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Summary: 
Healthy School Fundraisers Can Be as Practical 

and Profitable as Unhealthy Fundraisers

Many schools rely on fundra�s�ng act�v�t�es to supplement school budgets and pay for 

equ�pment, mater�als, suppl�es, and events. Unfortunately, many school fundra�sers 

�nvolve the sale of unhealthy foods. A 2000 survey found that clubs, sports teams, or 

PTAs sold food to ra�se money �n 80% of schools nat�onw�de. Of those schools, many 

sold nutr�t�on-poor foods and beverages; 76% sold chocolate candy, 67% sold h�gh-fat 

baked goods, and 63% sold non-chocolate candy. Fundra�s�ng act�v�t�es centered on 

unhealthy food �nclude bake sales; fundra�s�ng events held at fast-food restaurants; and 

sales of sugary dr�nks, ch�ps, and snack cakes out of vend�ng mach�nes or a la carte.

G�ven the r�s�ng obes�ty rates and ch�ldren’s poor d�ets, many schools are recons�der�ng 

whether sell�ng low-nutr�t�on foods �s an appropr�ate way to ra�se money. In 2004, the 

U.S. Congress establ�shed a new requ�rement that all school d�str�cts develop and �mple-

ment wellness pol�c�es that address nutr�t�on and phys�cal act�v�ty by the start of the 

2006-2007 school year. As a part of the�r wellness pol�c�es, many school d�str�cts are set-

t�ng pol�c�es to ensure that schools conduct only healthy fundra�sers.

The �ssue of whether schools should have to ra�se revenue through fundra�sers at all �s 

a quest�on beyond the scope of th�s report. Also beyond the scope of th�s report �s the 

quest�on of whether �t �s appropr�ate to enl�st school ch�ldren as a part-t�me sales force 

for food and other compan�es. Th�s report addresses the current s�tuat�on, �n wh�ch many 

schools are conduct�ng fundra�sers, and recommends that fundra�sers, �f they occur, not 

underm�ne the nutr�t�on and health of students.

Clubs, PTAs, athlet�c departments, school pr�nc�pals, and others may be reluctant to stop 

us�ng fundra�sers they have been conduct�ng for years. Ident�fy�ng and �n�t�at�ng new 

fundra�s�ng strateg�es can be a challenge. However, this report describes many practical 

options for healthy fundraisers available to schools. We also prov�de names and contact 

�nformat�on for more than 60 fundra�s�ng compan�es w�th wh�ch schools can conduct 

health�er fundra�sers (see Append�x A).

Many healthy fundra�s�ng alternat�ves are ava�lable. Many of these are not only pract�-

cal, but also can be profitable. Wh�le schools typ�cally reta�n about 33% of sales revenue 

from beverage vend�ng mach�nes (wh�ch �n many schools are st�ll stocked mostly w�th 

unhealthy products), schools usually keep 45% of sales revenue from product fundra�s-

ers, though the revenue to the school �s determ�ned by the volume sold. In add�t�on, 

many schools have found that they can make as much money through vend�ng mach�nes 

sell�ng healthy snacks and beverages as unhealthy ones.
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ensuring that Fundraising does not undermine children’s health. In the Ch�ld Nutr�t�on 

and WIC Reauthor�zat�on Act of 2004, the U.S. Congress establ�shed a new requ�re-

ment that all school d�str�cts w�th federally-funded school meal programs develop and 

�mplement wellness pol�c�es that address nutr�t�on and phys�cal act�v�ty by the start of 

the 2006-2007 school year. Parents, teachers, pr�nc�pals, food serv�ce staff, health pro-

fess�onals, and others should work together to �mplement and refine school wellness 

pol�c�es to allow only fundra�sers that sell non-food �tems or foods that meet school or 

school d�str�ct nutr�t�on standards (see www.schoolwellnesspol�c�es.org for a model pol-

�cy). The pol�cy also should address school approval procedures for fundra�sers; frequency 

of fundra�sers; and who may benefit from funds ra�sed.

Schools, school d�str�cts, states, and/or USDA should �mplement nutr�t�on standards 

for foods and beverages sold out of vend�ng mach�nes, school stores, a la carte, and 

other venues outs�de of school meals, such as would be requ�red by the nat�onal Ch�ld 

Nutr�t�on Promot�on and School Lunch Protect�on Act. Nutr�t�on standards for vend�ng 

mach�nes and a la carte would address two of the b�ggest venues through wh�ch many 

schools ra�se funds by sell�ng junk food.

It �s �mportant that all foods and beverages sold at and by schools make a pos�t�ve contr�-

but�on to ch�ldren’s d�ets and health. G�ven r�s�ng obes�ty rates and ch�ldren’s poor d�ets 

(only 2% of Amer�can ch�ldren eat a healthy d�et), �t �s no longer acceptable to sell junk 

food to ch�ldren through school fundra�sers. Healthy fundra�sers set a pos�t�ve example 

and support healthy eat�ng by ch�ldren, nutr�t�on educat�on, and parents’ efforts to feed 

the�r ch�ldren healthfully.
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Recommended “Healthy” Fundraisers 
and Fundraisers to Avoid

recommended “healthy” Fundraisers (see table 1)

n	 Walk-a-thons and “fun runs.” Increas�ngly popular, walk-a-thons and 5Ks pro-

mote phys�cal act�v�ty and can ra�se s�gn�ficant funds.

n	 Book fairs. Th�s popular fundra�ser promotes l�teracy wh�le ra�s�ng revenue.

n	 Non-food product sales. The poss�b�l�t�es are endless. Fundra�s�ng compan�es 

help schools sell jewelry, toys, personal care products, plants, candles, and many 

other products.

n	 Scrip/Schoolpop. Scr�p or schoolpop �s a g�ft card for use at local grocery stores, 

cloth�ng stores, coffee shops, or other reta�l stores. Schools purchase scr�p at a 

d�scount from those reta�lers. There �s no added cost to parents, who purchase 

the scr�p for the full face value and spend �t, l�ke a g�ft card, at part�c�pat�ng 

stores.  Schools make money because they get to keep the d�fference between 

the d�scounted pr�ce they pay the reta�ler and the full face value that parents pay 

them.

n		 Sale of school-related promotional items. Sales of T-sh�rts, sweatsh�rts, pens, 

penc�ls, book covers, water bottles, and other �tems branded w�th the school 

logo can help bu�ld school sp�r�t and ra�se funds.

n		 Gift wrap sales. Ask g�ft wrap compan�es for catalogs that do not �nclude candy 

and other low-nutr�t�on foods �n add�t�on to wrapp�ng paper.

n		 Recycling fundraisers. Recycl�ng compan�es purchase used �tems, such as cloth-

�ng, pr�nter cartr�dges, and cell phones, from schools.

n	 Healthy food sales. Schools can sell healthy food products such as fru�t, sp�ces, 

bottled water, or granola bars.

n	 Grocery store fundraisers. Grocery stores g�ve a percentage of commun�ty 

members’ purchases to a des�gnated local school.

n		 Scratch cards/discount cards. Part�c�pants scratch dots on cards to des�gnate a 

donat�on amount. In exchange for mak�ng the �nd�cated donat�on to the school, 

part�c�pants rece�ve d�scount coupons from local bus�nesses.

n		 Ask parents for a donation at the beginning of the school year. Many 

parents prefer to pay an upfront donat�on to the school to reduce the number 

of other fundra�sers dur�ng the rest of the school year. Parents can pay the fee �n 

one lump sum or �n �nstallments over the school year.

n		 Auctions. Auct�ons can be very profitable, though also labor �ntens�ve, and �de-

ally �nclude several b�g-t�cket �tems donated by local bus�nesses.
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n	 Car Washes. Car washes also promote school sp�r�t and phys�cal act�v�ty.

n  Cookbook fundraisers. Schools collect rec�pes from students, staff, and prom�-

nent commun�ty members to create a cookbook, wh�ch �s sold to members of the 

commun�ty.

Fundraisers to Improve

n Convert sales of foods and beverages through a la carte and vending 

machines from low-nutrition to healthier foods and beverages. Many 

schools are find�ng that they can ra�se just as much money sell�ng health�er prod-

ucts through a la carte and vend�ng as they d�d by sell�ng soda and junk food. In 

add�t�on, the revenue ra�sed by schools through a la carte and vend�ng �s l�kely 

offset by decreases �n sales from the Nat�onal School Lunch Program, through 

wh�ch schools rece�ve re�mbursements from the federal government.

— A la carte. A la carte food and beverage �tems are sold �nd�v�dually – �n 

place of or alongs�de of re�mbursable meals – �n school cafeter�as. A la 

carte sales generally const�tute the largest source of food and beverage 

sales outs�de of school meals. S�nce only ch�ldren w�th spend�ng money 

can purchase a la carte �tems and re�mbursable meals are free to low-

�ncome students, the sale of a la carte foods can st�gmat�ze the re�mburs-

able school meals.

— Vending. Overwhelm�ngly, the snacks (85%) and beverages (75%) ava�l-

able from school vend�ng mach�nes are of poor nutr�t�onal qual�ty. The 

average amount of sugary dr�nks h�gh school students consume out of 

school vend�ng mach�nes �s enough so that over four years of h�gh school, 

a student could ga�n an extra 9.6 pounds.A Though school beverage con-

tracts appear to be lucrat�ve, the funds ra�sed usually represent less than 

0.5% of school d�str�cts’ budgets; school beverage contracts ra�se an aver-

age of just $18 for schools and/or d�str�cts per student per year. 

Fundraisers to Avoid (see table 1)

n Bake sales. Cook�es, cakes, and other sweet baked goods are lead�ng sources of 

calor�es, sugars, and saturated and trans fats �n ch�ldren’s d�ets. Th�s unhealthy, 

t�me-consum�ng, and relat�vely unprofitable fundra�ser also requ�res parents to 

pay tw�ce: once for the �ngred�ents for the baked goods and a second t�me when 

they g�ve the�r ch�ldren money to buy those baked goods.

 A If the calor�es are not compensated for though phys�cal act�v�ty or reduced �ntake of other calor�es.
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n Candy, cookie dough, doughnut, pizza, or pizza kit sales. Enl�st�ng school 

ch�ldren to sell products for junk-food manufacturers sends k�ds the wrong mes-

sage about the �mportance of healthy eat�ng.

n School fundraisers at fast-food restaurants. A restaurant offers a school a cut 

of the sales on a week n�ght des�gnated for the fundra�ser. Th�s �s a market�ng 

opportun�ty for the restaurant to drum up bus�ness and assoc�ate �ts brand w�th 

the school. Nutr�t�onally, such fundra�sers are of concern because the major�ty of 

cho�ces ava�lable at most fast-food restaurants are too h�gh �n calor�es, saturated 

and trans fat, or salt and �nclude few fru�ts, vegetables, or whole gra�ns.

n Label redemption programs that include many low-nutrition products. For 

these programs, students’ fam�l�es are asked to purchase products from part�cu-

lar compan�es and then turn the labels (or other proof of purchase, such as box 

tops) �nto the school, wh�ch redeems them for school suppl�es or money. In both 

the Campbell’s Labels for Educat�on Fundra�s�ng Program and the General M�lls’ 

Box Tops for Educat�on Program, 80% of el�g�ble products are of poor nutr�t�onal 

qual�ty.
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B See Append�x A for the contact �nformat�on for fundra�s�ng compan�es that sell these products. 
C See Table 3 for nutr�t�on and port�on s�ze standards.

table 1. healthy v. unhealthy Fundraising options Available to schools 

RecommendedB 
Healthy Fundraisers

Avoid 
Unhealthy Fundraisers

A la carte and vend�ng mach�ne sales that meet 
nutr�t�on standardsA 

Bake sales

Auct�ons Candy, cook�e dough, and 
doughnut sales

“Bakeless” bake sales (�.e., parents donate the amount 
of money to the school that they otherw�se would have 
spent at a bake sale; no baked goods are sold)

Fundra�sers at fast-food restaurants

Book fa�rs Label redempt�on programs that 
�nclude products of poor nutr�t�onal 
qual�ty

Bottled water sales P�zza or p�zza k�t sales

Calendars, stat�onery, greet�ng cards, and p�cture 
frames

Sale of foods and beverages of 
poor nutr�t�onal qual�ty through a la 
carte, vend�ng, or school storesC 

Candles, ceram�cs

Car washes

Cookbook fundra�sers

Coupon books and scratch cards

Fru�t sales

Fun runs, walk-a-thons, bowl-a-thons, golf 
tournaments, sport�ng events

Grocery store fundra�ser

Hol�day decorat�ons/ornaments, novelt�es

Jewelry, cloth�ng, accessor�es, and personal care 
products

Magaz�ne subscr�pt�ons

Plants and flowers

Raffles

Recycl�ng of cloth�ng, cell phones, and pr�nter 
cartr�dges 

Safety and first a�d k�t sales

Scr�p and g�ft checks

Sp�ces

Toys

Wrapp�ng paper
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School Fundraising Myths
Myth: Selling junk food is the only lucrative way to raise funds for schools.

Reality: As l�sted �n Table 1, we found more healthy fundra�sers ava�lable to schools than unhealthy 
fundra�sers. Many non-food and healthy-food fundra�sers generate profits for schools equal to or 
greater than profits from fundra�sers sell�ng low-nutr�t�on foods.

Myth: The only foods and beverages children will purchase are junk foods and soft drinks.

Reality: “Students w�ll buy and consume healthful foods and beverages – and schools can make 
money from sell�ng healthful opt�ons,” accord�ng to USDA and the Centers for D�sease Control and 
Prevent�on (CDC).1  Of 17 schools and school districts that tracked income after switching to 
healthier school foods, 12 increased revenue and four reported no change. The one school 
district that did lose revenue in the short term experienced a subsequent revenue increase 
after the study was completed.

Myth: Vending machines raise a lot of money for schools.

Reality: Though contracts often appear to be lucrat�ve, the funds ra�sed usually represent only a 
small fract�on of a school d�str�ct’s overall budget. The average contract provides only one-quar-
ter of one percent of the average cost of a student’s education, which according to the 
National Center for Education Statistics, is about $8,000 per year.2 

A nat�onal study of 120 school beverage contracts �n 2006 found that contracts ra�se an average 
of $18 for schools and/or d�str�cts per student per year. In add�t�on, the profitab�l�ty of exclus�ve 
soft dr�nk contracts vary cons�derably from d�str�ct to d�str�ct; the range of total annual revenue to 
schools/d�str�cts from beverage contracts averages $0.60 to $93 per student.3 However, only one 
small school from among the 120 analyzed contracts ra�sed more than $50 per student per year.  

Myth: Vending machines are more profitable than other types of school fundraisers.

Reality: Typ�cally, the profit marg�ns on vend�ng mach�nes are less than for other types of fund-
ra�sers. The average comm�ss�on rate to schools on vend�ng mach�ne beverage sales �s 33%.3 For 
example, �n Aust�n Independent School D�str�ct, students spent $504,000 per year on products from 
school vend�ng mach�nes, but the�r schools rece�ved only $90,000 of the proceeds. For other prod-
uct fundra�sers, schools usually keep 45% of sales revenue, though the revenue to the school �s 
determ�ned by the volume sold.

Myth: Vending machines bring new money into schools.

Reality: School vend�ng sh�fts money away from the nutr�t�onally regulated school meal programs. 
K�ds come to school w�th lunch money, and many e�ther spend that money on a balanced lunch or 
on HoHos and a sugary dr�nk from the vend�ng mach�ne. The Texas Department of Agr�culture est�-
mates that Texas schools ra�se $54 m�ll�on per year from vend�ng sales, wh�le the state’s school food 
serv�ce operat�ons may lose $60 m�ll�on per year to the sale of foods outs�de of the meal programs.4 
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Myth: Soda companies are generous benefactors of schools.

Reality: Coke, Peps�, and other junk-food manufacturers that sell the�r products �n schools are not 
g�v�ng money to schools, they are tak�ng �t. The money ra�sed from fundra�s�ng �n schools �s not a 
char�table donat�on from the soft dr�nk and snack food �ndustr�es. The money comes out of the 
pockets of ch�ldren and the�r parents. Compan�es, �n the case of beverage vend�ng, take about two-
th�rds of the money back to corporate headquarters.3 

Myth: Bake sales are popular.

Reality: Maybe w�th k�ds, but many parents resent bake sales, wh�ch requ�re them to purchase 
�ngred�ents, bake an �tem to sell, and then g�ve the�r ch�ld money to buy the products for wh�ch 
they have already pa�d.

Myth: Label redemption programs (e.g., Campbell’s Labels for Education Fundraising Program, Box 
Tops for Education) are effective fundraisers.

Reality: To earn a d�g�tal camcorder, a school would have to collect 27,850 Campbell’s product 
labels. At $1.20 per can of soup, students’ fam�l�es would have to spend $33,420 on Campbell’s 
products �n order for the school to earn a $300 camcorder. In a school of 500 students, each stu-
dent’s fam�ly would have to buy 56 products.

Myth: Gift wrap sales are healthy fundraisers.

