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INTRODUCTION

ACHIEVE YOUR
PROJECT GOAL

You have the perfect idea for a crowdfunding
project, but if nobody hears about it, it doesn't
matter.

That is why it is important that you have a
marketing plan. It requires thorough preparation
and hard work before, during and after the
campaign goes live.

With well-prepared and coordinated efforts,
your campaign will be both easier and more
effective. This is a step-by-step guide on how to
best market your project.
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BEFORE LAUNCHING

The most important elements of your campaign start long before it actually goes live.
The foundation of your campaign are the early supporters who can spread the word and
build momentum. The more structured you work, and the more publicity and interest
you can create before the launch date, the easier it will be to reach your goal.

1. ORGANISE YOURSELF

Like everything else in life,
crowdfunding is easier if you have a
rough idea of what to do and when to
do it.

So before you get started, make sure
you have a plan and structure your
efforts. An hour of planning can easily
end up saving you 10 hours of work.

Start by having a dedicated folder or
online workspace such as Google Drive
or OneDrive, where you and your
project partners can organize yourself.
Create a detailed project plan that
includes a description of all the tasks
that need to be performed along with
the status and associated deadlines in a
calendar. Be sure to gather your
marketing materials (videos, press
releases, social media posts, etc.) in
one place so you can find them easily
when needed.

It is also a good idea to have lists or
excel sheets with everything you'll
need, from finances to key persons and
media contacts.

Make sure to continuously update all
information so that you don't forget
anything and thus miss a good
opportunity. At the end of this guide,
you can find a list of useful tools and
templates that you can use for this
purpose.

There are many ways to structure work,
and you probably know which works
best for you. The most important thing
is that you set a solid framework for
your work throughout the campaign.

A GOOD STARTING POINT IS
TO SECURE ABOUT 30% OF
YOUR OBJECTIVE
BEFOREHAND, HAVE IT
READY FOR THE DAY YOU
PRESS THE "LAUNCH"
BUTTON.




2. NETWORK, NETWORK, NETWORK

Your network is where it all begins.
They are your first supporters and your
best advocates. They know you and -
hopefully - want to see you succeed
with your project. Therefore, it is
essential that you activate and engage
them from the start. Get friends and
family to support and promote your
project. Think about whether you know
someone who could play a role in your
campaign. Ask your acquaintances if
they know someone who knows
someone.

MAP YOUR NETWORK AND
DESCRIBE WHAT ROLE YOU
THINK THEY CAN PLAY IN
YOUR CAMPAIGN.

A good start is to map your network and
then describe what role you think they
can play in your campaign. Maybe you
went to school with a local journalist?
Or do you know a friend with 3,000
followers on Instagram? Maybe you
know someone who knows someone
who knows someone... You get the
point. ALl tricks apply.

Make sure to mobilize your closest
network and get them to help you with
well-defined tasks such as contacting a
specific person or posting on social
media on specific days.

Take action systematically. Once you
have mapped your network, make sure
to document everyone with their role,
contact details and other relevant
information.

If you take care in good time to build
and educate a relevant network of
supporters, advocates and other
relevant people, you have a much
greater chance of getting a good part of
your goal financed right from the start
of the campaign.

At the same time, you manage to show
potential supporters who are not part of
your network that there are people who
believe in you and your idea. This is
what we call 'social proof', and it is one
of the strongest ways to market your
project. We are more likely to support
an idea if others have already done so.




3. THE STORY

Once upon a time..

Your story is often where your campaign stands or falls.
After all, people rarely support a campaign out of the
goodness of their hearts. They do it because they want to
be part of a good story. So it's up to you to create that
narrative.

"Hey, we need money for a local music studio" doesn't
leave the same impression as "We're three local friends
who, having grown up with music as a big part of our lives,
want to give back to the local community and provide
opportunities for other young people to experience the
same joy."

Explain who you are, what you want to achieve, and
especially why. Show that you are passionate about the
project and give people a reason to want to hear more.
People must be able to put the project in a context and you
- and your story - are that context.

But how does one do that?

START WITH THE FOUNDATION
FOR EVERY GOOD STORY:
THE PROBLEM.

All heroes need a "monster” to defeat. It could be
loneliness among young people, a lack of green areas in
the city or unemployment.

What would you like to solve through your project? Who is
affected? What will you do to solve the problem? What
stands in your way? How can people help?

Show people what it is they're helping to solve and why it's
important. This way, you give a role - a place in the story -
to those who choose to support you.

