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You have important work ahead.

This guide is all about giving you the best chance at fundraising success. That’s
what matters to you and it matters to all of us at IncitED, too. When the elements
of a strong crowdfunding campaign are combined
in the right ways a great education project can get
a lot of attention, appreciation, and the financial
backing it needs to become a reality. Our goal is
to make those basic elements of success clear

to you so that you can optimize your efforts

and resources. Every campaign is unique and

the outcome of yours won'’t be known until you
reach the end of the funding period, but with our guidance and your energy we
think you’ll have the best shot possible at reaching or exceeding your goals.

OK. First things first . . .

Words to the Wise

Suocessful crowdfunding takes courage, determination, and a fair amount of
hard work. You'll need to be ready to accept the role of fundraiser, directly
asking as many people as you can for support ($$3$) and that’s not the easiest
thing to do. You'll also need to see your campaign through from beginning to
end. That could be a few months of steady effort. But you also start with an
important advantage. Education projects matter. Many of the people you reach
out to will want to support your good work. Contributing to a worthwhile project
makes people feel good — great in fact. You’re making that feeling possible.
So, if you're up for the challenge, let’s get busy with the details for creating

a campaign that will impress and attract supporters to your project.
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The Basic Crowdfunding Equation

A MEANINGFUL PROJECT
+ A SUPPORTIVE NETWORK
+ A MOTIVATED TEAM

e |f your education project means a lot to you, your learners, and your community,
you’re much more likely to be able to inspire others to pitch in.

e Crowdfunding is all about The Crowd, Your Crowd. Be honest with
yourself about the size and strength of your extended social and professional
networks. Do enough people believe in you and appreciate the value of what
you’re doing? A network of 100 people might mean 40 donations for one
campaign while only 5 for another. It should be the goal of every campaign
to reach beyond the people you already know for support, but it starts with
your existing network. Keep this in mind when setting your funding goal.

e Multiply your effectiveness. Putting together a team of coorganizers, especially
ones who are outgoing and well-networked, is one of the best campaign strategies
you can have. With two or three team members, you can reach a significantly
larger network (see above) and divide campaign promotion duties, too.

Pre-launch Planning

ust like so many other things we do, success in crowdfunding has a lot to do
J with having a good plan and what we learn when we make and
execute that plan. You’ll be miles ahead if you nail this stage of the process.

Get your campaign started in the best possible way by giving yourself enough time
to build it properly and prepare for launch.

. You only have one chance to
make the right first impression with your potential supporters, so don’t be in a rush if
you can help it.

Makes sense, right? OK. Let’s start putting the plan together.

The pre-campaign plan has 2 equally important parts 1) Preparing the Crowd and
2) Building the Campaign



Preparing the Crowd

financial support you need to bring your great project to life. So, the bigger

that community is and the more trust and credibility you build there the
better. Even if you've already got a great crowd behind you, you'll benefit @ [of from
getting it ready for the campaign well ahead of your actual launch.

Q s you know, the Crowd is the extended community capable of giving you the

Here are some ways to do it:

Talk to as many people about the project as you can. Sure, crowdfunding
happens primarily online, but you can still generate a lot of excitement and support
the old fashioned way by getting together with people face-to-face and telling them
about the great project you have in the works.
e Try to develop a short and simple explanation of what you’re
planning to do. (It’s not always easy!) Challenge yourself to boil
your project down to just two or three sentences.
* Ask people what they think. People love to give advice and
they’ll be more personally invested in your project this way!

Open up new channels to reach out to people who will be interested in
your project.

¢ Join Facebook groups that share interests in common with
what you’re doing.

e Research other virtual communities where your audience is
already active and get involved yourself.

e Start posting and contributing in these places before you ever
mention your project; that way you’ll have some credibility
established before asking for support.

e Use your personal or professional blog to spread the news that
you're working on something great.

e Add a note in your professional organization’s newsletter
announcing your upcoming campaign.