Reality: They should be, but many popular g�ft wrap catalogs also �nclude chocolates, h�gh-fat 
h�gh-sugar baked goods, and other low-nutr�t�on foods.
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Introduction
FundrAIsers Are common In schools

Schools frequently rely on fundra�s�ng act�v�t�es to supplement school budgets, to pay for 

equ�pment, mater�als, and suppl�es, and to sponsor school programs and act�v�t�es such 

as student athlet�cs, clubs, and tr�ps. Accord�ng to a survey conducted by the Nat�onal 

Assoc�at�on of Elementary School Pr�nc�pals (NAESP), more than 90% of schools con-

duct fundra�s�ng act�v�t�es to ra�se supplemental cash. In add�t�on, 83% of schools have 

reported an �ncreased need for fundra�s�ng over the past decade.5 

A nat�onw�de survey conducted by the Centers for D�sease Control and Prevent�on (CDC) 

�n 2000 found that �n 80% of schools, clubs, sports teams, or the PTA sell food to ra�se 

money.6 Of those schools, 76% sell chocolate candy, 67% sell baked goods that are not 

low fat, and 63% sell non-chocolate candy.6 

Typ�cally, var�ous fundra�sers are conducted by many d�fferent �nd�v�duals and groups 

w�th�n a g�ven school (see F�gure 1). Fundra�s�ng act�v�t�es often �nclude vend�ng, a la 

carte sales (�nd�v�dual foods and beverages sold outs�de the re�mbursable meal programs) 

�n the cafeter�a, school stores or snack bars; concess�ons at school events; fundra�s�ng 

events (such as s�lent auct�ons, fun runs, or car washes); and product sales (l�ke candy or 

wrapp�ng paper sales). Groups and �nd�v�duals conduct�ng fundra�sers can �nclude food 

serv�ce, PTAs, school pr�nc�pals, student clubs, booster clubs, mus�c or art departments, 

and athlet�c departments or teams.
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Note: The food venues shown were est�mated to be ava�lable �n a major�ty of h�gh schools, accord�ng to a sur-
vey by the Government Accountab�l�ty Office (GAO). The groups l�sted were est�mated to be d�rectly �nvolved �n 
food sales through the spec�fied venue �n at least 25 percent of h�gh schools.7

Revenue generated through vend�ng and other food sales prov�des schools w�th a flex-

�ble fund�ng source often used for programs and suppl�es, such as:7

n		 F�eld tr�ps (�n 36% of all schools)

n		 Assembl�es and related programs (�n 34% of all schools)

n		 Athlet�c equ�pment, fac�l�t�es, or un�forms (�n 23% of all schools)

n		 General overhead (�n 20% of all schools)

n		 Textbooks and school suppl�es (�n 17% of all schools)

n		 Arts programs exclud�ng band or chorus (�n 13% of all schools)

Figure 1.  
Venues for Food sales in schools and groups Frequently Involved in sales
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n		 Band or choral equ�pment or un�forms (�n 13% of all schools)

n		 Computers/technology equ�pment (�n 12% of all schools)

n		 Staff development (�n 11% of all schools)

G�ven the r�s�ng obes�ty rates and ch�ldren’s poor d�ets, many schools are recons�der�ng 

whether fundra�sers that sell food of poor nutr�t�onal qual�ty are appropr�ate, and many 

school d�str�cts are requ�r�ng through the�r wellness pol�c�es that school fundra�sers be 

healthy. (For recommended nutr�t�on standards for school foods and beverages, �nclud�ng 

for school fundra�sers, see Table 7.)

Th�s report outl�nes examples of unhealthy fundra�sers commonly used by schools, 

healthy fundra�s�ng alternat�ves, and the relat�ve profitab�l�ty and pract�cal�ty of var�ous 

fundra�sers. We found that healthy fundra�s�ng alternat�ves can be not only pract�cal, but 

also profitable. Schools can ra�se money w�thout underm�n�ng students’ d�ets and health.

mArketIng to chIldren Is A key goAl oF mAny school FundrAIsers 

Market�ng �n schools has become b�g bus�ness. Compan�es v�ew �t as an opportun�ty to make d�rect 
sales now and to cult�vate brand loyalty to ensure future sales. Compan�es want to market the�r 
products �n schools for a number of reasons, such as: 

n	 almost all ch�ldren attend schools and school ch�ldren are a capt�ve aud�ence;

n schools are relat�vely uncluttered market�ng env�ronments �n compar�son to other venues, 
l�ke telev�s�on or the Internet; and

n school-based market�ng adds cred�b�l�ty to market�ng efforts by assoc�at�ng a company’s 
name, brands, or products w�th schools and teachers, wh�ch are trusted �nst�tut�ons and role 
models for ch�ldren.

Compan�es market products �n schools through a var�ety of fundra�s�ng methods, �nclud�ng d�rect 
sales of products (e.g., Gatorade sports dr�nks sold �n vend�ng mach�nes or students sell�ng Hershey 
candy bars); g�v�ng away branded merchand�se pr�zes as �ncent�ves w�th fundra�sers (e.g., g�ft cert�fi-
cates to fast-food restaurants); redempt�on programs (e.g., Campbell’s Labels for Educat�on Program 
or General M�lls’ Box Tops for Educat�on Program); sell�ng brand name fast food �n the cafeter�a; 
school fundra�sers at fast food restaurants; and �n-school contests.

Some defend food sales and market�ng �n schools by say�ng that �f schools stop sell�ng soda and 
other junk foods, school ch�ldren w�ll leave campus to purchase them. However, nat�onally, 94% of 
elementary schools, 89% of m�ddle/jun�or h�gh schools, and 73% of h�gh schools have closed cam-
puses.6 Dur�ng a g�ven month, only 19% of ch�ldren walk to school at least once a week.8   
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Several nat�onal organ�zat�ons have taken formal pos�t�ons aga�nst market�ng to ch�ldren �n schools.  
For example, the Nat�onal PTA’s gu�del�nes state that “publ�c schools must not be used to promote 
commerc�al �nterest.”9 The pol�cy of the Nat�onal Assoc�at�on of State Boards of Educat�on’s (NASBE) 
on school-bus�ness relat�onsh�ps states that “sell�ng or prov�d�ng access to a capt�ve aud�ence �n the 
classroom for commerc�al purposes �s explo�tat�on and a v�olat�on of the publ�c trust.”10 

chIldren’s dIets And heAlth

Obes�ty rates have tr�pled �n ch�ldren and teens over the past two decades. More than n�ne m�ll�on 
young people aged s�x to n�neteen years are cons�dered obese.12 Obese 10-14 year olds w�th at least 
one obese parent have an 80% chance of be�ng obese as adults.13 Obese �nd�v�duals are �n jeopardy 
of develop�ng a host of costly and potent�ally d�sabl�ng d�seases, �nclud�ng d�abetes, stroke, h�gh 
blood pressure, heart d�sease, osteoarthr�t�s, and certa�n cancers.14  Also �mportant to ch�ldren are 
the embarrassment, reduced ab�l�ty to part�c�pate �n phys�cal act�v�t�es, and soc�al st�gma that often 
accompany be�ng overwe�ght.

Energy-dense, low-nutr�ent foods, such as desserts, candy, carbonated and other sweetened dr�nks, 
and salty snacks account for nearly one-th�rd of the da�ly calor�e �ntake of Amer�can ch�ldren and 
adolescents.15 

Even for ch�ldren at a healthy we�ght, most have unhealthy d�ets that put them at r�sk for coronary 
heart d�sease, cancer, h�gh blood pressure, stroke, osteoporos�s, and other d�seases. Only 2% of 
ch�ldren (2 to 19 years) meet the five ma�n recommendat�ons for a healthy d�et from the U.S. Depart-
ment of Agr�culture.16  Ch�ldren and adolescents typ�cally over-consume calor�es, saturated fat, trans 
fat, refined sugars, and sod�um and they under-consume fru�ts, vegetables, and whole gra�n prod-
ucts.

Three out of four ch�ldren consume more saturated fat than �s recommended �n the Dietary Guide-
lines for Americans.17  Three out of four Amer�can h�gh school students do not eat the m�n�mum rec-
ommended number of serv�ngs of fru�ts and vegetables each day.18 The number of calor�es ch�ldren 
consume from snacks �ncreased by 120 calor�es per day between 1977 and 1996, from 363 calor�es 
to 484 calor�es.19 

Sodas and fru�t dr�nks are the b�ggest s�ngle source of calor�es and added sugars �n the d�ets of teen-
agers.20 Ch�ldren who consume more soft dr�nks consume more calor�es (about 55 to 190 extra calo-
r�es per day) than k�ds who dr�nk fewer soft dr�nks21 and are more l�kely to become overwe�ght.22,23 
Consumpt�on of soft dr�nks also can d�splace health�er foods �n ch�ldren’s d�ets – l�ke low-fat m�lk, 
wh�ch can help to prevent osteoporos�s, and 100% ju�ce.21,24,25,26,27

As a result of poor d�et and be�ng overwe�ght, many ch�ldren exper�ence med�cal problems that used 
to be cons�dered adult d�seases.
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n		 One-quarter of ch�ldren ages 5 to 10 years have h�gh cholesterol, h�gh blood pressure, or 
other early warn�ng s�gn for heart d�sease.28  

n	 Atheroscleros�s (clogged arter�es) beg�ns �n ch�ldhood. Autopsy stud�es of teens ages 15 
to 19 have found that all have fatty streaks �n more than one artery, and about 10% have 
advanced fibrous plaques.29 

n			 Type 2 d�abetes can no longer be called “adult onset” d�abetes because of r�s�ng rates �n 
ch�ldren. In a study conducted �n C�nc�nnat�, the �nc�dence of type 2 d�abetes �n adolescents 
�ncreased ten-fold between 1982 and 1994.30

n	 H�gh blood pressure �n ch�ldren �s r�s�ng, �ncreas�ng the�r r�sk of adult h�gh blood pressure, 
heart attacks, and stroke.31 

 the school enVIronment And chIldren’s dIets And heAlth

Amer�can ch�ldren spend approx�mately s�x hours each day �n school. Wh�le at school, many ch�ldren 
eat breakfast and lunch, as well as one to two snacks. Ch�ldren consume an est�mated 35% to 50% 
of the�r calor�es dur�ng the school day32  through school meals, as well as foods and beverages sold 
through vend�ng mach�nes, a la carte �n the cafeter�a, school stores, and other venues. G�ven the 
amount of t�me that ch�ldren spend �n school, �t �s v�tal that the school env�ronment support healthy 
eat�ng.  

Impact of school Food offerings on children’s diets and health. On-campus food-related 
pract�ces, such as the sale of low-nutr�t�on foods �n school fundra�sers or use of low-nutr�t�on foods 
as classroom rewards, are assoc�ated w�th �ncreases �n ch�ldren’s body mass �ndex (BMI). Every sepa-
rate food-related pract�ce that promotes low-nutr�t�on foods �n a school �s assoc�ated w�th a 10% 
�ncrease �n students’ BMI.33  When students trans�t�on to m�ddle school and ga�n access to school 
snack bars, they tend to eat fewer fru�ts and vegetables34 and dr�nk less m�lk and more sweetened 
beverages than �n elementary school. 35

selling junk Food in schools undermines Parents. Parents entrust schools w�th the care of 
the�r ch�ldren dur�ng the school day. Sell�ng junk food �n schools underm�nes parental author�ty and 
parents’ efforts to feed the�r ch�ldren healthfully. When parents send the�r ch�ld to school w�th lunch 
money, they should not have to worry that the�r ch�ld w�ll buy a candy bar and a sugary dr�nk from 
the vend�ng mach�ne �nstead of buy�ng a balanced school lunch. Th�s �s espec�ally a concern when 
ch�ldren have d�et-related health problems, such as h�gh cholesterol or d�abetes.  
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Parents entrust schools w�th the care of the�r ch�ldren dur�ng the  
school day. Sell�ng junk food �n schools underm�nes parental  

author�ty and parents’ efforts to feed the�r ch�ldren healthfully.

selling junk Food in schools contradicts nutrition education. Students should rece�ve 
cons�stent messages about health throughout the school day, across all subjects, and �n all 
school venues - from the classroom to the cafeter�a to the gymnas�um. Sell�ng low-nutr�t�on 
foods �n schools contrad�cts nutr�t�on educat�on by send�ng the message that good nutr�t�on 
�s un�mportant.36 The school env�ronment should re�nforce classroom nutr�t�on educat�on by 
model�ng and support�ng healthy behav�ors. Schools should not sell nutr�t�on-poor cho�ces to 
k�ds, nor should they enl�st ch�ldren �n sell�ng nutr�t�on-poor cho�ces to the�r fam�ly, fr�ends, and 
ne�ghbors.

selling junk Food in schools competes with Balanced school lunches. School meals 
are requ�red by law to meet deta�led nutr�t�on standards set by Congress and USDA �n order 
for school foodserv�ce programs to rece�ve federal subs�d�es.37 In contrast, nat�onal nutr�t�on 
standards for foods sold outs�de of the meal programs, �nclud�ng those sold through vend�ng 
mach�nes, a la carte, and other fundra�sers, are out of date and out of sync w�th current con-
cerns regard�ng ch�ld nutr�t�on.

The sale of junk food �n school vend�ng mach�nes and other venues competes w�th nutr�t�onally 
balanced school lunches. It also can play a role �n st�gmat�z�ng the school meal programs when 
h�gher-�ncome ch�ldren can purchase branded junk food through a la carte, vend�ng, and school 
stores, wh�le low-�ncome ch�ldren can afford only USDA re�mbursable meals.36

  

“All food and beverages sold or served to students �n school should  
be healthful and meet an accepted nutr�t�onal content standard…” 

– Nat�onal Academ�es’ Inst�tute of Med�c�ne.  Preventing  
Childhood Obesity: Health in the Balance, 2005.
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Product Fundraisers: 
Healthy and Unhealthy Options

Product fundra�s�ng enta�ls the purchase and re-sale of consumer products by a school or non-
profit group, often by us�ng a profess�onal fundra�s�ng company. Approx�mately 1,500 fundra�s-
�ng compan�es operate �n the U.S. and Canada, w�th thousands of products ava�lable for sale 
through the�r programs.

The Assoc�at�on of Fundra�s�ng D�str�butors and Suppl�ers (AFRDS) est�mates that each year 
school groups net $1.4 b�ll�on through product fundra�sers.38  The most popular products for 
sale are candy and confect�ons (mak�ng up 25% of all sales), magaz�ne subscr�pt�ons, frozen 
entrees, cheese and meat products, decorat�ve novelt�es, and g�ft wrap.

An �ncreas�ng number of fundra�s�ng compan�es offer “health�er” or non-food product alterna-
t�ves, enabl�ng schools to sw�tch eas�ly to sell�ng health�er products wh�le cont�nu�ng to work 
w�th fundra�s�ng compan�es. Several schools and school d�str�cts have sw�tched to sell�ng health-
�er �tems through product fundra�sers and have not lost revenue.

When conduct�ng a product fundra�ser, schools should first determ�ne the target amount of 
money that they w�sh to ra�se. The percentage of sales reta�ned by a school depends upon the 
type of products sold, w�th profit marg�ns typ�cally runn�ng at about 45%,39  though the revenue 
to the school �s determ�ned by the volume sold.

Select�ng the r�ght fundra�s�ng company �s one of several factors that �nfluences the success of 
a school’s fundra�ser. Us�ng compan�es that prov�de clear �nstruct�ons and mater�als makes the 
log�st�cs of school fundra�sers eas�er.

The Assoc�at�on of Fundra�s�ng D�str�butors and Suppl�ers recommends ask�ng the follow�ng 
quest�ons when choos�ng a fundra�s�ng company:40 

1. How long has the company been �n the product fundra�s�ng bus�ness?

2. Is a company representat�ve ava�lable 24 hours a day?

3. How does the company address the quest�on of state sales tax requ�rements?

4. What �s the return pol�cy for unsold products?

5. Does the company have sol�d references?
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table 2: Popular Product Fundraisers

non-food Products/Healthier Foods

n  Books

n  Calendars

n  Candles

n  Ceram�cs 

n  Cloth�ng and accessor�es

n  Coffee

n  Coupon books, g�ft checks

n  Custom pr�nted �tems 

n  Donat�on cards and programs 

n  Fresh and dr�ed fru�t 

n  G�ft wrap 

n  Greet�ng cards 

n  Hol�day ornaments and novelt�es 

n  Items w�th school logo (t-sh�rts, sweat 
sh�rts, water bottles, key cha�ns, etc.)

n  Jewelry 

n  Magaz�ne subscr�pt�ons

n  Nuts 

n  P�cture frames 

n  Plants and flowers 

n  Safety and first a�d k�ts 

n  Soap and personal care products 

n  Sp�ces 

n  Sports pennants, cards, novelt�es 

n  Stat�onery 

n  Toys 

Unhealthy Foods

n  Candy, chocolates, & confect�ons

n  Cheese and processed meats

n  Cook�es, cook�e dough, doughnuts, 
and other baked goods

n  H�gh-fat snack foods

n  P�zza & p�zza k�ts
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unheAlthy Products

G�ven the var�ety of products ava�lable for sale from fundra�s�ng compan�es and the 

grow�ng problem of ch�ldhood obes�ty and poor nutr�t�on, many schools have concluded 

that �t �s not appropr�ate for fundra�s�ng organ�zers to sell products that make a negat�ve 

contr�but�on to ch�ldren’s d�ets and health, such as candy, cook�es, cook�e dough, and 

p�zza (see Table 2). S�m�lar levels of profit and ease of sales are ava�lable through non-

food products and health�er food product sales, �nclud�ng plants, flowers, books, cloth-

�ng, jewelry, greet�ng cards, g�ft wrap, personal care products, hol�day decorat�ons, fru�t, 

and sp�ces.

