


CROWDFUNDING VS CROWDSOURCING 

“Crowdsourcing” =  gathering of ideas, data, and other 
general, but non-financial, input from a group of people. 
Market research is a form of crowdsourcing. 
 
“Crowdfunding” = collecting financial support for a project, 
development of a product, etc. from a group of people. 
 



DOOP: Dog Out Of 
Place  
– Art/creative project, 
2012, Kickstarter, 
$2,108.  
 
 
 
 
 
 
 
 
 
 
 

Shelter for a Native 
American Story Pole  
- Conservation/ 
preservation,  2015, 
Kickstarter,  
$1,282. 
 
 
 
 
 
 
 
 
 
 

The Puddletown 
Panorama 
 – Art/creative 
project, 2017, 
IndieGoGo,  
$4,513. 
 
 
 
 
 
 
 
 
 
 

HOW DO I KNOW ABOUT THIS? 

Three successful campaigns of my own 



PLUS:

$70,000+ 



WHY CROWDFUNDING? 

-! Grass roots approach - connect with your most avid 
supporters. 

-! Egalitarian. 

-! Access to unconstrainted funding – individual's 
pocketbooks rather than foundations, corporate investors, 
etc. 

-! No limits on how you spend your funds (other than legal 
issues and your personal integrity and responsibility to your 
backers to do what you said you would do). 

-! You are in 100% control, including whether you succeed or 
fail. 

  
-! In 2015 $34.4 Billion was raised through crowdfunding 

across all platforms – there is money out there. 
 
 
 
 
 
 
 
 
 



SOME EXAMPLES OF CROWDFUNDED COLLECTIONS 
RELATED PROJECTS: 

9,477 backers 
$719,779 raised 

6,451 backers 
$349,026 raised 



CAMPAIGNS BY LARGER INSTITUTIONS: 
 
-! Often have the advantages of inhouse marketing 

departments 
 
-! Existing large mailing lists 
 
-! Staff 
 
-! Advantages of buying in bulk, when it comes to 

rewards/perks 
 
-! Existing high profiles as organizations 

-! High profile objects or projects that are already well 
known and well loved.  



SMALLER CAMPAIGNS: 
 

194 backers  
£6,479 ($8,257) raised 

198 backers 
$10,895 raised 

This webinar has these 
smaller organizations and/
or campaigns in mind. 



-  Kickstarter 

-  IndieGoGo 

-  GoFundMe 

CROWD FUNDING PLATFORMS 

-! Others (HatchFund, Patreon, Feed the 
Muse, Chuffed, ……..) 

 
Each has its own approach and focus, 
including working with nonprofits.  
 

-! project based 

-! project based 

-! personal needs 



DIFFERENCES 

-! All-or-nothing (Kickstarter), or keep-what-you-
raise (IndieGoGo – they also now have a 
fixed goal option) 

 
-! Slight differences in criteria for the use of their 

platform  

-! Different fee rates 

-! Different “dashboard” designs 

-! Preapproval of project before you launch 



COMMON FEATURES OF ALL CAMPAIGNS: 

-! Project  
 
-   Explanation of project 
 
-! Financial goal 
 
-! Defined period of time for fundraising 
 
-! Incentives to give (“Rewards”/ “Perks”)  
 
-! Percentage fee to crowdfunding platform 
 
-! Percentage fee to funds processing 

platform 



WHAT WILL YOU NEED?

-! A plan - before, during and after 

-! An exciting, engaging and attention grabbing campaign 

-! Budget – which includes your goal 
 
-! A team to help you 
 
-! Serious social media skills 

-! Enthusiasm and passion 

-! TIME 
 

(In addition to the already mentioned project 
and explanation, funding goal, and 
incentives….) 



 
-! Simple, clean and well defined 
 
-! Be authoritative, but avoid 

technical terms 

-! Be enthusiastic 
 
-! Exciting – if it isn’t, find a way to 

make it so 

-! Stress why it is important to the 
universe (in other words, why giving 
to it is important and will make folks 
feel good) 

 
-! Make it appealing to people other 

than your colleagues 

Your Project : 
 



 
-! You can’t do too much 

planning. 

-! Do your homework. 
 
-! Some experts say you 

should be planning your 
campaign 12 months 
before launch…really. 