Do some precampaign marketing through your own FB page, LinkediIn,
Twitter, etc. For instance, on your Facebook page you could:
e Post about other crowdfunding projects that you think are
great.
e Change your status to show that you’ve got an exciting
crowdfunding project “Coming Soon.”
e Do a 2-3 question survey about crowdfunding or worthy causes
others are supporting.
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Create other media platforms just for your campaign and project.
[t is not a surprise if you already have a personal Facebook page, but by making
a new page dedicated to this project you can really increase your credibility with
potential supporters and ultimately raise more money. Campaigns that have a
couple of outside links do better than those that rely only on a crowdfunding
homepage. Consider a couple of the following channels to boost your chances of
SUCCESS.

e A campaign Facebook page (Go here and click Cause or Community)

e A campaign Twitter account (Here’s how to set that up)

e Link FB & Twitter together? (This is how it works)

¢ A YouTube Channel (Click here to learn how)

e A Pinterest Page (Join here)

e A Tumblr Blog (Join here)

Identify and contact your Core Supporters now. These are the people
who “love you no matter what” and will be poised and ready to give your campaign
immediate momentum and excitement as soon as it goes live on Day 1.
e Aim to get commitments from 15+ people who will be willing to make
a contribution in the first hours of your campaign and to leave supportive
comments on your campaign page and other media platforms.
¢ Give these people the love and attention they deserve (even after the
campaign is over).

Identify the Movers and Shakers in your network, those people who have
the best connections, who are universally loved and admired, and who influence
what other people do. These people have the potential to singlehandedly double
your SUCCess or more.
e Make a personal appeal to these All-Stars and impress upon
them how their influence could do so much good.
e Go all-in and show your passion. It will make it easier for these
people to say yes.
¢ Be ready to contact these people on the first day of the
campaign with a link to your IncitED campaign page and the project’s
Facebook page.
¢ Be willing to ask twice. The Movers and Shakers are really that
important.


https://www.facebook.com/pages/create.php
https://twitter.com/signup
https://support.twitter.com/articles/31113-how-to-use-twitter-with-facebook
http://support.google.com/youtube/bin/static.py?hl=en&page=guide.cs&guide=1646810&topic=1646870
http://about.pinterest.com/basics/
https://www.tumblr.com/login?redirect_to=%2Fnew%2Fblog
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Build your crowd and crowdfunding karma by finding a couple of other
awesome education projects that are currently in the funding phase (where you will
be soon) and making a contribution. You should also leave supportive comments
and reach out to the organizers by email or social media. They’ll likely become a
valuable part of your new and expanded network.

Remember, preparing the crowd is one of the most important parts of any
successful campaign. There are a lot of people out there who would really like to
support what you’re doing and by connecting to as many of them

as possible you'll be ready to get off to a fast start when it’s
funding time.

Building a White Hot Campaign

et’s start by talking about money. That’s sort of why we’re here after all. First,
you have three things to decide about Funding

Funding Goal, Funding Type, & the Set Funding Levels

Funding Goal: How much money do you need to make your project a reality?
Start by making a budget.
® [temize everything you’re going to need and research the costs.
This is obviously good for helping you choose your funding
goal but will also help you communicate with potential
supporters and make it clear how their donations will be used.

[ ]
. It may be better to
set a lower goal and exceed it than to set a higher goal and not reach it.
® Depending on the size of your project and the total amount you feel
you need to raise, you might consider doing your funding in stages.
For instance, one campaign this year and another one to complete the
funding next year.
e Factor in the cost of any rewards/perks you're offering, possible mailing
costs, and crowdfunding fees (more on rewards/perks later).



make the
process of

contributing as
easy as possible

with 6 or 8 set

Sunding levels

avYavYeaTaYaYaYaYa

NEDZ N 7 N N2 N N NI

Funding Type: Choose the best campaign funding type for your needs. IncitED
offers you 2 options.
° requires you to reach or exceed the funding
goal you set at the outset of your campaign in order to collect the funds.
If you happen to fall short, the pledged donations will not be collected.

e |f you choose a , you'll collect any
funds that have been pledged even if you don’t reach your original
target.

e [f you really can’t implement your project unless you raise all of the
funds, be sure to choose an All-or-Nothing campaign. In many cases
though you can do a significant amount of what you need to do with
only a portion of your original funding target; then choose Progressive
Funding. And you can even consider a “Part 2” campaign for later to
fund the difference.

