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Introduction: 
 
According to Fulks (2016), athletic donations account for 19.9% and 22.5% of generated revenue at Football Bowl 
Subdivision (FBS) and Football Championship Subdivision (FCS) institutions respectively. More specifically, the 
median annual contribution was $9,531,000 for a FBS school and $909,000 for a FCS institution. Along with ticket 
sales revenues, donations and cash contributions represent the primary sources of revenue for college athletic 
programs (Fulks, 2016). Due to the importance of this revenue stream, understanding donor behavior is a timely and 
important issue for university stakeholders, college athletics administrators, and sport researchers. A number of 
empirical studies have examined what motivates individuals to donate to a college athletic organization. For 
example, Gladden and colleagues (2005) contend the primary motivation for individuals to donate to a university’s 
athletic program was “to support and improve the athletic program” (p.25). Additional individual motivating factors 
have included: a desire for better tickets, supporting student-athletes and their alma mater, and previous athletic 
success (e.g., Baade & Sundberg, 1996; Gladden et al., 2005; Ko et al., 2013; Shapiro & Ridinger, 2011; Stinson & 
Howard, 2007, 2008; Wanless et al., 2017). It should be noted, however, that the motivations and factors identified 
in prior studies have centered primarily on populations consisting of older, college-educated individuals who have a 
previous connection to their respective institution. As a result, the younger population, specifically students currently 
enrolled at a given institution, has largely gone unexamined.  
 
Purpose: 
 
To address this gap in the literature, the present study seeks to explore: (1) current students’ understanding of and 
intentions to join their university’s athletic fundraising organization (UAFO); (2) if differences exist in students’ 
understanding of and intentions to join their UAFO based on the type of athletic conference in which their 
university competes [i.e., Power Five (P5) vs. Group of Five (G5) vs. FCS schools]. 
 
Methods and Initial Results: 
 
A self-administered online questionnaire was disseminated at six universities: (1) two large, Power Five conference 
Division I universities; (2) two midsize, Group of Five Division I universities; and (3) two FCS Division I 
universities. Employing one-way Analyses of Variance (ANOVAs), our initial results suggested that there exists a 
significant difference in the extent to which students are aware that the UAFO existed (p < .05). More specifically, 
students from the Power Five school were much more aware of the UAFO existed than their Group of Five and 
FCS counterparts. Additionally, students’ intention to join their school’s UAFO was significantly less for Group of 
Five and FCS institutions when compared to their Power Five counterpart (p < .05). Data collection and analyses 
are currently ongoing. 
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Implications and Discussion: 
 
Taken together, our initial findings suggest that in order to attract students to join the UAFO after graduation, these 
entities should focus on: (1) educating current students about the role of the UAFO within intercollegiate athletics; 
and (2) fostering and strengthening relationships with members of the university’s student booster organizations. 
Complete descriptive statistics, salient findings, and implications for athletics administrators, fundraising personnel, 
and university stakeholders will be discussed. 
 
References: 
Baade, R.A., & Sundberg, J.O. (1996). Fourth down and gold to go? Assessing the link between athletics and alumni 
giving. Social Science Quarterly, 77(4), 789-803. 
 
Brunette, C., Vo, N., & Watanabe, N.M. (2017). Donation intention in current students: An analysis of university 
engagement and sense of place in future athletic, academic, and split donors. Journal of Issues in Intercollegiate 
Athletics, 10, 78-100. 
 
Fulks, D.L. (2016). 2004-2015 NCAA revenue and expenses of Division I intercollegiate athletic programs report. 
Indianapolis, IN: National Collegiate Athletic Association. 
 
Gladden, J.M., Mahony, D.F., & Apostolopoulou, A. (2005). Toward a better understanding of college athletic 
donors: What are the primary motives? Sport Marketing Quarterly, 14(1), 18-30. 
 
Humphreys, B.R., & Mondello, M. (2007). Intercollegiate athletic success and donations at NCAA Division I 
institutions. Journal of Sport Management, 21(2), 265-280. 
 
Ko, Y.J., Rhee, Y.C, Walker, M., & Lee, J. (2013). What motivates donors to athletic programs: A new model of 
donor behavior. Nonprofit and Voluntary Sector Quarterly, 43, 523-546. 
 
Shapiro, S.L., & Ridinger, L.L. (2011). An analysis of donor involvement, gender, and giving in college athletics. 
Sport Marketing Quarterly, 20(1), 22-32. 
 
Stinson, J.L., & Howard, D.R. (2007). Athletic success and private giving to athletic and academic programs at 
NCAA institutions. Journal of Sport Management, 21(2), 235-264. 
 
Stinson, J.L., & Howard, D.R. (2008). Winning does matter: Patterns in private giving to athletic and academic 
programs at NCAA Division I-AA and I-AAA institutions. Sport Management Review, 11(1), 1-20. 
 
Wanless, L., Pierce, D.A, Martinez, J.M., Lawrence-Benedict, H.J., & Kopka, N. (2017). Best practices in athletic 
donor relations: The NCAA Football Bowl Subdivision. Journal of Applied Sport Management, 9(3), 24-37. 
 


