
Crowdfunding
for Nonprofits:
Initial Steps



Initial decisions

When starting a campaign there is a set of first decisions that 
needs to be made:

1. Which project?

2. Which platform?

3. Duration?

4. Perks?

5. Targeted amount?

6. Dissemination?



Selecting the right campaign theme

There are two main types of campaigns:

a. Funding our operations

b. Funding a specific project

Some evidence suggests that project-based campaigns can 
generate targeted funding more easily ςthe trick is that each 
donation is related to a specific outcome.



Selecting the right campaign 
theme (2)

On the other hand,ƛŦ ǘƘŜ άŦǳƴŘ Ƴȅ ƻǇŜǊŀǘƛƻƴŀƭ Ŏƻǎǘǎέ ŎƘƻƛŎŜ 
is set so as to connect donations with specific outcomes, then 
you can have the same effect.

CƻǊ άƘƻǘ ŎŀǳǎŜǎέΣ ƛΦŜΦ ǎǳǇǇƻǊǘƛƴƎ ŎƘƛƭŘǊŜƴΣ ƛƴƴƻǾŀǘƛǾŜ ƛǎǎǳŜǎ ƻǊ 
humanitarian causes, the latter option is always very fruitful. 



Selecting the right platform

When a nonprofit decides to go forward with a crowdfunding 
campaign, it has to choose from a variety of platforms.

There are national and international platforms like Generosity
(Indiegogo) and Global Giving. 

Each choice has its pros and cons.



Selecting the right platform (2)

National platforms are ideal for first attempts. They usually 
charge a bit less and they could have a strong brand in the 
local community. 

Moreover, your campaign is one among some and not one of 
the hundreds, meaning that potentially you can get more 
support/attention etc.

Ideally, national platforms are well known to the national 
society and, thus, they are considered as trustworthy. 



Selecting the right platform (2)

Nevertheless, if your target audience consists of a lot of 
foreigners the trust benefit becomes a weakness ςas national 
platforms are not well-known internationally, potential donors 
may even question whether the platform is reliable.



Selecting the right platform (3)

International platforms are well established in more 
international crowds/audiences.

It could be the case that you get some traction from people 
searching in the platform, looking for a good cause to donate 
to.

People in the US, the UK, etc. are more familiar with online 
payments and have better incomes, so they could potentially 
donate to your campaign more easily. 



Selecting the right platform (4)

Some platforms like Global Giving (GG) state that they support 
new campaigns through social media dissemination ςsee for 
example the Accelerator program of GG.

If you have doubts related to how trustful a platform is from 
the nonprofits side, international ones have been running for 
many years and have been hosting thousands of campaigns.



Selecting the right platform (5)

Ultimately, the platform you will select does not matter so 
much.

People will donate if they trust your organization and embrace 
your cause. Only a few will mind if you are running your 
campaign through a national, not very well known, platform.

And most donors will come from your efforts to disseminate 
your campaign.



What about the duration of the 
campaign?

The duration of a campaign can play a critical role in whether 
it will be successful or not.

There are surveys highlighting that an optimum duration is 
somewhere between 45-60 days.

In general, longer duration is connected with lower 
engagement by donors and slower momentum building.



What about the duration of the 
campaign?

It is generally accepted that for achieving your funding goal, 
ȅƻǳ ƴŜŜŘ ǘƻ ŎǊŜŀǘŜ άŀƳōŀǎǎŀŘƻǊǎέΦ ¢ƘŜǎŜ ŀǊŜ ǇŜƻǇƭŜ ǘƘŀǘ ƴƻǘ 
only will they donate, but they will also try to convince others 
to donate.

We need these people to be as active as possible ςhaving a 
target to meet in 5-6 months decreases the potential of 
ambassadors to be very active in these first weeks that are 
very important for our campaign.



What about the duration of the 
campaign?

It is also important to start with your own networks (family, 
friends etc.) in order to get some initial funding. Seeing that 
you have already received money from others, it will make it 
easier for people who do not know about you to trust you and 
fund your project.

Studies have shown that the first 2-3 days are extremely 
important: if you get a lot of traction, the campaign will be 
successful, otherwise potential donors will feel that this is a 
άŘŜŀŘ ǇǊƻƧŜŎǘέ ςso we need these ambassadors to act 
immediately.



What about the perks?

Based on various studies, perks are essential for achieving the 
targeted amount.

They are useful not only for tempting potential donors to 
donate, but also to donate a little bit more. This is why it is 
essential to create a scale of perks that will increase the 
likelihood of a donor donating a little bit more because of the 
better perk. You should also include high quality photos of 
your perks in order to effectively promote them to your 
donors.



What about the perks? (2)

Perks can also push a donor to become an ambassador.

If a perk is interesting and a donor wants to get it, this can be 
achieved if the target amount is reached. Hence, the donor 
might embark in a campaign to convince others to donate and 
thus get his perk!



What about the perks? (3)

Ideally, perks should be somehow connected with the 
campaign itself.

Consider the following: your campaign is about getting a 
piano in your orphanage so that you introduce piano lessons. 
One perk could be an mp3 file with the first concert in the 
orphanage.

