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Fund-raising Basics
Sales Projects

Raising funds is a necessary activity in almost any organization. This fact is also true for the local
DECA chapter. This source of income is the one most commonly used by chapters to raise the
funds necessary to carry out chapter projects and activities. A well-planned sales project will not
only generate funds for the chapter but also can give a very meaningful learning experience for
chapter members. You and your members also need to be aware of the fact that a poorly
planned and run sales project can be disastrous.

Of all the projects and activities that your chapter will work on during the year, the one that
should be viewed with strict business logic is the sales project. Many times members will con-
fuse fund-raising activities with fun activities and make decisions such as hiring a band for a
school dance and then be in the situation where they must sell 2,000 tickets to break even on
the event when the school population is only 800. Therefore, the advisor and members need to
review some guidelines for successful fund-raising activities before beginning the campaign.

Below are some suggested guidelines:

The project or activity does not violate existing school policy.

Before deciding on an activity, the chapter must review school policy for fund-raising. It is fur-
ther suggested that approval for the activity be obtained from the principal. He/she can then
become your first customer.

Is the project or activity unique or has another group in the school or community done some-
thing similar?

Chapter members need to be sure that another student organization or community group is not
planning a similar activity. It is also important to know if other groups have conducted similar
campaigns. This information will help your chapter determine whether or not there is a sufficient
market for the product. It will also help answer the next question.

Will the project involve all chapter members?

It is critical to the fund-raising effort that the product or activity be a popular choice of the
majority of the members. Motivation is the key to selling. If chapter members have a voice in
the product selection, their enthusiasm will be greater for selling it, and enthusiastic salespeople
are the key to a successful campaign. This step also provides you with the opportunity to review
sales techniques. This is something that should come naturally to marketing education students;
however, too many members do not view fund-raising as selling and forget all of the techniques
that have been learned in the classroom and on the job. A review of these techniques is a must
at this time. Allow chapter members to develop the sales approach they will use. The following
example will show how effective this can be. From which salesperson would you buy?

“Hi. Would you like to buy some light bulbs?”

“Good morning, my name is Kelly and I’m a member of the Landview DECA Chapter. We are
selling light bulbs to raise money to send six of our chapter members to the International DECA
conference in Anaheim. These light bulbs are not just ordinary bulbs. They will last four times
longer than normal bulbs and cost an average of only 75 cents each in packages of four. You
can help us by purchasing one or two packages of light bulbs, and your assistance will be great-
ly appreciated.”
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The approach you use will make a great deal of difference in the success of your sales project.
Make sure you spend time talking through the sales presentation.

Are we providing a needed product or service?

There are many worthy causes;  therefore, it is important that we give people something for their
dollars. Are we giving people something for their money or are we simply asking for a donation?
This is an important factor to consider when making your choice of what to sell.

Does the product or activity provide adequate opportunity to raise the needed funds?

Here is a great opportunity for conducting market research. Before embarking on a sales project,
ask the following questions: Is there a sufficient market for this project? Will the project generate
sufficient revenue for the chapter’s effort? Is the project salable to the total community or is the
market limited? What market does the chapter plan to serve?

Will the percent of profit and the number of items sold yield the amount of money needed for
the group’s activities?

Just how much profit will the chapter realize from the sale of one item? This is a question that
needs to be answered before selecting a product. Often items that are most attractive to the
members yield such a low profit that the chapter would have to sell an unrealistic amount of the
product to reach its goals.

Is the supplier readily available?

The answer to this question is important when selecting the sales project, since it is difficult to
determine the potential sales of a campaign. Goals will be set; however, there is no way of
accurately predicting what each member will sell, especially if it is the first time for this particu-
lar campaign. Therefore, prior to selecting the product or company, an arrangement should be
made for securing additional products. Answers to the following questions should be obtained
in trying to determine whether or not to deal with a particular company: Who pays the shipping
charges? What is the turnaround time after placing the order? Who pays for damages or short-
ages? Answers to questions such as these will help your members begin each fund-raising activi-
ty with their eyes open.

