.  When 
the merchandise is received, students pick it up from the school, pay the school for its 
cost, deliver the items to the customer, and collect the amounts due from the customer.    

3. Post-Pay -- The customer pays the student when the merchandise is given to the 
customer.  The student then turns in the money. 

 
Often, sales will be much higher when payment is deferred; but, so are possible collection-
related problems. Anticipate that some customers may change their minds, not be reached to 
accept delivery, etc. 
 
Before placing an order for merchandise to be sold, obtain answers to the following questions 
from the supplier: 
 

1. What will happen if the order arrives too late (i.e., cannot be sold because the fundraising 
event is over)? 

2. What if the merchandise received is wrong (not what was ordered, is the wrong color, 
amount, is of lesser quality than you were led to believe, etc.). 

3. Arrives damaged? 
4. What if you do not sell all of the products?   
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a. Can they be returned? 
b. Will there be a restocking charge? 

 
Related to Orders and When Payments are due: 
 

1. Be sure that your brochures, handouts, etc. 
a. Include key days related to the purchase 
b. Use exact dates, not “payments are due two weeks from delivery” 
c. Include the date order forms are to be submitted 
d. State the product pick-up or delivery date 

2. State to whom checks should be made payable 
a. Be sure students know when they are to turn in orders or monies collected, to 

whom they are to give orders or payments, etc. 
 

In-service the Sales Force Related to Monetary Issues 
 

1. Be sure students know what to say and do if customers will not pay for their order 
2. Be sure they know what to do if money they collect is lost or stolen 

 
Cash Donations 

 
1. It is a good idea to include an option for cash donations in conjunction with your 

fundraiser.   
a. Many parents or members of the community want to support your organization or 

group but don’t want to attend an event or purchase a product.   
b. Make it easy for people to make a cash donation if they prefer, perhaps by 

providing your team members or sales team with envelopes into which donations 
can be placed. 

2. Follow your plan for handling cash donations in terms of counting the cash, completing 
cash reconciliation forms, deposit slips, etc. 

 
Pay Careful Attention to Payments Made and Outstanding 
 

1. If you require prepayment, assign several volunteers to compare order forms to payments. 
2. Prepare form letters to use if a problem is discovered (i.e., the payment does not match 

the amount due). 
3. Make sure that invoices from the company are accurate and match cash receipts prior to 

payment of the invoice. 
4. Have a contingency plan in place in the event that you have not received sufficient 

receipts prior to invoice due dates. 
5. Be efficient by endorsing checks as they are submitted to save time when creating the 

deposit slip. 
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Placing Orders 
 

1. Do not let booster or other clubs place orders.  Instead, require that all orders go through 
the school finance office or school bookstore. 

2. Take orders in advance if at all possible.  
 
Handling Cash 

 
1. Require that all money is turned in every night.   
2. Do not hold money until all money from all orders has been received; deposit money as it 

is received. 
3. Do not make intermediate stops on the way to the bank or take deposits home for deposit 

the next morning. 
4. Do not lock money in a vehicle or other non-secure location overnight. 

 
Define Responsibilities in the Cash Handling Process in Advance.  For example: 

 
1. When will cash/checks be submitted (i.e., daily, weekly, etc.). 
2. To whom will it be submitted? 
3. Who will count the cash? 
4. Who will prepare deposit slips? 
5. Who will be responsible for the security of the cash until it is deposited? 
6. Where will the cash be safeguarded each night? 
7. Who will deliver deposits to the bookstore, bank, or secured location 
8. Who will deal with bounced checks? 

a. Pass fees for bounced checks on to the check writer.  If the matter is not 
resolved, withhold the check writer’s merchandise and send a certified letter 
explaining the situation.  

9. Do not co-mingle funds with: 
a. Personal funds of students, volunteers, or athletic director  

 
Checks.  If possible, it is best not to accept checks as you may encounter the following problems: 

 
1. Non-sufficient funds. 
2. Checking accounts being closed. 
3. “Stop payments” being placed on checks, etc. 

 
RECOMMENDATIONS RELATED TO SAFEGUARDING FUNDRAISING RECEIPTS 

 
National statistics estimate that the typical U.S. organization loses 6% of its annual revenues to 
fraud. 
 
Protect yourself from possible allegations of fraud or actual theft.   Receipts are subject to theft 
or misappropriation in three primary areas:  

 
1. Cash which is stolen from sales receipts before it is counted and recorded (skimming). 
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2. Falsification of receipts for materials, supplies, etc. 
3. Embezzlement of funds from booster club account(s). 

 
Embezzlement schemes run the gamut from simple to elaborate.  The easiest way to steal money 
is to keep cash that has not been recorded (i.e., when selling tickets to an event or from a cash 
donation).  Other easy methods include: 
 

1. Pocketing money from sales of concession items. 
2. Listing names of phantom workers at events and stealing the amounts supposedly paid to 

those individuals. 
3. Submitting receipts for reimbursement of items purchased for personal, not booster club, 

use. 
 

More elaborate methods include:  
 

1. Someone with access to the booster club’s checkbook writing and cashing checks to 
him/herself or checks made out to “cash.”  

2. Withdrawing money from the booster club account. 
3. Cashing a check made out to the booster club and keeping the money. 
4. Altering, then cashing, checks made to the booster club, keeping the additional funds for 

him/herself; destroying deposit slips then never depositing the money.  
5. When both checks and cash are received, depositing only the checks and keeping the 

cash. 
6. Paying personal bills from booster club funds. 
7. Copying receipts, invoices, etc., and submitting them for payment several times 

(normally several months after the first receipt is submitted). 
8. Creating fake invoices on a home computer and fraudulently cashing the payment checks.  
9. Ordering additional booster club account checks and using them to write duplicate checks 

to vendors and then depositing them into a phony booster club account opened by the 
embezzler. 

 
Preventing these types of embezzlements is primarily accomplished by establishing or enhancing 
internal financial controls.  These controls will include those required by the school or district as 
well as additional guidelines specific to each individual booster club.   
 
What is Internal Control? 
 
Internal control is a process put into place by an entity’s board of directors, management, or 
governing authority which is designed to safeguard assets and permit appropriate financial 
information and reporting by complying with applicable laws and regulations.  In the case of a 
booster club, this may be the booster club’s board of directors or may be the school or school 
district with whom the booster club is involved.   
 
Internal controls not only lessen the likelihood of theft, but also protect booster club members 
from inappropriate charges of mishandling or stealing funds, supplies, or equipment.  They 
govern such areas as how funds will be handled, by whom, what type of financial records will be 
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developed and how financial records and related documentation will be reviewed and audited.  
Specifically, internal controls will include procedures related to who is authorized to issue and 
sign checks, how cash and check receipts will be documented, who will make deposits, who will 
reconcile bank accounts, how often treasurers or other members in positions with financial 
authority will be rotated, etc. 
 
Regardless of how much control the school has over the financial dealings of its booster club, 
establishing internal controls to safeguard booster club funds is a shared responsibility of the 
school administration and booster club officers.  The system of internal controls developed for 
your particular booster club should be commensurate with the anticipated nature of the club’s 
activities (i.e., will booster club members generate or have access to large amounts of cash?).  
Based upon the circumstances, certain types of control activities which are necessary for some 
clubs may not be relevant for others.  The AD may wish to consult with an accountant or CPA 
for advice on developing appropriate internal controls to meet his/her school’s specific needs.  In 
addition, the AD should ensure that the school’s internal controls are reviewed during your 
annual audit. 
 
Although development of appropriate internal controls, and adherence to them, is the most 
effective safeguard against fraud, remember that even the best precautions can't make theft 
absolutely impossible.  As discussed earlier, however, adherence to internal controls provides 
both detection and a deterrence measures.  Once the school’s controls are determined and 
committed to paper, discuss them at a booster club meeting and provide a copy to each member.  
This preempts excuses from individuals who have not followed the procedures who otherwise 
would claim not to have known better.  
 
When developing appropriate internal controls for your booster club, consider: 
 
1. Segregation of duties -- Use different people to receive and log cash and checks, prepare 

deposits, make deposits, issue checks and reconcile bank accounts.  Rotate these people 
periodically.  For example, designate a person other than the treasurer to review bank 
statements and reconciliations and compare them with monthly financial records to 
determine any suspicious transactions.  If the size of available or appropriate staff makes 
proper separation of duties impossible, a second person (possibly the booster club president) 
must review financial records, bank reconciliations, etc.  

 
2. Checks -- Stamp each check “For Deposit Only” upon its receipt.  Require that invoices and 

supporting data be reviewed before checks are signed.  Consider requiring two signatures on 
all checks, or for those made out for more than a specified amount (such as $500).  Use pre-
numbered checks for all payments.  Do not sign checks unless they are made out to the 
company or individual to whom they are to be paid.  Review the backup for each check prior 
to signing it; do not sign checks without an appropriate invoice or documentation.  Attach 
invoices or receipts to a duplicate copy of the check issued for payment.  Review canceled 
checks and endorsements for anything suspicious.  Account for every check, including those 
which have been voided or cancelled.  Keep canceled checks and original stubs, checkbooks 
and other records. 
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3. Deposits -- Make a separate deposit slip each business day and deposit funds as quickly as 
possible, preferably on a daily basis.  Compare deposit slips to a daily log of receipts for 
consistency and compare them to monthly bank statements.  Retain deposit slips with the log 
sheets or attach them to monthly bank statements. 

 
4. Cash -- When dealing with cash, record keeping and reconciliations should be assigned to 

different people.  When cash is received, have two people count it and issue a receipt to the 
individual submitting the cash.  Rotate individuals who count cash often.  Use a numbered 
receipt book that provides a duplicate for the booster club’s records.  Do not permit people 
receiving cash to make the deposit slip or take the deposit to the bank.  Limit access to cash, 
which obviously should never be left unattended.  If a safe is used, keep the combination to 
the safe, location of keys, etc., confidential at all times.  Be very cautious about who is given 
the combination or location of keys. 

 
5. Financial Reporting -- Financial reporting should be done on a monthly basis to the booster 

club board of directors and school administration and periodically (perhaps quarterly) to all 
members of the booster club. 

 
6. Audits  --  Because audits provide a defense against embezzlement and fraud as well as a 

means of obtaining advice on additional safeguards to current financial procedures, booster 
clubs and parent groups should be encouraged, if not required, to conduct annual audits of 
their financial records.  Someone who is independent from the group’s day-today financial 
activities should perform the audit.  

 
Other good ideas to implement include:  

 
1. Secure checks, cash box change, petty cash, and other revenues in a locked, secure, 

location.   
2. Never sign blank checks and don’t permit use of a signature stamp.   
3. Establish clear procedures for reimbursement of expenses and require original receipts. 
4. Use requisition forms prior to issuing a check for which an invoice has not been received 

(i.e., a booster club member needs to take a check to a store to purchase office supplies). 
5. Adequately secure cash, inventory and supplies to decrease temptation and theft. 
6. Require that booster club financial records and files be uploaded onto a school computer.  

This will not only permit you to review the work, it ensures a backup in the event of 
equipment or software failure, or if the volunteer’s records become unavailable.  Also 
require that certain financial records be kept at the school (for example, previous year’s 
records including cancelled checks, bank statements, etc.). 

7. Rotate treasurers or other members in positions with financial autonomy. 

AUDITS 
 

The degree to which a booster club’s financial records should be audited is determined by both 
the amount of money involved and amount of financial documentation.  The least extensive form 
of audit is a compilation, which includes preparation of financial statements showing revenues 
and expenses (based upon bank statements, receipts, checks, etc.).  A review, in addition to the 
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above, involves in-depth discussion with those involved in financial transactions as well as 
analytical procedures including comparison of current and prior years’ account activity and 
balances.  The most comprehensive analysis is an actual audit where, in addition to all of the 
above, the auditor reviews supporting documentation, confirmation of year-end account balances 
is obtained from banks, internal control procedures are reviewed, and the level of risk (of 
embezzlement or fraud) based upon current internal controls is assessed.  

 
When deciding on the audit which best suits the booster club, consider the level of financial 
activity (i.e., number of transactions), completeness of available documentation, number of 
questionable items, and availability of individuals with whom to review financial records.  
Financial guidelines (i.e., the total amount of revenues and expenditures) to determine the 
appropriate level of audit are: a compilation (if less than $20,000); a review (if $20,000 to 
$50,000); and an audit (if $50,000 or more). 
 
The types of documents which will be reviewed during audits include the booster club’s 
checkbook ledger, bank statements, invoices and receipts, monthly financial reports (or per 
established guideline for the booster club), minutes and agendas of meetings reflecting review 
and approval of financial reports, and information related to certificates of deposit, if applicable. 
 
Remember that the greater the level of audit, the higher the personal interaction between the 
auditor and client, and the greater degree of review of paper work, the higher the resulting cost. 
 

ADDITIONAL SAFEGUARDS 
 

In addition to internal controls, athletic administrators should consider implementing the 
following additional safeguards. 
 
Background Checks -- Require a criminal background check of members who will serve in 
financial-related positions or will have direct contact with money (perhaps above a specified 
amount).  This should include officers and certainly the treasurer.  These checks can be provided 
by a local area private investigator or possibly as part of the school’s background check program.  
Pay sufficient attention to what is happening in members’ lives to permit you to detect signs of 
financial or personal problems (such as an unemployed spouse or seriously ill child or relative) 
that may make them feel pressured to steal.  Build rapport so they feel free to discuss such things 
with you in confidence.   

