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ABSTRACT

This chapter provides insights into the important characteristics of a successful crowdfunding campaign. 
It starts with providing the fundamentals of crowdfunding and shows the reasons why it is important 
to find the right target groups and communities for a campaign. It describes in details the Return on 
Involvement model, what the funders want in return for their support. In the second part the additional 
results of crowdfunding are discussed, such as market research, marketing, brand loyalty and the pos-
sibility to use crowdfunding to raise additional funding. The last part of this chapter will focus on the 
background of setting up and running a successful campaign.

INTRODUCTION

Why are some campaigns very successful and do they raise millions of euros and have other campaigns 
huge problems to get their first investors? What are the secret ingredients of a successful campaign? 
In the chapter will we look into the do’s and don’ts of launching a campaign. This will involve a good 
planning and preparation, finding the right community that will fund, creating a good pitch and finding 
the rewards that will convince people to support a campaigns.

CROWDFUNDING = COMMUNITY FUNDING

The investors in a crowdfunding campaign are not an anonymous crowd of people that will automatically 
find a crowdfunding campaign and will support a campaign they find online and like. The majority of 
the funders are people that know the entrepreneur of project in advance, or get introduced at the cam-
paign by someone who knows the. Therefore, it is important for a successful crowdfunding campaign 
to think about the communities that will be interested in the campaign and find out how to reach them.
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Find Your Communities

Every person and every organization has access to communities. Sometimes these are their own clients 
that are able to support the financing needs of the company, but it can also be business partners, current 
stakeholders of the organization, people from your own village or sport club up to friends & family and 
employees.

When the potential communities are identified, it is important to find the best way to reach out to 
them. Some communities are already grouped and can be easily reached through social media or on 
weekly/monthly regular meetings, but for other people it can be more difficult to contact them. For all 
of them it is important to identify some of the strongest connections in these networks. You can contact 
them in a later stage and try to convince them to help you promote your campaign in the community 
you are both part of.

Return on Involvement (ROI)

The strength of crowdfunding is the trust people have in the entrepreneurs running the campaign. They 
will not just financially support a campaign, but want to get involved in the process of making the proj-
ect or company a success. This involvement is very important for all people supporting a crowdfunding 
campaign. But what do they want in return? What is the Return on Involvement of their participation in 
a crowdfunding campaign.

While launching the crowdfunding campaign it is very important to focus on the potential donors/
investors and their expectations. The investors are strongly connected and involved in the projects they 
support, but the return they are interested in is very different. Some of them are interested in a social 
return, some want to have a material return (products/services) and some are more interested to support 
crowdfunding campaigns to have a financial return.

For campaigners it is very important to know your community and your community members and 
know what kind of return they are interested in and define returns bases on these expectations.

Social Return

People who are interested in a social return, only want to be recognized as donors and want to have a good 
feeling about the cause they supported. These kind of campaigns are normally launched by non-profit 
organizations that are able to focus on project based fundraising. These are typically the donation-based 
campaigns that are in line with the other type of fundraising activities of NGOs. This can be successful 
for some campaigns, but the average donation is rather small. In the fundraising world it is commonly 
know that providing tangible and unique reward to major donors, helps attracting higher amount of 
donations. This can also be applied to crowdfunding by offering small rewards in return.

When a project owner is offering small rewards, valued (much) lower than the price the crowdfunders 
are paying, this is called reward-based crowdfunding. These are campaigns where the project owner is 
offering for example a meet-and-greet with an artist or a VIP-dinner with the founders of a company or 
a public figure that will costs the project owner not much, but is worth a lot for the crowdfunders. For 
project owners it is important to look for people and companies in their network that are able to provide 
these products or services for them for free or for a large discount.



 

 

12 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/how-to-launch-a-successful-crowdfunding-

campaign/245448

Related Content

Improving Application Decoupling in Virtual Enterprise Integration
José Carlos Martins Delgado (2020). Handbook of Research on Social and Organizational Dynamics in the

Digital Era (pp. 84-114).

www.irma-international.org/chapter/improving-application-decoupling-in-virtual-enterprise-integration/234537

Keys to the Survival of the Family Firm: Long-Lived Family Firms
César Camisónand José Antonio Moreno (2022). Research Anthology on Strategies for Maintaining

Successful Family Firms (pp. 103-129).

www.irma-international.org/chapter/keys-to-the-survival-of-the-family-firm/288255

Uppsala BIO- The Life Science Initative: Experiences and Reflections on Starting a Regional

Competitiveness Initiative
Robin Teigland, Daniel Hallencreutzand Per Lundequist (2007). Small Business Clustering Technologies:

Applications in Marketing, Management, IT and Economics  (pp. 198-223).

www.irma-international.org/chapter/uppsala-bio-life-science-initative/29020

Open Innovation: Opportunities and Challenges for SMEs
Hakikur Rahman (2011). E-Business Issues, Challenges and Opportunities for SMEs: Driving

Competitiveness  (pp. 87-100).

www.irma-international.org/chapter/open-innovation-opportunities-challenges-smes/46821

Web Presence Lessons for Small Businesses
Stephen Burgess, Carmine Carmine Sellittoand Stan Karanasios (2009). Effective Web Presence Solutions

for Small Businesses: Strategies for Successful Implementation  (pp. 27-50).

www.irma-international.org/chapter/web-presence-lessons-small-businesses/9240

http://www.igi-global.com/chapter/how-to-launch-a-successful-crowdfunding-campaign/245448
http://www.igi-global.com/chapter/how-to-launch-a-successful-crowdfunding-campaign/245448
http://www.irma-international.org/chapter/improving-application-decoupling-in-virtual-enterprise-integration/234537
http://www.irma-international.org/chapter/keys-to-the-survival-of-the-family-firm/288255
http://www.irma-international.org/chapter/uppsala-bio-life-science-initative/29020
http://www.irma-international.org/chapter/open-innovation-opportunities-challenges-smes/46821
http://www.irma-international.org/chapter/web-presence-lessons-small-businesses/9240

