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“We use the power of the crowd
To get your idea off the ground”
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THE
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GUIDE TO



We are delighted that you are looking into creating a 
crowdfunding campaign with us. 
  
We understand that launching a crowdfunding campaign 
can be a daunting task even to the experienced, so here at 
ReadyFundGo we have prepared a guide to help you 
through the process. 
  
Please read this guide before starting your campaign so 
that you have a good understanding of what is involved.  
  
If you are starting a new business or developing a project 
you are likely to be working on these areas already. 
  
Happy reading and we look forward to supporting your 
successful campaign.

A Letter from our CEO

Welcome to ReadyFundGo
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Your Crowdfunding Guide

Your crowdfunding guide is made up of 16 sections

1. Identify your objectives

2. Develop your project plan and timetable

3. Select your team

4. Start creating your crowd

5. Craft your story

6. Plan and create your video

7. Brainstorm your rewards

8. Create your marketing and social media plan

9. Continue your pre-launch audience build

10. Set your funding goal

11. Create your Stripe account

12. Choose your campaign images

13. Line-up your day one pledges

14. Develop your PR strategy

15. Consider any Tax or Legal issues

16. Check the ReadyFundGo campaign criteria
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Identify Your Objectives 

Reward-based crowdfunding is about 
more than just raising funds. Before you 
start your campaign take a few minutes 
to choose your project goals.

✓ Raising funds

✓ Product validation

✓ An opportunity to storyboard your vision

✓ Build a community of raving fans 

✓ Test your Minimum Viable Product  

✓ Validate your market                                   

✓ Get feedback for your idea from potential customers

✓ Develop your brand                                                        

✓ Create advocates  

✓ Obtain sufficient orders for production

✓ Become investor ready                                                                                      
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Once you have decided that creating a reward-based 

crowdfunding campaign can help you achieve your 

project goals, it is time to start creating your plan. 

You may like to use this check-list to develop a plan 

and timetable for your project.

Develop Your Project Plan and Timetable 
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Task                                                                      Completed

Some campaign creators make the BIG mistake of spending all the time focusing on 
making a beautiful video and campaign story, only start to thinking about their 
target crowd a day before they want to launch. 

At ReadyFundGo we advise you to start thinking about your crowd on Day 1!

Select your team  

Start creating your crowd  

Craft your story  

Plan and create your video  

Brainstorm your rewards  

Create your marketing and social media plan 

Continue your pre-launch audience build  

Set your funding goal   

Create your Stripe account  

Choose your campaign images  

Line-up your day one pledges  

Develop your PR strategy  

Check the ReadyFundGo campaign criteria 

Pre-Campaign Checklist
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Select Your Team

3
Campaigns that are run by a group of people tend to 

be more successful than campaigns run by one 

individual.  A group of people brainstorming will often 

come up with a better solution than one person on 

their own. 
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Everyone has strengths and weakness within their own skill set so it is a 
good idea to find others who may be able to help you with either specific 
tasks, or who have skills in areas which may not be amongst your 
strengths.
Some of the roles you may wish to allocate or skills you may wish to 
cover include a team leader who can keep track of everyone’s tasks and 
keep the team on track, a content – story writer, a proof reader, a video 
creator, a social media guru, a creative type who can make the campaign 
page look cool and an influencer or strong networker.

As well as having others involved to ensure you have all the skills you 
need, it is great to have a team around for moral support during your 
campaign and to help with the work load. Running a successful campaign 
can take a lot of hard work.

Everyone in the team will have different connections so you can use the 
team to increase the initial reach when it comes to drumming up support. 

“Core teams behind some of the great crowdfunding 
projects tend to be made up of 2-5 key people.”

Team Leader

Video
Creator

Story TellerNetworker

Marketing
Expert
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Start Creating Your Crowd

4
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“The unique value of Crowdfunding is not 

money, it’s Community!” - E. Mollik



Before you start it is important you take your first dose of realism and 
recognise that it is a myth to say that crowdfunding comes with a ready-
made crowd. Each campaign has a different target audience so you need to 
create your crowd.

Start by developing target personas for your supporters. Identify where you 
will find your target supporters and how will you reach them. This is an 
essential first step. Many people are so keen to get started with creating 
their campaign story that they forget about the most important part of the 
crowdfunding campaign: the crowd. 

We suggest that you get your team together and map out your joint 
network of people who fit the criteria of people you think will want to 
engage with your campaign. 
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It is typically friends and family who are the first to pledge so start with 
them and then build out to your personal and professional networks. For 
most campaigns, it will work best to start local and then focus on people 
who will have a strong affinity to your project.