Can we return unsold products?

Again, determine this before you select the product or company. Do not be surprised at the end
of your activity by finding out that all unsold products must be purchased by the chapter.

Are the sales goals established for each member realistic and challenging?

Goals must be set for all projects, especially sales projects. J.C. Penney expressed it beautifully
when he said, “Give me a stock clerk with a goal and I will give you a man who will make his-
tory. Give me a man without a goal and I will give you a stock clerk.”

Goal setting gives the chapter something to work toward. If goals are not established, then one
sale could be considered a success. The chapter should establish group goals as well as individ-
ual member goals. All members should know what is expected of them.

One thing to keep in mind when setting goals is that they should be challenging, yet not so
challenging as to be unattainable. Once goals are set, each member should be allowed to plan
how his/her goal will be reached. Ask members to write this down. Remember—if you fail to
plan, then you are planning to fail.
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Does the project provide for incentives to encourage member involvement?

Nothing will help generate sales better than a well-thought-out incentive program. These will be
discussed in greater detail later in this section.

Will the project be a good learning experience for the membership?

All projects undertaken by the chapter, whether civic, social or fund-raising, should provide a
meaningful learning experience to all chapter members. If the criteria listed above are used in
selecting a fund-raising project, a well-rounded learning experience will be provided. Members
will discuss market research, buying, pricing, selling and other marketing-related topics in
selecting the activity. This is a very good justification for conducting fund-raising activities. Many
schools are now limiting the number of fund-raising activities that student organizations can do
throughout the year; however, this type of activity is a perfect extension of the marketing 
classroom.

Sales Project Incentive Programs

Incentive is a vital aspect of any activity; however, it is tremendously important in fund-raising
activities. Generally, when advisors hear the word “incentive” they think of a prize program,
which is usually perpetuated by the sales and marketing company itself. While there is nothing
wrong with a well-conceived prize program, several alternatives are listed below for considera-
tion.

Prize Structure

A prize can be a great motivator, but take care not to make the programs so costly as to endan-
ger the ultimate goal of the activity. Properly designed, the prize structure should create incen-
tive for sales, while also rewarding students for consistency and for turning in funds daily. The
prize structure should also reflect your organization’s goals. A key point here is that the prize
structure should not be designed to reward only the top salespeople. Make sure that it is possi-
ble for every member to receive a prize for reaching a minimum sales goal.

What prizes do you give?

Many sales and marketing companies have established their own programs. Review these with
the company representative. The prizes awarded may not be adequate or appropriate for your
particular group. If this is the case, discuss this with the representative to determine what
changes can be made. If a company’s prize program is insufficient, tell them and push for a cost
reduction in other areas. For instance, agree to forget the prize program if the company agrees
to pay shipping. This would provide you with the funds necessary to structure your own prize
program.

Where do you get the prizes?

Often your supplier can assist you with prizes or will supply them for you. In cases where you
and your members design the prize program, it is recommended that a wholesaler be contacted
for the prize purchases. Many times a local merchant will provide you with a discount, or may
even donate some items.
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How many prizes are awarded?

Usually there is one daily prize (times the number of days for the activity); then three major
prizes for the most sales (first, second, third). Daily prizes can be awarded using two different
methods: (1) Prizes can be awarded to the person having the highest total sales day after day; or
(2) all members can start each day equally and the person having the highest total sales each
day is awarded a prize. This gives all members the opportunity to win a daily prize.

This prize structure rewards members for daily sales. Further, it encourages them to turn in
money daily. It also keeps from discouraging those members who have little opportunity to win
the volume awards. Finally, this method still recognizes those members who have sold the most.

Daily prizes should be motivational; however, they need not always be expensive. One local
advisor found that a free soda was very motivational. She offered a free soda to any member
who sold three products overnight. The end result was that 12 of 30 members met this goal.
Thus 36 additional items were sold at a profit of one dollar on each for a total of $36 profit. The
cost of the sodas was $3—well worth the effort.