In fundra�sers �nvolv�ng the sales of certa�n products, ch�ldren are drafted as a part-t�me 

sales force for Kr�spy Kreme, Hershey’s, and other food compan�es. Wh�le th�s s�tuat�on 

does not v�olate ch�ld labor laws, �ts appropr�ateness �s quest�onable.

heAlthy Food And BeVerAge sAles

Fresh Fruit. (See Sect�on A of Append�x A for company examples and contact �nformat�on) 

Oranges, tanger�nes, mangos, peaches, apr�cots, p�neapples, and plums are a mere 

sampl�ng of the many fru�ts that can be sold to ra�se funds for schools. These fundra�sers 

can be qu�te profitable. Accord�ng the Flor�da Fru�t Assoc�at�on, fru�t fundra�sers can ra�se 

$8,000-$10,000 �n as few as one to two weeks.41 Langdon Barber Groves, a Flor�da-

based fundra�s�ng company that spec�al�zes �n fresh fru�t sales, contends that more than 

80% of the�r customers ach�eve the�r financ�al fundra�s�ng goals.42 

Bottled water. (See Sect�on B of Append�x A for company examples and contact �nformat�on) 

Custom-labeled bottled water �s an �ncreas�ngly popular and healthy fundra�ser. Termed 

“Wet Gold” by Fundra�s�ng.com, bottled water fundra�sers can be h�ghly profitable. As 

part of these fundra�sers, schools recru�t local sponsors to donate money �n exchange 

for hav�ng the sponsor’s name pr�nted on water bottle labels.  The schools then sell the 

water bottles. The more sponsors that a school recru�ts, the greater the profits they earn 

(each label can l�st mult�ple sponsors) (see Table 3).
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grocery store Fundraisers. (See Sect�on C of Append�x A for company examples and contact 

�nformat�on) Grocery store cha�ns that offer school fundra�s�ng programs �nclude Albert-

sons, Food L�on, G�ant Food, Hannaford, Harr�s Teeter, Ralphs, Safeway, and Tom Thumb. 

These fundra�sers are conven�ent and requ�re l�ttle effort by commun�ty members. 

Schools rece�ve revenue w�thout parents hav�ng to make any purchases beyond the�r 

usual weekly grocer�es.

Many grocery stores prov�de a “club card” or “reward card” for customers to present 

when they make purchases. The cards prov�de d�scounts to customers, and also enable 

stores to collect �nformat�on on consumer purchase patterns. Many supermarkets also t�e 

school fundra�s�ng to club cards.

In such fundra�sers, a customer completes a form to des�gnate a school t�ed to the�r club 

card. Then, when that customer makes a purchase, the store sends a donat�on to the 

des�gnated school equal to a percentage of the customer’s purchase.

table 3. custom-labeled Bottled water, Potential Profits43 

# of  
Sponsors

Amount 
donated 

from 
Sponsors 
($100 per 
Sponsor)

cost per 
Pallet  

(1 Pallet =  
60 cases of  
24 [16.9 oz] 

bottles)

Revenue 
from Selling 
1 Pallet of 
Water for 
$1/Bottle

School’s 
Profit per 

Pallet

% Profit from 
Selling  

1 Pallet of 
Water

9 $900 $936 $1,440 $1,404 98%

8 $800 $936 $1,440 $1,304 91%

7 $700 $936 $1,440 $1,204 84%

6 $600 $936 $1,440 $1,104 77%

5 $500 $936 $1,440 $1,004 70%

4 $400 $936 $1,440 $904 63%

3 $300 $936 $1,440 $804 56%

2 $200 $936 $1,440 $704 49%

1 $100 $936 $1,440 $604 42%

0 $0 $936 $1,440 $504 35%



11

Many supermarkets also part�c�pate �n scr�p school fundra�s�ng programs, as descr�bed 

below �n the “Non-Food Product Fundra�sers” sect�on. Scr�p �s a g�ft cert�ficate or g�ft 

card that can be used to purchase goods or serv�ces at local reta�l stores. Schools pur-

chase scr�p cards at a d�scount from part�c�pat�ng reta�lers and then sell them at face 

value. 

non-Food Product FundrAIsers

scrip/schoolpop. (See Sect�on D of Append�x A for company examples and contact �nformat�on)  

Scr�p or Schoolpop �s a g�ft cert�ficate or g�ft card that can be used to purchase goods 

or serv�ces at supermarkets, coffee shops, mov�e theaters, or cloth�ng, v�deo, electron�c, 

book, or other local reta�l stores. Schools purchase scr�p at a d�scount from part�c�pat-

�ng reta�lers. (Bus�nesses offer schools a d�scount because �t �s a way for them to acqu�re 

new customers and reta�n bus�ness.) Then, parents and school supporters buy scr�p from 

a school at the full-face value. The school makes money, s�nce �t keeps the d�fference 

between the d�scount pr�ce at wh�ch �t bought the scr�p and the value at wh�ch �t sells 

�t to part�c�pants. Part�c�pants spend scr�p at part�c�pat�ng reta�lers, where �t �s worth the 

full face value wh�ch they pa�d for �t.

Accord�ng to Al�c�a M�llar and T�m Sull�van of PTO [Parent Teacher Organ�zat�on] Today, 

“scr�p works for two reasons: 1) the part�c�pat�ng reta�lers are stores where your sup-

porters already shop …and 2) your supporters can help your school w�thout spend�ng an 

extra d�me. It’s a n�ce comb�nat�on.”44 S�nce the scr�p fundra�s�ng program was started 

15 years ago, non-profits have ra�sed m�ll�ons of dollars us�ng scr�p programs.

Table 4. Examples of School Earnings through Scrip45 

number of 
Families 

Participating
Average Weekly 

Purchases

dollars Raised 
Annually  

(7% Average) Processing Fees
Total earned by 
School Annually

25 $100 $9,100 $2,080 $7,020

50 $100 $18,200 $4,160 $14,040

100 $100 $36,400 $6,240 $30,160

200 $100 $72,800 $7,490 $65,310



12

discount or Value cards. (See Sect�on E of Append�x A for company example and contact �nformat�on) 

D�scount cards offer sav�ngs at local bus�nesses, such as restaurants, bowl�ng alleys, auto 

ma�ntenance shops, dry cleaners, and ha�r salons. Schools buy the cards from fundra�s�ng 

compan�es, usually for about $5 each. Then schools re-sell the cards to the�r supporters 

for double that amount, thus earn�ng 50% of the sales. D�scount cards can offer a var�-

able number of sav�ngs offers from local bus�nesses. Be sure to ask for cards that �nclude 

only non-food or healthy food bus�nesses – avo�d d�scount cards that �nclude fast-food 

restaurants or other bus�nesses that sell predom�nantly low-nutr�t�on foods (see F�gure 2).

Valvoline Instant Oil Change $3.00 OFF any Oil Change 607 Walnut Ave.

American Cleaners 15% Off Dry Cleaning 561 Harrison St.

Flower Stop 20% OFF purchase 709 Titan Blvd.

AutoZone Car Wash $2.00 OFF Regular Car Wash 2020 Andrea Ln.

Family Video FREE DVD Rental w/rental of  same 5711 Midtown Rd.

Subway FREE 6” Sub w/purchase of 6” Sub 7543 Pinter St.

Fantastic Sam’s Quick Cut 20% OFF any Haircut or Products 984 Brandon Pl.

AMF Bowling FREE game w/purchase of (2) games 178 Randolph Rd.

Carl’s Pharmacy $5 OFF purchase 420 Tilden Ln.

Shoes Unlimited FREE pair of socks with shoe purchase 28 Macomb St.

Global Office Supply 20% OFF all paper products 77 Charles Ln.

Two for one means equal or lesser value. One use per visit unless specified on offer. Valid only at participat-
ing locations. Non-transferable at time of purchase. Offer not good with other sales or promotions. Misuse 

of the card may result in denial of service and/or loss of card. Other restrictions may apply.

Figure 2. sample discount/Value card
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scratch cards. (See Sect�on F of Append�x A for company examples and contact �nformat�on) 

Scratch cards are used to sol�c�t donat�ons �n return for d�scounts at local bus�nesses. 

Scratch cards work as follows:

n		 A potent�al donor scratches dots off a card to �nd�cate h�s/her donat�on amount.

n			 The donor contr�butes the total amount �nd�cated by the number of dots he/she 

scratched.  (Typ�cally, the max�mum contr�but�on amount per dot �s $3).

n		 Once the donat�on �s made, the donor rece�ves a coupon page w�th about $50 to 

$75 worth of product d�scounts at local bus�nesses.

The profit margin on scratch cards tends to be about 80% (see Table 5). Ask for 

cards that �nclude only non-food or healthy food bus�nesses.

     * Fundra�s�ng compan�es often prov�de schools w�th extra “free” cards at no add�t�onal cost.

Table 5. Scratch Cards.46 

Quantity of cards Sales costs to School Profit to School

20 +2 Free* $2,200 $400 $1,800

50 +5 Free $5,500 $1,000 $4,500

100 +10 Free $11,000 $2,000 $9,000

250 +25 Free $27,500 $5,000 $22,500
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recycling Fundraisers. (See Sect�on G of Append�x A for company examples and contact �nformat�on)
 

Clothes. The Fr�endsh�p Used Cloth�ng Collect�on runs a cloth�ng dr�ve fundra�ser 

for schools. Schools collect re-usable cloth�ng, shoes, accessor�es, and bedd�ng 

and are pa�d for those �tems. Accord�ng to the company, the clothes collected go 

to needy commun�t�es �n the Un�ted States and throughout the world.

Printer Cartridge Recycling. The collect�on of pr�nter cartr�dges not only ben-

efits the env�ronment, but also enables schools to ra�se money. M�ll�ons of �nkjet 

cartr�dges are thrown away each year.47 It takes up to 6 cups of o�l to produce a 

new toner cartr�dge from scratch.48 Most cartr�dges can be recycled and resold. 

Refunds for used pr�nter cartr�dges vary from $0.06 to $2.10 per cartr�dge, 

depend�ng upon the brand and �nk color.49 

Cell Phone Recycling. Recycl�ng compan�es pay schools for used cell phones.  

(Compan�es refurb�sh them and make money from the resale of the refurb�shed 

phones.)  Accord�ng to Larry Lankford of EcoPhones, “your profit really depends 

on the number of phones you collect. You can make anywhere from a few hun-

dred to thousands of dollars. For example, the Coppell H�gh School Band Boost-

ers Club has ra�sed over $15,000 through our program.”50 The amount of money 

the company pays schools per phone depends upon the type of phone donated; 

however, on average, EcoPhones pays $3 per phone.

Example of a scratch card. Ask for cards that �nclude  
only non-food or healthy food bus�nesses.
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gift wrap. (See Sect�on H of Append�x A for company examples and contact �nformat�on) 

Sell�ng g�ft wrap �s a trad�t�onal and profitable fundra�s�ng �n�t�at�ve for many 

schools. For example, the R�ver Oaks Elementary School �n Texas ra�sed over 

$28,000 through a Sally Foster g�ft wrap fundra�ser �n 2004.51  Gift wrap fund-

raisers, on average, provide schools with a 50% profit. Unfortunately, g�ft 

wrap compan�es’ catalogs often �nclude candy, cook�es, or other low-nutr�t�on 

foods. Urge compan�es to prov�de your school w�th catalogs that do not �nclude 

unhealthy foods.

cookbook Fundraisers. (See Sect�on I of Append�x A for company examples and contact 

�nformat�on) 

After collect�ng healthy rec�pes from school students, staff, or prom�nent com-

mun�ty members (for example, the mayor, players on local sports teams, or a 

local news anchor), a profess�onal fundra�s�ng company creates a personal�zed 

cookbook for the school. Cookbook fundra�s�ng compan�es try to make the�r 

programs as s�mple as poss�ble, often prov�d�ng schools w�th step-by-step �nstruc-

t�ons.

Not only are school cookbooks d�st�nct�ve, but the�r keepsake value enables them 

to be sold at a h�gh profit. On average, the cost to the school �s $3 to $5 per 

book for a bas�c cookbook. Jess�e Shafer, market�ng coord�nator of G&R Publ�sh-

�ng, says, “groups can charge whatever they want for the books.  Typ�cally, they 

are sold for $10 each, or a 100 to 230% profit, wh�ch means that �f you sell 600 

cookbooks, you can make nearly $4,000.”52  

“Bakeless” Bake sales. “Bakeless” bake sales are an emerg�ng trend �n schools. 

Parents and others are �nv�ted to contr�bute a donat�on equ�valent to the amount 

of money that they would have spent on �ngred�ents and/or the purchase of the 

baked goods had there been a trad�t�onal bake sale. No baked goods are sold at 

all, mak�ng th�s a health�er alternat�ve. The popular�ty of “bakeless” bake sales 

stems, �n part, from the work �nvolved �n and character�st�cally low profit marg�ns 

of trad�t�onal bake sales.
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Event Fundraisers 
PhysIcAl ActIVIty FundrAIsers

Walk-a-Thons, Fun Runs, 5Ks, 10Ks, bowl-a-thons, dance-a-thons, golf tournaments, 

and baseball, basketball, soccer, or volleyball events can ra�se funds, be enjoyable, and 

promote phys�cal act�v�ty.

The PTA �n B�xby, Oklahoma, ra�sed $50,000 at �ts September 2005 Jog-a-thon to benefit 

the three elementary schools �n the d�str�ct. Th�s �s the�r major annual fundra�ser.  In the 

jog-a-thon, students collected pledges from fam�ly and fr�ends and jogged or walked 

laps dur�ng the 20-m�nute event.

Organ�z�ng a walk or race can be a b�g job. Proper plann�ng and publ�c�ty are key ele-

ments to an event’s success. Many large, well-known races take from s�x months to 

a year to plan and publ�c�ze. However, smaller events may be planned �n just a few 

months. When organ�z�ng a walk or race, �t �s �mportant to cons�der the follow�ng:

n		 Event locat�on, whether perm�ts are requ�red, and lay�ng out a course that �s safe 

for pedestr�ans;

n		 Who w�ll be �nv�ted to part�c�pate �n the walk, race, or event (�.e., �s �t l�m�ted to   

 students or w�ll other commun�ty members be encouraged to part�c�pate?);

n		 Obta�n�ng sponsorsh�p from local bus�nesses (s�nce part�c�pat�on prov�des them 

w�th pos�t�ve publ�c�ty, merchants often w�ll contr�bute water, snacks, t-sh�rts, or 

pr�zes);

n		 Whether an entrance fee w�ll be charged or whether part�c�pants w�ll be requ�red 

to ra�se a m�n�mum amount of money through pledges; and

n		 Recru�t�ng volunteers to ensure that the event runs smoothly.

Book FAIrs 

(See Sect�on L of Append�x A for company examples and contact �nformat�on)

Book fa�rs are popular fundra�sers because they s�multaneously promote l�teracy and 

ra�se funds for schools. The largest operator of school book fa�rs �n the Un�ted States 

�s Scholast�c, wh�ch sponsors more than 100,000 book fa�rs per year. The amount of 

money generated by book fa�rs depends on the quant�ty of books purchased, and var�es 

from school to school.
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rAFFles

Attract�ve or pract�cal pr�zes, such as t�ckets for mov�es, sport�ng events, concerts or 

amusement parks; weekend vacat�ons; spa treatments; g�ft cert�ficates from local reta�l-

ers; and vouchers for car washes or dry cleaners, help to sell raffle t�ckets. Raffle organ�z-

ers ask local bus�nesses to donate pr�zes, �nclud�ng products, g�ft cert�ficates, or serv�ces. 

Alternat�vely, �n a “50/50” raffle, the pr�ze �s half of the money ra�sed. For example, �f 

$1,000 worth of t�ckets are sold, the w�nner takes home $500. S�nce raffles are regu-

lated �n many states, consult local and state laws pr�or to organ�z�ng a raffle.

AuctIons

(See Sect�on J of Append�x A for company examples and contact �nformat�on)

Auct�ons can be profitable, s�nce almost all of the auct�oned �tems are donated, usually 

by parents, school staff, or local bus�nesses. For an auct�on to be successful, several auc-

t�oned �tems should be h�ghly des�rable, such as vacat�on packages, beh�nd the scenes 

tours of sports stad�ums, d�nner w�th a local celebr�ty, or rounds of golf.

