
Contemporary Trends in 
Supplemental Fund-Raising 

 
The Contemporary Economic Climate 

 
The contemporary economic climate has necessitated supplemental fund-raising at all levels of 
amateur sports 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, severe cuts in sports 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 sports programs. 
 
In the following sections, an overview of programs, problems and resolution 
strategies will be presented as an introduction to various methods of supplemental 
fund-raising. 
 
Participant Fees and Costs 
 
Among the most commonly implemented revenue producing measures is the practice 
of assessing an annual user fee for participation at any level of competition.  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 fund-raising. 
 
Additionally, many high school directors and coaches have worked to supplement 
sports revenues through school and community fund-raising and outreach programs.  
This activity has 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. 
 
Four Models of Fund-Raising 
 
In addition to instituting or increasing participant fees, four fund-raising models are in 
common use throughout the nation.  These are: 
 
1. Support Group Activity 
2. Vending and Food Sales 



3. Spirit and Household Utility Item Sales 
4. Outreach Other Than Corporate Support 

 
 

Model 1  
Support Group Activities 

(Booster Clubs) 
 

Contemporary case law findings and Office-for-Civil Rights decisions strongly 
indicate the need for comprehensive fund-raising activities that work to equalize the 
total funds and resources available for girls and boys sport teams. 
 
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 (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. 

 
Booster Club Approval 

 
The expertise of parents or alumni who are employed in management, sales, 
advertising or other business professions can be of genuine value when organized as a 
support group.  Important as a first step is official authorization to develop this type 
of affiliation by the local board of education or governance board.  Once approved, a 
policy-making board of control should be established for the organization.  The 
membership of the leadership body must include the athletic director or a school 
administrator and parents of girls and boys sports programs.  Also included may be 
alumni representatives and business advisory leaders.  
 
Inherent in school district approval should be a required constitution and set of by-
laws to guide and focus the activities of the booster club. School officials and the 
board of control should establish the constitution and by-laws to describe the function 
of the club, the mechanics of policy-making for the club, a meeting schedule and the 
rules of order for conducting meetings.   
 
A fundamental purpose of the booster club constitution is to specify the club’s role in 
supplemental fund-raising as contrasted with policy and personnel decisions that are 



the responsibility of the school administration. State law generally mandates 
personnel matters as school responsibilities.  However, in some areas, legislation may 
mandate direct parent involvment in advisory and site-based management roles.  
 

All-Sport Booster Clubs 
 

As suggested earlier, recent court cases and OCR findings strongly indicate a need for 
supplemental fund-raising activities that respond to the financial needs of all girls and 
boys sport programs.  If separate sport booster clubs are authorized, a school or 
school district oversight plan must be initiated to ensure that all clubs have equal 
abilities to raise funds, improve or expand facilities and acquire advertising 
commitments.  Obviously, this is a very difficult challenge for the school 
administrator who has the task of informing parents that their hard work is 
appreciated but will need to be expanded. 
 

Strategies For Developing All-School Support Groups 
 

When considering development of an initial support group in a school or district, 
administrative support should be obtained to include a clear directive requiring all 
proceeds be used for general enhancement of the entire athletic program.  In this 
regard, equity principles and compliance benchmarks described in Title IX of the 
Education Amendment Act of 1972 must be used to guide fund raising efforts and 
resource-allocation decisions. 
For existing support groups, the school or district legal counsel should be consulted 
and asked to research recent case-law and OCR decisions in this area. The attorney 
may also assist by explaining the implications of lengthy investigations, punitive 
damage awards and mandated immediate settlements of significant cost.  
 
The Federal law interpretation, case law decisions and OCR directives can be used as 
a justification for combining separate sport clubs and their fund-raising outreach.  
Often, profitable advertising for radio broadcasts or graphic displays in contest 
programs are of concern because local vendors only want to sponsor high-visibility 
sport programs such as football.  To respond, some schools have placed the 
photographs of all girls and boys sport teams in a game program including those of 
highest interest to the local merchants. 
 
Because of Title IX and philosophical considerations, when booster clubs have raised 
funds for a specific project (e.g., a new lighted baseball diamond) school officials 
have asked the booster club to conduct similar activities for a lighted softball facility.  
In some cases, the funds raised for the baseball diamond have been split between 
softball and baseball with the school district subsidizing the remaining costs for both 
programs through budgetary allocations or a community referendum. 
 
 
 
 



Booster Club Activities 
 

In the following sections, booster club fund-raising activities are defined that allow an 
athletic administrator to redirect funds within an existing budget or to augment an 
existing budget. 

 
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. 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. 
 
Advertising Issues 
 
In considering 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.  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  
 
Parent members of booster clubs are often willing to volunteer their services as ticket 
sellers, ticket takers, public address announcers, concession sales agents, food 
preparation workers and contest workers (scorers, timers, spectator supervisors).  
These unpaid helpers present potential cost-saving opportunities for athletic directors 
who may be able to request funds budgeted for these salaries be used elsewhere 
within the budget.  However, important factors must be considered in several 
instances. These include: 



 
1. The local collective bargaining agreement 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. 

 
2. 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. 

 
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 fund-raising, 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.  
 
One case of food poisoning can destroy the effect of the fund raising 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. 
 
 
 
 



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.   
 
These include: 
 
1. Fun-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 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. 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. 