Provide Necessary Financial Training -- Typically, booster club members do not have a 
background in appropriate financial procedures.  So, it is incumbent upon the school to provide 
cursory training to those members who will have limited exposure to cash and more in-depth 
training to officers and/or members with greater financial responsibility.  It is a good idea to 
conduct a mandatory annual training meeting for all booster club members at which time the AD 
will not only review expectations, procedures, and internal controls, but also enlist everyone’s 
help in ensuring adherence to the booster club’s fraud-prevention program.  Provide this training 
to new members as well.  Provide a written copy of the booster club’s financial internal control 
procedures to each member.   
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Fiduciary Responsibilities  --  Emphasize that each booster club member must take their 
fiduciary responsibilities very seriously, that adherence to the financial guidelines are ultimately 
in their own best interests, and that members should feel free to discuss questions or concerns at 
any time.  The goal is an active, engaged membership with shared responsibility for financial 
accountability.  Stress that transparency provides protection from accusations. 

ALLOCATION OF SCHOOL-WIDE FUNDS 
 

School-Wide Fundraising Over-Site Committee 
 
Rather than leaving the allocation of funds raised for school-wide purposes to the discretion of 
the athletic administrator, a school may wish to institute a school-wide over-site committee for 
input related to how to allocate funds obtained from the school-wide fund among the different 
teams, clubs, or groups needing financial assistance.  It is important to ensure that the committee 
understands that the athletic administrator will not only serve in the role of facilitator, but will 
have final decision making authority (recognizing that the decision may be to follow the 
lead/decisions of members of the group). 
 
Members of the school’s oversite committee might include: 

 
1. AD or activities assistant principal (primary responsibility) 
2. Booster club officers 
3. Coaches, teachers, and/or sponsors of school groups that engage in fundraising 
4. Have representatives from different grade levels 
5. Members of student government 

 
Depending upon the type and level of fundraising being conducted, other members might 
include: 

 
1. Community leaders and/or individuals with extensive connections 
2. School attorney or representative (help you with necessary permits, licenses, etc.) 
3. Members of contributing businesses or corporations 
4. Alumni  

a. Pick from your highly visible alumni who are now professional athletes, 
lawyers, etc.   

b. Even if they do not contribute monetarily, it will still help you to have 
them on the board to help expand your outreach.   

 
 
Hints: 

 
1. Be sure to have individuals representing the above groups on your board.    
2. The most important thing to accomplish is to ensure that the athletic director is on the 

board.  
3. The more control over the group the athletic department has, the better.   
4. Have coaches and parents from both boys and girls sports.    
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5. Alumni -- especially those you are going to solicit.  Soliciting funds, services, or 
assistance from alumni is a worthwhile endeavor as there will be many people who want 
to give things back.   

 
If the school has many booster clubs, consider establishing a program where each club donates a 
percentage of the funds they raise to a school-wide fund whose goal is perhaps coach’s 
education.   
 
Student Groups 
 
Another possibility is to obtain input from student groups such as the letter club or student 
government.  This also provides an excellent learning experience for the students involved. 
 
Following is an example of a method which could be used by either an administrator responsible 
for fundraising or by a group such as the school’s student government. 

 
1. All fundraising projects or activities of any kind by any group must be approved in 

advance by the school’s student government to prevent duplication of efforts. 
2. The coach, teacher, sponsor, of all groups (clubs, teams, junior class, band, National 

Honor Society, etc.) who wish to engage in a particular activity fill out a fundraising 
activity request form listing their need or needs, what they want to do, what they hope to 
accomplish, how many kids will participate, the date(s) they hope to do the activity, their 
start-up costs, expected profit, etc. 

3. These forms must be submitted prior to the first day of school. 
4. Student government then spends about a full day going through these to manage 

scheduling the entire list. 
5. They must strategize about how to determine which groups will get the various activities. 
6. Events are scheduled on a school-year calendar (i.e., the girls volleyball team will sell 

concessions at the football game on Friday, September 7, etc.). 
7. During the school year, if additional fundraising requests are submitted, student 

government checks the calendar to see if and when it is possible to fit them in, or whether 
they must be postponed to the next school year. 

 
Prior to the above process taking place, the following needs to be in place: 

 
1. Determine how much profit can typically be made from various activities such as car 

washes, dodge ball tournament, concessions at games, etc.   
2. Categorize activities as appropriate for either small or large groups. 

a. Example of small activities: a bake sale or selling valentine’s messages 
with a heart-shaped cookie attached on Valentine’s Day (could also do 
spook-a-grams on Halloween). 

b. Examples of large activities:   
i. A catered dinner for 300 people in the gym where movies are 

shown where the restaurant catering the dinner gives 40% of the 
profit to the club or team helping put on the event. 
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ii. Selling bottled water at graduation for either a set price ($1 for a 
bottle costing 40 cents) or for donations.  This could be assigned to 
the sophomore class who has lots of kids to help. 

3. This information will permit assigning or distributing the various activities evenly among 
the different groups depending upon their specific needs. 

4. Assign the right activity to provide the correct amount of money that is needed by 
assigning large activities to groups who need more money and a smaller one or ones to 
groups who need less money. 

 
As is the case with “all-sport” booster clubs, this system: 

1. Prevents duplication or over-lapping of fundraisers,  
2. Does not result in the same group getting to do the more profitable fundraisers year after 

year, and  
3. Meets the needs of all groups. 

 
Important philosophical position that permits this to work -- that all sports are equally important.  
This requires on-going education related to Title IX and the above philosophy. 
 
Success of this type of system requires:  

 
1. That all groups buy in to the philosophy that all sports and activities are of equal 

importance and value. 
2. Fairness in “spreading the wealth,” giving different teams the opportunity for the high 

profit events/activities. 
3. Do not do too much – you need to get money for the basic needs first. 
4. Consistency in fairness when doling out the different fundraisers. 

 

 
 
 



 

88 

 
 
 
 
 
 
 



 

89 

 

 
INSERT TAB HERE 

 
CHAPTER 5 

 



 

90 



 

91 

Chapter 5    Grants 
 

Introduction 
 
Prior to making the decision to seek grant funds, consider the fact that the grant writing process 
may prove to be very time consuming and may not result in a high payback.  Success in 
receiving a grant may depend upon seeking the services of someone who has grant writing 
expertise.   Keep in mind that success in obtaining grant funding will not in and of itself solves 
your financial problems as grant funding is short-lived.  Also remember that future funding of 
programs instituted with grant funds will need to be obtained for the programs to be continued.  
However, obtaining a grant is definitely possible and the information in this chapter is designed 
to enhance your success in obtaining grant funds. 
 
Organizations often turn to grants when attempting to obtain funding to develop or support 
programs and services or to obtain annual operating funds.  The vast majority of non-profit 
organizations obtain their funding from one or a combination of three main sources: donations 
from individuals, earned income, or grants.   
 
Large non-profits typically assign grant-writing responsibility to someone on their staff or use an 
outside specialist.  While some major metropolitan school districts may have a staff person in 
this capacity, it is probable that seeking grants and preparing necessary paperwork in this regard 
will fall on the athletic administrator.  Should you choose to obtain the services of a professional 
grant writer, be aware that fees paid for grant-acquisition services would probably not be 
appropriate to include in the grant’s budgeted expenses.  Grant writers’ fees typically are 
structured as a flat fee, an hourly rate, or as a percentage of the grant amount that is funded.  If 
you use an hourly rate basis, be sure to obtain a detailed estimate of the number of hours 
anticipated to prepare required materials.  Also, reach an agreement as to the maximum number 
of hours that will be paid.  Regardless of who actually writes the grant, you will undoubtedly be 
the best qualified person to follow-through with the grant process after the document is written. 

 
Preliminary Considerations Related to Seeking of Grants 

 
Before turning to the specifics of writing grants, consider the following. 
 

Impact of Current Economic Climate 
 
Primarily, there are four major sectors from which grant funding may be sought.  The level and 
amount of grant funding from each source will reflect the current economic climate.  

 
1. Foundations -- While more foundations are being created to respond to specific needs on a 

monthly basis, foundations are under increased scrutiny by the IRS. 
2. Corporations -- Corporate giving has been relatively flat.   Instead, corporations are tending 

to distribute profits to shareholders and employees.  
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3. Government -- The level of government grant funding that is available is strictly a function 
of the party in power. 

4. Individuals -- 70% of all donations are made by individuals.  10% of all donors give 90% of 
the gifts.  This demonstrates that many are repeat givers and/or are making large gifts. 

 
Keys to Success in Seeking Gifts and Grants 

 
1. Development of Relationships  
• Remember that people give to people.  Demonstrate the way in which a gift or commitment 

will help an identifiable group of people or how it will resolve a need.  
• Do your homework before you call or visit.  For example, what have the individuals given in 

the past; to what programs; in what amount? 
• Find out why the prospective grantor would be interested in giving to your organization. 
• Following a visit or a gift, a personal thank you letter should be mailed and/or a call made.  

This is true regardless of whether you are successful in obtaining funding . . . if you did not 
this time, you may in another attempt. 

 
2. Cultivation of Friendships -- Fundraising is more properly called “Friend Raising.”  
• Seek introductions by a mutual friend or a friend trusted by the donor. This also serves as a 

character reference for you and a validity reference for your cause. 
• Seek identity for a project by speaking in terms of what WE can do to help people.  Develop 

a partnership. 
 
3. Nurture and Personalize  
• Asking for money on a first visit is like proposing marriage on a first date.  Help a potential 

donor or granting organization understand your immediate and long range goals in informal 
conversations or by leaving literature they can read with a request to call on them at a later 
time.   

• If you get a “yes” answer, ask what time or date would be convenient.  Capture the personal 
touch. 

 
4. So What or What Next?  
• Be ready for these questions.  Also be ready to present your long range vision or perspective 

that will give the donor direction and a sense of how he/she can make a difference.   
• Be prepared with an answer should you be asked what you will do if you only receive a 

portion of the amount requested or what will happen if you don’t receive the grant. 
 

Factors Impacting Success When Seeking Grants 
 

1. Approximate Success Rate for Grant Proposals is Quite Low -- Approximately 1 of every 15 
is funded. 

 
2. Reasons for Failure 
• Lack of leadership in conducting the homework research of donors and donor profiles, 

initiating contacts, and cultivating friendships. 
• Lack of follow through in seeking a meeting or in seeking alternative meetings. 
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3. Reasons for Rejections: 
• The “Wrong Prospect” Problem  --  Seeking a grant: 
 From the wrong entity or individual (no interest)  
 Before your problem worsens and/or affects the donor or a donor relative in a greater 

fashion 
• The “Wrong Time” Phenomenon --   
 The organization’s assets for philanthropy are used up this quarter/year 
 If so, ask permission to reapply 

• Shotguns and Rifles -- A rifle shot can be much more effective than a shotgun blast.  Rather 
than attempt to seek funding from many sources, aim for a precise target by doing your 
homework on specific prospective donors from whom you have a better chance of success. 

 
4. Planning and Preparation -- Grant seeking is a process; it is not simply writing proposals. 
• Do your homework on prospective donors – What has been the frequency of their past gifts?  

In what amounts?   Who have been the recipients?   What is the history of previous grants? 
• Do you match their profile of recipients? 
• Can you make them say “so what” when you have presented a case for a grant? 
• Credibility – what is your organization’s record of service?   Its ethical profile?  How visible are 

you?  What does your board of directors’ record show? 
 
5. Consider the Cost of Seeking Grants 
• How much will publicity cost? 
• What will events cost (food, entertainment, site rental). 
• Mailing expenses 
• YOUR TIME. 
 
6. Applying Marketing Principles 
• The principle of differentiation -- Different donors require different approaches (i.e., boards 

vs. individuals vs. existing foundations that allow you to apply by letter). 
• The principle of segmentation -- Is the donor local and small or large and national?  You will 

use different approaches for different types of groups. 
• The principal of tailoring – Tailor the letters you send and the types of approaches by 

telephone to your target donor.   Remember that letters must excite and open doors. 
 
7. The Homework Process 
• Prospecting -- Look for key words in the description of foundations or trusts (athletic, youth, 

leadership development crime prevention, recreation). 
• Once prospects are determined, prioritize them with respect to potential for donation (grant 

history; members of their boards; REMEMBER 80% of grant money is given by 20% of the 
grantors). 

• Create a tailored strategy related to who you will approach/contact; where to meet; how 
much to ask for; phased or single gift, etc.). 
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What Types of Grants are Available?  And for What Purpose? 

 
As evidenced by a review of the various grant opportunities highlighted on one of the current 
grant-related websites, SchoolGrants (www.k12grants.org), there are many different sources of 
grants with many different areas of focus. Some are open to applications from across the country; 
others are geared towards certain states or geographic areas.  Examples include: 

Charlotte Martin Foundation 
• Focus includes youth athletics, culture, and education 
• In the area of athletics, the foundation supports programs, facilities, and equipment for 

areas and sports where youth populations are underserved; after school and off-hours 
sport programs making better use of existing facilities; and development of more and 
better coaches. 

• States where funding is possible:  Washington, Oregon, Idaho, Montana, Arizona, 
California, Alaska 

 
Meadows Foundation (Texas only) 

• Focus includes education with particular interest in capital plans which enable projects to 
flourish. 