However, sett�ng up an auct�on and secur�ng donat�ons can be labor �ntens�ve. Auct�on 

software programs (such as, Auct�onCheckoutPro and Auct�on Maestro Pro) and profes-

s�onal fundra�s�ng auct�oneers are ava�lable to ass�st w�th plann�ng and �mplement�ng a 

profitable auct�on.

Alternat�vely, onl�ne auct�ons make fundra�s�ng eas�er. Compan�es set up a school-spec�fic 

webs�te on wh�ch to post descr�pt�ons and photos of �tems ava�lable for purchase. Com-

pan�es also w�ll create contact l�sts, set up onl�ne payment programs, and generate ema�l 

messages and thank-you letters to b�dders.

cAr wAshes

A car wash fundra�ser can enable a school to earn funds wh�le promot�ng school sp�r�t 

and phys�cal act�v�ty. The success of a car wash depends on several var�ables, �nclud�ng 

weather, locat�on, and publ�c�ty. It �s best to hold a car wash �n a v�s�ble, h�gh-traffic loca-

t�on (wh�le tak�ng appropr�ate precaut�ons for traffic safety).
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Fundraisers That Undermine  
Children’s Diets and Health

Many school fundra�s�ng act�v�t�es �nclude the sale of foods and beverages that under-

m�ne ch�ldren’s d�ets and health. Examples �nclude fast-food promot�ons; bake sales; 

candy sales (d�scussed above w�th other product sale fundra�sers); and sales of sugary 

dr�nks, ch�ps, and snack cakes out of vend�ng mach�nes.

hold the FrIes: FAst-Food restAurAnt PromotIons

Many fast-food restaurants offer school fundra�s�ng opportun�t�es. Such fundra�sers 1) 

market fast-food restaurants to ch�ldren, 2) are �mage market�ng for restaurants (restau-

rants assoc�ate the�r brand w�th schools, wh�ch are trusted �nst�tut�ons, and restaurants 

appear benevolent by g�v�ng money to schools), and 3) drum up bus�ness on a slow n�ght 

(restaurants often only allow school fundra�sers on weekn�ghts).

Wh�le there are some healthy cho�ces ava�lable at fast-food restaurants, the overwhelm-

�ng major�ty of cho�ces are of poor nutr�t�onal value. Few fru�ts, vegetables, or whole 

gra�ns are ava�lable or act�vely promoted.

Eat�ng out �s one key contr�butor to obes�ty and poor d�etary hab�ts.54,55,56,57,58  About 

one-th�rd of U.S. ch�ldren and teens ages 4 to 19 eat fast food on any g�ven day.59 Stud-

�es l�nk eat�ng out to h�gher calor�e consumpt�on, overwe�ght, and obes�ty �n both adults 

and ch�ldren.54,55,56,57,58,60,61,62,63,64  Foods from restaurants and other food-serv�ce estab-

l�shments are generally h�gher �n calor�es and saturated fat and low �n nutr�ents, such as 

calc�um and fiber, as compared w�th home-prepared foods.55,56,57,58 In add�t�on, �t �s not 

uncommon for restaurant entrees to conta�n one-half to one whole day’s worth of calo-

r�es (�.e., 1,100 to 2,350 calor�es).65 

School fundra�s�ng programs are marketed by McDonald’s, Chuck E. Cheese, L�ttle Cae-

sars, Kr�spy Kreme, Dom�no’s, Burger K�ng, Fr�endly’s, Popeye’s, and other compan�es (see 

Table 6 for other examples).
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mcdonald’s mcteacher’s night.  Nat�onw�de, schools can schedule 

“McTeacher’s N�ghts” w�th the�r ne�ghborhood McDonald’s. 

At McTeacher’s N�ght, teachers and adm�n�strators work 

w�th McDonald’s staff beh�nd the counter tak�ng orders 

and serv�ng food. Th�s fundra�ser adds to the workload of 

teachers and pr�nc�pals. It also d�rectly l�nks these trusted 

school employees w�th the McDonald’s brand and �ts food, 

wh�ch by and large �s of low nutr�t�onal value.

A part�c�pat�ng school keeps 10 to 20% of the sales from the 

McTeacher’s N�ght, wh�le McDonald’s keeps 80 to 90% of the sales. That profit marg�n 

for schools pales �n compar�son w�th that from product fundra�sers (e.g., sales of can-

dles, g�ft wrap, etc.), wh�ch typ�cally prov�de schools w�th 45% of the sales generated, 

though the revenue to the school �s determ�ned by the volume sold.

Table 6. Fundraisers for Schools Marketed by Restaurants  
Restaurant Fundraising description

Baja Fresh Schools work w�th local restaurants.  Restaurants make flyers.  Schools keep 
approx�mately 15% of profits from fundra�sers.

Chevy’s Schools work w�th local restaurants.  Restaurants make flyers.  Schools keep 
approx�mately 15% of profits from fundra�sers.

Ch�k-F�l-A Franch�se-operated, so promot�ons vary from restaurant to restaurant.  
School Sp�r�t N�ght: a percentage of profits goes to schools. 
Calendar Sales: schools buy calendars for half pr�ce and then sell them.

Fuddruckers In the�r “Fuddra�sers,” schools work w�th local restaurants.  Restaurants make 
flyers.  Schools keep approx�mately 20% of total sales from fundra�sers. 

Papa John’s School fundra�s�ng n�ght: parents and students ment�on the school when plac-
�ng the�r p�zza order and g�ve a flyer to the p�zza del�very person.  Schools keep 
25% of p�zza sales revenue. 
Ra�sesomedough.com: schools purchase Papa John’s coupon books and sell 
them to parents.  Schools keep 50% of profits from coupon books.

P�zza Hut Schools keep $4 profit from the sale of each $10 P�zza Hut card.  Cards are 
redeemable for free p�zza topp�ngs.
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Advert�s�ng for a McTeacher’s N�ght �s the respons�b�l�ty of the school. Because the 

amount of funds ra�sed �s d�rectly related to sales, �t �s �n the school’s �nterest to encour-

age many students and the�r fam�l�es to eat at the restaurant dur�ng the event. Managers 

at McDonald’s often suggest that school staff and students d�ssem�nate posters and fl�ers 

to promote the�r upcom�ng McTeacher’s N�ghts (see F�gure 3 for an example).  

At McDonald’s there are 24 poss�ble comb�nat�ons for a Happy Meal and 24 M�ghty K�ds 

meal comb�nat�ons. Of the 48 ava�lable meal comb�nat�ons, 96% (46) meals are of poor 

nutr�t�onal qual�ty, accord�ng to the nutr�t�on standards �n Table 7.D,66,67  Thus, wh�le �t �s 

possible to eat a health�er k�ds’ meal at McDonald’s, the odds are stacked aga�nst ch�l-

dren gett�ng a healthy meal there.

D The two meals that meet CSPI’s nutr�t�on standards are a Happy Meal w�th a four-p�ece Ch�cken McNuggets, Apple D�ppers w�th low-fat 

caramel d�p, and apple ju�ce; and a Happy Meal w�th a hamburger, Apple D�ppers w�th low-fat caramel d�p, and apple ju�ce.

Figure 3. Flyer from McTeacher’s Night in Ventura, CA
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Table 7.  Nutrition and Portion Size Standards for Foods and BeveragesE,68 

Nutrition Standards for Beverages

nutritious/Healthy Beverages Low-nutrition Beverages

water and seltzer w�thout added 
sweeteners

soft dr�nks, sports dr�nks, and sweetened �ced teas

beverages that conta�n at least 
50% fru�t ju�ce and that do not 
conta�n add�t�onal sweeteners

fru�t-based dr�nks that conta�n less than 50% ju�ce or that 
conta�n added sweeteners

low-fat and fat-free m�lk, 
�nclud�ng flavored m�lks and 
calc�um-fort�fied soy and r�ce 
beverages 

beverages conta�n�ng caffe�ne (except low-fat and fat-free 
chocolate m�lk, wh�ch conta�n tr�v�al amounts of caffe�ne)

Nutrition Standards for Snacks and Meals

nutrient criteria

Fat No more than 35% of total calor�es, exclud�ng nuts, 
seeds, and peanut or other nut butters

Saturated plus trans fat No more than 10% of calor�es

Added sugars Less than 35% of added sugars by we�ght (added sugars 
exclude naturally occurr�ng sugars from fru�t, vegetable, 
and da�ry �ngred�ents)

Sod�um No more than: 
1)  230 mg per serv�ng of ch�ps, crackers, cheeses, baked 

goods, French fr�es, and other snack �tems;
2)  480 mg per serv�ng for cereals, soups, pastas, and 

meats;
3) 600 mg for p�zza, sandw�ches, and ma�n d�shes; and 
4) 770 mg for meals

Nutr�ent content Conta�ns one or more of the follow�ng: 
1)  10% of the DRI of (naturally occurr�ng/w�thout 

fort�ficat�on) v�tam�ns A, C, or E, calc�um, magnes�um, 
potass�um, �ron, or fiber, 

2) half a serv�ng of fru�t or vegetable, or 
3) 51% or more (by we�ght) whole gra�n �ngred�ents

Portion Size Limits for Foods and Beverages

Ind�v�dual beverage and food 
�tems

No larger than the standard serv�ng s�ze used for 
Nutr�t�on Facts labels (except for fru�ts and vegetables, 
wh�ch are exempt from port�on s�ze l�m�ts)

Meals No more than one-th�rd of the da�ly calor�e requ�rement 
for the average ch�ld �n the age range targeted by the 
market�ng 

E CSPI’s Guidelines for Responsible Food Marketing to Children were developed w�th �nput and adv�ce from more than a dozen ch�ld 

health and market�ng experts. They are based on the Nat�onal All�ance for Nutr�t�on and Act�v�ty’s (NANA) model nutr�t�on standards for 

school foods, wh�ch were developed and are supported by more than 50 member organ�zat�ons of NANA.
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chuck e. cheese’s. Chuck E. Cheese’s res-

taurant sponsors “Turn Fun �nto Funds: 

The Chuck E. Cheese’s Elementary Schools 

Fundra�s�ng Event,” for preschools and 

elementary schools. Author�zed school 

personnel or PTA/PTO representat�ves can 

book an event for the�r school. Fundra�s-

ers must be scheduled for weekn�ghts. Chuck E. Cheese’s g�ves 10% of all sales generated 

by the event back to the school.  To encourage student and teacher part�c�pat�on, Chuck 

E. Cheese’s suppl�es schools w�th flyers, posters, free tokens, “Super Student” cert�ficates, 

and free meals to teachers who attend. On the day of the event, staff from Chuck E. 

Cheese’s w�ll make an appearance at the school.

A lucrative Initiative “in the company’s Arsenal”

 “We bel�eve that [school fundra�sers] hold the potent�al to l�ft Chuck E.’s same- 

 store sales beyond most other �n�t�at�ves �n the company’s arsenal and w�th  

 m�n�mal cap�tal outlay.” 
– Robert Derr�nton, analyst w�th Morgan Keegan & Co. Inc.  

Source: Nat�on’s Restaurant News 69

Chuck E. Cheese’s sells sandw�ches, French fr�es, appet�zers, p�zzas, beverages, des-

serts, and salad bars. Among the 47 food and beverage menu �tems for wh�ch nutr�t�on 

�nformat�on �s ava�lable, all �tems except one (apple ju�ce) are foods/beverages of poor 

nutr�t�onal qual�ty, accord�ng to the nutr�t�on standards �n Table 7.10  Chuck E. Cheese’s 

also has a salad bar, wh�ch �s not �ncluded �n �ts nutr�t�on l�st�ngs. Healthy cho�ces may 

be obta�ned at the salad bar, but also ava�lable are h�gh-fat, h�gh-salt dress�ngs and fatty 

salads, such as potato and macaron� salads.

little caesars. L�ttle Caesars 

P�zza sponsors a P�zza K�t 

fundra�ser, wh�ch �t cla�ms can 

“ra�se BIG DOUGH!” The L�t-

tle Caesars program �nvolves 

sell�ng p�zza k�ts and/or cook�e dough.  Each L�ttle Caesars P�zza K�t conta�ns all of the 

�ngred�ents needed to make “p�zza and snacks at home.” P�zza K�ts sell for $16.50-$18.00 

each and schools rece�ve 29% of the sales revenue ($5 per P�zza K�t).71 
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Of the n�ne types of p�zza, four types of crazy bread, four types of cook�e dough, and 

one cook�e ava�lable for sale through the L�ttle Caesars fundra�s�ng program, all are 

foods of poor nutr�t�onal qual�ty, accord�ng to the nutr�t�on standards �n Table 7. Even 

a sl�ce of the whole-wheat p�zza, wh�ch the company advert�ses as “healthy,” exceeds 

recommended levels of saturated fat. P�zza �s the fourth-lead�ng food source of calor�es 

�n the d�ets of Amer�cans,72  and cheese �s the second-lead�ng source of saturated fat �n 

the d�ets of ch�ldren.73 

krispy kreme. Kr�spy Kreme Doughnuts runs a var�ety of fundra�sers that are ava�lable to 

schools, youth sports groups, churches, and other non-profi t groups. They offer several 

fundra�s�ng opt�ons: (1) trad�t�onal doughnut sales; (2) g�ft cer-

t�fi cates; (3) partnersh�p cards; and (4) “A Doughnut Day.”74 Of 

the 33 d�fferent types of Kr�spy Kreme donuts and donut holes, 

all are of poor nutr�t�onal qual�ty accord�ng to cr�ter�a l�sted �n 

Table 7.75 

lABel redemPtIon ProgrAms

campbell’s labels for education Fundraising Program. School-based coor-

d�nators ask fam�l�es to buy Campbell’s products and turn the product 

labels �n to the�r school. The school coord�nators then bundle the 

labels, send them to Campbell’s, and, w�th the cred�ts from the labels, 

order suppl�es for the school.

Th�s program seems to be more about corporate market�ng than about 

prov�d�ng s�gn�fi cant fund�ng to schools. For example, a school that collects 

one hundred product labels can redeem those labels for a Campbell’s 

Soup label collect�on b�n, used to collect more labels. Collect�ng 1,200 

labels earns a school s�x sets of n�ne Crayola colored penc�ls, valued 

at about $12. At $1.20 per can of soup, fam�l�es have to spend 

$1,440 -- or 120 t�mes the actual cost of the penc�ls -- to earn th�s 

“reward.”
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 campbell’s labels for education Program:  effective corporate  
marketing, Inefficient school Fundraiser 

To earn a d�g�tal camcorder, a school would have to collect 27,850 Campbell’s product labels. In  

a school of 500 students, that means about 56 labels per student. At $1.20 per can of soup,  

students’ fam�l�es would have to spend $33,420 on Campbell’s products �n order for the school  

to earn a $300 camcorder.

In add�t�on to be�ng a bad bus�ness propos�t�on for schools, th�s Campbell’s fundra�s�ng pro-

gram promotes the consumpt�on of a product l�ne that �s generally of poor nutr�t�onal qual-

�ty (see Table 8). Of 622 Campbell’s products, 80% are of poor nutr�t�onal qual�ty accord�ng 

to the nutr�t�on standards �n Table 7; 64% of el�g�ble products are too h�gh �n sod�um.
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Table 8. Nutritional Quality of Campbell’s Products*

Brand Product category
number of 
Products

number of 
Products 
of Poor 

nutritional 
Quality

Percentage of 
company’s Products 
in category that Are 
of Poor nutritional 

Quality

Campbell’s Beans products 2 2 100

Condensed soup 76 76 100

Low sod�um soup 6 3 50

Spaghett�Os pasta 13 13 100

Gravy 15 14 93

Tomato ju�ce 6 0 0

Ready to serve soup 3 3 100

Soup at Hand 13 13 100

Ch�l� 9 9 100

Chunky soup 46 46 100

Healthy Request soup 10 1 10

Supper bake 8 7 88

Select soup 38 38 100

Franco-Amer�can Gravy 6 6 100

Pepper�dge Farm Bread 52 11 21

Croutons 8 1 13

Rolls 20 10 50

Stuffing 10 5 50

Cook�es 58 58 100

Crackers 14 11 79

Goldfish crackers and cook�es 49 48 98

Frozen garl�c bread 16 14 88

Cakes 11 10 91

Turnover/dumpl�ng/puff pastry 11 11 100

Swanson Broth 10 9 90

Canned ch�cken 5 3 60

V8 Vegetable ju�ce 30 0 0

Splash ju�ce dr�nk 27 27 100

Splash smooth�e 5 5 100

Prego Pasta sauce 28 24 86

Pace Salsa & sauces 12 8 67

Beans & ch�l�es 5 4 80

Taco season�ng 1 1 100

Total  622 493 79

* The nutr�t�onal qual�ty of Campbell’s products was assessed aga�nst the nutr�t�on standards �n Table 7. Our 
assessment �ncluded products for wh�ch there was nutr�t�on �nformat�on ava�lable on Campbell’s Web s�te 
dur�ng February 2006.76 Trans fat was not �ncluded �n th�s analys�s because trans fat �nformat�on was not 
prov�ded on the Web s�te. In add�t�on, food serv�ce products were not �ncluded �n th�s analys�s because nutr�-
t�on �nformat�on for those products was not prov�ded on the s�te.
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general mills Box tops for education Program. Fam�l�es are asked to collect box tops from 

General M�lls products, and a school coord�nator sends the box tops to General M�lls to 

redeem ten cents for each box top. General M�lls �ssues checks tw�ce per year to part�c�pat-

�ng schools, wh�ch are free to spend the revenue however they choose.