Set Funding Levels: Supporters can contribute any amount they choose from
a single dollar up to Wow! However, you can create a series of set funding levels
to display on your campaign page to make the process of contributing as easy as
possible. There’s no right or wrong way to do this, but there are some conventions
that seem to work pretty well.
¢ 6-8 funding levels are probably enough.
e Offering one set choice below $20 is good form.
 Space the funding steps strategically: If you have a $25 option, a $30
choice might not make sense as the next step up. But how about $507
e Putting really big set funding levels on your campaign page might seem
a little . . . overconfident. Consider a “modest” cap of the set funding
levels. You will know best for your project and your crowd.
e Link funding levels to clever and meaningful rewards/perks. This puts a
little more fun into the choice for your supporters (more on
rewards/perks later).
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Rockwell High Robotics Rocks
the California Invitational!
By Martin Toller

to San Diego to compete for $50,000
in scholarship money!

P\ STEM Education

Our team is going places - all the way

D)

$2,500 16 days
collected togo

Campaign Preview Tile

The Launch Date: You pick the day you want your campaign to go live. Just

give yourself enough time to get all of your ducks in a row ahead of the launch

date. If your campaign looks less than stellar on the first day it could really hurt the
campaign buzz you need to reach your goal. Our suggestion is to give yourself a full
2 weeks or more from the time you start planning to the day you go live, and plan
for your core supporters to contribute right away to give your campaign a boost on
the first day.

The Campaign Period: How long will your campaign run? IncitED allows you
to choose the length of your campaign funding period, anywhere from 10 to 90
days. There is no ideal number for this. One school

of thought has it that shorter campaigns (around 30
days) are best because the urgency of the shorter 773

4 5 6 7 8 910

campaign creates excitement and motivates potential B B i
supporters to make a quick decision to contribute. 25 26 27 28] 29| 30| 31
Others prefer a longer campaign because it allows

more time to get the message out. The average for a campaign is about 45 days,
and anything longer than 90 days is probably too long to keep up the hard work of

good campaigning.

The Campaign Message & Media

This is where you put together such a good looking project page with such
compelling messages and media that supporters will be proud to say they
contributed. Honestly, you can do it.

Title: Pick a campaign title worthy of your exciting project. Make it something
specific (not generic), positive and strong.

e “Street Poetry Outreach: Empowering Youth Through Verse”
¢ “Rockwell High Robotics Rocks the California Invitational!”
¢ “Albina Community Garden Project: Green It Like You Mean It”

e “We Touch the Future - Our Classroom iPad Project”

Preview Image: Pick an attractive image to represent your campaign and project.
This could be a frame from your campaign video or another image, but it will often
be the first thing that a potential supporter looks at, so pick something that helps
people make an emotional connection to the project and remember it.
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Animoto

YouTube
Movie Maker

YouTube
Video Effects

Vimeo

Video School

The Story: Your campaign will probably contain a lot of factual information but the
most important thing you can do is connect to the crowd on an emotional level. Tell
the world about the inspirational work you’re doing in a personal way. Be yourself,
because you’re amazing! Focus first on what problem you’re trying to solve, who
will benefit and why they need the project you’re campaigning for. Then explain how
donations will help. Supporters want to know how their contributions will make a
difference, so give them a few specific examples of how you’ll use the funds and
why they’ll feel all warm and fuzzy after giving to your project.