Such perks can act as (some) proof that the piano was bought 
and that the lessons did take place.



What about the perks? (4)

Perks should not actually cost much ςa thank you note, an 
mp3 file or video, a Wall of Donors, etc. are rather easy to 
prepare and do not cost a lot of money.

When setting perks, think of hidden costs like shipping costs 
for sending that item to that donor. Also think of how many 
perks of  the same kind you could fulfill in case they are 
requested by too many donors. If you think they are 
important, do keep them but put them in the right scale! 



How much can I get?

It depends on a variety of issues:

ïWill you be able to convince people of your cause?

ï5ƻ ȅƻǳ ŀƭǊŜŀŘȅ ƘŀǾŜ ŀ άŦan-Ŏƭǳōέ ǘƻ ǎǳǇǇƻǊǘ ȅƻǳΚ

ïIs there a marketing plan to support the dissemination 
of your call for support?

ïHow much time, energy and recourses in general are 
you willing to dedicate to the campaign? 



How much to ask?

There is no right answer: you can ask for 3.000 euros and 
not reach the target or ask 20.000 euros and get them in 
a few days.

Some surveys have highlighted that initial attempts 
should not aim for more than 5.000 euros, but again this 
is conditioned by how organized you are in 
marketing/dissemination/social media.



How much to ask? (2)

A good advice could be how much others from your 
sector/country that run successful campaigns have asked for. 
But again be skeptical on how much effort they put in.

If you run a project-based campaign, then how much you 
need to execute the project is an excellent guide ς
nevertheless, if it costs a lot you should consider changing the 
project!



What about dissemination?

Dissemination is the key to a successful crowdfunding 
campaign.

It needs to focus both on quantity (number of recipients 
reached) and quality (how convincing and strong the call for 
support is).

A lot of work is required:
You cannot start a campaign if you are not active in social 
media (minimum 2.000+ likes on Facebook), or if you do not 
have a strong digital imprint ςe.g. your website is not up-to-
date.



What about dissemination?

Preparatory work includes:

-Enhancing social media presence.

-Creating a list of potential donors.

-Creating a list of journalists, influencers, etc. that will 
enhance virality of the campaign.

-Creating a strategy on spreading the word about your 
campaign ςseveral posts on social media before, during and 
ŀŦǘŜǊ ǘƘŜ ŎŀƳǇŀƛƎƴΩǎ ƻŦŦƛŎƛŀƭ ǎǘŀǊǘ.



What about dissemination? (2)
Before the campaign goes live, warm up your crowd a bit, e.g. 
ǇǊŜǇŀǊŜ ǎƻƳŜ Ǉƻǎǘǎ ƻƴ άƘƻǿ ŜȄŎƛǘŜŘ ǘƘŜ ǘŜŀƳ ƛǎ ŦƻǊ ƻǳǊ 
ŎŀƳǇŀƛƎƴΗέ

In the first day of the campaign post more extensively, inform 
ȅƻǳǊ ŀǳŘƛŜƴŎŜ ƻƴ Ƙƻǿ ǿŜƭƭ ǘƘŜ ŎŀƳǇŀƛƎƴ ƛǎ ƎƻƛƴƎΣ ŜΦƎΦ άaŀƴȅ 
ǘƘŀƴƪǎ ŦƻǊ ƘŜƭǇƛƴƎ ǳǎ ǊŜŀŎƘ нл҈ ƻŦ ƻǳǊ ǘŀǊƎŜǘΗέ

During the whole duration of the project have regular 
posts/updates related to: a) the course of the campaign and 
b) preparations for running the project when the campaign 
ends.



What about dissemination? (3)

Do not think in national terms!

Social media are here in order to allow us to reach numerous 
people across the globe, and most of the times for free!

Think of national diaspora.

Think of wealthy Americans, Australians, etc. that would not 
mind giving 20 US$ for a good cause.



Why do people become 
ambassadors?

Being an ambassador means that you actively support a 
campaign through dissemination. You do not just donate, but 
you regularly inform others on your decision and on the 
campaign overall.

A donor becomes an ambassador because they strongly like 
the nonprofit and the cause. They are ambassadors because 
they want you to reach your funding goal.

Some will do it because otherwise they will not get the perks.

Some will become ambassadors in order to show to their 
social network that they are good people that donate for 
causes.



Additional resources
Åhttp://www.seerc.org/atsiv/vle/

Åhttps://www.facebook.com/trainingNGOs/

Åwww.ngotraining.eu

http://www.seerc.org/atsiv/vle/
https://www.facebook.com/trainingNGOs/
http://www.ngotraining.eu/


This work is part of the professional development resources for NGOs 
developed under Advancing the Third Sector through Innovation & Variation 
(ATSIV). 

ATSIV is a project financed by ERASMUS+ KA2, implemented during 2016-2019 
by a consortium of Greek, Bulgarian, Polish and Romanian organizations. It  
aims at increasing the professional competences of NGO workersby developing 
and making availablean open access online platform of training through 
gaming. 

The European Commission support for the production of this publication 
does not constitute an endorsement of the contents which reflects the views 
only of the authors, and the Commission cannot be held responsible for any 
use which may be made of the information contained therein.
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