 
Hewlett Packard (HP) 

• Each major HP site sets aside funding to support local schools and nonprofit agencies. 
• Average grants for equipment run from $30,000 to $40,000; cash grants average $10,000 

to $20,000. 
• The HP local contribution programs are located in numerous states across the country 

from Alabama, to New York, to California.  
• http://webcenter.hp.com/grants/us/local programs.html#A 

General Mills 
• Focus includes children with disabilities and the learning disabled. 
• Grants range from $1,000 to $100,000 for operating, project, and capital grants. 
• General Mills has operating communities across the country from Florida to California. 
• http://www.generalmills.com/explore/community 

McKesson Foundation 
• Focus includes recreation and youth development activities. 
• Key company locations are California, Georgia and Texas; distribution centers are 

located across the country. 
 

 
 
 
 
 

http://www.k12grants.org/
http://webcenter.hp.com/grants/us/local
http://www.generalmills.com/explore/community
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Hints and Suggestions for Effective Grant Seeking 

 
How Do I Start? 

 
• Each prospective grantor organization will normally have its own application, methods 

and procedures.  Check out their website for specific information. 
• Keep in mind that it may be wise to start with a small grant, complete the project, and 

then use the credibility you have attained to assist in seeking larger grants. 
• Brainstorm with your staff, booster club members, etc., to determine what programs or 

projects you would like to initiate, what you are attempting to achieve, how much 
funding is needed, etc.  When brainstorming, think about the fact that your proposal will 
highlight what specifically grant funds will be used for, the difference that will be made if 
the grant is obtained, and why you should receive the grant. 

• You will increase your chances of success if you develop an innovative, unique plan.  
Think outside the box to come up with a different way to meet your objectives.  On the 
other hand, you want to propose a realistic program that might be able to be duplicated at 
other schools in your district or in your state.  

• Research what agencies, foundations, etc., offer grants that would permit funding your 
specific project or program. 

• Begin putting information together before seeking an RFP to make sure you will be 
prepared to complete it when it is received. 

• Consider convening a synergistic committee comprised of faculty, parents, community 
members, etc., who have background or expertise in working with foundations or 
organizations from whom grants may be obtained to assist in your grant-seeking 
endeavors.   

• Grants consultant and educational program advisor Dr. Gil Woolard recommends 
spreading out the work load by creating a “school grant team” with five to seven faculty 
members with diverse skills including research, writing, proof-reader, and typist/word 
processor.  (www.consultantinstruction.com) 

• Start by developing a comprehensive base of information to use when preparing your 
grant proposal.  You need to have a well-thought out plan and course of action. 
 Gather background information related to your department and school to have on 

hand when preparing grant applications. 
 For example, your department’s mission, past successes, previous grants you have 

received, resumes of yourself, your coaches, etc. 
 Average age and income of those served 
 Services provided 
 Number of students who benefited from your services the past several years 
 Cost per student to provide services 
 Why you are unique (i.e., unlike club sports, all students are eligible to 

participate, etc.). 
 Sources of department revenue (i.e., tuition, government funding, contributions, 

fundraising, etc.) 
 Prepare a brief overview of your department including information you would use 

to introduce your school, department, and program to prospective grantors.   
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 Include a listing of your department and team accomplishments, awards, 
successes.   

 
Letters of Inquiry 
 
Depending on the organization from which you are attempting to seek funding, to find out 
whether or not you should proceed with developing a full proposal, it may be a good idea (or be 
required) for you to send a letter of inquiry.  This letter will provide a synopsis of what your 
proposal will contain.  As appropriate, briefly present the following information in the letter:  
how much money you are requesting, the proposal’s total budget, an overview of your 
organization and its annual budget amount, other sources of funding, the proposal’s objectives 
and time frame, and how you will go about meeting these objectives. 

 
Components of a Good Proposal 

 

Your proposal needs to clearly delineate what you hope to accomplish, that the individuals 
undertaking the activity have sufficient time, expertise, and dedication to accomplish the 
project’s goals and objectives, and that your project is cost effective.  In short, you need to show 
that your proposal has definite merit and should be selected over others. 
 
Describe what you have done in the past and what you are currently doing in an attempt to meet 
your needs.  This will demonstrate your commitment to the project and success to date and may 
be a factor in obtaining the grant as it shows that groundwork has been laid and that the project 
has potential.  Include a realistic timeline of what will occur when the grant is obtained.  
Describe how you will follow through with the project when grant funds have been expended.  
 
If you are requesting funding to purchase equipment, describe why you need the equipment you 
have specified rather than an alternative or something that is less expensive. 
 
Your proposal should clearly state your goals and objectives and should provide a clear 
understanding of how your project will significantly improve your current situation.  It needs to 
explicitly demonstrate, in the space available, that your project is crucial and that you have a 
good plan of action.  It is of utmost importance that an effective, articulate writer composes the 
final document.  You will be judged by its clarity, conciseness, completeness, the degree that it 
meets specified requirements, and on its professional appearance.  Avoid abbreviations (use 
athletic director instead of AD) and terms that may not be known to grant reviewers.  Or, if you 
choose to use acronyms, spell them out the first time they are used with the abbreviated letters in 
parenthesis (National Federation of State High School Associations (NFHS). 
 
Begin by determining what improvements will result from your project.  These are your goals.  
They should be well-developed and realistic.  Decide what activities will be required to achieve 
these improvements/goals.  Include innovative activities if possible.  Once these have been 
clearly defined, determine what resources you need to accomplish your project (for example, 
how many people, how much time, equipment, etc.). 
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Determining the Appropriate Proposal Budget 

Determine an appropriate and realistic amount of requested funding.  You want to ask for enough 
to accomplish your goals, but should not ask for an unreasonable amount.  Do not be ambiguous; 
spell out exactly what you will do with the requested funds and why they are needed.  Point out 
if you are able to obtain matching funds from your district or other sources. 

 
Evaluation 

Determine an appropriate evaluation plan that will permit you to clearly demonstrate that the 
proposal’s goals and objectives have been met.  Specify how you will obtain data to demonstrate 
the program’s effectiveness and impact on your target audience. 

 

Management of the Proposal Process 

• As is true with any other project you oversee, you will need to provide adequate 
management and supervision of the overall proposal process. 

• Be sure that each member of the grant proposal development team knows their area of 
responsibility related to the proposal’s preparation. 

• Establish a proposal preparation timeline that will provide sufficient time to meet the 
proposal deadline.  Factor in additional time to deal with unexpected delays or 
circumstances which may occur. 

• Ensure adherence to the timeline; modify it as necessary to keep on task. 
 

Typical Proposal Content 
 
Most grant proposals will run up to five pages, excluding appendices and/or attachments.  The 
following information is simply a guideline; be sure to follow each prospective grantor’s page 
limitations or other requirements. 
 
In addition to the proposal itself, you will need to compose a cover letter that introduces your 
organization, summarizes your proposal, and highlights the link between your proposal and the 
mission of the grantor to whom you are applying for funding. 
 
If not included in the proposal itself, include in your cover letter a brief summary of your 
organization’s history, including the date of its inception.  Briefly summarize your mission and 
goals.  Provide a brief overview of your current programs and/or activities, highlighting specific 
service statistics, strengths, accomplishments and new or different activities.  If applicable, 
denote your organization’s relationship with other organizations who share a similar mission.  
Mention the number of board members, full and part-time staffs, and volunteers, the total 
number of students, faculty, etc., and the numbers of those who will benefit from or be positively 
impacted by the grant.  In addition, provide any additional information that is required by each 
individual funder.  
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1. Summary – a brief overview of your proposed project.  Briefly cover: the challenges, issues, 
or need facing your organization, what problem your project will solve, what caused your 
problem, how you will solve it, why your project should be funded, what is already being 
done. 
 

2. Clientele/Target audience - who you plan to serve or help. 
• Demographics & sociographics:   size, special characteristics (i.e., if the group is 

comprised of women/girls, underrepresented minorities, persons with disabilities, etc.); 
problems/challenges faced by the group.   

• Provide facts, e.g., number of gangs, record of GPA for athletes, attendance, post 
secondary education, etc. 

• Profiles and/or case studies 
 

3. Information about your organization 
• Demonstrate your credibility; discuss your board of directors and/or advisors 
• Review your history and achievements 
• Describe your vision, strategic plan, etc. 
• Highlight your capabilities 
• Discuss your staffing – who will do the work, their background, areas of expertise, etc. 
 

4. Problem statement/statement of need – a description of the problem you are trying to 
alleviate or eliminate.  How this was determined and who was involved in the decision-
making process. 
 

5. Goals/Objectives – what you plan to achieve; your goals, objectives, outcomes stated in 
measurable terms. 
 

6. Methods/Activities – methods and activities that will be used to accomplish your objectives; 
how you will solve the problem at hand; who will carry out the activities; the impact you 
expect to achieve; how you will determine that your project/program has met with success; 
long-term strategies for sustaining your efforts (if applicable). 
 

7. Timetable/ work plan – the time frame in which program activities will take place. 
 

8. Future funding – your long-term plans and funding strategies to continue the project/program 
once grant funds have been utilized. 
 

9. Evaluation – describe your criteria for success, the quantifiable methods you will utilize to 
demonstrate achievement of your objectives (objective, subjective, ongoing, etc.), and who 
will be involved in the evaluation process (staff, constituents, community, etc.).  Note that 
you will make modifications as necessary based upon on-going monitoring of progress to 
date.   
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10. Budget - how much you need and what you need it for.  Include a description of how you 

plan to maintain or continue the program after grant funds have been depleted.  For example, 
for capital projects, how will you ensure appropriate upkeep and maintenance?  Include: 
• Overhead/indirect costs 
• Cost sharing/matching 
• Budget narrative 
• Be sure to check the math 
 

11. Proposal summary – this section will typically be read first so be sure it is clear and concise.  
A well written summary will include an overview of the problem, objectives, expected 
outcome, activities, and target audience. 
 

12. Appendices typically include : 
 
• Financial statements from the past fiscal year, audited if possible (i.e., a balance sheet, 

statement of income and expenses, delineation of functional expenses).  You may be 
asked for your most recent Federal Form 990 tax return and/or for a copy of your IRS 
determination letter indicating tax-exempt 501(c) 3 status. 

• Funding from other funding sources 
• Listing of other agencies with whom you will collaborate (if any) 
• Board member names and affiliations 
• Brief description of key staff and their qualifications 
• If applying for a corporate grant, and if applicable, the name/s and corporate involvement 

of any employee/s involved with your organization. 
• Any additional information required by a prospective grantor 

 
 
Preparing the Grant Application/Proposal 

 
• Start by developing your anticipated budget.  Without this knowledge, you will not know 

which grant to seek (i.e., a particular grant may have a monetary cap).  If a grant is not 
available that would meet your total needs, you may need to scale back your project.  When 
your budget is determined, you will have the information you need to address each budgeted 
item in your proposal. 

• Write a summary which will emphasize the benefits that funding the proposal will provide to 
your students, school and community, and will reiterate the need and urgency of your 
request. 

• Find out if the grantor agency, foundation, etc., has prepared their own guidelines related to 
what should be included in a proposal.  Pay careful attention to due dates and deadline dates 
related to progress and/or follow-up reports. 

• Determine whether or not you will be responsible to provide progress reports if the grant is funded.  
If you are, be sure to calendar due dates to ensure compliance with grant requirements. 

• Be sure to plan for enough time to prepare the written materials, get signatures, make copies, 
etc., as well as any number of unforeseen occasions. 
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• If appropriate, include information related to additional sources of revenue other than the 
anticipated grant funds; i.e., booster club support, corporate donations, tax credits, etc.  Show 
that you will have the ability to maintain or continue the program/activity after grant funds 
are expended. 

• Demonstrate your ability to ensure sound fiduciary control by providing a synopsis of your 
past experiences in developing and meeting budgets. 

• If statistics are used, concentrate on those that are of most significance and clearly support your case.  
If they are permitted, consider using graphics to highlight your major points.  If possible, reference 
research documenting the value and benefit of programs such as that which you are proposing. 

 
Writing the Grant 

 
• Your proposal’s title should reflect the objectives/benefits you will achieve.  Keep it as short 

as possible. 
• Keep the focus on the goal of meeting your students’ and community’s needs; put aside your 

personal feelings, needs, or desires.  
• If review criteria are provided (i.e., who will review the grant applications, what they will look for, 

etc.) be sure to address each criteria. 
• Your grant should be written in such a way that the narrative shows your sincerity and 

passion for what you do and what you are trying to achieve on behalf of your students.   
• Keep the writing positive: focus on opportunities for improvement and success rather than on 

problems and needs. 
• Be sure that paragraphs are of appropriate length for ease in reading.  Begin each one with 

that paragraph’s key point as reviewers may skim the material, especially in the event of 
longer paragraphs. 

• Don’t use educational jargon which may not be known to or understood by reviewers. 
• Keep in mind that no matter how well written, grant reviewers will quickly determine 

whether the project/proposal is poorly delineated, if the budget section does not adequately 
justify all expenditures, or has other material weaknesses. 

• Follow the guidelines provided for the grant application to the letter.  These will probably specify 
target dates, font size, spacing (single or double space) page limits, listing objectives, budget limits, 
matching funds, etc.  Be as concise as possible and do not exceed text restrictions.   