Start by considering these questions:
¢ \What is your ultimate objective for this project?
¢ \Why is there a need for your project?
¢ \Why are you passionate about this work?
e \What experience do you have that makes you qualified to bring
this project to life?
¢ \WWho are the learners who will benefit from your campaign?
e How specifically will the money be used?
e How will your project lead to better education for your community?

Lay the story details out in short chunks. People have a harder time processing
lengthy paragraphs.

The Video: Campaigns that include videos raise more than twice the amount of
those that don’t. Potential supporters use your video to get to know and love you,
and there are a few specific ways to do this well:

e Keep it brief: It’s best to tell your video story in 3 minutes or less.

e Keep it simple: You know every project detail but your supporters only
need to know the basics.

e Put a human face on it: Seeing the faces of educators and/or learners
helps people connect emotionally.

e Make it credible: Let people know why you’re qualified to make this project
happen.

® Be specific: Talk about the outcomes you’re aiming for and how the money
will be spent.

¢ Talk about Rewards/Perks: If you've decided to include Perks in your

campaign, mention what donors will get toward the end of your video.

Upload your video to YouTube or Vimeo and share the video link during campaign
setup. (Click here for supported YouTube file formats. Click here for supported
Vimeo file sizes and types.)



http://animoto.com/
http://download.cnet.com/Youtube-Movie-Maker/3000-13631_4-75227437.html?tag=sideBar;downloadLinks
http://www.youtube.com/yt/creators/
http://vimeo.com/videoschool/101
http://support.google.com/youtube/bin/answer.py?hl=en&answer=57924
http://vimeo.com/help/basics
http://support.google.com/youtube/bin/static.py?hl=en&page=ts.cs&ts=2888402
http://vimeo.com/help/faq/video#file_limitations
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The Power of Perks: For the most part, the people who will support your
campaign are doing so because they believe in your work and the good it will bring.
Their wish is to see the money they contribute go as far as possible to supporting
the project. However, an aspect of crowdfunding campaigns that has proven
effective is to build in some sort of rewards or perks for contributors.

Consider including low-cost or no-cost perks for different set funding levels to bring
another element of fun and engagement to your campaign. Try to connect to donors
by involving them in creative and interesting ways. Maybe a $50 donation allows
them to attend a special celebration of your project as an honored guest, or maybe
that donation level allows them have a coffee date with you and take a private tour.
Here is an example of how low-cost perks might be incorporated into a campaign
involving student art:

¢ $15 Contribution Perk- Two Original Art Cards from a student

¢ $25 Contribution Perk- Two Art Cards + a signed photo from
upcoming Community Art Event

¢ $50 Contribution Perk- Come see us make art. Be our honored
in-class guest on a select day this year

¢ $75 Contribution Perk- Receive free-admission & Honored Patron
status at Community Art Event

¢ $100 Contribution Perk- $75 Perk + Have your portrait painted by a
student during Community Art Event

¢ $250 Contribution Perk- $100 Perk + Your portrait displayed in our
permanent Patrons Gallery

* $500 Contribution Perk- $250 Perk + A beautifully framed work of art
of your choosing from our student portfolio

¢ $1,000...
Supporters will always be given the opportunity to decline the perk (and many will)

but they will also appreciate the creativity and thoughtfulness that you invest in
building a campaign with this element included.



No-Perk Campaigns: Another approach you might consider is to run a
straightforward donation campaign (no Perks). In this case you can increase the
interest for contributors by matching set funding levels to specific things you can
buy or accomplish with that particular amount of money. This is a very tangible and
transparent approach, which many supporters will appreciate.

¢ $30 will buy art supplies for one student.
¢ $100 allows us to build and plant a 10’ x 10’ community garden.

e $250 pays for a redesign of our animal therapy center.

Don’t forget the power of small donations. $15 may not seem like much,
but when 100 or 1000 people are encouraged to give $15, big things can happen!