Also, remember not only to speak to people's hearts. It is
also important to speak to their brains. The story must be
rooted in reality.
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Clearly explain how their contribution will be used and how
it will concretely help. Buying equipment for a local
vegetable garden? Pay for the premises of a new chess
club for vulnerable young people? Will my DKK 50 go to a
seed that will be planted in a new park?

If you have a compelling story that also explains exactly
how the challenges in it can be solved, you are pretty well
on your way to reaching the goal of your campaign.

4. CHANNELS

You are now completely organized, all your friends and
your entire family are involved in the fight, and the story is
razor-sharp. Now it's time to get it all out. But where do
you start and which channels are best?

It all depends on who you are, what your project is about
and what resources you have.

Do you have a big budget? Are you active in local
associations? Or do you already have an army of Instagram
followers?

The important thing is to play to your strengths and

prioritize correctly. Feel free to choose 3-4 primary
channels to focus on. Stop trying to be everywhere.

STOP TRYING TO BE EVERYWHERE. IT'S
ABOUT BEING WHERE IT WORKS.

It's about being where it works.

Make sure you have a plan for which channels you want to
use before you launch your campaign.

To get an overview, we review the most common channels
here:
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LAUNCH EVENT

Set a date and invite friends and family
to a kick-off event!

As mentioned, your network consists of
those who start it all. If you can't engage
them, it will be difficult to engage
strangers.

So buy a few streamers and invite people
inside in the warmth for a cozy afternoon
or evening, where you can all celebrate
the launch of your brand-new idea.

Be sure to send out invitations early to
get people on board, and feel free to
present a timeline of your campaign and
maybe a little guide on how to support or
help.

PROJECT PAGE

Your project page is the most important
tool in your campaign.

This is where you want to guide people,
grab their attention and make sure they
choose to support you. So make sure it
works.

Your description and pitch should be
neat, images and video should be in
place, and any rewards should be
attractive. It's not worth getting 1,000
people to hear about your project if
they all choose not to click through
because your project page is a mess.




SOCIAL MEDIA

It probably does not come as a surprise that social media plays a big role in the
marketing of your project. It is primarily here that you can continuously tell your story,
share updates and build a community around your project. Tik-tok, Instagram, Facebook
and Linkedin are the most common platforms. You don't have to choose them all - just
the ones that fit your project.

BE SURE TO BE CONSISTENT IN YOUR UPDATES. FEEL FREE
TO BE PERSONAL. AND UPDATE OFTEN, PREFERABLY ONCE A
DAY IF POSSIBLE.

A good idea might be to have some posts ready in advance and then schedule them. You
can use tools like Hootsuite or Buffer. If you aren't a master of graphic design, you can
also make your posts using a free tool like Canva.

PRESS

Journalists are always looking for a good story, and if you've done your homework,
that's exactly the kind of story you've got. Make a list of media that you think would be a
scoop - and realistic - to be mentioned in.

Find the journalists who may have written about something similar before and send them
a press release, or call them and tell them about your project. If you haven't tried

writing a press release before, you can find a guide for it right here:

Ritzaus guide til pressemeddelelser.
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https://ritzau.com/sadan-skriver-du-den-perfekte-pressemeddelelse/
https://www.hootsuite.com/
https://buffer.com/
https://www.canva.com/
https://www.canva.com/

OFFLINE

Nothing beats the internet when it
comes to the number of people you can
reach with your campaign. But don't
underestimate how effective it can be
to meet your supporters face to face.

Do you have a local project? Stand in
front of the local supermarket and
spread the word with home-printed
flyers, go door to door with the local
business community with your pitch, or
hang up a notice in the local handball
club.

You can go a long way with good old-
fashioned footwork.

PEOPLE ARE MORE WILLING TO
SUPPORT YOU IF THEY HAVE
LOOKED YOU IN THE EYE AND
SHAKEN YOUR HAND.

PAID ADVERTISING

You can easily reach the goal of your
project without having to pay for
advertising.

But if it's a big project, and you happen
to have a solid budget for marketing, it
might be an idea to try out paid
advertising.

The easiest thing for beginners is to try
social media ads.

You can target your ads to those you
think will find it interesting, and it
doesn't have to cost a fortune.

It takes a little patience to familiarize
yourself with advertising tools like
Facebook, but it can pay off in the end.
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INFLUENCERS

There is sometimes a certain skepticism about the
so-called "influencers" - and often with good
reason- but the term covers more than just
Instagram camera hogs.