• When completing an RFP or application form, be sure to conform exactly to its requirements; 
follow the specified page lengths, complete each section, answer all questions, etc.  Address 
each section, even if this means writing “n/a” or “not applicable” to show that the section 
was not simply missed. 

• To ensure consistency when using a grant committee to assist in preparing grant information, 
have one person actually write the grant. 

• When reviewing grant opportunities, pay attention to grant application calendars, deadlines 
for submission, length of time required for the application review process etc. 
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Prior to Submitting Your Proposal 
 

• Make sure you meet submission dates and deadlines. 
• Pay special attention to the end product’s layout and style, cover, and binding.   
• Pay particular attention to the table of contents.  This important part of the proposal must 

permit grant reviewers to easily locate the proposal’s various components. 
• Be sure to find out who is authorized to sign the proposal (i.e., is board approval required) to 

facilitate obtaining of all official approvals in a timely manner. 
Know how many copies need to be retained and submitted. 

• Proof and re-proof your proposal prior to its submission to ensure that it is articulate, that it 
succinctly describes what you need, what you have done so far, and what specifically you will 
accomplish.  Obviously, double check spelling, punctuation, and grammar.  Delineate why you are 
asking the selected agency, foundation, organization, etc. for their help, what you see as your 
connection to this group. 

• Ask colleagues, who have successfully obtained grants in the past to provide advice, review 
and critique your proposal before its submission.  Seek their advice related to appropriateness 
of the proposal’s length, complexity, detail to support the requested budget, statistical 
information, etc. 

• In addition, have one or more non-involved individuals who are not knowledgeable in the 
area of your proposal read it to determine whether, when finished, they understand it.  Do 
they get what you are attempting to accomplish and why?  Do they feel it merits approval?  

 
Private Sector Grants 

 
1. Guidelines For Contacting Private Sector Firms 

a. First, obtain current information related to possible private sector firms from whom you 
might seek funding (i.e., what activities the corporation supports with grants; the size of 
grants; who is the contact person). 

b. Determine how best to establish a relationship with the firm 
• Get help – it is possible that the company or foundation may have a specialist to 

assist with your application 
• Find out how best to contact the firm (i.e., by introductory letter, through an 

acquaintance/network who will facilitate an introduction) 
c. Contact letters 

• The one-page rule – state your case in one page if seeking an invitation to apply 
for a grant 

• What to include -- Provide an abstract of your organization’s purpose, need, time 
frame of grant request, etc. 

• Next step – Ask for guidance or indicate that you will call on a certain date 
• Beware of boilerplate – you can lose credibility if your letter appears canned or if 

you make reference to another company or foundation in a letter intended for 
another. 

d. If invited for an interview  
• Rehearse and prepare 
• If by phone – remember the two-minute rule  (i.e., keep the conversation to two 

minutes) 
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• If in person – remember the15-minute rule 
e. Where to meet – if possible, meet at your school so the prospective grantor may: 

• See the kids 
• See your programs 
• See your needs first hand 

 
 
 
2. Preliminary Steps in Developing a Private Sector Proposal Letter 

a. First, do your homework in finding out to whom the letter should be sent. 
• Foundations – Find out who is designated as grant chair 
• Individuals – Find out if they invite proposals or will receive all proposals.  
• Corporations - Should the letter be directed to marketing? Public relations? 
• Trusts – Usually a bank or savings and loan executive is the designated recipient 

b. Your proposal letter should capture your need and summarize your proposal in one-half 
page. 
• Keep it simple. 
• Keep it short. 
• Keep it flexible. 
• Get technical help (grammar, spelling, word selection, formatting) as necessary. 

c. Board Help – indicate that your board is comprised of community residents and that (if it 
is so) that they will participate in the requested activities and have made personal 
contributions to your current programs and activities. 

d. Community Help – highlight your community advisory committee (if you have one): are 
members experts or are they experienced fundraisers, demonstrate their credibility, 
highlight their successes, are they members of networks, if they serve as consultants 
and/or sounding boards.  Is your organization a past grantee?  If yes, mention previous 
grants and the successful use of the grant monies. 

e. Request sample proposals from the agency to use as examples for appropriate formatting 
and wording of your proposal. 

 
3. Sources of Information for Possible Private Sector Grants 

a. Foundation Center Collections, 800-424-9836 
b. University Memorial Library Grants Information Centers (state foundations).  Also, 

adjacent state university libraries often have online collection information available 
c. The Donors Forum of Chicago 312-570-0090 
d. On Line Resources 

• The University of XXX Grants Information Center 
• http://grants.library.wisc.edu> 
• Marketwriter http://www.marketwriter.net/grants 
• Grantsweb http://www.research.sunysb.edu/research/kirby 
• Foundation Finder http://lnp.fdncenter.org/finder 

e. State and County Foundation Directories are often available in the public library. 
f. State Attorney General's offices may publish a list of foundations.  

http://grants.library.wisc.edu/
http://www.marketwriter.net/grants
http://www.research.sunysb.edu/research/kirby
http://lnp.fdncenter.org/finder
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g. Annual reports of non-profit organizations may be reviewed to find sources of their 
funding. 

 
4. Corporate Directories 

a. Manufacturer’s and Commerce Guides (corporate productivity; profit level) 
• Dunn & Bradstreet 
• Standard & Poor 

b. State directories (municipal libraries; university libraries) 
c. IRS 990 returns 
d. Business publications 
e. Information about individuals 

• Who’s Who 
• Guide to Private Fortunes 

 
Public Sector – Government Grants 

 
1. Federal funds 

a. The typical federal grant is significant in terms of funding and is generally geared 
towards district-wide rather than single school programs or projects.  

b. Education funding varies with the party in office. 
c. Pass-through – Assistance for programs that “passes through a local government agency 

which usually collaborates on the grant proposal (e.g., Americorps).  Pass through grants 
qualify on the basis of identified need specified in the application and comport with the 
qualifications identified in the grant announcement. 

d. Direct assistance is usually made available to local agencies that carry out the work of the 
Federal government, e.g., Homeland Security. 

e. Effective November 7, 2003, all federal agencies are required to post grant 
announcements online, at www.grants.gov.  (SchoolGrants, Federal Grant Opportunities, 
www.K12grants.org/Grants/federal.htm, copyright 1999-2007, Donna Fernandez). 

2.  State funds -- are usually available for youth enhancement projects.  The expectation is that 
these are “seed” grants that the local school or district or municipality will eventually fund 
through the local tax base. 

 
Sources of Information 
 
1. Catalog of Federal Domestic Assistance  --  http://www.cfda.gov/public/faprs 
2. Federal Register  --  http://www.access.gpo.gov/su_docs/aces/aces140 
3. FedBizOpps (Formerly: Commerce Business Daily)  --  http://www.cbd-net.com/main> 
4. University or Public Library Foundation Center Collections 
5. Legislative staffs may have a list of new grants for schools or youth programs 
6. Bid and mailing lists Federal and state agencies place RFPs on their websites 
7. Annual reports, newsletters and planning documents can be requested from the state and 

federal governments 
8. Guidelines, Requests for Proposals (RFP’s) Guidance in requesting and completing the 

Request for Proposals – essential homework that the applicant must complete 
 

http://www.grants.gov/
http://www.k12grants.org/Grants/federal.htm
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Contacting Public Sector Agencies 
 

1.  Reasons for Contacting Agencies of the State or Federal Government Before Proposal 
a. Contact state or federal agencies to obtain current information related to possible 

grant opportunities. 
b. Establish a relationship with the appropriate personnel at the agencies from whom 

you wish to submit a proposal. 
c. To obtain additional help related to the grant proposal process and to clarify grant 

proposal process guidelines. 
d. Request sample proposals from the agency to use as examples for appropriate 

formatting and wording of your proposal. 
 

2.  How to Contact 
a. In-person – the RFP usually has a contact person and an 800 number at which you 

can obtain the contact person’s email address. 
b. Through your legislator – legislative staff may have contact with an agency or can 

facilitate your contacts. 
 

The Public Sector Proposal Road Map -- Define a Business Plan for Your Project 
 

a. You must establish your need in the minds of potential grant providers 
b. Your goals must match those of the grant provider and RFP specifications 
c. Define length of grant request (is there an end point?); how many years you believe it will 

take to achieve improvement 
d. Develop a slogan that grabs: “$20 for 20 Minutes for 20/20 Vision” 
e. Include visuals related to your needy population 
f. If responding to an RFP  –  USE THEIR LANGUAGE 
g. Do not include non-provable assumptions – cite facts 
h. Define outcomes and the steps you will take to achieve the desired outcomes 

 
Reasons Public Sector Proposals Are Rejected 

 
1. The proposal’s statement of need was not convincing, does not fit community priorities, or you 

didn’t make the “case” 
2. The proposal failed to “grab” the interest of members of the grant proposal committee 
3. The proposal was poorly written or hard to understand; it may have used too much or inappropriate 

jargon 
4. The proposal included too many assumptions and not enough facts 
5. The proposal’s goals and objectives were too vague and/or too general.    
6. The proposal lacked “outcomes” 
7. The project’s goals do not match those of the prospect 
8. The amount requested is out of prospect’s range or other budget problems were perceived to be 

present 
9. The project is perceived as duplication of service 
10. The prospect doesn’t know your organization or its capabilities 
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11. The proposal’s goals and objectives were seen to be unrealistic and/or too ambitious 
12. Technical problems - Guidelines were not followed, deadlines were missed 
13. Should the proposal be initially funded, continued funding after grant funds were utilized is in 

doubt 
14. The proposal is not based on the funding agency’s strategic plan 
15. The proposal’s evaluation process was questionable 
16. Proposed methods, process, and/or activities were questionable 
17. The project was not perceived as “unique and innovative” 
18. Issues out of your control - Economy; limited resources 
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IN CLOSING 

Regardless of the Type of Grant Proposal . . . If You Are Not Successful at First 
 
• Don’t give up hope!  Foundations and grantor agencies do not have unlimited funds.  Therefore, 

many well prepared, deserving proposals are not funded.   
• If you are not successful with your proposal, ask for input from the grantor organization as to why 

and how you can improve your chances the next time.  If it is given, look at the advice objectively 
and take comments seriously.  

• Ask the grantor organization if it can refer you to other organizations or foundations that offer 
grants. 

 
Don’t give up hope for your proposal.  Consider discussing your grant application with local 
corporations or businesses in the event that they may be interested in providing funding. 
 

 
 
 

RESOURCES OF SAMPLE PROPOSALS (SEE APPENDIX 11) 
 
Winning Grant Proposals: Eleven Successful Appeals by American Nonprofits to Corporations, 
Foundations, Individuals, and Government Agencies, Gordon Jay Frost, ed. Rockville, MD: Taft 
Group/Fundraising Institute, 1993. 
 
Winning Science Equipment Grants: Model Proposals from the Federal and Private Sector,  
Ed. by Leslie Ratzlaff. Alexandria, VA: Capitol Publications, Inc., l993. 289 -- Seven successful 
sample proposals are reproduced here "for institutions seeking to purchase, upgrade and/or use 
science equipment," according to the preface.  
 
Writing Grant Proposals that Win Second ed. By Phale D. Hale, Jr. Alexandria, VA: Capitol 
Publications, Inc., 1997. 213 pages -- Includes guidelines on proposal writing for both private 
and federal funding. Includes sample proposals and critiques.  
 
Foundation Center's Guide to Winning Proposal New York, NY: Foundation Center, 2003 -- 
Includes several examples of real proposals that were funded. Each proposal is printed in its entirety and includes commentary by the funding decision 
maker who awarded the grant. All types and sizes of nonprofits and programs are represented.  

 
SchoolGrants  --  www.schoolgrants.org/proposal_samples.htm  
 

Proposal Writer's Swipe File: 15 Winning Fundraising Proposals -- Prototypes of Approaches, 
Styles, and Structures. Ed. by Susan Ezell Kalish et al. Washington, DC: Taft Corporation, l984. 
162 p. (GIC: H91/P76/1984) -- A compendium of successful proposals from a variety of 
nonprofit institutions and programs which represent different approaches.  All were written by 
professional proposal writers. 
 

 

http://www.schoolgrants.org/proposal_samples.htm
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Additional resources used in preparation of the above text: 

 
Nsf.gov/pubs/1998/ns9891/nsf9891.txt, “A Guide for Proposal Writing,” Directorate for 
Education and Human Resources, Division of Undergraduate Education 
 
Cal State San Bernardino Office of Research and Sponsored Programs, csub.edu 
 
Poderis, Tony, “Positioning Grant Writers For Success - Unrealistic Expectations, Pay Practices 
That Grantors Often See As Tainting The Funding Process, And Poor Planning And Follow 
Through, Can Doom The Best To Failure,” www.raise-funds.com.  This article includes 
information attributed to the following: 

“Tips for Proposal Writing,” Akron Ohio, USA, Community Foundation 
SchoolGrants, “Grant Writing Tips,” www.k12grants.org/tips.htm, Ken Ristine’s Hints 
for Letters of Inquiry” 

 
 
 
 

 

http://www.raise-funds.com/
http://www.k12grants.org/tips.htm
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Chapter 6 
Major Gifts and Donations 

 
Individual donors, alumni-outreach, endowment funds, trusts, estate gifts and planned giving 
should not be overlooked when considering the larger context of financial support.  Access to 
trust fund boards, service clubs and alumni organizations can be invaluable and the value of 
booster club networks in this regard cannot be overstated.   
 