“It is quite fun to see how far your network 
can reach”
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Craft Your Story

5
Your story is one of the most important elements of 
your campaign so spend the time to make it 
compelling.



Your story should include a summary of what your project is about and the 
benefits, what you need the money for, which rewards you will offer, your 
timetable and anything you can add to demonstrate your team’s credibility. 
Aim for 400-600 words and include high quality images of prototypes, 
products and people. Introduce headings and lots of spacing.

See what we think are the “Essentials of a Great Campaign Story” below:

The Essentials of a Great Campaign Story

It’s very important to communicate your crowdfunding campaign story in a 
simple, yet visually appealing manner.

Let’s start by looking at how you describe your campaign.

How are you telling your story?

Telling a good story is at the very core of what makes for successful 
crowdfunding (not unrelated to the first principles of marketing and 
branding!). Take the story of your idea, business or project and translate it 
in a way that’s designed to compel, inspire and promote action.

1. Look to your own personal experiences

• Demonstrating and building personal connection is huge in 
crowdfunding success.

• What facts appeal to our emotions, which are secondary…and which 
detract?

• Word your story to create maximum impact and avoid being vague.
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2. How will your campaign solve a problem?

Pitch how it will produce a solution or avert a potential negative impact. 
You should be able to communicate the essence of your product and what 
it does in a sentence or two.

3. Slow down and talk in laymen’s terms

When describing your product or concept, remember that not everyone 
may be familiar with your industry or product.

4. Include effective calls to action

Without them, your potential supporter won’t know where to go or what 
to do.

Designing Your Campaign Page

Any medium can be used to tell a story, whether it be a blog, social media, 
emails or a video. But when it comes to crowdfunding, your campaign page 
is your #1 place to tell your story and a place to combine different 
mediums into one ‘showcase’.

People only get one first impression of your campaign page. So how do you 
make it stand out?
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What to AVOID

14

• Too much text! Create a balance between text and images. Avoid large 
sections of text and keep paragraphs to 3-4 lines.

• Poor design and media/images. Image quality does matter. Use strong visually 
appealing images and video that gives your campaign a unique personality and 
conveys its qualities. Avoid generic stock imagery. Make it real by adding your 
personality or brand to it.

• Poorly written and constructed reward levels. Readers need to quickly and 
easily find what they want. Keep your description to less than 8 lines. Don’t be 
repetitive and place the best features at the top.

• Avoid putting unnecessary content on your page. Remember you can also link 
to your own blog/website or do a campaign update where things get lengthy 
and require more detail.

• Put your best selling points at the top, showing how your campaign solves a problem 
and will make an impact.

• Put features at the top AFTER your selling points, highlighting how it stands out from 
the crowd.

• Include a video. Campaigns with videos are 2.5 times more likely to succeed.

• Include info graphics to convey statistics and concepts.

• Include strong images that have been edited properly. Use landscape images as tall 
images take up too much space. 

• Include details/images of you and your team. Let backers know who you are. Trust is 
important! 

• Include eye-catching headers/titles.

DON’T

DO



The structure of your campaign story is important. Here is a suggested 
order, from top to bottom:

1. Intro: WHAT, WHY, WHO in brief
2. Credibility: Include endorsements, any media coverage and partners
3. Features: Use infographics, animation or videos if its technical or hard 

to explain in simple terms
4. Rewards: Include images of rewards
5. Budget: How will the funds be used
6. WHO and or WHY: in more detail
7. Challenges and Risks: Anything that needs to be addressed, to show 

you’ve covered your bases
8. FAQs: Research what questions potential customers will ask and add 

them here
9. Simple Call to Action: To Pledge and Share

Need more ideas? Why not check out other successful campaigns similar to 
yours and study how they tell their story and design their campaign pages.
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Story Structure Matters!

The Story Doesn’t End Here…

Once your campaign has started, successful campaigns continue to engage 
with backers and tell their story as it unfolds. You can create personalised 
dialogue with campaign updates, social media and emails that continue to 
stick to the basics of strong storytelling and design.

To recap, although telling a great story and designing a great campaign page 
requires a bit of initial energy and resources, it’s essential for campaign 
success.

Finally ask 3-5 people you know to see if they can improve it to make it 
punchier and even more engaging.
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Plan and create your video

6Your video is your most important crowdfunding 
marketing tool. We know that many campaign creators 
do not have Hollywood style production budgets. If your 
budget is small then keep it simple but do make sure you 
include it.
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Your pitch should be short … aim to be very concise as half your audience 
will turn off after 60 seconds. For all videos, we recommend you try to get 
the most important information in the first 20 seconds. The key is keeping 
your story engaging and genuine. 

Tell the audience how your campaign will benefit them and make their lives 
better. You can then describe the main features of the product or service to 
support the benefits.

When you are filming remember to speak directly into the camera and 
show your passion to help build a rapport with your audience.