Schools need to keep �n m�nd that th�s �s a market�ng program for General M�lls, and 

that 81% of el�g�ble products �n the program are foods of poor nutr�t�onal qual�ty.F Jan-

ney Elementary School �n Wash�ngton, D.C., wh�ch has about 480 students, earned just 

$185, on average, per year over the last ten years through the General M�lls fundra�ser.77  

Yet, the school’s PTA regularly promotes General M�lls (through th�s program) �n �ts weekly 

newsletter (wh�ch one of the authors rece�ves s�nce her daughter �s a student at Janney 

Elementary). In �nterv�ews w�th the Boston Globe, parents from schools part�c�pat�ng �n the 

program reported hav�ng sw�tched from buy�ng Post or Kellogg’s products to General M�lls 

products to earn box tops.78 

BAke sAles: A hAlF-BAked IdeA 

Bake sales are a common school fundra�ser. Bake sales typ�cally �nvolve the sale of h�gh-fat 

cakes, cook�es, brown�es, and pastr�es. Accord�ng to the CDC, two-th�rds of schools nat�on-

w�de �n 2000 sold cook�es and other baked goods through fundra�sers.6 In some schools, 

bake sales are �nst�tut�onal�zed as a regular part of the school week.

G�ven nutr�t�onal, pract�cal, and financ�al cons�derat�ons, �t �s doubtful that bake sales make 

sense as a school fundra�ser anymore.

Bake sales requ�re a good deal of t�me and effort, usually by students’ parents. Parents 

must purchase �ngred�ents, spend t�me bak�ng �tems to contr�bute to the sale, and often 

spend t�me sell�ng the �tems and work�ng w�th student groups on the day of the sale. Often 

strapped for t�me, parents may �nstead choose to purchase pre-made baked goods.  Then, 

frequently, parents prov�de the�r ch�ldren w�th money to buy �tems at the bake sale. As a 

result, parents end up paying twice for the low-nutrition baked goods. 

Rather than be�ng occas�onal treats, sweet baked goods, such as cook�es, cakes, snack 

cakes, pastr�es, and donuts, have become a real problem �n the d�ets of Amer�can ch�ldren.  

Sweet baked goods are the th�rd lead�ng source of calor�es73 and the fourth lead�ng source 

of saturated fat73 �n ch�ldren’s d�ets.

F To determ�ne th�s percentage, we assessed nutr�t�on �nformat�on ava�lable on-l�ne for General M�lls’ food products and compared them w�th 

the nutr�t�on standards �n Table 6.
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mArket dAy: AmerIcA’s Food FundrAIser

Market Day: Amer�ca’s Food Fundra�ser, whose slogan �s “help�ng schools w�th every 

b�te,” works w�th more than 5,500 schools nat�onw�de and has earned more than $370 

m�ll�on for schools s�nce �t started more than 30 years ago. Unfortunately, th�s fundra�ser 

peddles pr�nc�pally unhealthy products. Fam�l�es can order frozen appet�zers, breakfasts, 

lunches, d�nners, snacks, s�de d�shes, and desserts through Market Day and p�ck them up 

at the�r school. Unfortunately, of the more than 200 food products for sale through th�s 

fundra�ser, only 9% met the nutr�t�onal standards �n Table 7.79 

A lA cArte Foods And BeVerAges

A la carte food and beverage �tems are sold �nd�v�dually – �n place of or alongs�de of 

re�mbursable meals – �n school cafeter�as. Although some of these �tems also are sold as 

a part of school meals, when they are sold �nd�v�dually (a la carte), they are not el�g�ble 

to be re�mbursed through the federal school meal programs (only complete/balanced 

meals are el�g�ble for federal re�mbursement).

Food and beverage a la carte opt�ons can �nclude �nd�v�dually sold components from the 

USDA-re�mbursable meals, as well as foods not offered as part of the school meal pro-

gram. The ava�lab�l�ty of a la carte �tems enables students to bu�ld meals for themselves, 

w�thout gu�dance from parents or food serv�ce profess�onals. For example, a student 

m�ght bu�ld a “meal” out of French fr�es, �ce cream, and a sugary sports dr�nk sold a la 

carte.  Also, students may purchase a la carte foods and beverages to add on to the�r 

nutr�t�onally regulated USDA meal or a meal they br�ng from home.

“Foodserv�ce departments are many t�mes hes�tant to stop serv�ng ‘junk’ a la carte 

�tems because there �s the m�sconcept�on that these are the only foods that br�ng �n 

revenue.  When appeal�ng, healthful alternat�ves are offered, students do purchase 

these �tems, wh�ch contr�bute revenue to school meal programs.”

-- Sara Schm�tz, RD, Green Bay Publ�c Schools, �n  
Making It Happen! School Nutrition Success Stories.1
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Healthy food and beverage �tems are often offered a la carte: water, low-fat m�lk, fru�t, 

vegetables, or 100% fru�t or vegetable ju�ces are among the most commonly sold a la 

carte �tems.7 However, schools also sell many unhealthy a la carte opt�ons, �nclud�ng 

h�gh-fat sweet baked goods, salty snacks, French fr�es, p�zza, sports dr�nks, and sugary 

ju�ce dr�nks.7 Forty-n�ne percent of elementary schools, 67% of m�ddle schools, and 80% 

of h�gh schools sell h�gh-fat cook�es, crackers, cakes, pastr�es, and other baked goods a 

la carte.6 A 2003 Cal�forn�a study found that 90% of school d�str�cts surveyed sold fast-

food �tems a la carte.80 

A 2005 nat�onw�de survey found that 67% of elementary schools, 88% of m�ddle 

schools, and 91% of h�gh schools sell a la carte foods to students (Table 9).7 A la carte �s 

usually run by the school food serv�ce department and revenue from a la carte typ�cally 

accrues to the food serv�ce account.7

Food serv�ce departments generate more money than any other school group from foods 

sold outs�de of school meals, and a la carte sales const�tute food serv�ces’ greatest source 

of revenue other than school meals.7 Among schools that sell a la carte foods, approx�-

mately 40% of h�gh school food serv�ces and almost 25% of m�ddle school food serv�ces 

generate more than $50,000 per year �n a la carte sales (see Table 10).7 For compar�son, 

that �s s�gn�ficantly more revenue than �s usually ra�sed by school beverage contracts. The 

Government Accountab�l�ty Office found that approx�mately one-quarter of h�gh schools 

w�th exclus�ve beverage contracts generated more than $15,000 per school per year 

from those contracts.7

Table 9. School Food Sales Venues7 

elementary Schools (%) middle Schools (%) High Schools (%)

A la carte 67 88 91

Vend�ng mach�nes 46 87 91

School stores 15 25 54

One or more of 
the above venues 83 97 99
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A la carte sales can decrease part�c�pat�on �n the Nat�onal School Lunch Program,81  

through wh�ch schools rece�ve re�mbursements from the federal government. Thus, the 

revenue raised by schools through a la carte is likely offset by decreases in sales from 

USDA-reimbursable school meals. Accord�ng to the Government Accountab�l�ty Office, 

�mprovements to the nutr�t�onal qual�ty of foods sold out of a la carte, vend�ng, and 

other school venues are often accompan�ed by �ncreased part�c�pat�on �n the school meal 

programs. In s�te v�s�ts to four d�str�cts, the GAO found that after sell�ng health�er a la 

carte �tems, federal re�mbursements for meals subsequently �ncreased, benefit�ng the 

school food author�ty.7

In fiscal year (FY) 2003, the Jefferson County, Kentucky, school d�str�ct �ntroduced volun-

tary nutr�t�on standards for a la carte foods. Those standards were: no more than 30% 

of calor�es from fat; no more than 30% sugars by we�ght; and no more than 170 mg 

of sod�um. They d�d not set nutr�t�on standards for beverages. In FY 2004, the county 

�mplemented mandatory nutr�t�on standards for a la carte �n all �ts schools. Between FY 

2002 (pr�or to changes �n nutr�t�on standards) and FY 2005 (after nutr�t�on standards 

were put �n place), annual �ncome from a la carte decl�ned by $3.2 m�ll�on. However, 

annual re�mbursements for school meals �ncreased by $6.9 m�ll�on, for a net �ncrease �n 

annual �ncome of $3.7 m�ll�on.82 

Table 10.  Estimated Percentage of High Schools in which Food Services Generated 
Different Amounts of Revenue through a la Carte Sales in 2003-20047 

Revenue per School ($) Percentage of Schools

0-1,000 5

1,001-5,000 6

5,001-25,000 14

25,001-50,000 26

50,001-75,000 10

75,001-100,000 5

100,001-125,000 5

Over 125,000 20

Note: Est�mated percentages do not add to 100 because some school food serv�ce d�rectors were 
unsure how much revenue they generated through a la carte sales.
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In May 2001, the R�chland County, South Carol�na, School D�str�ct One set nutr�t�on 

and port�on s�ze standards for foods sold through vend�ng mach�nes, snack bars, school 

stores, and a la carte. Wh�le the d�str�ct lost approx�mately $300,000 �n annual a la carte 

revenue, school lunch part�c�pat�on and federal re�mbursements �ncreased by approx�-

mately $400,000, for a net ga�n of $100,000.7 See Append�x B for add�t�onal examples 

of schools that sw�tched to health�er a la carte opt�ons and d�d not lose revenue.

In add�t�on, the sale of a la carte foods may st�gmat�ze students who are el�g�ble for 

re�mbursable school meals. Only ch�ldren w�th spend�ng money can purchase a la carte 

�tems, whereas the re�mbursable meal �s free to students who meet �ncome requ�re-

ments. Accord�ng to USDA, “ch�ldren may perce�ve that school meals are pr�mar�ly for 

poor ch�ldren rather than nutr�t�on programs for all ch�ldren. Because of th�s percept�on, 

the w�ll�ngness of low-�ncome ch�ldren to accept free or reduced pr�ce meals and non-

needy ch�ldren to purchase school meals may be reduced.”36

VendIng mAchInes

Wh�le some may not th�nk of them as fundra�sers, vend�ng mach�ne sales are a key 

means by wh�ch many schools ra�se funds.

many schools have Vending machines. Nat�onally, 46% of elementary schools, 87% of 

m�ddle/jun�or h�gh schools, and 91% of sen�or h�gh schools have vend�ng mach�nes 

(see Table 9).7 Of all product sales �n schools, exclus�ve beverage contracts have been 

the fastest-grow�ng ventures �n recent years.83 Nat�onw�de, half of all school d�str�cts 

have contracts w�th soft dr�nk compan�es.6 Wh�le these contracts cover beverage sales 

through vend�ng mach�nes, they frequently also set cond�t�ons for ch�ldren’s purchases 

of a soft dr�nk company’s products from cafeter�a l�nes, school stores, and concess�on 

stands.

most Vending machines dispense junk. Approx�mately 85% of snacks84 (see Table 11 

and F�gure 4) and 75% of beverages85 (see Table 12 and F�gure 3) ava�lable from school 

vend�ng mach�nes are of poor nutr�t�onal qual�ty. Low-nutr�t�on snacks commonly sold 

through vend�ng mach�nes �nclude candy, ch�ps, cook�es, and snack cakes.7,84 Unhealthy 

beverages commonly sold through vend�ng mach�nes �nclude soda, sports dr�nks, and 

sugary fru�t dr�nks.85
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The results of a study conducted by the Center for Sc�ence �n the Publ�c Interest  

�n 2003 �n wh�ch 120 volunteers �n 24 states surveyed the contents of 1,420  

vend�ng mach�nes �n 251 m�ddle, jun�or h�gh, and h�gh schools. In both m�ddle  

and h�gh schools, 75% of beverage opt�ons and 85% of snacks were of poor  

nutr�t�onal qual�ty.

Figure 4. School Vending Machine Pyramid84
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Table 11. Snacks Available in Middle and High School Vending Machines84 

Snack Type

middle Schools High Schools

middle Schools, 
High Schools, & other 

Secondary Schools 
combined

Percent of Total 
(number of Slots)

Percent of Total 
(number of Slots)

Percent of Total 
(number of Slots)

Candy 38 (882) 43 (3028) 42 (4062)

Ch�ps (regular) 24 (555) 25 (1787) 25 (2391)

Cook�es, snack 
cakes, and pastr�es 14 (310) 13 (928) 13 (1270)

Crackers w�th 
cheese or peanut 
butter 7 (154) 4 (306) 5 (484)

Ch�ps (low-fat) or 
pretzels 7 (152) 5 (332) 5 (489)

Crackers or Chex 
M�x 2 (52) 3 (235) 3 (303)

Granola/cereal bars 2 (56) 1 (103) 2 (171)

Low-fat cook�es and 
baked goods 2 (44) 1 (106) 2 (155)

Nuts/tra�l m�x 2 (41) 1 (89) 1 (141)

Fru�t or vegetable <0.5 (8) <0.5 (18) <0.5 (26)

Other snacks 2 (39) 3 (178) 2 (231)

TOTAL 100 (2,293) 100 (7,110) 100 (9,723)
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Sodas and fru�t dr�nks comb�ned const�tute the b�ggest s�ngle source of calor�es and 

added sugars �n the d�ets of teenagers.20 Stud�es show that ch�ldren who consume more 

soft dr�nks consume more calor�es (about 55 to 190 per day)21,24 and are more l�kely to 

become overwe�ght22,23 than k�ds who dr�nk fewer soft dr�nks. Also, a health-educat�on 

program encourag�ng elementary school students to decrease soft dr�nk consumpt�on 

reduced rates of overwe�ght and obes�ty.86 

Sports dr�nks and fru�t dr�nks are often marketed as healthful or better alternat�ves to 

soda. Wh�le sports dr�nks generally have 50% fewer calor�es than soda, they are l�ttle 

more than sugar water w�th added salt, and ch�ldren are over-consum�ng both sugars 

and salt. Accord�ng to the USDA Food Gu�de (based on est�mated calor�e, nutr�ent, and 

food group requ�rements and est�mated d�scret�onary calor�e allowances), the est�mated 

max�mum added sugars allowance for 4-18 year old g�rls �s 16 to 48 grams a day.87  The 

table 12. Beverages Purchased by students in schools Annually According to 
the American Beverage Association85*† 

Beverage Type

ounces per 
elementary 

School 
Student 
per Year

ounces per 
elementary 

School 
Student per 

Week 

ounces 
per middle 

School 
Student per 

Year

ounces 
per middle 

School 
Student per 

Week

ounces 
per High 
School 
Student 
per Year

ounces 
per High 
School 
Student 

per Week

Non-D�et 
Carbonated 
Soft Dr�nks 10.1 0.3 107.8 3.0 450.4 12.5

D�et 
Carbonated 
Soft Dr�nks 5.7 0.2 26.8 0.7 68.0 1.9

Water 9.5 0.3 50.0 1.4 131.8 3.7

Sports Dr�nks 7.3 0.2 64.3 1.8 136.5 3.8

100% Ju�ce 2.2 0.1 9.9 0.3 26.5 0.7

<100% Ju�ce 9.9 0.3 85.1 2.4 155.4 4.3

Teas 2.2 0.1 18.5 0.5 46.1 1.3

Flavored M�lk 0.1 0.0 0.5 0.0 0.8 0.0

Other 0.3 0.0 2.8 0.1 4.0 0.1

Total 47.3 1.3 365.5 10.2 1,019.5 28.3

* Assumes 36 weeks per school year. 
† Includes only beverages ava�lable to students (for example, excludes beverages ava�lable �n teachers’ 
lounges).
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average 6-11 year old (boy or g�rl) consumes 92 grams a day of added sugars.88 The 

average 12-17 year old g�rl consumes 96 grams a day of added sugars.88  The est�mated 

max�mum added sugars allowance for 4-18 year old boys �s between 16 to 96 grams per 

day. The average 12-17 year old boy consumes 140 grams a day of sugars.88

Furthermore, the D�etary Reference Intake for sod�um for ch�ldren (depend�ng upon 

the�r age) �s no more than 1,500 mg to 2,300 mg of sod�um a day.89 However, between 

75% and 91% of ch�ldren (depend�ng upon the�r age) consume more than 2,300 mg of 

sod�um a day.90 A  20-oz. bottle of Gatorade conta�ns approx�mately 275 mg of sod�um.

The Amer�can College of Sports Med�c�ne’s pos�t�on on “Exerc�se and Flu�d Replacement” 

states that “[d]ur�ng exerc�se last�ng less than one hour, there �s l�ttle ev�dence of phys�-

olog�cal or phys�cal performance d�fferences between consum�ng a carbohydrate-electro-

lyte dr�nk and pla�n water.”91 Most students do not part�c�pate �n 60-m�nute h�gh-�nten-

s�ty workouts dur�ng school hours. Fru�t dr�nks l�ke H�-C and Capr� Sun are merely sugar 

water w�th a tablespoon or two of added ju�ce, and fru�t dr�nks conta�n as many calor�es 

as soda.