Campaign Launch & The Funding Period

f you’ve been diligent in your pre-campaign planning then you’ll be in a very good
position on the day you selected for your campaign to go live.

Reminder The first day/hours that your campaign is live and open for funding

is the time to have your Core Support Group visit the project page, make
contributions, and leave supportive comments. Everyone who visits your campaign
page subsequently will be influenced by the momentum that you demonstrate with
this early spike in activity.

The Dip Effect The dip effect is a phenomenon in crowdfunding when campaigns
receive a majority of their contributions at the beginning and end of their fundraising
period creating a dip, or low point, in the middle. Your goal as a successful
crowdfunder is to try to avoid that dip. By following the techniques below and
tending to your campaign daily, you'll have the best chance to avoid a deep dip.

Promoting Your Project

You know how long your campaign is going to run and now you’ve got to be
prepared to promote the heck out of it from beginning to end. If your enthusiasm
fades and the crowd doesn’t hear about the campaign for periods of time it could
stall and lose momentum.

Start with a personal email. Write a brief email to the people you're closest

to on your mailing list (outside the Core Support Group - who are already poised
and ready), and send it out on the first day of your campaign so they have an
opportunity to contribute right away. Even though it will take a little more time, it’s
best to send this email out to each individual separately instead of in one mass
mailing. Include links to your IncitED campaign page and your campaign Facebook



page.

°* Remember that many people are still a little unclear on the concept of
Crowdfunding. It would probably be helpful to give a brief explanation of
what this is all about.

e [f you need to send out mass emails during the course of your campaign,
MailChimp allows you to do this easily, professionally and, unless your
contact list is enormous, it’s free.

Update your other platforms. Post information on all of your other online
channels (Facebook, Twitter, LinkedIn, etc.) to indicate that your campaign has
launched and include a link to your IncitED project page.
e [f you get off to a fast start be sure to tell people about it on these
platforms to build the buzz. Continue to post to Twitter, Facebook,
or your other online channels as the campaign continues.
e Remember that your posts are quickly lost in all of the other traffic on
social media. on the project’s Facebook page,

Kbkt bl

Send personal Thank-Yous as you go. As soon as possible after supporters
contribute, send them a quick thank you via email or Facebook (you’ll be able to
track who has donated on your campaign page) and ask them to reach out to their
own networks to get more visitors to your campaign page.

You can also give them a public shout out on
social media to let everyone know how much you appreciate their generosity.

Share regular campaign updates. IncitED gives you a campaign blog so you
can easily update your supporters as things move along. Successful campaigns
let people know how they’re progressing every step of the way. Frequent
communication reinforces your credibility. People are more likely to donate to a
campaign that feels like it's making strides toward its goal. This is another good
reason to have a team, so you can spread the update workload.
e |nclude pictures, videos, or links to news about your campaign.
e Talk about milestones reached, your excitement about the
project, or things you've learned since you started.
e Offer a new perk/reward toward the middle of your campaign
that will reinvigorate supporters and potential donors.


http://mailchimp.com/
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Seek out media channels that will have an interest in your story.
Crowdfunding is new and newsworthy, and local TV and newspapers are always on
the lookout for stories about good work happening in the community. What about
national and online media? What type of education project are you building? Is yours
a STEM project? Try the Triangle Coalition for Science and Technology Education.
Yoga for kids? The Yoga Health Foundation could help you spread the word. Raising
money for a new school in Haiti? There are all kinds of bloggers and magazines that
would probably love to hear your story.

Throw a campaign party! Nothing’s more fun than getting all of your friends,
family, and colleagues together in one venue to celebrate the exciting work you're
doing during your campaign. Set up a few laptops at your party that display your
campaign page and invite people to give. Take pictures and post them to the
project page to show the level of interest and enthusiasm you’re generating.

The Post Campaign Period

ongratulations! Regardless of whether or not you were able to reach your

funding goal, by this stage you’ve done a lot and you should give yourself

some serious credit. Now is the time to put a bow on what you’ve done and
impress everyone with your outstanding post-campaign communication.