Individual Account Structure

Some chapters receive either a portion of or all of the profits from the school store operation
and therefore do not need to do substantial fund-raising to raise the chapter budget. Yet some of
these chapters do conduct fund-raising activities to allow individual members the opportunity to
build an account with the chapter. This account can be drawn upon to cover costs incurred at
DECA activities. A member can earn his/her way to a state or international conference, pay
membership dues and buy DECA membership items from his/her account. You as the advisor are
usually the final authority as to what is and is not an acceptable expense. This system is simple
to administer because no money ever changes hands. Additionally, this system allows the chap-
ter treasurer to get very involved in the financial activities of the organization. This system works
whether the individual is credited with the full percentage of the profit or only a portion.
Individual accounts are effective because they reward everyone who participates, especially the
top salespeople.

DECA All Stars

It was mentioned earlier that not all incentive programs need to award prizes. There are other
alternatives. One such alternative was developed by a local advisor. She started the All-Star
Program and awarded a specially designed sweat shirt to all members reaching 1,000 points.
Sweat shirts were presented at the end-of-the-year awards banquet.

Points were awarded not only for sales projects, but for participation in activities throughout the
year. Properly marketed, membership in this organization becomes a very prestigious thing and
in turn works to motivate the chapter membership. Often times, sophomores or juniors were
awarded sweat shirts and would wear them during the next school year. The next class of DECA
members were always curious how the sweat shirts were earned. Note: Involve the DECA mem-
bers in designing the All-Star sweat shirt so it is something students want.

Students were given the point structure at the beginning of the year so they knew all of the
activities that would be taking place and how points could be earned. From simply paying
membership dues to earning recognition in area, state and international DECA competitions,
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students earned points. Charts were readily available to students so they could see where they
stood with All-Star points.

Regardless what type of incentive system you use, remember to take into consideration the stu-
dents who will be working toward these incentives. If it isn’t something they are interested in, it
won’t be an incentive and will serve no purpose. Also, remember that the incentives do not
need to be expensive. Sometimes advisors get caught up in making the incentives worth so
much that the profit is lost. Even something as simple as a pizza party for everyone if the goal is
reached is enough. So don’t spend too much energy on developing an elaborate incentive pro-
gram, it’s really not necessary.
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American Family Safety
Jared Rabinowitz

