Exercise: Determine Your Goals
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Realistic fundraising goals can make or break a great campaign. Let’s work
on setting a goal you can knock out of the park!
Exercise 1: A Stroll Down Possibility Lane
Let’s do some thinking about your goal, and the resources you have ready to support it:

What’s your goal?

$

Lower your goal
and try again.
Is your goal higher than the
$5,000 average raise?

NO
Do you have a
clear audience
and marketing
plan?

YES

NO

YES

Do you have a
TEAM* working
with you?

NO

YES

YES

YES

Have you run a
successful
campaign before?

NO
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YES

NO

Complete your Marketing Accelerator
Workbook. Think critically about the
community you’ve mapped out. Start
talking to the people on your lists and noting
monetary pre-commitments. Does your goal
seem realistic based solely on the
community you’re building?

Go build your
TEAM!
*Remember that for each member
you add to your team, you multiply
the network you can tap into! The
best way to break into larger goal
amounts is with a strong team.

Consider splitting your larger
goal into several smaller
campaigns with goals you can
reach, and using Stretch Goals
to make sure you can
overfund each campaign.

YES

Could you take a
first step toward your
vision with less
money?

NO

NO

Do you love learning
things the hard way
and thrive on
existential crisis?

Go for it, baby!
You’ve got this!
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Exercise 2: By the Numbers
Let’s do some basic calculations based on industry averages to learn what kind of
marketing effort you’ll need to reach a specific goal:

$

1. How much do you need?

Focus on the minimum you need to
complete your core objectives.

Pro Tip: Make sure you account for the cost of producing and delivering rewards!

2. Divide that amount by $50 :

This is the number of $50 donations
you will need to reach your goal.

Note: Average crowdfunding donations range from $25 - $80.

3. Divide that number by .25 :

This is the number of people who will
need to visit your campaign page.

Assuming that 25% of the people who are driven to the page will donate an average of $50.
Note that actual conversion rates are around 4% for twitter clicks, 10% for Facebook clicks and
50% for personal email appeals to friends and family.

4. Divide that number by .85 :

This the number of people your
marketing plan* must drive to your
campaign page.

80-90% of the funding a campaign receives is from donors who are driven there by the direct
marketing efforts of the campaign team. Only 10-20% of donations come from donors who
find out about the campaign from other sources (“the crowd”).

5. Reflect on the significance of box 4.
If the number of people you need to actively drive to your campaign page is beyond
your marketing ability, it’s a good indicator that you need to lower your goal or seek a
marketing professional that can help you attain the traffic needed to reach your goal.

Don’t be discouraged if your initial goal is too high. Higher goals just require
more effort and better tactics. One of the best tactics for breaking into higher
goal levels is to set a goal you KNOW you can hit, and then using stretch goals
to get there. That’s what the next section is all about!
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Exercise 3: Fractional Fundraising and Stretch Goals
The best way to be successful is to work toward a goal you absolutely
know you can reach, and then use that momentum to catapult into larger
goals!

Pro Tip: Most campaigns that reach their goal end up raising more.
M) List the things you NEED to have in the next 6 months to continue moving
forward with your idea / project / vision :
NEED TO HAVE:

N) List additional things you WANT to have that go beyond your core objectives:
WANT TO HAVE:

O) Go nuts: List things you WISH to have assuming “anything is possible”:
WISH TO HAVE:

P) Now, go back and add estimated $ values into the right column for these items.
Bonus: Note the impact each of these items would have in the world.
•

Can you break these Needs, Wants and Wishes into more than one
campaign? (Fractional fundraising).

•

Your first campaign’s GOAL should cover the main NEED TO HAVE items.

•

Create “STRETCH GOALS” to account for your want & wish to have items.
Include these in your campaign summary + the impact each will cause.
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“Our goal is to raise $3,000 so we can cause A, B & C. Our first Stretch Goal is
$5,000 so we can cause D & E. If we can reach our final Stretch Goal of $15,000, the
impact will be enormous and we can do F, G, H & I!”
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