Announce the end of the campaign and report the results within a day or
two of reaching the conclusion of the funding period.
e |f you reached or exceeded your goal you should have an easy time
crafting a message of thanks and thoughts on the upcoming
implementation of the project.
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e |f you fell short of the campaign’s goal it is equally important that you send
out a positive message to supporters that spells out how you will adjust
your strategy to make the best possible use of the money they contributed
if you’ve run a Progressive Funding campaign.

Send out any physical rewards/perks or make other arrangements to fulfill
reward promises that were a part of your campaign.

e This can be the hardest part of the campaign — but your credibility is
at stake here as well as your chances of getting funding for future
projects. Don’t let this task linger if you can help it. If your team works
together, you can get those perks sent out in no time!

Keep in contact with supporters throughout the implementation and
evaluation of your project. At the end of the day everyone who has been
involved and contributed — even those people who have learned about the project
after the funding period — will want to know about the learning outcomes that
you’ve been working towards since the beginning.

¢ Record the stages of your project in pictures and/or video that you can
share.

¢ Provide feedback from the learners.

e Stay active in the IncitED Community and share stories and
wisdom about what you're doing. Future project teams and the learners
they serve will benefit from all you’ve experienced as a veteran
crowdfunder.
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Campaign Building & Promoting Checklist
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Preparing Your Crowd:

Get together with people face-to-face and tell them about the great project you have in
the works.

Join Facebook groups related to your project/campaign, connect with other virtual com-
munities with similar interests, and use your blog and professional newsletter to an-
nounce your upcoming campaign.

Do some precampaign marketing through your own FB page, Linkedin, Twitter, etc.
Create other media platforms specifically for the campaign: A FB page for your project,
a Twitter account linked to that FB page, a YouTube channel, Pinterest profile, Tumblr
blog, etc.

Contact your Core Supporters: Get commitments from 15+ people who will be willing to
make a contribution in the first hours of your campaign and spread the word to people
in their networks.

Identify the Movers and Shakers in your network. Be ready to contact these people on
the first day of the campaign with a link to your IncitED project page and project Face-
book page.

Build your Crowdfunding Karma: Reach out to other awesome education projects that
are currently in the funding phase (where you will be soon) and make a contribution.

Building a White Hot Campaign:
Choose the right Funding Goal, Funding Type, & Set Funding Levels for your campaign.
Choose a Campaign Period. 45 days is common, but decide based on your needs.

Pick a specific, positive and strong campaign title worthy of your worthy project,
& an attractive preview image to represent your campaign and project.

Tell your story: Focus first on what problem you’re trying to solve, who will benefit and
why they need the project you’re campaigning for. Then explain how donations will help.
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Make a great video, upload it to YouTube or Vimeo, and paste the link into your cam-
paign setup page.

Develop Perks/Rewards or label what can be done with each set funding level.

Promoting Your Project

Start with a personal email to the people you’re closest to on your mailing list (outside
the Core Support Group), and send it out on the first day of your campaign.

Update your social networks every day. New posts on Facebook, Twitter, LinkedIn, etc.
will keep people interested in the progress you’re making.

Send personal Thank Yous as you go.

Share regular campaign updates on your IncitED blog. A new post every couple days is a
good standard.

Seek out media channels that will have an interest in your story.

Throw a campaign party!

The Post-Campaign Period

Report your campaign results. Use your IncitED blog, Facebook, email, etc. to let donors
know what a difference they’ve made during the course of your campaign and the next
steps you’ll take to fulfill your mission.

Fulfill any reward promises that were a part of your campaign as soon as possible.
Keep in contact with supporters throughout the implementation and evaluation of your
project. Stay active in the IncitED Community and share stories and wisdom about

what you’re doing. Future project teams and the learners they serve will benefit from all
you’ve experienced as a veteran crowdfunder.
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