This is an area in which clearly articulated statements of need must be delivered.   

 
The Reality 
 
1. There are 1.4 million non-profits organizations in the US all seeking grants and gifts. 
2. 60% have total assets less than $250,000 and thus rely on a stream of donated major gifts and 

grants. 
3. Major gifts are infrequently given. 
4. Major gifts are given from existing assets. 
5. Major gifts are usually restricted or targeted. 
6. Major gifts account for 10-20% of revenues for non-profits. 
7. Major gifts are often repeated over time. 
8. A major gift represents a feeling between people whereas a donation represents support for a 

cause. 
9. Motivation comes from within because the donor connects with your activity. This may 

require sufficiently educating and involving the donor and then listening and being willing to 
answer detailed questions. LISTEN for emotions and interests. Watch to see who is in the 
prospective donor’s social circle as an indication of common interests. 
 

What Major Gift Donors Look For 
 
1. A cause to believe in. 
 
2. Invitations in announcements of campaigns ($xxx is needed in major seed gifts or long term 

contributions). 
 
3. Philanthropic capitol; they want to see what difference their gifts made. Thus reports and 

personalized contacts are imperative. 
 
4. A stable, well-managed organization committed to that same cause. 
 
5. Meaningful, hands-on involvement in the fundraising. 
 
6. Personalized solicitation and thanks. 
 
7. Regular communications that indicate what the gifts were used for and that they made a 

difference. 



 

112 

 
8. Older donors – immortality (naming); benevolence; give back to the community. 
 
9. Younger donors (30-40 executives) Being involved in the community NOW. 
 
10. Connection-Concern-Capacity 

a. Connect – build concern for your program; organization issue. 
b. Concern – be sure they understand the importance of what you do and what will 

happen if the activity does not continue. Enhance their passion for your 
organization so that it matches yours. Involve them in boards, site visits, 
discussions with program participants. 

c. Capacity - match the gift request to the donor capability but ONLY after you have 
established connection and concern. 

 
11. Flexible gift options 

a. Cash 
b. Property 
c. Stocks and bonds 
d. Long term gift options (2-5 years – thus tax advantages) 
e. Estate plans (legacy Building) 

 
12. Who Are They? 

a. Usually a history of philanthropy 
b. Don’t forget your alumni 
c. Established business and professional leaders 
d. Often established their own foundations 
e. Often have a screening committee to screen requests 
f. Often listed in library resources with a specific purpose for their foundation. 

Focus on those that support youth activities or fostering youth leadership 
 
13. Typical Questions That are Asked (i.e., topics for a solicitation letter) 

a. How will a gift be used? 
b. How is a project being funded now? 
c. Who else is being asked for a gift? 
d. Will a project be initiated or continue if the goal is not met? 
e. Have your board members contributed? 
f. How much is spent on the fundraising activities (Is the money going to the project 

or administration)? 
g. Is your organization running a deficit? 
h. What is your personal commitment to the organization? 

 
14. Why an Advisory Board Listing on Outreach Letters? 

a. Establishes credibility 
b. Establishes networking 
c. Ensures monitoring 
d. Sets policies if needed 
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e. Approves fundraising goals and targets 
 
15. What Enhances Major Gift Potential? 

a. Advisory board networking 
b. Timing of the request 
c. Establish a case for the gift request ( a need statement) 
d. Requesting a realistic amount (research: foundation history; individual history) 
e. Rapid and personalized acknowledgement of the gift may set the stage for subsequent 

gifts 
 

16. Building Relationships with Potential and Actual Donors 
a. In correspondence, allow your donors to tell you how frequently they want to be 

informed or contacted. A stamped mailer with frequency information can be 
included (Our plan is to contact you with information and progress and other 
potential donors twice this year. If that is acceptable, no response is necessary.  
If fewer contacts are desired, please indicate your preference on the enclosed 
post card.) 

b. Respect and honor direct requests or directions (Do not phone; I only give once a year) 
c. When you receive an un usual gift respond once by phone and once in writing – 

IMMEDIATELY 
d. Visit your best donors 
e. Keep records of donor visits so you have a donation and frequency record 
 

Outreach to Alumni, Foundations, Trusts and the General Public 
 

All alumni outreach initiatives must be approved by the school or district administration along 
with authorization for usage of any funds collected during these campaigns. A regular mailing 
request to alumni can not only produce an annual revenue source, it can also plant the seed for 
estate gift plans and for large gifts in return for naming rights of various facilities or remodeling 
projects. Often, these solicitations occur in conjunction with an alumni banquet, class reunion, 
fun-run or golf-outing at which time the fundraising activity is announced and promoted.  
Solicitation activity then continues with mailings to graduates, with a special focus on former 
players.  If any former athlete has been successful at the collegiate or professional level, their 
involvement as a lead donor and/or as a speaker at an inaugural event can be very effective. 
 
Alumni events or reunions of classes or teams can provide a venue at which a fundraising 
initiative can be described in detail. Clear and focused literature should be available for these 
events so that readers can quickly understand the purpose of the fundraising effort, the long-
range goal and the steps that will be taken to raise funds.  If gifts and contributions can be made 
directly to the school or school district, donors may be able to reduce their tax liability with their 
contribution to a non-profit organization.  
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Community Foundations 
 

Additionally, gifts for the athletic department may also be made to a school foundation or 
community foundation authorized to receive gifts and donations under Federal tax-code 
provision 501c (3).  These gifts may be earmarked to support the district with direct operational 
pass-through funds or be placed in an interest-bearing endowment.  (See Appendix 11) 
 
 

Developing and Building an Endowment 

A financial endowment is a transfer of money or property donated to an institution, usually with 
the stipulation that it be invested, and the principal remain intact in perpetuity or for a defined 
time period. This allows for the donation to have an impact over a longer period of time than if it 
were spent all at once. 

Endowments can be established with cash gifts, securities or other property, or may be funded 
with a series of gifts made over time. They may also be funded through a bequest or other 
deferred gift, or through a combination of lifetime and deferred gifts.  

Earnings will be awarded once the endowment reaches the minimum required funding level and 
after the funds have been invested one fiscal year. Because the principal of the endowment is 
never spent, such a gift represents an enduring tribute to the person honored by the fund. 

Endowment Funds Go On Forever --- 
An Endowment Campaign Should Not  

 
There comes a time in an endowment campaign when the initial urgency of the need inherent in 
the campaign's case for support begins to fade. The excitement of the kickoff, anticipation of 
success as the personal solicitations begin, the first promising results --- can go for naught if the 
campaign goes on too long. As an organization's endowment campaign begins to extend well 
into its second year of actual solicitation activity, volunteers begin to grow tired and donors will 
not believe there is a real and immediate need for their money. Invariably, campaigns of this type 
slow, stall, and sometimes fail because the management and implementation of the campaign 
plan were not well organized. The key to successfully completing an endowment campaign on or 
before its established and public deadline is, in a word, organization. 

How Is A Successful Endowment Campaign Organized? 

Because an endowment campaign is a special, widely-spaced occurrence, a non-profit 
organization must be certain its leadership fully understands the process of raising endowment 
funds knows how such a campaign effort fits into their overall development plan and ensures the 
organization and resources are in place to carry it out.  
 
An endowment campaign is a fund-raising campaign that raises money for an organization to 
invest rather than spend. The proceeds from an endowment campaign are placed in an 
endowment fund, the income from which is used by the organization to meet ongoing expenses, 
cover capital expenditures, or fund special projects and programs.  

http://en.wikipedia.org/wiki/Transfer
http://en.wikipedia.org/wiki/Money
http://en.wikipedia.org/wiki/Property
http://en.wikipedia.org/wiki/Institution
http://en.wikipedia.org/wiki/Invest
http://en.wiktionary.org/wiki/principal
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An organization which undertakes an endowment campaign does so in order to lessen its need 
either to raise money each year to cover any operational deficit --- the difference between earned 
income and expenses --- or to raise money for occasional extraordinary expenses. Income earned 
on money placed in an endowment fund is restricted to the purpose of that fund, and the fund is 
not easily invaded. Usually, an organization's bylaws make it hard, if not impossible, for the 
organization to spend endowment.  
 
Because of the special nature of endowment funds, an organization should undertake an 
endowment campaign only when:  

1. The organization is old enough to have exhibited sufficient financial stability for donors 
to feel comfortable giving to endowment which will yield income in perpetuity. 
Endowment is for eternity, and before beginning an endowment campaign, an 
organization needs to be well-enough established to anticipate a long life; an organization 
with a history is more likely to look like an organization with a future. 

2. The organization anticipates and expects that in the short term it can cover any 
operational deficit through an annual campaign and other gifts and grants. It simply is not 
good business to expend limited resources on an endowment campaign when those 
resources may be desperately needed to raise money to offset an operational deficit. 
Another argument for having a strong annual campaign in place before attempting to 
raise money for endowment is that a successful annual campaign program aids 
endowment fund-raising efforts by creating a cadre of volunteers and a proven donor 
base. 

3. The organization has the desire, resources, and opportunity to manage a successful 
endowment campaign for a substantial amount of money. Since the money being raised 
in an endowment campaign is to be invested for future income, the goal should never be 
small. The effort required for an endowment campaign is too great to justify a result that 
when invested will yield only a few thousand dollars of yearly income. 

 
Endowment campaigns ought to be rare creatures. They probably should have a separation of at 
least five or seven years between them. Special anniversary years of an organization's founding -
-- the 10th, 25th, 50th, --- are often used to whip up interest, but an endowment campaign is not 
something that should be scheduled as regularly as every five years. You have to be careful 
about arbitrarily deciding that it's time to go out and make another pass at raising endowment. 
Like capital campaigns, endowment campaigns rely heavily upon large gifts from a few donors. 
Run them too close together, and you may find that your donor base is still meeting its last 
pledge. That does not bode well for the success of new requests.  

An Endowment Campaign Must Be A Large-Giver Campaign 

While an annual campaign is a broad-based effort relying on smaller gifts from a great number of 
donors to achieve its goal, an endowment campaign expects a much smaller number of donors to 
make very large gifts. In an endowment campaign you should expect to get a third or more of the 
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goal from 10 or 15 donors. The second third or more would then come from an additional 75 to 
100 donors, and the remainder in smaller gifts from whatever other donor base you have targeted 
for the campaign. In short, an endowment campaign must be a large-giver campaign. 
 
All too often, organizations that have decided on an endowment campaign begin with the idea of 
making it a broad-based appeal. You can't raise a million dollars by targeting as your primary 
donors those who have the capability to give $100 or even $1,000. You would have to achieve 
10,000 of the former or 1,000 of the latter. Rather, you need to begin by targeting prospects that 
can give at least $50,000 --- and remember, a number of those prospects may give only $5,000, 
or $10,000, or $20,000, instead of the $50,000 you suggested. Especially daunting is fund-
raising's "rule-of-thumb" prospect to donor ratio. You usually need to identify at least three 
viable prospects for each contribution you desire at the required contribution level. 

"Ask Small And You Get Small" 

At the Cleveland Orchestra, I once disagreed with the volunteer leadership of a $15 million 
endowment campaign about the size of gifts we should be seeking. The idea was put forth that 
we raise $5 million by enticing people to endow each of the 2,000 seats in our concert hall. That 
worked out to $2,500 per donor. I strenuously objected to this, literally risking my job. My 
reasoning was simple: We would not succeed in finding 2,000 donors at $2,500 each. Experience 
had shown me that the base of donors able and willing to give that much wasn't large enough. I 
also feared that the campaign committee and solicitors would get used to the idea of asking 
small, and the campaign would lose its steam.  
 
My argument held, and the volunteer leadership agreed not to put so much of the campaign effort 
into an idea that past experience showed could not succeed without damaging other areas of the 
drive. In our effort to find 2,000 donors willing and able to make gifts of $2,500 we would have 
included donors we knew to be capable of making far larger gifts. These would be donors we 
would need to solicit for other, larger-gift divisions of the campaign. It is never a good idea to 
ask for two separate gifts for the same campaign. Donors will often make the decision to give 
either one or the other, and the option they pick can well be the lower.  

Leadership Wants To Be With A Winner 

Because of the amount of money being raised and the size of the gifts being sought, volunteer 
leadership and solicitors in an endowment campaign will be drawn more heavily from the upper 
echelons of the community's business and civic leaders. This fact, combined with the 
infrequency of endowment campaigns, gives them a far higher visibility than annual campaigns. 
An annual campaign which comes up a little short can often be glossed over and made up the 
following year. An endowment campaign which fails to make its goal --- especially if that 
shortfall is substantial --invites questions about an organization's vitality, management, and 
potential for longevity. It also reflects badly on the campaign's highly visible volunteer 
leadership. People do not volunteer to lead fund-raising campaigns in order to fail publicly. An 
organization that begins an endowment campaign with a goal that does not match the capability 
of prospects to give dooms that campaign to failure, and organizations that experience a highly 
visible failure find it harder to recruit campaign leaders and solicitors for future efforts. 
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How Long Should An Endowment Campaign Take? 