Make sure the lighting is good and there is no background noise. It’s always 
recommended to get the assistance of an expert video producer or 
videographer. Otherwise, if you want to try it yourself, there are many 
online tutorials you can access for free on YouTube to teach you how to 
produce your own amateur videos.

The end must include a clear call to action …a direct statement telling 
people what you want them to do. For example, tell people to support 
your campaign and give them enough information to enable them to do so.

Once your video is finished ensure you get maximum coverage. If you 
upload your video directly onto Facebook it is likely to reach more people 
organically and you can use it to drive awareness to your campaign page.



18

Brainstorm your rewards

7Rewards are for your backers.  Think of this as a 
gift or special reward for your fans that decide to 
support you. It’s a great way to encourage support 
for your campaign.  



What are rewards?  

A reward can be a copy of something you’ve created, a t-shirt, a creative 
collaboration, tickets to shows or an event, early release of a product, a 
limited attendance experience, or creative mementos. It’s really up to you!

Think about your target audience and put yourself in their shoes. What 
would you want to get and how much would you be happy to pledge. 

Make sure your rewards are good value for money – everyone likes to 
think they are getting a bargain. Having a small number of rewards available 
at a special price encourages people who feel they may otherwise miss out 
to purchase.  

It’s important to offer a range of rewards at varying prices.  $25 is often the 
most popular pledge amount, but you’ll most likely want to include a wider 
variation of rewards, depending on your campaign.

Why are rewards important? 

Creating a clear and structured rewards program that is in-line with both 
your campaign objectives and your supporters’ interests can have a huge 
impact on your campaign’s success.

Reward-based crowdfunding is a great way to test the waters, receive 
market feedback, build your brand and secure loyal customers before 
you’ve even started! By building long-term relationships and winning people 
over, your campaign will employ the most powerful marketing tool there is 
– invaluable word-of-mouth reach and backing.
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Creating Exciting Rewards 
 
Rewards are aimed to excite your backers. They should leave with a sense 
of belonging and/or ownership to your campaign. Give them a sense of 
vested interest and they will help you spread your message.



Ideas & Examples 

Looking for inspiration? Have a browse of these reward ideas:

1. Thank You Emails/Notes/Letters: Customised emails or letters with your 
branding that show your genuine appreciation for their pledge and backing.

2. Photos & Updates: Photos showing the stages of product creation, your 
team, your achievements etc.

3. Acknowledgements: “Shout outs” on your website or other owned media 
(Social Media platforms)

4. Product Samples & Gifts customised to supporters: Sending out your first 
batch of products to your backers and inviting their feedback builds a strong 
and long-lasting relationship with them. It also allows for a controlled testing 
situation to minimise potential negative feedback in the public environment. Is 
there any merchandising that you might be able to appropriate at low cost?

5. One-on-one Meetings or VIP Events: Exclusive invites to café openings, 
launch parties, feedback sessions etc.

6. Exclusive, Backer-only Content, Copies and/or Products: Have a flavour 
or product named after them (or by them).

7. Insider Sneak Peeks & Early Access: Memberships, briefings & previews to 
increase the initial number of backers to your campaign, you might want to 
create an early-bird reward for the ‘early adopters’ out there

8. Time-specific Rewards: Create a low-level reward where backers go into the 
draw to win a prize/product

9. Celebrity Incentives and Sponsors  
Examples: Win a private Yoga session with … If your business has any 
well-known sponsors or endorsements, why not leverage these?

20
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In addition, ReadyFundGo has partnered with Carbon Neutral to facilitate 
the planting of trees in Western Australia. As a result we are offering a 
standard reward of planting a tree. 

Where you select these rewards for your campaign you will receive some 
funds for your campaign and at the same time be supporting the 
environment.

You will find out more information about these rewards as you set up your 
campaign and come to complete the rewards section.



Create your marketing and social media plan

8
Social media can play a large part in the 
success of your crowdfunding campaign if it is 
used well.
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It can take several months and a lot of hard work or a large advertising 
budget to build a social media audience so get started as soon as you can. 
Ensure you have some great visual eye-catching images and mix up your 
posts with a variety of content from feedback and testimonials, stories, 
progress reports and any new rewards that you add to your campaign.   

Being focused and disciplined will help you succeed. A scatter-gun 
approach across 4 social media channels may not be as effective as a 
targeted campaign for longer on one channel.
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Some campaign creators may need to pay for Facebook ads or boosts. 
Others will need to engage professionals to assist with social media to 
help their campaigns succeed.  

However, whilst social media is important, traditional marketing methods 
should not be ignored. Particularly at the pre-launch phase take the time 
to hold face to face conversations and personally engage. You need to 
persuade these people to back your campaign early and actually make a 
pledge.  