These are often people who have great interest or
knowledge in a certain area and who, through hard
work and quality content, have built up a crowd that
you - if you play your cards right - can take
advantage of.

If you spot someone with a big social media
presence or a podcast host with a lot of listeners
who is a perfect fit for your project, then it might be
a good idea to try reaching out to them.

PARTNERSHIPS

Before you start your campaign, it can be a really
good idea to have one or more partners in place.

These could be local organizations or businesses
that could be interested in supporting you, either
financially or with publicity, in return for having their
name associated with your campaign.

Are you crowdfunding a local vegetable garden?
Maybe you can get a supermarket to help you. Do
you want a new basketball court built? Get the local
team to come and play a support game.

It can be an invaluable help to draw on partners who
are already established.
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LAUNCHING

The big day has come, you go live!

The hardest work is already over. But
although the success of your campaign
depends primarily on your initial efforts,
it is important to maintain the
momentum that you have created.

From the day you launch, there are two
things you need to focus on. You should
ensure that:

1: YOU REACH 30% OF YOUR
GOAL DURING THE FIRST
WEEK.

2: KEEP PEOPLE ENGAGED
THROUGHOUT THE COURSE
OF THE CAMPAIGN.

If you have read the previous chapter,
point 1 should be a no-brainer. Your
family, friends and closest network are
the ones who must give your campaign
a good start by making sure you reach a
good portion of your goal and thereby
create credibility around your project.

But you also have to do something
yourself. If you've done your homework,
you now have a list of relevant channels
and content prepared for them. Now is
the time to put it into action.

Hold your launch event, activate your
network, send a press release, hand out
your flyers, update your social media
and update it again, keep telling your
story and show your progress.
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Be consistent and active in your work to
educate and update your supporters. If
people suddenly don't hear from you,
they will quickly forget about you and
your campaign will lose momentum.

Therefore, it can be a good idea to
distribute your marketing on a timeline
so that you ensure that there are no
dead periods.

It is about building a snowball effect.

If you've built enough excitement
around your project before the
campaign and can then trigger that
excitement through ongoing updates

and presence, then you have a really
good chance of getting people on board
who hadn't heard of you before.

Remember not to reduce your efforts if
you suddenly find yourself at a
standstill in your campaign. Studies
show that the majority of your backers
will often contribute the most at the
beginning and end of your campaign. So
if the needle suddenly stops moving,
just keep going!




AFTER THE
CAMPAIGN

You did it! Hopefully. You have now reached the end of the
road and no matter what the result was, there are certain
steps that are always good to go through.

Start by forming an overview of what went well and what
went less well. Whether you reach the goal or not, give
yourself a pat on the back for having the courage to launch
a crowdfunding campaign.

Crowdfunding is an excellent way to test an idea, and in the
event that it wasn't a success, you are now enriched with
the experience and can rethink your idea for the next time.

If, on the other hand, you reached the goal, there is now
some work you have to do.

If you have a reward project, the rewards must of course be
delivered. But regardless of the type of crowdfunding you
have embarked on, it is a very good idea to show your
supporters the result of their support.

YOU'VE NOW GOT THE FUNDS YOU NEED
AND HAVE LIKELY BUILT A CROWD THAT
WANTS TO SEE HOW IT ALL ENDS.

So make sure to deliver a satisfying ending to the story. Let
people follow the development and make regular updates
with the results of the project.

Don't be one of those people who forgets their supporters
as soon as the money is in their pockets. Not only is it lame,
but it can also create a jarring reverberation of bad
publicity.
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Often a project needs marketing for more than just funding.
You still need positive publicity and attention long after the
actual funding goal is reached. So take advantage of the
momentum your campaign has built up.

This is exactly one of the many advantages of
crowdfunding.

WE HOPE YOU'VE BEEN ABLE TO USE
THIS GUIDE AND WISH YOU THE BEST OF
LUCK WITH YOUR CROWDFUNDING
CAMPAIGN!
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TOOLS

GOOGLE DRIVE

ONLINE FILE STORAGE LINK
CANVA

GRAPHIC DESIGN PLATFORM LINK
TRELLO

KANBAN BOARD FOR TASKS LINK
HOOTSUITE LINK
ORGANIZATION OF SOCIAL MEDIA LINK
FACEBOOK BUSINESS MANAGER LINK
ASANA LINK
UNSPLASH T
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https://www.google.com/intl/da/drive/download/
https://www.canva.com/da_dk/
https://trello.com/
https://www.hootsuite.com/
https://business.facebook.com/
https://asana.com/
https://unsplash.com/
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