Endowment campaigns are of longer duration than annual campaigns. It takes more time to make 
the contacts and cultivate them, and it usually takes longer for donors to decide to give larger 
sums of money. My experience has been that, from kickoff to finish --- no matter what the goal -
-an endowment campaign will last from 12 to 16 months. It is possible to wrap up things sooner, 
but the process should not be stretched much beyond a year and a quarter. An endowment 
campaign that lasts longer runs the risk of extending over two annual campaigns, and a 
seemingly endless endowment campaign can damage the enthusiasm of an organization's 
volunteer base and its credibility with donors. 

"Named" Gift Opportunities 

Many times endowment campaigns will be general in nature, seeking donations which will 
provide income to non-profit organizations for support of their operations. However, you can 
still create and offer commemorative naming opportunities because they are symbolic in nature. 
Of the myriad programs and services conducted by an organization as part of its regular annual 
operation, many can be "packaged" and related to donors' gifts. Other campaigns are for the 
purpose of endowing a specific project, program, etc., and as such offer explicit naming 
opportunities. As membership categories in an annual campaign work to suggest contribution 
levels, so do naming opportunities for endowment and capital campaigns. Naming faculty chairs, 
artistic positions, medical departments, buildings, and so on allows an organization to establish a 
tangible reward for a major contribution. This is especially bolstering to solicitors. It gives them 
something to "sell." The reason a donor gives should be to benefit the organization, but a naming 
opportunity at a university, such as the Joseph & Louise Smith Professor of Economics Chair, 
can be a great incentive for giving. 
 
However, naming opportunities do not always have to be taken as absolute literal. It is not 
necessary for the annual income from a particular endowment to equal the annual actual expense 
relating to the operation of the event, program or position endowed. Your suggested contribution 
amounts for certain named gift opportunities should be based upon the potential giving capability 
of your prospective donors. However, if the maximum potential contribution is not at an amount 
reasonably appropriate to the endowment opportunity, an organization should not conduct a "fire 
sale" and give the opportunity away. 

An Unanticipated Obstacle To An Endowment Campaign 

Amazingly, one of the biggest challenges for endowment campaigns seems to be the creation of 
a suitable printed piece that presents the argument for the campaign. I have seen endowment 
campaigns actually languish and die because the organization could not come to agreement over 
design, number of pages, color, and phraseology. I believe this kind of impasse occurs more with 
endowment than annual campaigns because an endowment campaign is a very special event. 
Because it is not repeated every year, the previous year's material isn't there to serve as a model 
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in developing a new brochure. Also the nature of an endowment sometimes engenders among 
campaign leadership and volunteers an inordinately great fear of not being adequately prepared 
to ensure success. 
 
Campaign management should make decisions about the brochure and other similar materials 
early on and stick to those decisions. Documents and strategy should not be continually revised 
in an attempt to obtain the complete agreement of everyone involved on each and every point. 
Consensus is important to achieve in fund-raising, but consensus does not mean you give 20 
members of a campaign committee veto power over the color, size of type, or choice of words 
used in printed support material. 
 
What I am saying about endowment campaigns also applies to capital campaigns, but there is 
one big difference. Endowment money raised is going to be invested in order to produce future 
income to fund future, not fully defined, endeavors. Capital campaigns are for a closely defined 
and tangible purpose. Campaign leadership and volunteer solicitors know exactly where the 
money is going. They can even show pictures of it. 

  
(The above is from Tony Poderis, poderisupdate@raise-funds.com ) 

Note: An outreach and thank-you letter intended to build an endowment to support a school 
district middle school sport program is included in Appendix 19.  This letter is sent annually to 
over one hundred individuals, trusts, corporations and foundations and produced more than 
$140,000 in endowment contributions in five years. 
 

Alumni Outreach 
 
Alumni and Endowment Outreach tends to be more common at the collegiate level.  At this 
level an aggressive alumni association or a professionally-retained fundraiser works to solicit large 
donations and long-term commitments from former athletes, businesses, graduates and other 
state/local residents.  
 
However, this form of fundraising should not be overlooked at the high school level, if parents or 
community residents possess the interest, expertise and capability. For businesses, this type of 
contribution produces tangible tax exemptions and significant good will which may cause them to 
budget for this type of financial commitment annually. 
 
Benevolent Gifts or Bequests -- Alumni networks may also be amenable to outreach activities 
that encourage bequests, benevolent gifts or naming a high school athletic program as the 
benefactor of a life insurance investment. 
 

Outreach to Individual Donors or Corporations 
 

Research has shown that donors are drawn to support athletic programs that consistently 
demonstrate academic achievement, community-minded coaches and players, efficient 
administration and management practices and reasonable success and competitiveness. These 
attributes should be highlighted in written communications and during personal meetings with 
potential donors. 

mailto:poderisupdate@raise-funds.com
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It has been suggested that outreach to individuals or corporations entails “the right person asking 
the right prospect for the right gift for the right program at the right time in the right way.”  
 
Supportive literature, solicitation letters and advertising are all important strategies. However, 
the most effective technique for successful donor outreach is a personal meeting with the 
potential donor. In the following sections, strategies will be defined for various stages of donor 
solicitation.  The stages are: 
 

1   Preparation 
2.  The Solicitation Process 

a. The Opening 
b. The Presentation 
c. Negotiations and Donor Options 
d. The Closing 

3.  Related Strategies 
4.  Frequently Asked Questions 

 
Preparation Stage for Outreach 

  
To prepare for a personal meeting with a potential donor, it is important to improve your general 
comfort level with the role by conducting research and enhancing your understanding of the goal 
of your efforts.  In this regard, the following are suggested strategies. 
 
1. Thoroughly read and understand all need or goal statements related to your outreach for 

support. Know your mission! 
2. Look for first-hand testimonies from teachers, coaches, parents and athletes that demonstrate 

need or the value of the fundraising initiative. 
3. Make your own personal commitment or pledge in advance of the meeting as it may come up 

in the discussion. 
4. Learn the historic background of the fundraising effort at hand.  How long has the need 

existed?  What has been the effect of the need or deficit? 
5. Learn all you can about the potential donor: 

a. Religious affiliation (possible network of support or other donors) 
b. Spouse name 
c. Any relatives or friends who have contributed or supported this initiative? 
d. Previous philanthropic history. 
e. Who else knows the prospect?  Can those individuals join you in meeting the 

potential donor? 
f. What is the donor’s gift potential (in general terms: $100s, $1000s, $10,000s, etc.) 
g. What might appeal to the prospect (i.e., naming rights, community recognition, etc.) 

6. Make the appointment by personal telephone call.  Request a 30-45 minute meeting. If at all 
possible, involve a friend of the candidate in the request for a meeting. 

7. Be flexible as to time and place of the meeting. Stress that it will be a brief meeting at a place 
of convenience to the prospective donor such as the golf course, donor’s office, home or at a 
restaurant for lunch or breakfast. 
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8. Do NOT solicit a donation on the phone. 
9. Determine who, if any one will accompany you.  Team solicitations are most effective. 

Discuss roles in advance.  Coordinate the schedule so that the entire team can attend. 
10. Become familiar with questions frequently asked by prospects. 
11. Have printed materials to distribute including a pledge card. 
12. Be prepared to ask for a specific dollar amount or a range based on your needs, the gift 

potential of the donor and past record of philanthropy. 
 

The Actual Solicitation 
 

The overall planning process utilized when requesting financial support, gifts or long-term 
pledges can be divided into four stages.  These are: 
 
The Opening   
 
1. Thank the potential donor for his/her time. 
2. Be sure the donor knows that you are a volunteer. 
3. Be certain that the individual knows that you are totally committed to the cause of your 

organization. 
4. Make the potential donor feel important.  The goal cannot be realized without the 

contribution of individuals like him/her. 
5. Get the individual to talk about him/her self.  Ask if he/she is aware of the role and function 

of your organization and the needs to which you are responding. 
6. Pay careful attention to the tone or responses. 
7. Establish credibility with the donor concerning the project. 
8. From the first meeting, work toward starting an enduring relationship.  Attempt to set the 

tone for a second or additional meeting. 
 
The Presentation 
 
1. Demonstrate enthusiasm and endorsement of your project. 
2. Present written material and review briefly. Don’t read it to the prospective donor. 
3. Indicate various gifts from others as well as endorsements from newspapers or civic 

organizations that support this effort. 
4. Arouse the donor’s curiosity. 
5. Focus on the quality of relationships within your organization and the support being extended 

to resolve the needs of the program. 
6. (if true) Indicate that your organization receives no support from United Way or other 

benevolent agencies. 
7. (if true) Cite a lack of government and tax support. 
8. Cite any demographic information that will underscore the needs of your organization (e.g., 

high percentage of families in poverty, etc.). 
 
Negotiations and Donor Options 
 
1. Given any information as to the potential donation capability of the prospect: 
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a. Consider a potential figure with colleagues. 
b. Mention a desired commitment.  Ask if they would consider a gift of this magnitude. 
c. Don’t be shy.  Donors are often quietly flattered that you would think them able to 

support at a particular level. Challenge but flatter the candidate. 
d. Indicate that there are numerous ways to give (stocks, bonds, property, insurance, 

corporate gifts, matching gifts or estate gifts). 
e. Mention planned giving opportunities over time, through insurance, property or estate 

gifts. 
f. Determine whether a family gift has been considered. 
g. Mention naming opportunities in recognition of large gifts. 
h. Mention memorial recognition opportunities. 
i. Use inclusive language (please consider joining us or your fellow citizens in this 

initiative). 
 

2. Be alert to objections or barriers such as: “everyone calls on me,” objections to the 
institution, the program, unpleasant past experiences, etc.  To respond: 
a. Provide additional explanations or information. 
b. Show respect for the objection. 
c. Admit the organization may not be perfect but will grow with direction and support from 

leaders such as (yourself). 
d. Ask why the candidate thinks there are imperfections or objectionable aspects within the 

organization. It may give you an opportunity to further clarify the purposes of your 
organization. 

e. If you don’t know an answer, admit and indicate you will research it and get back to the 
candidate. 

f.   Look for common ground with the prospect. 
g.   As you close, ask if there any other donors the candidate might suggest. 
h.   I’m too busy (offer to be flexible meeting the donor’s schedule and preferred place). 
i.   You’re wasting your time. (A meeting with you is never a waste of time; it is a potential 

investment in our future.) 
j.   Send me a brochure or a pledge card. (I will be glad to and I’d like to have a   chance to 

see if you have any questions about our organization first.)  
k.  Tell me over the phone. (I find it difficult to really describe our efforts and needs over the 

phone.  I could meet with you for 30 minutes at your convenience including early or late 
evenings.) 

l.   Can’t afford it (now) (Ask the candidate to consider planned giving or an estate gift.) 
m. If I give to yours, I will be asked to give to all of them. (Give anonymously) 
n.   We are already giving to---. (This is a chance to make a difference.  I hope you will 

consider our campaign as well.) 
o.   We don’t need to talk.  I always give my share. (That’s why we need to talk.  It’s people 

like you who can make a difference with your leadership.) 
p.   Who are you to tell me what to give? (I can’t tell you what to give.  I’m glad to have a 

chance to meet you face-to-face and I appreciate a chance to ask you to participate in 
our campaign. We ask people to consider NOT how much they can afford but rather how 
much they care.) 
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q.   I object to your organization. (With input and gifts from people such as you, we can 
redirect our efforts while also achieving our objectives.) 

r.   Need to discuss it with (accountant, lawyer, and spouse). (I understand the need for 
appropriate planning and counsel.  Could I set a time to call you back for further 
discussion and consideration?) 

 
The Closing  
 
1. Motivate the prospect to give to other people not just a cause. 
2. Define expected results (expect to raise $300,000 by 200_ ) 
3. Discuss possible solutions (planned giving over a three to five year period; combinations of 

gifts (stock, bonds, and cash, insurance). 
4. Restate the needs of your organization. 
5. Try for some level of commitment or pledge before leaving. Take the pledge card with you. 
6. If a gift or pledge is not forthcoming, ask if you may call again. 
7. Express sincere thanks for time (and any gift achieved). 
 

Related Strategies 
 

Key concepts and important behaviors that may enhance your presentation include: 
 
1. You are a goodwill ambassador for your organization or cause.  Appropriate enthusiasm and 

a positive attitude will convey that message. 
2. Stress the community nature of the gift process. 
3. Constantly listen for clues that indicate loss of or heightening of enthusiasm. 
4. Procrastination is the enemy of solicitation. 
5. The prospect may want you to meet with an attorney or accountant.  Be flexible in 

responding to the time and date requirements. 
6. Indicate you have the organization in your will (if true). 
7. Indicate you are relying on the prospect to set a pace for other giving within the community. 
8. Try to leave the candidate feeling good about him/her self, the gift and your organization. 
9. Create your own momentum.  Select a sure pledge for your first visit. 
10. Go with a partner the first time – especially if the partner knows the candidate. 
 

Frequently Asked Questions and Potential Responses 
 

The following questions are often asked during or at the conclusion of a solicitation. 
 
