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4-H Fundraiser
Intermediate

The Creative Clovers 4-H Club wants to raise $2000 to use for
their Community Pride project — purchasing playground equipment for
their local park. Together with their key leader, they have been
discussing the fundraisers that are advertised in the 4-H Source Book.

The twenty members want to choose a fundraiser that doesn’t
require start-up or shipping fees or a minimum order. Since they plan
to conduct their fundraiser over a period of two weeks, they want a
reasonably priced product that provides a high profit without being
labor intensive. They also want to choose a product that is of interest
to multiple age groups.

Currently, the local high school band is selling fruit, the Boy
Scouts are selling popcorn, and Little League is selling cookie dough.

Which fundraiser would be the best choice for the club to choose?

Criteria:

Earn $2000

No Fees or Minimum Order

Not Labor Intensive for a two week fundraiser

Desirable product to different age groups other than fruit, popcorn,
cookie dough

The information given in this publication is for educational purposes only. Reference to commercial products or trade names is made with
the understanding that no discrimination is intended and no endorsement by the University of Minnesota Extension is implied.
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4-H Fundraiser

Senior

The Creative Clovers 4-H Club wants to raise $2000 to use for
their Community Pride project — purchasing playground equipment for
their local park. Together with their key leader, they have been
discussing the fundraisers that are advertised in the 4-H Source Book.

The twenty members want to choose a fundraiser that doesn’t
require start-up or shipping fees or a minimum order. Since they plan
to conduct their fundraiser over a period of two weeks, they want a
reasonably priced product that provides a high profit without being
labor intensive. They also want to choose a product that is of interest
to multiple age groups.

Currently, the local high school band is selling fruit, the Boy
Scouts are selling popcorn, and Little League is selling cookie dough.

Which fundraiser would be the best choice for the club to choose?

The information given in this publication is for educational purposes only. Reference to commercial products or trade names is made with
the understanding that no discrimination is intended and no endorsement by the University of Minnesota Extension is implied.
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#1
Cookbooks and Calendars

e Hardcover cookbooks priced from $9 to $25 and full-color wall
calendars priced at $9

e Full color product brochures

e Risk free; product samples bought back
e Requires delivery of product

e 60% profit

o Will require $3400 in sales; $170 in sales per member

The information given in this publication is for educational purposes only. Reference to commercial products or trade names is made with
the understanding that no discrimination is intended and no endorsement by the University of Minnesota Extension is implied.
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#2
Candles

Great selection of quality candles in 4 page brochure

No risk and no minimum

Requires delivery of product

50% profit

Will require $4000 in sales; $200 in sales per member

The information given in this publication is for educational purposes only. Reference to commercial products or trade names is made with
the understanding that no discrimination is intended and no endorsement by the University of Minnesota Extension is implied.
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#3
Candy Bars

Quality assortment of four different chocolate bars in a convenient
52-bar carry case with a built in handle

No money up front, 21 day terms on order, shipping and handling fee

Make 50 cents on every $1.00 bar

Will require 4000 candy bars; 200 bars per member

The information given in this publication is for educational purposes only. Reference to commercial products or trade names is made with
the understanding that no discrimination is intended and no endorsement by the University of Minnesota Extension is implied.
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#4
Magazine Subscriptions

Over 750 titles

Take orders; no inventory to handle, deliver or return

300 magazine subscriptions or renewals earns $2500

15 renewals or subscriptions per member = $2,500

The information given in this publication is for educational purposes only. Reference to commercial products or trade names is made with
the understanding that no discrimination is intended and no endorsement by the University of Minnesota Extension is implied.
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4-H Fundraiser
Questions

1.  Which item had four varieties?

2. Which item specified free shipping?

3. Which fundraiser had products priced from $9 to $25?
4. Which advertisement used the 4-H Clover?

5. Which item had no inventory to handle?

4-H Fundraiser
Questions

1.  Which item had four varieties?

2. Which item specified free shipping?

3. Which fundraiser had products priced from $9 to $25?
4. Which advertisement used the 4-H Clover?

5. Which item had no inventory to handle?

The information given in this publication is for educational purposes only. Reference to commercial products or trade names is made with
the understanding that no discrimination is intended and no endorsement by the University of Minnesota Extension is implied.
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4-H Fundraiser
Questions - Answers

1.  Which item had four varieties? 3

2. Which item specified free shipping? __ 2

3. Which fundraiser had products priced from $9 to $25? 1
4.  Which advertisement used the 4-H Clover? 3

5. Which item had no inventory to handle? _ 4

The information given in this publication is for educational purposes only. Reference to commercial products or trade names is made with
the understanding that no discrimination is intended and no endorsement by the University of Minnesota Extension is implied.
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4-H Fundraiser
Official Placing

Placing: 4-1-2-3
Cuts: 3-2-5

| place this class of 4-H Fundraisers 4-1-2-3.

At the top of this class, | place 4, the magazine subscription
fundraiser, because it met the Creative Clovers' criteria of earning
$2000 within two weeks without being too labor intensive. There
were no start up fees, shipping costs, or order minimums, and the
various magazines would be appealing to different age groups. This
option would also differ from other current fundraisers in the area.

In the top pair, I place 4 over 1 because 4 did not require the
delivery of items and would appeal more to various ages because of
the large selection of magazine choices. | grant that the club would
still get a large percentage of the money raised with 1.

In the middle pair, I place 1 over 2 because 1 had a 60% profit while
2 had a 50% profit. Both of the items require delivery and are risk
free. | grant that 2 could be more effective depending on the people
who are asked to make a purchase. However, individuals who are
not involved in 4-H may not want the candles that have 4-H

clovers.

In the bottom pair, | place 2 over 3 because 2 does not have a
minimum order or shipping costs. Although many people may buy
a candy bar, each member would have to sell a total of 200 bars in
order to meet their goal, and this would require more work than the
other options.

4-H Fundraiser
Official
Placement:4-1-2-3
Cuts:3,2,5

1-2-3-4 - 32
1-2-4-3 - 42
1-3-2-4 - 27
1-3-4-2 - 32
1-4-2-3 - 47
1-4-3-2 - 42
2-1-3-4 - 30
2-1-4-3 - 40
2-3-1-4 - 23
2-3-4-1 - 26
2-4-1-3 - 43
2-4-3-1 - 36
3-1-2-4 - 20
3-1-4-2 - 25
3-2-1-4 - 18
3-2-4-1-21
3-4-1-2 - 28
3-4-2-1 - 26
4-1-2-3 - 50
4-1-3-2 - 45
4-2-1-3 - 48
4-2-3-1 - 41
4-3-1-2 - 38
4-3-2-1 - 36

| fault 3 and leave it at the bottom of the class because it would be the least effective way
for the Creative Clovers to reach their fundraising goal. It is also the most similar to the

other fundraisers in the area, which are all food items.

For these reasons, | place this class of 4-H fundraisers, 4-1-2-3.

The information given in this publication is for educational purposes only. Reference to commercial products or trade names is made with
the understanding that no discrimination is intended and no endorsement by the University of Minnesota Extension is implied.