   Over the course of four years of h�gh school, a student could ga�n  

   an extra 9.6 pounds solely from sugary dr�nks consumed from  

   school vend�ng mach�nes.

The average �ntake of non-d�et carbonated soft dr�nks purchased at school by h�gh 

school students �s 12.5 ounces per week, and the average �ntake of all sugary dr�nks 

(�nclud�ng sports dr�nks, ju�ce dr�nks, sweetened �ced teas, and non-d�et soda) from 

schools by h�gh school students �s 22 ounces per week (Table 12).85

Thus, the average h�gh school student consumes about 8,557 extra calor�es over a 36-

week school year (see Table 13) from sugary beverages purchased at school. If those 

calor�es are not compensated for though phys�cal act�v�ty or reduced �ntake of other cal-

or�es, then a h�gh school student would l�kely ga�n the equ�valent of an extra 2.5 pounds 

of body fat per year. Over four years of h�gh school, a student could ga�n an extra 10 

pounds of body fat solely from beverages consumed from school vend�ng mach�nes.

 



35

school Vending contracts Promote soft drink marketing and consumption. School soft 

dr�nk contracts usually �nclude prov�s�ons under wh�ch the d�str�ct or school earns more 

revenue as �t sells more sugary beverages. In a 2000 survey, about 80% of d�str�cts w�th 

beverage vend�ng contracts rece�ved a percentage of sales and 63% rece�ved �ncent�ves, 

such as cash awards or equ�pment donat�ons, t�ed to sales.6 Such arrangements create 

a s�tuat�on �n wh�ch �t �s �n the financ�al �nterest of school adm�n�strators for students to 

dr�nk more sugary beverages, and therefore can lead schools to make sugary beverages 

more ava�lable to students �n more locat�ons or for longer per�ods of t�me dur�ng the 

school day.

Penalt�es to schools for break�ng the market�ng prov�s�ons of beverage contracts are 

s�m�lar to the penalt�es �ncurred for not meet�ng sales quota. Th�s suggests that compa-

n�es value the opportun�ty to market the�r products �n schools as much as they value the 

chance to make d�rect sales to students dur�ng the school day.

In add�t�on, vend�ng mach�nes not only d�spense h�gh-calor�e, low-nutr�t�on foods and 

beverages, but the fronts and s�des of the mach�nes d�splay soft dr�nks, and act as b�ll-

boards �n schools, wh�ch ch�ldren pass by each school day.

G To determ�ne the average number of calor�es students consume each year through sugar-sweetened beverages sold �n school, we calculated 

the average number of calor�es per ounce �n such beverages, then mult�pl�ed that number by the average number of ounces of those bever-

ages consumed by students at school.

table 13. calories from low-nutrition Beverage sales in u.s. schoolsg

Beverage 
Type

Average 
calories  
per oz.

ounces  
per High 
School 
Student  
per Year

calories 
per High 
School 
Student 
per Year

ounces 
per middle 

School 
Student 
per Year

calories 
per middle 

School 
Student 
per Year

ounces 
per elem. 

School 
Student 
per Year

calories 
per elem. 

School 
Student 
per Year

Carbonated 
soft dr�nks 
(non-d�et) 12 450 5540 108 1326 10 124

Sports dr�nks 8 137 1092 64 514 7 58

Teas 8 46 355 19 142 2 17

<100% Ju�ce 
dr�nks 10 155 1570 85 860 10 100

Total  788 8,557 276 2,842 29 299
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school Vending revenue. Though some contend that ch�ldren w�ll only purchase junk 

foods and soft dr�nks from school vend�ng mach�nes, USDA and CDC have found that 

“Students w�ll buy and consume healthful foods and beverages – and schools can make 

money from sell�ng healthful opt�ons.”1 Of 17 schools and school districts that tracked 

income after switching to healthier options, 12 increased revenue and four reported no 

change. The one school district that did lose revenue in the short term experienced a 

subsequent revenue increase after the study was completed.92   

Those schools and school d�str�cts were located �n a var�ety of states, �nclud�ng Cal�-

forn�a, Connect�cut, Kentucky, Ma�ne, M�ss�ss�pp�, Montana, New York, North Dakota, 

Rhode Island, Texas, and W�scons�n.  Also, e�ght schools �n a p�lot program �n Ar�zona 

sw�tched to sell�ng health�er foods v�a vend�ng, a la carte, or school stores and d�d not 

lose money.93 See Append�x B for add�t�onal examples.

Though school beverage contracts often appear to be lucrat�ve, the funds ra�sed usually 

represent only a small fract�on of a school d�str�ct’s overall budget. Even the most lucra-

tive beverage contracts usually provide less than 0.5% of school districts’ budgets.83 A 

2006 nat�onal study of 120 school beverage contracts found that contracts ra�se an aver-

age of $18 for schools and/or d�str�cts per student per year.3
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In add�t�on, the profitab�l�ty of school soft dr�nk contracts vary cons�derably from d�s-

tr�ct to d�str�ct; the range of total revenue to schools/d�str�cts from beverage contracts 

�s $0.60 to $93 per student per year.3 However, only one small school among the 120 

analyzed contracts ra�sed more than $50 per student per year.

Typ�cally, the profit marg�ns on vend�ng mach�nes are less than for other types of fund-

ra�sers. The average comm�ss�on rate to schools on vend�ng mach�ne beverage sales �s 

33%.3 For example, �n Aust�n Independent School D�str�ct, students spent $504,000 per 

year on products from school vend�ng mach�nes, but the�r schools rece�ved only $90,000 

of the proceeds.94 For other product fundra�sers, schools usually keep 45% of sales rev-

enue, though the revenue to the school �s determ�ned by the volume sold.

The Texas Department of Agr�culture est�mates that Texas schools ra�se $54 m�ll�on per  

 year from vend�ng sales, wh�le the state’s school food serv�ce operat�ons l�kely lose at  

 least $60 m�ll�on per year to the sale of foods sold outs�de of the meal programs, both  

 from student sales and loss of federal re�mbursements.

Furthermore, �t �s quest�onable whether vend�ng mach�nes br�ng new money �nto 

schools. School vend�ng, �nstead, appears to sh�ft money away from the nutr�t�onally reg-

ulated school meal programs to a d�scret�onary account for the school pr�nc�pal or other 

school adm�n�strator. The Texas Department of Agr�culture est�mates that Texas schools 

ra�se $54 m�ll�on per year from vend�ng sales, wh�le the state’s school food serv�ce opera-

t�ons l�kely lose at least $60 m�ll�on per year to the sale of foods sold outs�de of the meal 

programs, both from student sales and loss of federal re�mbursements.4

Schools should keep in mind that Coke, Pepsi, and other junk-food manufacturers that 

sell their products in schools are not giving money to them, they are taking it. The 

money ra�sed from fundra�s�ng �n schools �s not a char�table donat�on from the soft dr�nk 

and snack food �ndustr�es. The money comes out of the pockets of ch�ldren and the�r 

parents, and compan�es, �n the case of beverage vend�ng, take about two-th�rds of the 

money back to corporate headquarters.3 
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School Foods Policy
Many local school d�str�cts, �nclud�ng Los Angeles, Ch�cago, New York C�ty, Ph�ladelph�a, 

and Wash�ngton, D.C., have establ�shed pol�c�es to �mprove the nutr�t�onal qual�ty of 

foods sold outs�de of the school meal programs �n recent years. Add�t�onal momentum 

to �mprove school foods at the local level has been sparked by the 2004 Ch�ld Nutr�-

t�on and WIC Reauthor�zat�on Act,95 wh�ch requ�red local school d�str�cts to develop and 

�mplement wellness pol�c�es on nutr�t�on and phys�cal act�v�ty by fall 2006.

In 2005, 200 b�lls to �mprove school foods were �ntroduced �n forty states.96 States such 

as Kentucky, Nevada, Arkansas, New Mex�co, Alabama, Cal�forn�a, and New Jersey have 

establ�shed nutr�t�on standards for foods and beverages sold through school vend�ng 

mach�nes, school stores, a la carte, and other school venues. However, CSPI’s School 

Foods Report Card shows that the nat�on has a patchwork of pol�c�es address�ng school 

foods and that two-th�rds of states have very weak pol�c�es, wh�ch were graded as Ds 

or Fs.97 For example, only n�ne states have saturated fat l�m�ts, seven states have trans 

fat l�m�ts, and just five states have standards for sod�um for foods sold outs�de of school 

meals.

The nat�onal nutr�t�on standards for foods sold through vend�ng, a la carte, school stores, 

fundra�sers, and other venues outs�de of school meals are weak and out of date. USDA 

l�m�ts the sale of “foods of m�n�mal nutr�t�onal value” (FMNV) – �.e., foods and beverages 

that are composed predom�nantly of sugars and that conta�n less than 5% of the recom-

mended amounts of e�ght spec�fied nutr�ents per serv�ng.98 

USDA’s standards do not address key nutr�t�on concerns, such as calor�es, saturated fat, 

trans fat, and sod�um. As result, many low-nutr�t�on foods are not cons�dered FMNV and 

can be sold anywhere on school campuses anyt�me dur�ng the school day (see Table 14). 

USDA’s standards no longer make sense �n terms of nutr�t�on sc�ence and key concerns 

regard�ng ch�ldren’s d�ets and health, and result �n an arb�trary des�gnat�on of what �s 

cons�dered a low-nutr�t�on food and what �s not. For example, seltzer water cannot be 

sold �n school cafeter�as, but most sugary fru�t dr�nks can. Jelly beans are out, but choco-

late candy bars can be sold.

In add�t�on, FMNV may not be sold �n school cafeter�as wh�le meals are be�ng served. 

However, they can be sold outs�de the cafeter�a, �nclud�ng �n the hallway r�ght outs�de 

the cafeter�a, at any t�me. In one-half of schools w�th vend�ng mach�nes, the mach�nes 

are located �n or near the cafeter�a.7
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In Apr�l 2006, Senators Tom Hark�n (D-IA), Arlen Specter (R-PA), and L�sa Murkowsk�  

(R-AK) and Representat�ves Lynn Woolsey (D-CA) and Chr�s Shays (R-CT) �ntroduced 

a federal b�ll to rev�se and update USDA’s defin�t�on of FMNV. Th�s b�ll would requ�re 

USDA to update �ts nutr�t�on standards for foods and beverages sold through vend�ng 

mach�nes, a la carte, and school stores and apply those standards to the whole campus 

for the whole school day.

In May 2006, the three largest soft dr�nk compan�es and the All�ance for a Health�er 

Generat�on announced that �t w�ll work w�th bottlers and schools to remove sugary 

sodas from schools by 2009.99 Soft dr�nk compan�es agreed to sell only water, low-fat 

and non-fat m�lk, and 100% ju�ce w�th no added sweeteners �n elementary and m�ddle 

schools.  In h�gh schools, those beverages plus no or low-calor�e dr�nks, sports dr�nks, 

and l�ght ju�ces w�ll be sold. At least 50% of beverages �n h�gh schools are supposed to 

be water, no-calor�e opt�ons, or low-calor�e opt�ons.

The new beverage gu�del�nes are l�m�ted �n that they are voluntary and, thus, unenforce-

able. In add�t�on, schools have not agreed to the beverage gu�del�nes, and �t rema�ns to 

be seen whether and to what extent schools w�ll accept and comply w�th them. Another 

l�m�tat�on of the gu�del�nes �s that they perm�t the sale of sugary dr�nks, such as sports 

dr�nks and fru�t dr�nks, �n h�gh schools.

Table 14.  
Many Low-nutrition Foods Are Not Considered FMNV Despite Their High 
 Contents of Calories, Saturated Fat, Trans Fat, or Salt and Thus, May Be Sold 
Anywhere on School Campuses Anytime During the School Day. 

Allowed by USdA: Fmnv not Allowed by USdA:

n Fru�tades (w�th l�ttle ju�ce) n Seltzer water

n French fr�es n Cracker Jacks

n Ice cream n Pops�cles (w�thout fru�t or fru�t ju�ce)

n M&M’s n Chew�ng gum

n Oreos cook�es n Loll�pops

n Cheetos n Cotton candy

n Snack cakes n Breath m�nts

n Donuts
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In October 2006, Campbell Soup, Dannon, Kraft Foods, Mars, and Peps�Co (parent 

company of Fr�to Lay), �n conjunct�on w�th the All�ance for a Health�er Generat�on, 

announced voluntary nutr�t�on gu�del�nes for school foods sold outs�de of re�mbursable 

meals.100 It �s encourag�ng that some segments of the food �ndustry recogn�ze the�r prod-

ucts’ contr�but�on to ch�ldhood obes�ty. However, schools and vend�ng mach�ne opera-

tors are the part�es that actually dec�de wh�ch products are placed �n school vend�ng 

mach�nes, and �t �s unclear whether or to what extent they w�ll comply w�th the snack 

gu�del�nes.

Wh�le some argue that �t �s less problemat�c to sell sugary beverages and junk food 

�n h�gh schools, s�nce the students are older, �t makes l�ttle sense to have the weakest 

pol�cy �n schools w�th the b�ggest problem. Wh�le 46% of pr�mary schools have vend-

�ng mach�nes, more than 90% of h�gh schools have them.7 Older ch�ldren, who st�ll do 

not have fully developed log�cal th�nk�ng, have cons�derable spend�ng money and more 

opportun�t�es to make food cho�ces and purchases �n the absence of parental gu�dance 

than younger ch�ldren. Parents of preteens and teenagers need support �n the�r efforts to 

feed the�r ch�ldren a healthy d�et.

The Nat�onal Academ�es’ Inst�tute of Med�c�ne (IOM) 2005 report, Preventing Childhood 

Obesity: Health in the Balance, recommends the development of nutr�t�on standards 

for food and beverages sold �n schools as an �mmed�ate step to take �n confront�ng the 

ch�ldhood obes�ty ep�dem�c.101 Also, nat�onally, 90% of teachers and parents support the 

convers�on of school vend�ng mach�ne contents to healthy beverages and foods.102 

All R�ghts Reserved.  Used w�th Perm�ss�on.
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Conclusions
Many factors affect the profitab�l�ty of school fundra�sers, �nclud�ng the s�ze of the 

school, student sales efforts, and the type of fundra�ser conducted (see F�gure 5).

The total number of school fundra�sers held annually and the total amount of revenue 

generated each year are d�fficult to gauge. Deta�led records of fundra�sers often are not 

kept by schools or are unava�lable. The Assoc�at�on of Fundra�s�ng D�str�butors and Sup-

pl�ers est�mates that schools ra�se about $1.4 b�ll�on annually through product fundra�s-

ers.38

In pr�mary and secondary schools comb�ned, vend�ng mach�nes generated approx�mately 

$1 b�ll�on �n sales �n 2001.103 However th�s figure represents sales rather than profits 

to schools.  S�nce the average comm�ss�on rate to schools on beverage sales �s 33%,3 

nat�onally schools ra�se approx�mately $330 m�ll�on from beverage vend�ng per year.  

Wh�le th�s �s a cons�derable amount of money, the average per-student revenue that 

Figure 5. Factors Affecting Profitability of school Fundraisers

PROFIT

Fundraising
Company
Used

Type of
Fundraiser

Organizer Efforts

Student Sales 
Effort

Quantity of
Product Sold

Weather/
Time of Year

Cost of Product

Receptivity
of Community
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schools earn through beverage contracts could be ra�sed by sell�ng healthy beverages or 

through other fundra�sers. The average total revenue to schools from beverage contracts 

�s just $18 per student per year.3

The bad news �s that, currently, many of the most common school fundra�sers �nvolve 

junk food. The good news �s that there are many options for healthy fundraising avail-

able to schools that are practical and profitable (see Table 1). Examples of healthy fund-

ra�sers �nclude: bottled water sales, healthy snack sales (�.e., granola bars or fru�t), books, 

plants, flowers, scr�p, auct�ons, walk-a-thons, and “fun runs.”

CDC and USDA concluded, �n Making It Happen! School Nutrition Success Stories, that 

“students w�ll buy and consume healthful foods and beverages – and schools can make 

money from sell�ng healthful opt�ons.”1

To set a pos�t�ve example, support nutr�t�on educat�on, promote healthy eat�ng, and 

support parents’ efforts to feed the�r ch�ldren a healthy d�et, �t �s �mportant that schools 

refra�n from sell�ng junk food to ch�ldren through fundra�sers, �nclud�ng vend�ng 

mach�nes and a la carte.
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Recommendations for Healthy 
School Fundraising

What Parents Can Do:

n		 Work w�th your school pr�nc�pal, d�str�ct school board, or food serv�ce to adopt 

nutr�t�on standards for all food sales outs�de of school meals, �nclud�ng through 

vend�ng, a la carte, school stores, and fundra�sers. See CSPI’s School Foods Tool K�t 

for �nformat�on and mater�als (free of charge at www.csp�net.org/schoolfoodk�t).

n		 Urge your member of Congress and U.S. Senators to cosponsor the Ch�ld Nutr�-  

  t�on Promot�on and School Lunch Protect�on Act to requ�re USDA to update �ts   

  nutr�t�on standards for all foods sold outs�de of the school meal programs.

n		 Talk w�th your PTA/PTO, pr�nc�pal, coaches, school clubs, art, mus�c and athlet�c 

departments, booster clubs, and food serv�ce about health�er fundra�s�ng opt�ons.  