1. What is your organization’s greatest need?  (Cite prioritized equipment, program or physical 

plant needs in priority order.) 
2. Has research been done to validate the needs and the support needed to resolve the deficits or 

needs? (Be prepared to cite data concerning the program needs and the effect on students.) 
3. Build my confidence in the management skill of your organization. (Cite the growth of 

assets, the increase in donor numbers, and the number of gifts solicited.) 
4. I understand that your organization already has a large endowment. (Indicate the limitations 

in interest withdrawal – usually 5 %.) 
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5. I thought you received funds from United Way.  (Set the record straight in either case). 
6. Some projects have been named for others.  (Cite the Board of Education Policy or 

solicitation of gifts in return for naming rights). 
7. Over what period of time can I give my gift?  (Cite the fact that the time flexibility of gift 

donations is limited only by a target date for meeting the fund drive objectives). 
8. I have remembered your organization in my will. (Commend this fact and cite the fact that 

many individuals are giving so they can enjoy watching the effect of the gift). 
 

PLANNED GIVING 
 

Planned giving is the process of donating any of several items of value to a benevolent 
organization at a future time.  Included in this concept are real estate, investments, insurance, 
estate gifts, periodic cash donations and annuities.  Figure 6.1 outlines these donation vehicles 
and describes their advantages. 

 
Figure 6.1 

 
 

 Planned Giving Vehicles 
 

 

Type of Gift Advantage To Donor Advantage To Recipient 
Outright Gift 

Cash, Securities, Real Estate 
100% deductible from income Immediate access 

 
Bequests  

Anything owned at time of 
death 

Donor retains control until 
date of death 

Receives a gift that may not have 
been available thru any other 

form of donation 
Gift Annuity Guaranteed fixed income; 

Income tax deduction. 
Minimal administrative transfer 

work; Immediate cash from 
annuity 

Charitable Remainder Annuity 
Trust 

Fixed income; No capital 
gains tax on gift 

Assured future resources 

Revocable Trust Trust available if needed Provides gifts not otherwise 
available 

Charitable Lead Trust Allows lead gift to initiate a 
fund drive without taxation 

Immediate cash value or 
investment value 

Life Insurance Income tax deduction for 
value of gift; Premium 

payments are deductible as a 
gift; Large future gift at low 

cost now. 

Face value at death 
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Chapter 7    Sponsorships 
 

Historic Perspectives 
 
Historically, corporate sponsorships have been largely associated with intercollegiate sports 
programs wherein businesses and universities have attempted to develop mutually beneficial 
marketing arrangements.  In these contractual associations, various marketing opportunities, 
under control of the school, are exchanged for corporate financial support and/or sports 
equipment to enhance the school’s athletic program. 

At the high school level, state high school associations began actively developing corporate 
sponsorships for both television and radio coverage of state football and basketball tournaments 
in the early 1970s.  Until recent years, school districts and individual schools have primarily 
limited their efforts to the acquisition of scoreboards in return for signage display rights, 
advertising in contest programs and contractual arrangements for soft drink beverage sales.  In a 
few instances, in-kind contributions of equipment or construction/remodeling labor and material 
have also been contributed in return for advertising and community good will. 

Research shows that corporate/business sponsorships are a good fit with high school fundraising.  
Corporations recognize that sponsoring high school activities result in good marketing tools.  
Consequently, spending on marketing to children by corporations is at all all-time high and 
sponsorship of scholastic athletics is one of the fastest growing areas in American corporate 
marketing. 

More recently, some high schools and school districts have found it necessary to develop more 
comprehensive business partnerships as a result of budget reductions, inflation and a desire to 
avoid increased ticket costs.    

 

Contemporary Justification For Corporate Sponsorships 
 
In cases where school governance boards have authorized school leaders to develop corporate 
sponsorship affiliations, the following pressures have generally served as justifications: 

 

1. Economic pressures and budget reductions mandate protection of the instructional program at 
the expense of non-instructional budgets and programs. 

2. Athletic program quality, participation opportunities, sport offerings and overall 
attractiveness will be lost without new forms of supplemental funding. 

3. Statutory enactments have mandated athletic program improvements or physical plant 
modifications that cannot be funded without the addition of non-budget resources. 

4. Tax or tuition revenues cannot be increased. 
5. Increased ticket revenues and additional booster club fundraising efforts will meet with 

significant public resistance. 
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6. The state athletic association has indicated these business associations do not constitute a 
violation of amateur status regulations. 

7. There will be no cost to the school or district to enter into a corporate sponsorship. 
 

Definition 

For this course of study, Corporate Sponsorship is defined as a business marketing strategy 
wherein one or more corporations provide resource support for an athletic program in exchange 
for enhanced public relations and heightened visibility.  Below are examples that may help 
achieve both corporate and school objectives: 
 

1. Designation as official business partner or sponsor for a school, school district or state 
association in return for cash and expenses. 

2. Designation as official business partner or sponsor for a school, school district or state 
association in return for enhanced public image, player uniforms and supplies or 
contest equipment. 

3. Designation as a business education partner (tutoring, volunteer coaches, technical 
expertise) in return for increased visibility and community good will. 

4. Designation as exclusive tournament sponsor in exchange for advertising, signage, 
banners and cash. 

5. Designation as exclusive food/beverage business partner for vending and over-the-
counter sales in return for up-front cash allocations and graduated sales profits. 

6. Exclusive rights to gymnasium or stadium corporate signage display opportunities in 
return for seasonal or annual fees.  

7. Exclusive rights to gymnasium or stadium corporate banner display opportunities in 
return for seasonal or annual fees. 

8. Guaranteed corporate recognition on electronic message boards, scorer’s table signage 
or public address announcement in return for seasonal or annual fees, contest passes, 
parking passes and access to hospitality facilities. 

9. Guaranteed corporate logo recognition on uniforms, shoes and helmets in return for 
annual fees and/or equipment donated without cost. 

10. Advertising in contest programs in return for seasonal or annual fees. 
11. Advertising on the back of contest tickets in return for annual fees and the costs 

associated with production of the tickets. 
12. Opportunities to distribute merchandise samples or merchandise redemption 

coupons in return for seasonal or annual fees. 
13. Opportunities to display products at contests or tournaments in return for seasonal or 

annual fees and expenses. 
14. Guaranteed exposure during radio and television coverage in return for seasonal or 

annual fees. 
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Governance Board Authorization 

For most secondary schools, this method of funding is a significant change in operating 
procedures that mandates thorough discussion, investigation and community input.  As a primary 
governance and regulatory consideration, public and private schools will need to comply with 
state activity/athletic association prohibitions against advertising or support by tobacco or 
alcoholic beverage companies (or their subsidiaries).  

In addition, before seeking corporate support, it is imperative that athletic administrators and 
principals request and obtain authorization from senior administrators and the school district or 
private school governance board.  

 

Resistance To Corporate Sponsorship 
Among some concerns and issues that will need resolution are the following: 

1. A philosophic belief that educational programs, including athletics, should be funded by 
tax or tuition funds in conjunction with ticket revenues or booster club fundraising 
efforts. 

2. Fears that corporate influence will impact the curriculum, instructional program or daily 
school and athletic department operations. 

3. Allegations of monopoly because of exclusive contractual agreements. 
4. Health concerns about the tendency of high school students to select soft drink and 

confections over more nutritional choices. 
5. Ethical concerns about underpaid labor during the manufacture of athletic shoes and 

uniforms. 
6. Concerns about amateur status violations if athletes receive equipment from athletic 

uniform and shoe companies as part of the corporate sponsorship. 
7. Creation of elitist or “select” teams with resultant assertions about undue influence and 

de-facto recruiting.  In this regard, athletic equipment manufacturers are quite open and 
candid about their interest in sponsoring “only the best” teams.  Moreover, while a few 
girls’ teams have received these sponsorships, the great majority have been boy’s teams.  
This inequity may also raise some other issues related to Title IX.  In this regard, the 
school may be required to shift budget funds or seek additional booster club resources to 
achieve equity for the un-sponsored girls’ team. 
 

Business and Educational Considerations 
Developing a School District Advisory Team -- Once approval has been received from a school 
or district governance board, it will be necessary to assign a planning and oversight committee to 
represent and protect the educational and financial interests of the school or district. To ensure 
educational compatibility, and to address the business concerns of the school district, 
representatives of various educational and community interests should be included.  Potential 
members include: 

1. The school or school district legal counsel. 
2. A senior school or school district administrator (assistant superintendent, principal). 
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3. The school or district athletic administrator. 
4. Representative coaches. 
5. The school or district business manager. 
6. A school or school district accounting staff member. 
7. A booster club member with extensive business network associations. 
8. Business-education partners (e.g., student intern supervisors, work-learn supervisors). 

 

Cautions and Considerations 
 

Prior to permitting coaches or booster clubs to move forward with seeking corporate 
sponsorships, an important task is creating a list of approved companies or individuals with 
whom the school feels it is appropriate to interacts.  
 
This will require the administrator to screen/evaluate companies to determine--in advance of any 
communication--which companies will be given access to coaches and booster clubs.  In creating 
this list, criteria and areas to be evaluated include: 
 

1. The company’s “fit” with school and fundraising philosophy. 
2. How easy the fundraiser will be to conduct. 
3. How much money could be generated. 
4. Is the school already in an exclusive agreement with a company, advertiser, etc. that will 

preclude utilizing the services of a specific company (for example, if the school is 
involved with a soft drink company and wants an agreement for a sports drink, does the 
current agreement with the soft drink company preclude an agreement with another 
company for any type of beverage?). 

5. Information related to the company’s financial dealings from Better Business Bureau, 
National Federation, or NIAAA. 

6. What is the percentage of profit splitting between the company and the school/group  
7. Information obtained related to company practices (i.e., is the company up-front and 

ethical, has it engaged in dishonest activities?). 
8. Is the company a subsidiary of a parent company dealing with sale of alcohol, tobacco, 

certain types of magazines, etc.  As an example, Oscar Mayer is owned by Kraft . . . 
which is owned by the Phillip Morris tobacco company. 

9. Does the company utilize overseas sweatshops, etc. 
 
It is very important that, rather than move from sponsor to sponsor each year, the school develop 
consistency in which companies they use.  This permits building a relationship with a 
company/companies who will grow from year to year as this facilitates “giving and taking” 
needed in a mutually beneficial relationship. 
 
Another important consideration is the fact that corporations will want as much in return as they 
can get.  Do not presume that corporate funding will actually be obtained at no cost to the school 
or district. Instead, determine in advance how much the sponsorship will cost in terms of 
advertising, banner or signs, tickets to games, etc.   
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During the negotiations process, be cautious of what you agree to give away.  It is possible that 
the fulfillment costs can nearly reach, or actually exceed, what you receive in funding from the 
sponsor. 

 
In addition, when negotiating, keep as much control as you can.  For example, attempt to:  

 
1. Maintain the flexibility to determine the types of foods and beverages sold in vending 

machines (i.e., sports drinks, water, fruit-flavored drinks, juice, etc.) as well as product 
sizes.  

2. Have control over the number of machines and their placement.   
3. Establish time restrictions on when vending machines are operational.  
4. Related to donations or sponsorship monies, those that are non-specified for a particular 

purpose are preferable due to flexibility (i.e., “to be used to support the school’s athletic 
programs,” rather than “to be used to purchase football uniforms”). 

 
Identifying Potential Corporate Sponsors -- The number, range and type of school or school 
district needs will determine the size and number of potential corporate partner(s) that should be 
considered.  Local companies and merchants may provide financial support for a limited number 
of expendable materials and supplies. In addition, smaller companies may also provide support 
with in-kind contributions of sports equipment, remodeling projects or booster club supplies 
(e.g., cups, napkins, plastic-ware, and paper plates). Conversely, corporations of national scope 
may be able to provide capital funding and program-wide support, especially for large school 
districts. In the latter case, sponsorship has greater potential for success when the nationwide 
corporate headquarters or regional offices are located within the same city or state. Examples 
follow: 

 

Local Business Sponsors National Business Sponsors 
1.  Local insurance companies    1.  National petrochemical companies 

2.  Local sporting goods vendors   2.  National grocery chains  

3.  Local soft drink bottling companies  3.  National insurance companies 

4.  Local t-shirt companies   4.  National soft drink conglomerates 

5.  Local appliance sales companies   5.  National telecommunications companies 

6.  Local fast-food companies   6.  National athletic equipment companies 

7.  Local super markets 

8.  Local financial institutions 

9.  Local car dealers 
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Examples of national corporations who have sport sponsorship budgets of $500,000 or more:   
• Coca Cola Bottling Company, McDonald’s, Super 8 Motel, Target, Subway, and Speedo   

Local organizations with sports sponsorship budgets over $2,500: 
• Banks, sporting goods stores, and radio stations     

 
 
 
 
Corporate/business sponsorship ideas: 

 
• Try to get anything and everything of value donated (money, products, services) 
 Never pay for anything you can get for free or at a deep discounted price 
 A local printer may print your program or tickets 
 A local water company may donate bottled water 
 A sporting goods store may donate equipment or supplies  

• Barter or trade for things you need (give tickets to games or events or advertising for 
cash, services, supplies, equipment, etc.)  

• Ask local businesses or fans to match donations made to your program or match funds 
that are raised (car dealers, soft drink bottlers, insurance companies, grocery stores, etc.).  

• Also consider seeking matching funds from national organizations such as Xerox, Kodak, 
Avon, Hallmark, airlines, oil companies/refineries, Revlon, Spiegel, etc.  

• See if you can get a local business, organization, or individual to underwrite the expenses 
of your program and possibly provide additional resources as well. 

• Check to see if local stores or retailers have programs that support youth education: 
 Safeway and similar grocery stores offer programs whereby the shopper registers 

his/her shopper’s card with the store and a percentage of the cash register sales go to 
the school.  