Continue your pre-launch audience build

9We just thought that we would slip in another 
reminder about your crowd.    
As part of your week 1 project plan be sure to 
include actions around your pre-campaign audience 
build. Start with contacting your friends and personal 
and professional contacts and ask your team to do 
the same.
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Set your funding goal

There is no right or wrong answer to the size of 
your funding goal but setting a goal that is too 
ambitious can deter backers. It is better to set a 
smaller target and exceed the target than a very 
high target and fall far short.

10
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If you have had a successful smaller campaign you can always go back and 
create a subsequent campaign.  As a rough guide your funding raising goal 
should take into account:

• the funds you are looking to raise for your project
• the cost of fulfilling the rewards 
• some funds to advertise your campaign 
• the platform and processing fees 
• any taxes or legal fees 
• a small cushion to cover incidentals. 

ReadyFundGo accepts both “flexible” (take what you raise) campaigns and 
“all or nothing” campaigns. To set up a “flexible” campaign you must be 
able to deliver your rewards whether or not you meet your target. 

Otherwise you must set-up an “all or nothing” campaign. 
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Create your Stripe account

Creating a Stripe account is a pre-
requisite of starting a crowdfunding 

campaign with ReadyFundGo. It is simple 
to do. 11
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For those of you who have not heard of Stripe, it is a US technology 
company that enables private individuals and businesses to accept  
payments over the internet.

Stripe  focuses on providing the technical, fraud prevention, and banking 
infrastructure required to operate on-line payment systems.  

Make sure you complete this step early in your planning to ensure that 
you are eligible to create a campaign on our platform. We do not want 
you to spend time preparing a video only to find you are from a location 
that we are currently unable to presently support.

We currently support most major currencies.
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Choose your campaign images

The images you choose for your campaign can make a 
big difference. Select attractive high-quality images. 
Include people in at least some of the images. This is 
another area of your campaign creation where it is useful 
to spend some time and take advice and input from 
others.
Remember that the images you choose are likely to be 
used as part of your general promotion and social media.

29
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Line-up you day one pledges

It is simple to do. Aim for around 15-20 day one 
pledges. You want these same people to post on 
social media after pledging.
To secure 15-20 day one pledges you may need to 
contact 40-50 people depending upon the strength 
of your connections and reward offerings.  Phone 
call follow-ups are best.

30
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Create a mechanism to keep track of your progress.
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Develop your PR strategy

If you are aiming to get your campaign out to a wider 
audience you will want to include PR and promotion as 
part of your project plan and pre-launch steps. 
Identifying and contacting relevant journalists and 
bloggers needs to be high on your priority list.

32
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Timing and persistence are key. With respect to timing you may want to 
wait until your project is showing some traction before sending your 
press release out.

We suggest that you focus on your local media first. You need to work on 
2 or 3 newsworthy angles for your story and create one or two press 
releases. Merely running a crowdfunding campaign is no longer regarded 
as being newsworthy.
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Consider any tax and legal issues

34

15
Depending upon the nature of your project you may want to 
consider whether you will be setting up a company for your 
new venture and whether you will need a business bank 
account.
Revenue from reward-based crowdfunding campaigns may be 
taxable and for some entities in certain jurisdictions sales taxes 
may also need to be considered. If you are planning on selling 
certain goods around the world you may want to ensure you 
have familiarised yourself with any local relevant laws.
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Check the ReadyFundGo criteria

Every crowdfunding platform focusses on a certain type 
or types of crowdfunding and a particular audience.

The ReadyFundGo platform can be used for reward-
based and donation-based crowdfunding. We do not 

offer market-place lending (debt instruments) or equity 
crowdfunding.

16
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We welcome business start-ups, innovators, entrepreneurs, community 
projects and social enterprises creating a better society and a better 
world. We typically do not support personal projects to support for 
example a campaign creator’s personal illness.

If you uncertain whether your campaign will be accepted please submit a 
brief outline to us in advance.

info@readyfundgo.com 

We hope that you enjoyed reading this guide and are now bursting with 
enthusiasm to get on building your campaign. 

When you are ready please click here to get going.

If anything was unclear or you have any questions before you start you 
campaign build please e mail us at info@readyfundgo.com 

Lastly, keep at it, step-by-step and you’ll find yourself gathering the 
momentum you need. With ReadyFundGo, you can get help and review 
from our team along the way!  Contact us today. 
  

http://www.apple.com
mailto:info@readyfundgo.com


If you’d like to see more of our essential tips for promoting 
your crowdfunding project, you can grab our free ebook guide 
here.
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1

About ReadyFundGo

Connect with us

ReadyFundGo is a crowdfunding platform and community of 
social entrepreneurs, business owners, change makers and 
innovators who have a great idea they want to get off the ground 
or grow. If you are interested in the world of innovation and 
ideas, or want to find strategies for raising funds for your own 
project or expansion, ReadyFundGo can help.

To begin your own crowdfunding campaign,  start your draft 
here.
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