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In 2016, donor contributions represented the largest generated revenue source for all National Collegiate Athletic 
Association (NCAA) Division I subdivisions (Fulks, 2017). However, in an era of decreasing institutional support 
and increasing expenses, athletic administrators are facing pressure to ramp up fundraising efforts even further to 
not only retain existing donors, but also acquire new ones (Wanless, Pierce, Martinez, Lawrence-Benedict, & Kopka, 
2017). In 2015, the NCAA cleared the way for member schools to begin using online fundraising tools (Morales, 
2017). Therefore, one such attempt to cultivate new donors and generate additional revenue is through online 
crowdfunding, which some departments are now using to solicit contributions from a large pool of individuals who 
have often not previously given to the school (Sattler, Morehead, Popp, & McEvoy, 2017). Considering the federal 
tax bill that eliminates an 80 percent tax deduction for season-ticket related contributions takes effect in 2018 
(Smith, 2018), it is even more important that athletic development officers consider new revenue sources, as the 
fallout from this taxation change is yet unknown.  
 
Literature 
 
Sport-based consumer behavior research often focuses on motivation, which suggests that compelling forces drive 
individuals toward certain behaviors (Kotler & Armstrong, 2010). In the current context, understanding such donor 
motivations are of vital importance to athletic administrators as they develop successful fundraising campaigns. 
Previous intercollegiate athletics donor motivation studies have indicated that ticket-related benefits were important 
motivations for athletic donors (Mahony, Gladden, & Funk, 2003; Wells, Southall, Stotlar, & Mundfrom, 2005), 
which represents a transactional motivation for giving (Popp, Barrett, & Weight, 2016). Other motivations may be 
more altruistic (Popp et al., 2016) in nature, however, with donors citing a desire to support and improve the quality 
of the athletic department and helping student-athletes (Gladden, Mahony, & Apostolopoulou, 2005). Stinson and 
Howard (2010) suggest that donors may exhibit both transactional and altruistic motivations over their giving life, as 
many are initially interested in ticket-related benefits, but later appear to be more philanthropically motivated. 
Ultimately, Popp and colleagues (2016) point out that consensus has not yet been reached on whether individuals 
are motivated by transaction or altruism. The desire for deeper understanding and exactness continues, however, as 
Ko, Rhee, Walker, and Lee (2014) recently created a new model of donor behavior, which includes factors of 
philanthropy, vicarious achievement, demonstration of commitment, affiliation, socialization, power, public 
recognition, and tangible benefits. Nevertheless, it is understood that demographic differences are important 
considerations in donation decisions, with previous research focused on donor gender (Shapiro & Ridinger, 2011; 
Staurowsky, 1996; Tsiotsou, 2006), alumni status (Shapiro, Giannoulakis, Drayer, & Wang, 2010; Stinson & Howard, 
2010), previous giving (Bass, Achen, & Gordon, 2015), and sport specificity (Hardin, Piercy, Bemiller, & Koo, 
2010). 
 
Given the nascent status of online crowdfunding in college athletics, the motivations of this donor group have not 
yet been investigated. Findings from a Pew Research Center study (Smith, 2016), as well as research by Sattler and 
colleagues (2017) suggest that crowdfunding donors may be more altruistic in nature. Therefore, the purpose of this 
study is to examine donor motivations for individuals who have donated to athletic department crowdfunding 
campaigns. The Donor Motivation Scale (DMS; Mahony et al., 2003), has been adapted for this study to better 
understand the primary motives of crowdfunding donors and to compare the motives of this category of donor with 
those assessed in previous studies (e.g., Mahony et al., 2003). Two research questions are used for this study: (1) 
What motivations exist for donors who utilize online crowdfunding to support intercollegiate athletics? (2) How do 
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the motivations of online crowdfunding donors compare to previous studies of athletic donor motivation? 
 
Methods 
 
In partnering with NCAA Division I athletic departments that have previously utilized online crowdfunding as a 
development tool, participants are being solicited from databases of documented crowdfunding donors. For 
example, one Football Bowl Subdivision athletic department in the Northeast that has successfully implemented 
dozens of crowdfunding campaigns has provided access to their crowdfunding donors for the online survey. The 
first section of the questionnaire asks participants to respond to various questions relevant to crowdfunding research 
(e.g., how many campaigns they have contributed to; how much money was contributed), as well as demographic 
questions (e.g., gender; education level attained; household income), and the individual’s intent to donate again in 
the future. The second section of the questionnaire is a 49-item scale adapted primarily from Mahony et al. (2003) to 
explore factors related to philanthropy, social reasons, escape, priority seating, business enhancement, tradition, 
current success, future success, community pride, nostalgia, and psychological commitment. Questions were also 
adapted from Ko et al. (2014), to explore another factor related to recognition.  
 
Prior to distribution, the survey was reviewed by a panel of experts, including sport management faculty with 
research expertise in intercollegiate athletics revenue generation and active athletic administrators. IRB approval has 
been obtained for this research and data collection has commenced. Donors are presented with an informed consent 
letter indicating that participation is voluntary and results will be anonymous. Descriptive statistics, results from the 
exploratory factor analysis, and implications for university administrators will be discussed. The results of the 
current study are likely to add to a growing body of donor motivation research by investigating a new and innovative 
model for external fundraising across intercollegiate athletics. Findings may offer important insight for development 
administrators as they work to adapt to the changing landscape of intercollegiate athletic fundraising. 
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