-! At a minimum give yourself 60 days before launch and 30 after to 
fulfill your reward obligations. 

 
-! Funds are typically dispersed 15 days after finish of campaign. 

-! Fees – remember, you don’t get it all. 
 

Plan: 
 



 
-! Run budget numbers, again and again 

and….  
 
-! Include the cost of your campaign - 

cost of perks/rewards, shipping them 
out, making a video, etc.  

-! Consider matching funds or asking for 
a portion of the total cost, rather than 
100%. 

-! Consider fundraising in phases. 

Budget and fundraising goal: 

-! Share your budget in your campaign – people like to see where their 
$$ are going and that your numbers are realistic. 

-! Don’t be afraid to explain why your projects costs what it does.  

-! Don’t forget, this may count as taxable income. 

 



 
-! Don’t try to do it all yourself.  

-! Gather a team with varied skills, but with a common interest 
and passion for the project. 

 
-! Delegate. 

Your Team: 

-! Potential donors prefer to give to an organization or an 
identifiable group – perceived as less risky. 

  
  
 



-! Campaigns do not take care of 
themselves. 

-! Campaigns live and die based on social 
media and email outreach  

-! Emails result in 34% higher response than 
social media call outs. Use your mailing 
lists.  

-! Soft launch – 48 hours before you launch. 

Social media, email and campaigning strategies: 
 

-! Approach regular donors, friends, etc. and ask them to give in the 
first 2 days. Indiegogo say campaigns that reach 30% of their goal 
within the first 2 days are more likely to exceed their goal. 

-! Update, update, update … also a chance to tell more about your 
project. Show what you have already achieved if your project is 
already underway. 

 



-! Campaigns with a video 
raise 4 times more cash 
than those without. 

-! Keep it short,  2-3 mins 
maximum. 

-! The first 30 seconds are 
the most important. 

-! Quality matters – especially sound. Do the best you can. 

-! Make it cheerful, easy and interesting. 
 
-! Test it on a teenager….seriously! 

-! Use video updates. 
 

THE VIDEO! 
 

Let’s take a look at 
a couple of good 
videos. 



-! While giving makes you feel good, getting a little something makes 
most folks feel even better. But, reward fulfillment is work and happens 
right when you want to get on with your project. 

 
-! Typical single donation is $25 - $30. 
 
-! Magic numbers - $5, $10, $50, $75 and $100. Plan your incentives 

accordingly. 

Perks/rewards and donation levels: 

-! Use “combos”. 

-! Keep it simple, manageable and 
easy to ship. 

 
-! Costs of shipping, including 

internationally.  
 
-! Beware minimum orders.  

-! Add during campaign – livens things up, encourages folks to increase 
existing donation.  

 
 



 
-! Launch when you are 100% ready. 
 
-! Ideal campaign length is 30 – 39 days for momentum, engagement 

urgency and resources. 

-! Mondays and Tuesdays most successful launch days – fresh week. 

-! Plan your launch and finish dates to avoid public holidays, Friday 
and Saturday nights, Sunday mornings, late Friday afternoons.  

-! Keep in mind typical pay cycles (1st and 15th, 10th and 25th). 

Timing 
 

-! End of calendar/tax year if you are a   
non-profit can be good. 



-! Fees (platform and funds processing) vary from platform to 
platform – generally total between 5% - 10% of total raised. 
Sometimes lower for non-profits. 

-! In general, in the US, funds raised through crowdfunding are 
considered income and subject to tax. 

-! Check platforms for information. 

-! Talk to your accountant/tax advisor. 

-! Tax rules differ if you are a registered non-profit. 

Fees and Taxes: 



TOP TIPS: 

-! Solid project.  
 
-! Solid budget. 
 
-! Teamwork.  

-! Plan and do your homework.  
 
-! Positive and dedicated mindset – this is a project in of 

itself, and you have a responsibility to your backers to 
deliver, both project and rewards. 

-! Use the platforms handbooks and guides 
 
-! It Doesn’t take care of itself 

……and before I forget….. campaign management and fulfillment 
companies. 



A quick run through pages of a couple of 
campaigns, including looking at the behind the 
scenes “dashboard” used to run a campaign. 








