 Bashas – gives 1% of shoppers’ cards purchases to any non-profit organization 
designated by the shopper.  The amount earned is deposited into the school’s bank 
account periodically.   

 Macy’s -- provides for sales of a card giving a percentage savings at the store on a 
given day.  Submit an application indicating what the organization’s mission is with a 
copy of the school’s 501(c) 3 letter.  They give you tickets/cards to sell.  The charity 
gets to keep the $10 selling price of the card.  Macy’s also sell the tickets/cards in 
their stores and this money is divided among the charity groups. 

 
Corporate Goals 

Sport sponsorship is consideration that is usually coordinated with other marketing tactics in 
order to achieve various goals such as:  

1. Enhanced sales 
2. Enhanced market share 
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3. Enhanced public relations (due to cash, equipment donations) 
4. Enhanced corporate image (cause support with cash or equipment) 
5. Enhanced product visibility 

 

The type of business and product(s) marketed, coupled with the corporation’s target audience, 
may provide insights to school leaders as to the types of advertising and promotional activities 
that are of greatest interest to potential business partners.  Examples follow:  

 
                                          
 

Advertising Media of Greatest Perceived Value 
 
Insurance      Petrochemical  Grocery  Soft Drink 
Company   Company   Chain   Company 
Television   Television   Newspaper  Television 

Radio    Radio    Direct Mail  Radio 

Magazine   Newspaper   Radio   Outdoors 
advertising 

Newspaper   Direct Mail   Magazine  Newspaper 

 

                                                                 Target Audience 
 
Insurance      Petrochemical  Grocery  Soft Drink 
Company   Company   Chain   Company 
Married couples  Males with high school Married couples Both genders 
Ages 25-54   education   with emphasis on Ages 12-34   
        females  

       

Note that the preferred media and target audience may vary as a function of the influence of a 
larger, national corporate marketing philosophy.  For this reason, research of these factors is 
strongly suggested prior to submission of a proposal. 

 

Sponsorship Potential 
 

As a marketing tool, sport sponsorship is ranked among the highest impact methods by corporate 
sales and marketing specialists. However, corporations typically designate only 6%-10% of their 
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annual marketing budget for sport sponsorships. With numerous competitors at the collegiate 
level, high schools and school districts that can offer several marketing opportunities of 
particular interest to potential sponsors have significant advantage. 

Because the number of schools seeking sponsorships is increasing, the importance of researching 
the potential sponsors’ objectives and preferred marketing tools cannot be overstated.  
Recognizing the wide range of corporate sponsorship objectives and the variable promotional 
activities preferred, athletic administrators may wish to focus on product-exposure opportunities 
of greatest interest to the potential business partners along with those marketing resources over 
which they have direct control or control through a second party.   

                                         
 

Sponsorship Solicitation Methods 
When schools or districts have focused or limited needs, sponsorship may be achieved with 
informal proposals that request assistance from local business leaders in return for an expectation 
of improved sales, product visibility and community good will.  In some cases, a formal proposal 
format may be required. 

Informal Local Methods -- For local business leaders, informal discussions and feasibility 
explorations may initially be conducted by members of the school-community.  Ideally, these 
individuals would have well-established business networks.  Included in this group might be 
booster club members, athletic administrators, school-district administrators or educational-
business partners.  These discussions may be followed by written proposals citing district or 
school needs. 

Formal Methods Including Requests For Proposals -- National companies usually require more 
formal proposal formats with specific components that must be addressed in detail and with 
specific data.  For larger schools or districts with extensive needs, a more formal solicitation 
method is required. These proposals must clearly cite school or district needs and the various 
marketing techniques that can be made available to a corporation.  

If a large school district can offer a significant number of marketing exposures, product 
visibility, good will or exclusive sales opportunities, a “Request for Proposals” (RFP) may also 
be used.  This document specifies a range of benefits to be derived by the business partner in 
return for various financial or resource considerations.  This document should be broadly 
distributed to local, state or national corporations and their local or regional offices.  (See 
Appendix 17) 

 
Proposal Delivery and Routing 

Once the written document is prepared, it should be distributed to one or more of the following 
corporate executives. 

1. Sales manager 
2. Public relations director 
3. Community relations director 
4. Marketing director 
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5. Advertising director 
 

Note that the titles and functions of the corporate executives listed above clearly illustrate the 
business objectives that will ultimately be considered in determining whether the cost/benefit of 
a high school sponsorship is a worthwhile investment. Sales volume, market share, public good 
will and product-visibility are objectives that vary with the size and scope of the corporation. 

Note also that these business leaders may be isolated from immediate contact by secretaries or 
receptionists who screen calls or correspondence.  For this reason, informal personal contacts 
and feasibility explorations with key executives can be helpful in focusing the proposal contents 
and in defining the most advantageous routing for the proposal at the time it is submitted. In this 
regard, booster club members with business contacts or cooperating business/education partners 
may be able to provide insights or informal contacts that can be of significant assistance. 

 
Proposal Contents 

It is important to be brief but it is imperative to address the interests of the potential corporate 
sponsor.  In this regard, the following corporate interests should be addressed in detail: 

1. Exposure Opportunities   -- Specify the opportunities for signage, banners, score-board 
displays, scorer’s table displays, programs and/or ticket advertising that will be available 
for a season or a school year and for all boys and girls games.  Cite the number of 
gymnasia, play dates and the average attendance for all games. 

2. Sales Opportunities -- Cite the average number of vending machine sales and/or bulk 
sales (over the counter) for all beverage and food stuffs.  

3. Advertising Opportunities -- Indicate the number of opportunities available to distribute 
redemption coupons in contest programs, newsletters, and as part of a contest ticket stub.  

4. Radio and Television Exposures -- Cite the average number of radio and television 
coverage expected for all boys and girls contests for the school year. Cite the geographic 
areas covered by each media outlet. 

 
Proposal Format 

In addition to the above, school leaders should employ the following strategies. 

1. Cite individual component costs or packaged component costs for various marketing 
exposures. 

2. Be brief but cover all points of interest – especially if the corporation has a defined 
format that must be followed when submitting a proposal. 

3. Follow the format required by the corporation and provide substantive data to illustrate 
the potential benefits of sponsorship. 

4. Highlight each section title with bold type.  Use a larger font size for section titles.  
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Decision Time Frame 

Most local and national corporations cite an average of two to six weeks as an anticipated time 
frame for the decision making process.  This will largely depend on the number of reviews or 
levels of review required by the business leadership. Other factors that may create variance from 
the expected time frame are whether the proposal is a new request, a modification to an existing 
contract, or a contract renewal request. In this regard, a probable decision date should be 
identified when the proposal is submitted.  Follow-up calls are acceptable in order to ensure the 
proposal was received by the proper reviewing authority and that adequate information was 
included.  Follow-up calls near the end of the identified decision time frame are acceptable but 
should not be pursued excessively. 

Follow-Up 
If successful in achieving sponsorship, follow-up is strongly suggested.   

1. Send an immediate letter of thanks.   
2. Host periodic luncheon meetings to report on the positive effects of the sponsorship. At 

this same time, ascertain the level of satisfaction of the corporate leaders. If minor 
dissatisfactions are identified, institute remedial plans before the problem achieves major 
proportions.   

3. Provide corporate executives with complimentary tickets to games and tournament, with 
preferred seating and parking.   

4. Send an end of the year thank you letter.  Mention suggestions for improvement and 
express your hopes for future sponsorship. 

 

In addition to the above, extend the following courtesies and good will measures:   

 

5. Publish the names of business partners in the contest program along with expressions of 
gratitude. Make similar announcements on the public address system. 

6. Publish an open letter of thanks to all donors in the local newspaper. 
7. Send letters of thanks initiated by the superintendent, president of the governance board, 

principal, president of the booster club and athletic director. 
8. Present a plaque designating the corporation as an official educational partner. These 

presentations can have significant effect if presented during an executive session of the 
corporate board.  These presentations can be especially effective if presented at a 
recognition dinner. 

 
If not initially successful, send a letter of thanks to all corporations to which proposals were 
submitted.  Thank the business leadership for an opportunity to be considered and express hope 
that future consideration may be given to developing an educational partnership and to assisting 
the students and families of your school or district. 
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Naming Rights 
 

Naming rights is the term used when, in exchange for a specific amount of money over a specific 
time frame, something (a building, stadium, classroom, locker room, etc) is named after, or in 
honor of, a person, corporation, business, etc.  For example, if a school district or high school 
receives a significant amount of money from "John Smith Company" to pay for the building of 
or renovation of a football stadium, that stadium will be called the “John Smith Memorial 
Stadium.”  But, naming rights don't always involve money.  Naming rights can be used as a way 
of honoring a long-time administrator, teacher, or even a long-time supporter of the school or 
district’s sports or educational endeavors.  
 
Large corporations and businesses may be interested in naming rights for invitational 
tournaments, gymnasia, field houses, stadiums or other athletic facilities.  Naming rights are 
primarily used in the highly visible and heavily used parts of buildings and/or fields as well as 
special events, programs, or facilities.  Sports-related areas may include: plazas, auditoriums, 
locker rooms, diving platforms, basketball or tennis courts, a weight room, or a coach’s office. 
 
However, a school does not need to limit naming-rights options strictly to athletic areas.  
Consider naming rights for special school events, programs, or other school or district facilities.  
Highly visible non-athletic areas include the cafeteria, library, computer labs, or perhaps an 
auditorium stage. 
 
Formal media releases to announce this opportunity can be especially productive when 
considering new construction or major remodeling projects.  Informal discussions instituted by 
booster club members or business associates can be extremely helpful in this instance. 
 
As was the case of corporate sponsorship, naming rights will be a new concept for most school 
or district governance boards and will require a full discussion of issues in a public forum. 
 
How to make naming rights work for you: 

 
1. Corporations/businesses are interested in naming rights of facilities with high traffic and 

high visibility. 
2. Offer annual sponsorships of specific school areas with fees ranging from inexpensive 

($200) to expensive ($1,000 and up). 
3. Provide a plaque to the donor and place another in a conspicuous location in the area 

being sponsored. 
4. Try to have the plaques and decals donated. 
5. Be creative and use non-traditional areas or school district properties.  For example, a 

Dallas, Texas, High School is directly underneath the Dallas International Airport's flight 
path.  Realizing the visibility potential, the high school entered into a lucrative ten-year 
deal with Dr. Pepper to place the Dr. Pepper logo on the school’s roof, where it can be 
seen by air travelers. 

6. Consider selling logos of local or national businesses on your gym floor. An Omaha, 
Nebraska school district made plans to replace a high school gym floor with one featuring 
up to ten corporate logos sold at $10,000 each. 

7. Consider the sponsorship of an individual football or basketball game. 
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Naming rights work well for non-public schools as well.  An example of a successful naming 
rights campaign occurred at a private parochial school in Phoenix, Arizona, where the school 
raised $5 million to build a performing arts center and $250,000 for its library. The naming rights 
costs for classrooms, its dance center, and other rooms ranged from $25,000 to $50,000 each.  
Individual auditorium seats in the performing arts center were also sold for $5,000 each and have 
a small plaque inscribed with the donor's name on the armrest. 

 
Factors to be Considered 

 
1. Ethical history of the corporation or individual for which the facility might be named. 
2. Avoidance of alcohol, gambling and tobacco identity. 
3. What subsidiary corporations are parts of a conglomerate?  Food conglomerates may also 

own or manage alcohol and tobacco companies. 
4. Is the corporate support gift: 

a. a seed gift to be matched with other contributions or school funds? 
b. a funding partnership with the school district or booster club? 
c. a total grant for construction or remodeling? 

5. Will the school or school district be expected to incur costs for construction estimates? 
6. Will the school district need to take this proposal to referendum in order to fund its share 

of the total cost? 
7. Can any school or district costs be placed in the annual school or district budget without 

negative impact on other programs? 
8. Is an open community hearing on the plan needed (e.g., traffic impact, parking and 

pedestrian traffic in nearby neighborhoods, noise, litter, etc.)? 
9. What marketing obligations are inherent in the naming consideration?  For what length of 

time will the obligation continue? 
 
Other considerations include: 

 
1. Determine in advance how much you will charge to name a classroom, an auditorium, 

stadium, etc. 
2. Do not sell things too cheaply.  

a.   When determining the prices to charge, don’t forget to factor in fulfillment costs, such 
as advertising (i.e., the cost of a page in your program), banners, signs, and plaques 
for donors, etc.   

3. Consider a time frame for naming rights (i.e., name a classroom for five years only). 
Although naming rights with specific time frames may result in less revenue than 
indefinite naming rights, they provide more selling opportunities in the future.  

4. Consider future costs related to inflation and similar costs (i.e., increases in the price of 
gasoline, steel, etc.) when determining amounts to charge for naming rights of major 
construction projects. 

5. Have an “Out” clause in your legal agreement that states that the school district has the 
right to "take" the name away if there is an incident that is embarrassing or damaging to 
the school. 

6. Be sure, before signing any agreement, that it is clear that the donor:  
 a.  Will not be involved in the administration or direction of your athletic program 
 b.  Will not be involved in staffing or coaching decisions  
 c.  Will not have a say in how the gym, field, etc. will be designed or built. 

7. The contract should also cover what will occur should the donor back out of the 
commitment. 
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