Prov�de them w�th examples of healthy fundra�sers.

n		 Replace fundra�sers that sell low-nutr�t�on foods (l�ke candy bars and cook�e   

 dough) w�th non-food products (l�ke g�ft cards, jewelry, and plants) or health�er   

 food products (l�ke fru�ts, water, and granola bars) (see Table 1).

n		 Replace bake sales w�th alternat�ves such as “bakeless” bake sales or non-food 

product sales.

n		 Conduct recycl�ng fundra�sers to ra�se money and help the env�ronment.

n		 Ask fundra�s�ng compan�es to prov�de your school w�th fundra�s�ng catalogs that 

feature only non-food or healthy food products (for example, ask for g�ft wrap 

catalogs that do not �nclude candy).

What Schools Can Do:

n		 Adopt nutr�t�on standards for all food and beverage sales outs�de of school meals 

�nclud�ng through vend�ng, a la carte, school stores, and fundra�sers. See the 

Nat�onal All�ance for Nutr�t�on and Act�v�ty’s (NANA) Model School Wellness Pol�-

c�es at <www.schoolwellnesspol�c�es.org>.

—Set a pol�cy to allow only fundra�sers that sell e�ther non-food �tems or 

foods that meet school nutr�t�on standards (see standards �n NANA’s 

model pol�cy at <www.schoolwellnesspol�c�es.org>). Prov�de school 

organ�zat�ons w�th a l�st of health�er fundra�s�ng alternat�ves.

—Place only health�er foods and beverages �n school vend�ng mach�nes 

(see <www.csp�net.org/schoolfoodk�t> for a l�st of product opt�ons).

n Do not hold school fundra�sers at restaurants where more than half of the menu 

opt�ons are of poor nutr�t�onal qual�ty (see nutr�t�on standards �n Table 7). Such 
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a pol�cy would exclude fundra�sers at most fast-food restaurants and many other 

cha�n restaurants.

n Enl�st students �n develop�ng healthy, profitable fundra�s�ng �deas. For example, 

a bus�ness class could be tasked w�th develop�ng and �mplement�ng a healthy 

school fundra�ser.

n Requ�re compan�es to feature e�ther �mages of health�er foods and beverages, 

l�ke water or 100% fru�t ju�ce, or school logos on the fronts and s�des of vend�ng 

mach�nes. Do not allow �mages of soda, sports dr�nks, or sugary fru�tades.

n Implement a nutr�t�on pol�cy for foods and beverages offered or sold at school-

sponsored events outs�de of the school day, such as school sport�ng events.

What Companies Can Do:

n Supply only healthy foods and beverages to schools for a la carte, vend�ng, fund-

ra�s�ng, and school stores.

n Support nat�onal, state, and local efforts to set strong nutr�t�on standards for 

school foods and beverages.

n Offer schools donat�ons that are not t�ed to promot�ng a part�cular brand, unless 

�t �s a healthy brand.

n Fundra�s�ng compan�es should offer schools fundra�s�ng catalogs that feature only 

healthy or non-food products. (For example, do not �nclude candy �n a wrapp�ng 

paper catalog.)

n Put only healthy brands or non-branded �mages (e.g., school logos) on vend�ng 

mach�ne covers and s�des.

n Restaurants should offer a greater number of healthy menu �tems and should 

l�st calor�es on menus to make �t eas�er for students and parents to make healthy 

cho�ces at school fundra�s�ng n�ghts (and at other t�mes).

G�ven r�s�ng obes�ty rates and ch�ldren’s poor d�ets, �t �s no longer acceptable to sell junk 

food to ch�ldren through school fundra�sers, �nclud�ng vend�ng and a la carte. Healthy 

fundra�sers set a pos�t�ve example and support healthy eat�ng by ch�ldren, nutr�t�on edu-

cat�on, and parents’ efforts to feed the�r ch�ldren healthfully.

There are many opt�ons for healthy fundra�s�ng ava�lable to schools that are easy to 

�mplement and profitable. A grow�ng number of case stud�es demonstrate that schools 

can make just as much money from sell�ng healthy foods and beverages and non-food 

�tems as they d�d sell�ng junk food.
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A.  Fruit

cushman’s Fruit company 

Phone: (800) 776-7575 

Fax: (800) 776-4329 

Webs�te: www.honeybell.com 

Ema�l: fundra�s�ng@honeybell.com 

Address: Post Office Box 24711 

West Palm Beach, FL 33416-4711

Florida Fruit Association, Inc. 
Phone: (800) 613-7848 

Webs�te: www.fundra�s�ngfru�t.com 

Address: 716 20th Ave 

Vero Breach, FL  32962

Fruition 

Phone: 800-481-FRUIT (3784) 

Webs�te: http://fru�t�ong�fts.com  

Ema�l: fundra�sers@fru�t�ong�fts.com 

Address: Maryland Produce Market 

P.O. Box 2001, Jessup, MD 20794

golden harvest Fruit co.  
Phone: (800) 826-9099 

Fax: (561) 466-5920 

Webs�te: www.golden-harvest-fru�t.com 

Ema�l: goldenharvest@worldnet.att.net 

Address: 4788 North US Hwy 1 

Ft. P�erce, FL 34946

hale groves 

Phone: (888) 373-7848 

Fax: (561) 589-8889 

Webs�te: www.HaleGrovesFundRa�s�ng.com 

Ema�l: fundra�s�ng@halesgroves.com 

Address: P.O. Box 701330, Wabasso, FL 32970

langdon Barber groves 
Phone: (800) 766-7633 

Fax: (800) 878-3613 

Webs�te: www.lbg.org 

Ema�l: �nfo@lbg.org 

Address: P.O. Box 13540, Fort P�erce, FL 34979

Parker Indian river groves 
Phone: (888) EAT-CITRUS 

Fax: (865) 525-9992 

Webs�te: www.g�ftfru�tfundra�s�ng.com 

Ema�l: �nfo@c�trusfru�t.com 

Address: P.O. Box 1208 

Vero Beach, FL 32961-1208

riverbrite citrus 
Phone: (800) 732-7483 

Fax: (561) 466-2850 

Webs�te: www.r�verbr�te.com 

Ema�l: sales@r�verbr�te.com 

Address: 150 North Graves Road/Orange Ave.  

Fort P�erce, FL 34982

riversweet citrus sales, Inc. 
Phone: (800) 741-0004 

Fax: (727) 545-5367 

Webs�te: www.r�versweet.com 

Ema�l: alex@r�versweet.com 

Address: 11350 66th Street North, Su�te 102 

Largo, FL 33773-5524

B.  Bottled water

Amanda hills spring water company 
Phone: (800) 375-0885 

Fax: (740) 927-1856 

Webs�te: http://amandah�lls.com 

Address: P.O. Box 301 

9756 Nat�onal Road, SW, Etna, Oh�o 43018

champion Fundraising 
Fax: (901) 755-4665 

Webs�te: www.champ�onfundra�s�ng.com 

Ema�l: requests@champ�onfundra�s�ng.com 

Address: PO Box 381652  

Germantown, TN 38183 

Appendix A:   
Contact Information for Fundraising Companies
A w�de var�ety of fundra�s�ng compan�es work w�th schools. Examples are l�sted below, 

most of wh�ch work w�th schools throughout the country. CSPI does not endorse any of 

these compan�es, but prov�des the�r contact �nformat�on for the conven�ence of readers.
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Fundraising.com 
Phone: (800) 443-5353 

Fax: (888) 702-3865 

Webs�te: www.fundra�s�ng.com 

Ema�l: �nfo@fundra�s�ng.com 

Address: P.O. Box 690 

N143 W5775 P�oneer Road 

Cedarburg, WI 53012

Premier label water company 
Phone: (888) 628-0798 

Webs�te: www.plwc.net  

Ema�l: �nfo@plwc.net 

Address: 2799 E. Trop�cana, Su�te H456 

Las Vegas, NV 89121

c.  grocery stores

Albertsons community Partners  
Phone: (800) 696-6419 

Webs�te: www.albertsons.com/cp/?s= 

Food lion shop and share 
Phone: (704) 633-8250 x3810 

Fax: (704) 630-9724 

Webs�te: www.foodl�on.com/IntheCommun�ty 

/ShopandShare/  

Ema�l: customerrelat�ons@foodl�on.com 

Address: PO Box 1330, Sal�sbury, NC 28145

giant A+ Bonus Bucks 
Phone: (877) ASK-APLUS 

Webs�te: www.g�antfood.com/aplus  

Ema�l: http://www.g�antfood.com/aplus/aplus 

_comment_form.htm

hannaford helps schools 
Phone: (888) 287-9050 

Fax: (207) 885-3051 

Webs�te: www.hannaford.com/Contents/Our 

_Company/Commun�ty/wh_hannafordHelps.shtml  

Ema�l: lor�e.ham�lton@hannaford.com 

Address: P.O. Box 1000, Portland, Ma�ne 04104

harris teeter together In education 
Phone: (800) 432-6111 

Fax: (704) 844-3214 

Webs�te: www.harr�steeter.com/default 

.aspx?pageId=292  

Ema�l: www.harr�steeter.com/default 

.aspx?pageId=25 

Address: P.O. Box 10100, Matthews, NC 28105

Ingles tools for schools 
Phone: (888) 8TOOLS4 

Fax: (888) 5TOOLS4 

Webs�te: www.�nglestoolsforschools.com  

Ema�l: �nfo@kaplenco.com 

Address: P.O. Box 609, Lou�sv�lle, NC 27023

kroger cares 

Phone: (800) 837-4483 

Fax: (614) 898-6686 

Webs�te: www.kroger.com/mykroger/gl 

/FundRa�s�ng.htm  

Ema�l: Prefers not to have people send ema�l 

Address: 4111 Execut�ve Parkway 

Westerv�lle, OH 43081

lowes Food club cash 

Phone: (888) 669-5693 x53056 

Fax: (800) 659-1425 

Webs�te: www.lowesfoods.com/clubcash.cfm  

Ema�l: wecare@lowesfood.com 

Address: P. O. 24908, W�nston, SC 27114

meijer community rewards 
Phone: (800) 962-7011 

Webs�te: http://www.me�jer.com/rewards/  

Ema�l: http://www.me�jer.com/contact 

/pcaform.asp 

Address: P.O. Box 1752 

Grand Rap�ds, MI 49501

ralphs community contribution 
Phone:  (800) 443-4438 x3 

Fax: (310) 884-2648 

Webs�te: www.ralphs.com/ccprogram.htm  

Address: P.O. Box 54143 

Los Angeles, CA 90054
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safeway club card for education 
Webs�te: http://shop.safeway.com/superstore 

/default.asp?brand�d=1&page=corphome 

tom thumb good neighbor Program 
Phone: (888) 334-8240 

Fax: (713) 917-8006 

Webs�te: www.tomthumb.com 

/goodne�ghbor.asp  

Address: 6770 Abrams Road 

Dallas, Texas 75230

d.  scrip/schoolpop

great lakes scrip center 
Phone: (800) 727-4715 

Fax: (888) 865-9655 

Webs�te: www.glscr�p.com 

Ema�l: glscma�l@glscr�p.com

new england scrip 
Phone: (877) 745-7383 

Fax: (720) 302-6290 

Webs�te: www.newenglandscr�p.com 

Ema�l: �nfo@NewEnglandScr�p.com 

Address: PO Box 3034 

Beverly, MA 01915

schoolpop 
Phone: (888) 200-2088 

Fax: (678) 405-9334 

Webs�te: www.schoolpop.com  

Ema�l: customercare@schoolpop.com  

Address: 1100 Abernathy, NE  

Bu�ld�ng 500; Su�te 950, Atlanta, GA 30328

e.  discount cards

discount card Fundraiser 
Phone: (888) 293-9290 

Webs�te: www.thed�scountcard.com 

Ema�l: �nfo@thed�scountcard.com 

Address: P.O. Box 2366 

Valdosta, GA 31604-2366

F.  scratch cards

#1 Fundraisers Fundraising, Inc.  
Fax: (208) 728-5974 

Webs�te: www.1-fundra�sers-fundra�s�ng.com 

Ema�l: Fundra�sernow@yahoo.com 

Address: 5501 N. Charles St. 

Balt�more, MD  21204

1Fundraising.com 

Fax: (502) 364-9808 

Webs�te: www.1fundra�s�ng.com 

Ema�l: �nfo@1Fundra�s�ng.com 

Address: 7017 Grade Lane, Lou�sv�lle, KY 40213

ABc Fundraising  
Phone: (800) 368-4543 

Fax: (323) 667-0065 

Webs�te: www.ABCFundra�s�ng.com 

Ema�l: Info@ABCFundra�s�ng.com 

Address: 1348 Luc�le Avenue, Ste. 1  

Los Angeles, CA 90026

cash savings card (a.k.a. CornerStone Publ�sh�ng)  

Phone: (800) 538-6963 

Fax: (941) 945 6343 

Webs�te: www.cashsav�ngscard.com 

Ema�l: fundra�s�ng@cashsav�ngscard.com

eFundraising.com 
Phone: (800) 561-8388 

Fax: (877) 275-8664 

Webs�te: www.efundra�s�ng.com 

Ema�l: �nfo@efundra�s�ngcorp.com 

Address: 1320 Rte. 9, Champla�n, NY 12919

Fundraising.com 

Phone: (800) 443-5353 

Fax: (888) 702-3865 

Webs�te: www.fundra�s�ng.com 

Ema�l: �nfo@fundra�s�ng.com 

Address: P.O. Box 690, N143  

W5775 P�oneer Road, Cedarburg, WI 53012
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justfundraising.com 
Phone: (888) 440-4114 

Fax: (888) 440-7448 

Webs�te: www.justfundra�s�ng.com  

Ema�l: helpdesk@justfundra�s�ng.com  

Address: 1310 Route 9, Champla�n, NY 12919

Partners for kids 
Phone: (800) 681-1207 

Fax: (865) 984-7027 

Webs�te: www.partnersfork�ds.com 

Ema�l: gary@partnersfork�ds.com 

Address: PO Box 27070, Knoxv�lle, TN 37927

g.  recycling

cartridges for kids 
Phone: (800) 420-0235 

Fax: (970) 493-7250 

Webs�te: www.cartr�dgesfork�ds.com 

Ema�l: contact@cartr�dgesfork�ds.com 

Address: 315 L�ncoln Court 

Fort Coll�ns, CO 80524

cash 4 cartridges usA 
Phone: (865) 984-9020 

Webs�te: www.cash4cartr�dgesusa.com 

Ema�l: Recycle@Cash4Cartr�dgesUSA.com

ecoPhones 

Phone: (888) Eco-Phones or (888) 326-7466 

Webs�te: www.ecophones.com  

Ema�l: �nfo@ecophones.com

Friendship used clothing collection llc 
Phone: 919-250-9091 

Webs�te: www.fr�endsh�pusedcloth�ng.com  

Ema�l: dave@fr�endsh�pusedcloth�ng.com  

Address: 1220 Corporat�on Parkway, Su�te 103 

Rale�gh, North Carol�na 27610

Profit Quests 

Phone: (888) 272-4540 

Fax: (318) 255-5888 

Webs�te: www.profitquests.com 

Ema�l: �nformat�on@profitquests.com 

Address: 2803 Arcad�a Dr�ve, Ruston, LA 71270

h.  gift wrap

cherrydale Farms 
Phone: (800) 570-6010 

Webs�te: www.cherrydale.com 

Ema�l: �nfo@cherrydale.com 

Address: Allendale, PA 

current usA, Inc.  
Phone: (877) 665-4481 

Fax: (800) 993-3232 

Webs�te: www.current�nc.com 

Ema�l: CurrentFundra�serCustomerServ�ce 

@current�nc.com 

Address: 1005 East Woodmen Road 

Colorado Spr�ngs, CO 80920

earthsavers Fundraising 
Phone: (336) 275-9282 

Fax: (336) 379-5020 

Webs�te: www.earthsaversfundra�s�ng.com 

Ema�l: �nfo@earthsaversfundra�s�ng.com 

Address: 2007 Yanceyv�lle St. 