 
3. Consignment Re-sales  These events can be profitable if timed properly and if 

certain items are featured such as youth sports equipment. Along with date 
selection and adequate publicity, considerations include: 
a.    Adequate display space, ease of access and adequate parking 
b. Determination of the profit margin for the school athletic department and the 

consignee. 
c. Insurance for the event. 
d. Publicity for the event 
e. Workers to staff the event for up to a ten hour period. 

 
4.    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. 

 
4.  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 blind auctions as fund-raisers. 

 
7.  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. 

 
8.  Raffles  These fund-raisers 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. 

 
9. 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 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. 



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

Distributors  In these activities, a soft drink distributor, super market owner and 
restaurant manager may designate a period of time during which a percentage of all 
soft-drink sales and / or food 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. 

 
11. 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. 

 
12. Telephone Card Sales  Many families have dropped their long distance service in favor 

of purchasing monthly long distance calling cards with various minute values.  
These cards can be sold with excellent profits to the families of currently enrolled 
players and to other families with college-aged children. 

 
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.  In addition, the 
distributor may be willing to pay a fee for the return of cans and plastic products. 
 

     Model 2 
Market Days and Vending Sales  

 
This model entails fundraising from 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. 
 
“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. 
 
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. 
 
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 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.   
 

Model 3 
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. 
 

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. 

Problem Areas 
Figure 7 outlines a number of general issues and potential problems that must be 
considered when considering items sales as a fund-raising endeavor. 
 

Figure 7 
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. 

 
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 and measures Fund-raising 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 fund-raising product to 
similar items sold in grocery stores and other 
outlets. 

 
Injury and Loss Legal Issues 

 
In the event of injury or loss by a fund-raising participant, whether sponsored by school 
personnel or a booster club, certain liability issues must be considered.  These are: 
 

1. Who is the actual sponsor of the activity?  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 fund raising effort? 
4. In the event of injury or loss: 

a. What was the age(s) of any persons injured during the fund-raising 
activity? 

b. What directions, training or orientation was given to sales personnel? 
c. Were sales personnel pressured into participation? 
d. What supervision was needed and provided for minors? 
e. What conditions or dangers were inherent? 
f. Was the incident foreseeable? 
g. Did the injury occur on school property? 
h. What was the proximate cause of the injury? 

 
 



 
 

Model 4 
Outreach Efforts Other Than Corporate Support 

Individual donors, alumni-outreach, endowment funds, trusts and estate gifts should also be 
considered in the larger context of financial support.  The value of booster club networks in 
this area cannot be overstated.  Clearly, articulate statements of need must be delivered and 
this is where access to trust fund boards, service clubs and alumni organizations can be 
invaluable. 
 

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 fund-
raising 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 fund-raising 
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 fund-raising 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.  
 

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.  
 

Individual Donor Outreach Strategies 
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. 

 
 
 



Outreach to Individual Donors or Corporations 
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 
d. The closing 

3.  Key Points 
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 fund raising initiative. 

3. Make you own personal commitment or pledge in advance of the meeting as it 
may come up in the discussion. 

4. Learn the historic background of this fund-raising effort.  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 (general terms ($100s, $1000s, $10,000s, 

etc) 
g. What might appeal to the prospect? 

6. Make the appointment by personal telephone call. Request a 30-45 minute 
meeting. 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 including the golf course, donor’s office, 
home or at a restaurant for lunch or breakfast. 

8. Do NOT solicit a donation on the phone. 
9. Determine who, if anyone, 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 prospects frequently ask. 
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 
Planning to request 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. Work toward starting an enduring relationship with the first meeting.  Attempt 

to set the tone for a second or more meetings. 
 
The Presentation 
 

1. Demonstrate enthusiasm and endorsement of your project. 
2. Present written material and review briefly. Don’t read it to them. 
3. Indicate various gifts, approvals 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). 
 



Negotiations and Donor Options 
 

1. Given any information as to the potential donation capability of the prospect: 
 

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 (“everyone calls on me”, objections to the 
institution, the program, past experiences).  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 will 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.) 

q.   I object to your organization. (With input and gifts from people such as 
yourself, we can redirect our efforts while also achieving our 
objectives.) 

r.   Need to discuss it with (accountant, lawyer, 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 3 – 5 year period; 

combinations of gifts (stock, bonds, 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 them 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, the number of gifts solicited.) 

4.   I understand that your organization already has a large endowment. (Indicate 
the limitations in interest withdrawal – usually 5%.) 

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 8 outlines these 
donation vehicles and describes their advantages. 
 

Figure 8 
 

Planned Giving Vehicles 
Type of Gift   Advantage To Donor Advantage To Recipient 
 
Outright Gift   100% deductible from  Immediate access. 
cash, securities,  income. 
real estate. 
 
Bequests   Donor retains control  Receives a gift that may 
Anything   until date of death.  not have been available 
owned at time       through any other form of 
donation. 
of death. 



 
Gift Annuity   Guaranteed fixed income. Minimal administrative transfer 
work 
    Income tax deduction.  Immediate cash from the 
annuity. 
 
Charitable Remainder  Fixed income.   Assured future resources. 
  
Annuity Trust   No capital gains tax on 
    gift. 
 
Revocable Trust Trust available if needed Provides gifts not otherwise 

     available. 
 
Charitable Lead Trust Allows lead gift to  Immediate cash value or 

investment 
 initiate a fund drive  value. 
 without taxation 
 
Life Insurance Income tax deduction for Face value at death. 
 value of gift. 
 Premium payments are 
 deductible as a gift. 
 Large future gift at 
 low cost now. 
 
 
 