416.596.7772 x223 • Fax 416.596.8883
Email: jcrabin@americanfamilysafety.com

www. americanfamilysafety.com

Angie’s List
Jordan Linville
317.396.3768

Email: jordanl@angieslist.com
www.angieslist.com

Bótika Candles 
Denise Stout

877.391.4526 • Fax 806.687.1406
Email: denise.s@botikacandles.com

www.botikacandles.com

Breeze Freeze, Inc.
Denny Richardson

734.781.4020 • Fax 734.414.6537
Email: denny.richardson@breezefreeze.com

www.breezefreeze.com

Cambridge Marketing, LLC
Alysha Parrish

800.971.7171 • Fax 731.645.4770
Email: sales@fundraisingforme.com

www.fundraisingforme.com

C&D Distributing
Jack Bucchioni, Vice President
610.366.1606 • 800.289.4525

Fax 610.391.9325
www.haddingtonfarms.com

CheerStix
Norm Huswick

425.334.0610 • Fax 661.397.0043
Email: norm@cheerstix.com

www.cheerstix.com

CityMagnet, Inc. 
Darrell Wheeler

573.374.6200 • Fax 573.374.4700
Email: citymag@charter.net

The Color Creek
Jeff Davis

423.877.9974 • Fax 423.877.9352
Email: jeffd@colorcreek.com

www.colorcreek.com

Co-op Way
Jim Christian

903.748.0219 • Fax 903.846.4602
Email: jchristian@bcec.com

www.co-opway.com

Custom Resources
Tara Richardson

660.885.5096 • Fax 660.885.3665
Email: tara@customresources.com

www.customresources.com

DATA MATCH, inc
Richard Capper, President

800.545.1110 • 412.835.6886
Fax 412.835.1499

Email: rcapper@data-match.com
www.data-match.com

EventNet USA
Joel Benson

954.467.9898 • Fax 954.467.8252
Email: joelb@eventnetusa.com

www.eventnetusa.com

Fannie May Confections, Inc.
Mark Harrison

630.402.0041 • Fax 630.402.0043
Email: markh@fanniemay.com

www.fanniemay.com

Fieldhouse Creative
Laura Kramer

425.458.4200 • 877.232.9785
Fax 425.467.0800

Email: laura@fieldhouse.net
www.fieldhousestore.com

Fundraising of the Future
Edward Shriber

949.489.2110 • Fax 949.489.2210
Email: ed@pacificwestmarketing.com

www.pacificwestmarketing.com

FunTeaching.com LLC
Don and Dotty Clark

505.822.0585 • Fax 240.282.8834
Email: sales@funteaching.com

www.funteaching.com

Hershey Chocolate U.S.A.
Curt Robinson

800.803.6932 • 717.534.5921
Fax 717.534.4739

Email: crobinson@hersheys.com
www.hersheys.com

Hudson & Company
Shannon Hudson

888.429.7708 • Fax 916.774.6544
Email: hudco@surewest.net

www.spiritthrows.com

IPI Fundraising, Inc.
Justin DiNorscia

800.238.7916 • Fax 302.366.8995
Email: info@ipifundraising.com

www.ipifundraising.com

Jackson Candy Fundraising
John Jackson

626.938.0098 • Fax 626.938.0197
www.candyfundraising.com

Key West Key Lime, LLC
Larry Hadley
888.524.5866

Email: larry@kwkl.com
www.kwkl.com

The Krelman Company
Kelly Williams

719.561.3911 • Fax 719.561.9939
Email: info@krelman.com

www.krelman.com

Made4U LLC
Russell Ellsworth
240.305.6900

Email: contact@made4uonline.com
www.made4uonline.com

Max L. Cowen’s Student Stores, Inc.
315.733.0580 • Fax 315.733.4247

Email: irv@maxcowen.com
www.maxcowen.com

M.E./D.E. Supply Company
Stan Freed

800.656.8590 • 215.752.8590
Fax 215.752.8690

Email: MEDESupply@aol.com
www.MEDESupplyCompany.com

National Council on Economic
Education
Troy White

212.730.1791 • Fax 212.730.1793
Email: Twhite@ncee.net

1 Smart Marketing
Jason Lawder

800.806.0698 • Fax 321.724.6131
Email: jason@studentcrew.com

www.studentcrew.com

Otis Spunkmeyer, Inc.
Ken Partyka

817.410.4715 • Fax 817.410.4716
Email: kpartyka@spunkmeyer.com

www.spunkmeyer.com

Outward Bound West
Garrett Ball

720.497.2423 • Fax 720.497.2427
Email: gball@outwardboundwest.org 

www.outwardboundwest.org

POS Systems Group Inc.
Craig Cesarone
877.271.3750

Email: info@schoolpos.com
www.schoolpos.com

Pride Distributors, Inc.
Jay Abramson

800.451.5442 • Fax 248.553.7567
Email: pride@prodigy.net

www.townopoly.net

Reunion Stuff, LLC
Billy Hartgrove

405.463.0551 • Fax 405.463.0407
Email: info@reunionstuff.com

www.reunionstuff.com

Terracycle, Inc.
Dave Minnick

609.393.4252 • Fax 609.393.4259
Email: dave@terracycle.org

www.terracycle.org

T.S. Outfitters
Cynthia Ng

800.998.8870 • 404.355.2292 
Fax 404.355.2398

Email: cyn@tsoutfitters.com
www.tsoutfitters.com

ZKid Network Company
Don Weisberg

847.509.4200 • Fax 847.509.4202
www.zkidnetwork.com

Section IV: Chapter Activities

DECA Sales & Marketing Companies
DECA’s Sales and Marketing Companies are excellent sources for fund raising materials. These com-
panies are reliable and provide quality products. Many of these companies exhibit during the
International Career Development Conference, enabling you to see their products for yourself.