Greensboro, NC 27405

entertainment Publications, Inc.  
Phone: (877) 248-2273 

Fax: (248) 637-9792 

Webs�te: www.fundra�s�ng.enterta�nment.com  

Address: 2125 Butterfield Road, Troy, MI 48084

sally Foster (a.k.a. Cendant Corporat�on)  

Phone: (203) 365-2000 

Webs�te: www.sallyfoster.com 

Address: 707 Summer Street 

Stamford, CT 06904

I.  cookbooks

cookbook Publishers, Inc. 
Phone: (800) 227-7282 or (913) 492-5900 

Fax: (913) 492-5947 

Webs�te: www.cookbookpubl�shers.com 

Ema�l: �nfo@cookbookpubl�shers.com 

Address: 10800 Lakev�ew Avenue 

P.O. Box 15920, Lenexa, KS 66285-5920
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Fundcraft Publishing, Inc. 
Phone: (901) 853-7070 

Fax: (901) 853-6196 

Webs�te: www.fundcraft.com 

Address: P.O. Box 340, 410 H�ghway 72 W 

Coll�erv�lle, TN 38027

g & r Publishing co. 
Phone: (800) 383-1679 

Fax: (800) 886-7496 

Webs�te: www.gandrpubl�sh�ng.com 

Ema�l: gandr@gandrpubl�sh�ng.com 

Address: 507 Industr�al St., Waverly, IA  50677

morris Press cookbooks 
Phone: (800) 445-6621 

Fax: (308) 234-3969 

Webs�te: www.morr�scookbooks.com  

Address: P.O. Box 2110 

Kearney, NE 68848-2110

walter’s Publishing 
Phone: (800) 447-3274 

Fax: (507) 835-3217 

Webs�te: www.custom-cookbooks.com 

Ema�l: cookbook@mn�c.net 

Address: 1050 8th St NE, Waseca, MN 5609

j.  Auctions

Auction systems (Auct�on Software) 

Webs�te: www.auct�onsystems.com 

Ema�l: �nfo@auct�onsystems.com

cmarket.com (online auctions) 
Phone: (866) 621-0330 

Fax: (617) 374-9015 

Webs�te: www.cmarket.com  

Ema�l: sales@cmarket.com 

Address: One Ma�n Street  

Cambr�dge, MA 02142

everysoft (online auctions) 
Webs�te: www.everysoft.com/frames.html 

Ema�l: sales@everysoft.com 

Address: 920 Scen�c Dr., M�dland, MI 48642 

national Auctioneers Association  
(F�nd an Auct�oneer) 

Phone: (913) 541-8084 

Webs�te: www.auct�oneers.org 

Address: 8880 Ballent�ne 

Overland Park, KS 66214

northwest Benefit Auctions 
Phone: (800) 469-6305 

Webs�te: www.auct�onhelp.com 

Address: 1200 NE 112th Ave. 

Su�te C250, Bellevue, WA 98004

target Funding group 
Phone: (800) 345-0782 

Fax: (561) 626-4291 

Cell: (561) 906-0702 

Webs�te: www.char�tyauct�onhelp.com  

Address: 11730 Stonehaven Way 

West Palm Beach, FL 33412

k.  candles

America’s Fundraising network 
Phone: (800) 936–5538  

Fax: (865) 539-0164 

Webs�te: www.amer�casfundra�s�ng.com 

Ema�l: haroldcondra@amer�casfundra�s�ng.com 

Address: P.O. Box 52167, Knoxv�lle, TN 37950

Aromalight candle company 
Phone: (877) 542-3285  

Fax: (502) 969-3709 

Webs�te: www.aromal�ghtcandles.com 

Ema�l: �nfo@aromal�ghtcandles.com 

Address: 908 Ulr�ch Avenue 

Lou�sv�lle, KY 40219

All star 1 Fundraising 

Phone: (800) 642-4766 or (405) 692-0500 

Fax: (405) 692-0588 

Webs�te: www.allstar1.com 

Ema�l: p�zzamakers@allstar1.com 

Address: P.O. Box 890180 

Oklahoma C�ty, OK 73189-0180
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eFundraising.com 

Phone: (888) 540-6070 or (610) 239-0200  

Fax: (610) 239-0364 

Webs�te: www.eFundra�s�ng.com 

Ema�l: sales@efundra�ser.com 

Address: 250 Water Street 

Norr�stown, PA, 19401

eZ Fund 

Phone: (800) 991-8779 

Fax: (713) 973-8321 

Webs�te: www.ezfund.com 

Ema�l: �nfo@ezfund.com 

Address: 10681 Hadd�ngton Dr�ve, Su�te 130 

Houston, TX 77043 

southwest candles 

Phone: (800) 889-4763 

Fax: (800) 670-5664 

Webs�te: www.wf.qu�k.com/andy1/page4.html  

Ema�l: andy1@wf.qu�k.com 

Address: P.O. Box 4004, W�ch�ta Falls, TX 76308

l.  other

Beary thoughtful (Stuffed Bears) 
Phone: (866) 84-BEARS 

Fax: (508) 679-8288 

Webs�te: www.BearyThoughtful.com 

Address: P.O. Box 257, T�verton, RI 02878

B.g. Beads (Beads and Sp�r�t-wear) 
Phone: (888) 276-6299  

Fax: (216) 382-1099 

Webs�te: www.bgbeads.com 

Ema�l: debb�e@bgbeads.com 

Address: 3553 St. Albans Rd. 

Cleveland, OH 44121 

entertainment Publications, Inc. (Coupon Books) 

Phone: (877) 248-2273 

Fax: (248) 637-9792 

Webs�te: www.fundra�s�ng.enterta�nment.com  

Address: 2125 Butterfield Road, Troy, MI 48084

kidoodlez (Student Art) 
Phone: (800) 455-4449 

Fax: (732) 872-7764 

Webs�te: www.k�doodlez.com 

Ema�l: k�doodlez@home.com 

Address: P.O. Box 563, Naves�nk, NJ 07752

nutrition and kids (CDs, Educat�onal) 
Phone: (949) 455-2772 

Fax: (949) 455-9572 

Webs�te: www.nutr�t�onandk�ds.net 

Ema�l: nutr�t�onfork�ds@home.com 

Address: 22676 Gal�lea 

M�ss�on V�ejo, CA 92692

orangeburg Pecan company (Nuts) 
Phone: (800) 845-6970 (Ask for Fund Ra�s�ng) 

Webs�te: www.uspecans.com 

Ema�l: uspecans@yahoo.com 

Address: P.O. Box 38, Orangeburg, SC 29116

original works 
Phone: (800) 421-0020 

Fax: (518) 584-9293 

Webs�te: www.or�g�nalworks.com  

Ema�l: owyhq@or�g�nalworks.com  

Address: 54 Caldwell Road 

St�llwater, NY 12170

sherwood Forest Farms (Wreaths)  
Phone: (800) 767-7778 

Fax: (206) 545-7888 

Webs�te: www.sherwoodforestfarms.com 

Ema�l: sherwood@sherwoodforestfarms.com 

Address: 1900 N. Northlake Way, Su�te 135, 

Seattle, WA 98103

southern charm (Throws, Tapestr�es, & P�llows)  

Phone: (877) 312-1472 

Fax: (864) 847-6012 

Webs�te: www.southernchrm.com 

Address: P.O. Box 6244 

Anderson, SC 29623-6244

scholastic (Book Fa�rs) 
Phone: (407-829-7300) 

Webs�te: http://www.scholast�c.com/bookfa�rs/ 

Ema�l: http://www.scholast�c.com/bookfa�rs 

/contact/ema�l.asp 

Address: 1080 Greenwood Boulevard 

Lake Mary, Flor�da 32746 
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Appendix B

Schools and School Districts That Have Improved  
Foods and Beverages and Maintained Profits

 

School/ 
School district contact new Healthier options Revenue impact notes

Aptos M�ddle 
School 
PTSA, San 
Franc�sco, CA

L�nal Ish�bash�, 
Pr�nc�pal 
(415) 469-4520

n  Fresh del� 
sandw�ches, sush�, 
pasta, salads, 
homemade soups, 
faj�tas �n cafeter�a

n  Replaced soda w�th 
health�er cho�ces 
�n the locker room 
vend�ng mach�nes

Ended school 
year w�th $6,000 
surplus.

Teachers have 
commented on 
the �mprovement 
�n student 
behav�or and 
academ�c 
performance.

Ven�ce H�gh 
School, Los 
Angeles, CA

Jacquel�ne 
Domac, 
Cha�r, Health 
Deparment 
Ema�l: �nfo@
nojunkfood.org

School store offers 
water, 100% ju�ce, 
soy m�lk, granola bars, 
cereal bars, other 
healthy snacks

n  After one year, 
snack sales �n 
the student 
store were up 
by over $1,000 
per month 
compared to 
the same t�me 
the prev�ous 
year.

n  After two 
years, snack 
sales per 
month �n the 
school store 
had roughly 
doubled.

n  The students 
became 
nutr�t�on 
advocates and 
began work�ng 
on strengthen-
�ng the school’s 
food pol�cy.

n  Students ra�se 
s�gn�ficant 
funds w�th 
healthy 
fundra�sers.

V�sta H�gh 
School, 
San D�ego 
County, CA

En�d Hohn
Ema�l: ehohn@
vusd.k12.ca.us
Webs�te: 
www.vusd.
k12.ca.us/cns/ 
healthyvend�ng.
htm

School vend�ng 
mach�nes offer 
granola bars, Or�ental 
snack m�x, Caesar 
salads, tuna

The vend�ng 
mach�nes 
gross $25,000 
a month and 
average $6,000 
a month �n 
profit.

The school 
purchased �ts 
own vend�ng 
mach�nes, end�ng 
�ts rel�ance on 
and profit-shar�ng 
w�th vend�ng 
compan�es.
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School/ 
School district contact new Healthier options Revenue impact notes

Monroe H�gh 
School, Los 
Angeles, CA

L�sa Jones, 
Grants 
Coord�nator
(818) 892-4311
Ema�l: Irath1@
lausd.k12.ca.us

n  School vend�ng 
mach�nes offer 
water, 100% ju�ces, 
sports dr�nks

n  A salad bar was 
added �n the 
cafeter�a.

The sw�tch to 
health�er opt�ons 
�n�t�ally resulted 
�n a d�p �n sales; 
however, once 
the students 
became �nvolved 
w�th market�ng 
health�er foods, 
sales returned to 
and surpassed 
prev�ous levels.

Teachers report 
that students are 
more focused 
�n class and that 
behav�or has 
�mproved, w�th 
a 74% reduct�on 
�n v�olent 
suspens�ons s�nce 
the change �n 
school foods and 
beverages.

12 Schools �n 
Cal�forn�a

Sarah Yang
(510) 643-7741
Ema�l: scyang@
berkeley.edu

n  Implementat�on of 
nutr�t�on standards 
for beverages and 
snacks sold outs�de 
of school meals

n  Schools �n 
the program 
�mplemented 
vary�ng changes, 
�nclud�ng:

   o  El�m�nat�on of a la 
carte sales

   o Salad bars offered
   o  Cook�ng and 

garden�ng 
programs

   o  Renovat�on of 
eat�ng areas

   o  Fru�t and yogurt 
added to lunch

Of the 16 
part�c�pat�ng 
s�tes, 13 saw 
�ncreases �n food 
serv�ce per cap�ta 
gross revenues 
rang�ng from 1% 
to 38% between 
September 2002 
and June 2004.

The major�ty of 
revenue �ncreases 
came through 
�ncreased state 
and federal 
re�mbursements 
for purchases of 
free or reduced-
pr�ce school 
meals.
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School/ 
School district contact new Healthier options Revenue impact notes

Fayette 
County 
Publ�c 
Schools, KY

Roger K�rk, PTA 
v�ce pres�dent
Phone: (859) 
227-9112
Ema�l: rk�rk@
levelfield4.com

n  The school d�str�ct 
renegot�ated �ts 
vend�ng contract to 
sh�ft the proport�on 
of healthy opt�ons 
from 21% to 72% 
of the beverage 
vend�ng opt�ons.

n  Beverages 
des�gnated as 
“healthy” �nclude 
water, 100% ju�ce, 
and sports dr�nks. 

n  Nutr�t�onal cr�ter�a 
were set for healthy 
snacks, and the 
percentage of 
snacks meet�ng 
these cr�ter�a was 
�ncreased from 1% 
to 40% �n the new 
contract.

n  Health�er beverages 
and snacks are 
pr�ced lower than 
other beverages and 
snacks.

S�nce the 
changes took 
effect, first 
quarter revenues 
were up $4,000 
from the same 
t�me the prev�ous 
year.

Elementary 
schools �n the 
d�str�ct have 
been and w�ll 
cont�nue to be 
free of vend�ng 
mach�nes.

Jefferson 
County 
School 
D�str�ct, KY

An�ta 
McLaughl�n
Ema�l: 
an�tamcl55@
yahoo.com

n  In�t�ally, nutr�t�on 
standards for a 
la carte �ncluded 
max�mums of 30% 
calor�es from fat, 
30% sugars by 
we�ght, and 170 mg 
of sod�um.  

n  Most recent 
max�mum standards 
are: 30% calor�es 
from fat; 32% 
sugars by we�ght or 
14 g; and 300 mg 
sod�um.  In add�t�on, 
beverages must be 
water, 100% ju�ce, 
or 1% m�lk.

Annual �ncome 
from a la carte 
dropped by  
$3 m�ll�on 
between  
FY 2002 and  
FY 2005.

However, annual 
�ncome from 
federal meal 
re�mbursements 
�ncreased by 
$6.9 m�ll�on 
dur�ng the same 
per�od for a 
net �ncrease �n 
�ncome of  
$3.7 m�ll�on.

Jefferson 
County �s the 
largest county �n 
Kentucky.
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School/ 
School district contact new Healthier options Revenue impact notes

Shrewsbury 
School 
D�str�ct, 
Shrewsbury, 
MA

Beth N�chols
(508) 841-8819
Ema�l: 
bn�chols@
shrewsbury.k12.
ma.us

n  In the cafeter�a, 
fr�ed �tems have 
been replaced w�th 
health�er fresh food 
offer�ngs.

n  The a la carte 
select�ons �nclude 
yogurt, bagels, fresh 
fru�t, 100% ju�ces, 
and m�lk.

n  The h�gh school 
snack bar �s closed 
dur�ng lunch 
per�ods.

Sales �n the 
cafeter�a 
�ncreased by 
$400 per week.

McComb 
School 
D�str�ct, 
McComb, 
MS

V�v�an Magee
(601) 684-4661

n  In elementary 
school classrooms, 
junk food may no 
longer be used to 
reward student 
performance.

n  The d�str�ct has 
stopped us�ng low-
nutr�t�on foods as 
fundra�sers.

n  The new vend�ng 
pol�cy proh�b�ts 
all vend�ng to 
elementary 
students, and allows 
for the sale of 
water, 100% ju�ces, 
low-fat m�lk, and 
low sugar sports 
dr�nks �n m�ddle and 
h�gh schools.

The h�gh 
school reports 
that there has 
been no loss 
�n revenue and 
that students 
purchase what �s 
prov�ded �n the 
mach�nes.

Coca-Cola 
logos that 
were prev�ously 
d�splayed on 
school vend�ng 
mach�nes have 
been replaced by 
p�ctures of water 
and 100% ju�ces.

W�ll�ston 
Jun�or H�gh 
School, 
W�ll�ston, ND

Sue Grundstad
(701) 577-3763
Ema�l: 
sgumdhu@
yahoo.com

n  The morn�ng “candy 
cart” was replaced 
w�th a “breakfast 
cart.”

n  Soft dr�nk vend�ng 
mach�nes were 
turned off for the 
whole school day 
but students could 
st�ll use 100% ju�ce 
vend�ng mach�nes.

Revenue stayed 
the same.
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School/ 
School district contact new Healthier options Revenue impact notes

Byfield 
Elementary 
School, 
Br�stol, RI

Magg�e G�unta, 
Foodserv�ce 
D�rector, 
Aramark Food 
Serv�ce
Ema�l: g�unta-
magg�e@
aramark.com

n  Replaced ex�st�ng 
beverages for sale 
w�th only 100% 
ju�ce, water, and 
m�lk �n all d�str�ct 
elementary schools 
and replaced water 
�ces and �ce cream 
w�th 100% ju�ce 
freezes and frozen 
yogurt.

n  Moved to health�er 
classroom snacks 
and part�es and to 
offer�ng fresh fru�ts 
and vegetables at 
parent meet�ngs 
and programs. 

In the first year 
the �ncome 
from a la carte 
�tems decreased 
from $5 to $10 
per day but by 
the end of the 
second year 
sales recovered 
and average 
da�ly revenue 
�ncreased sl�ghtly 
above or�g�nal 
levels.  The 
h�gher level 
was ma�nta�ned 
dur�ng the th�rd 
year.

Aramark holds 
“sample” days 
each year so 
students can try 
healthy �tems.  
These events are 
popular.

R�chland 
County 
School 
D�str�ct One,  
SC

M�sha Lawyer, 
reg�stered 
d�et�t�an
(803) 231-6954
Ema�l: 
mlawyer@
r�chlandone.org

Set nutr�t�on 
standards for foods 
and beverages sold 
through vend�ng 
mach�nes, snack bars, 
school stores, and a la 
carte.

School 
d�str�ct lost 
approx�mately 
$300,000 �n 
annual a  la 
carte revenue 
but school lunch 
part�c�pat�on and 
annual federal 
re�mbursements 
�ncreased by 
approx�mately 
$400,000.1
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