
253

A&E network, RocketHub and, 38, 
164, 167

Acquaintances:
as part of network, 80
personalized emails for, 108–109

Adobe’s Premier Pro video editing 
software, 102

Adorama, 96
Advertising:

budget considerations and, 73–74
scheduling of, 58
target audience and, 81, 83–84, 

86
Aleph Objects, Inc., 23
Apple’s Final Cut Pro video editing 

software, 102
Athletes, Prizeo and, 44
ATS Rentals, 96
Attorney. See Legal considerations
Audio, in promotional video,  

90–91, 97, 98–101
Avid editing and production 

software, 102

B&H Photo-Video, 96
Backers:

attracting with blog, 80
For Backers Only updates to 

campaign web page, 127–128
defined, 4, 5
distinguished from investors, 5, 

199
gaining experience as, before 

creating project, 24–27, 225

Girouard on, 176
importance of regular 

communication with, 123–124, 
131–132

Kickstarter and reward levels for, 
153–155

Lennon on, 212
meeting in person, 121–122
Miller on, 183, 184
Morejon on, 220–221
personalized emails to, 123–124
promotional video and emotions 

of, 91
repeat backers on Kickstarter.

com, 151
rewards and, 56
shipping rewards to, after 

campaign, 141, 142–144
suggestions for information to 

share with, 128–130
targeting of, 79–87
tax liabilities and, 200
updating on stretch goals,  

130–131
using blog to stay in touch with, 

124–127
using You Tube to communicate 

with, 125, 127
Wyman on, 193

Background location, of 
promotional video, 91

Background music, in promotional 
video, 100–101

Lennon on, 210

Index
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254 Index

Bicycles, Hammerhead GPS for, 
246–252

Blog Catalog directory, 119
Blog Hub directory, 119
Blogger.com, 124, 125, 126–127
Blogs:

about, 124
attracting backers with, 80
creating of, 124–127
frequency of updates to, 125–126
getting coverage on popular, 

118–119
templates and themes for,  

126–127
using to stay in touch with 

backers, 124–127
BlogTopSites directory, 119
Bob the Ladybug: Bob’s New Pants, 

Starling and self-publishing of, 
239–245

Bookkeeping:
hiring expert for, 76, 137
software for, 146

Borrow Lenses, 96
Budget considerations, 65–77

advertising and, 73–74
budget as component of 

successful campaign, 8, 11–12
funding goal and, 75–77
hiring freelancers and, 133–134, 

140
Lennon on, 215
network expansion and, 66, 

69–71
out-of-pocket expenses and, 

65–67, 75–76
preplanning and, 63
promotional video and, 71–77, 

93–94
prototype development and, 68
public relations and, 74–75
support services and, 68–69

Bulldog Reporter’s Media List 
Builder, 120

Business plan:
Lennon on, 214
Meece on, 170–171
preplanning and, 54
software for, 145
Starling on, 241

Business Plan Pro software, 107, 
145

Business Wire, press release 
information and, 120

Call to action:
Facebook ad campaign  

and, 116
Miller on, 184
in promotional video, 90
Silac shirt and, 18
target audience and, 85

Campaign:
components of successful, 7–10, 

165
defined, 5
end of and receipt of funds, 

141–142
preplanning of, 51–64
see also specific topics

CBSNews.com, press release 
formatting information and, 
120

Celebrities, Prizeo and, 44
Celtx, 95
Charities:

CrowdRise and, 185–189
raising money for, 23

Children’s book, Starling and self-
publishing of, 239–245

Cision media directory, 120
Coin Rings, 19–20
Command Partners, 217–223
Constant Contact, 71

bindex.indd   254 7/21/2014   11:17:09 AM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



Index 255

Consultants. See Freelancers and 
consultants

Content of campaign, preplanning 
and, 61–62

Contracts, with freelancers, 135
Copyright issues, freelancers and, 

135
Creators:

defined, 5
marketing and biographies of, 60, 

159
in promotional video, 91, 93

Credit/debit card payments, 
processing costs and time for 
receipt of funds, 141–142

Crew Connection, 97
Crowd funding executives, advice 

from, 163–195
Brad Wyman and FundAnything, 

190–195
Brian Meece and RocketHub, 

164–171
Dave Girouard and Upstart, 

171–178
Robert Wolfe and CrowdRise, 

185–189
Scott N. Miller and Dragon 

Innovation, 179–185
Crowd funding experts, support 

advice from, 197–223
Joel Fishman on legal and tax 

considerations, 198–202
Markley Roderick on legal 

considerations, 202–207
Patty Lennon on strategies, 

207–217
Roy Morejon on online 

marketing, 217–223
Crowd funding, generally, 1–27

budget and, 11–12
common mistakes, 160–161
example of use of, 4–5

gaining experience as backer, 
24–27, 225

growth potential of, 14
hiring experts in, 136–137
misconceptions about, 10–11
misconceptions about, experts 

on, 166, 176–177, 183, 
188–189, 191, 201, 204–205, 
208–209, 218–219, 230, 235, 
242, 248

profiles of successful projects, 
16–23

terminology and types of, 3–7
used as charity fund-raising tools, 

23–24
see also specific topics

Crowd funding project creators, 
advice from, 225–252

Nick Evans and Tile, 226–233
Piet Morgan and Hammerhead, 

246–252
Simon Tam and band tour bus, 

233–239
Tom Starling and self-publishing, 

239–245
CrowdRise platform, 14, 23

features and fees of, 39–40
Wolfe on, 185–189

Cue cards, in promotional video, 
100

Dance projects, 22
DBA (doing business as)  

entity, 145
Digital marketing. See Online 

marketing
Direct mail:

Lennon on, 211
preplanning and, 63

Direct Mail software, 71
Domain name, registering of, 126
Donor, distinguished from backer, 5

bindex.indd   255 7/21/2014   11:17:09 AM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



256 Index

Dragon Innovation platform:
features and fees of, 40–42
Miller and, 179–185
Morgan and, 246, 247–248

Easy Media List, 120
Editing, of promotional video, 

102–103
Editor, hiring of professional, 138
eLance, 97, 139–140
Elegant Themes, 127
Email:

budget considerations, network 
expansion, and purchase of 
lists, 70–71

personalized emails to backers, 
123–124

targeting of backers and 
supporters and, 80

Wyman on, 193
Email Center Pro software, 107
Email marketing, 108–111

Lennon on, 211
tips for composing appropriate, 

109–111
Email-List.com, 70
Endicia stamp service, 143
Equity-based crowd funding, 1, 

6–7, 83
Markley on, 202–207

Evans, Nick, 49, 226–233
Expectations, realistic, as 

component of successful 
campaign, 8–9

Expenses. See Budget  
considerations

Experian, 70
Express Mail Lists, 70

Facebook advertising, 73, 74, 118
backers and, 80
creation of, 116–117

Facebook Fan Page:
creating and using of,  

112–113, 115
tips for building effective,  

113–114
Failure, of campaign:

common reasons for, 146–147
Lennon on, 215–216
Morejon on, 222
options after, 147–148, 161
Tam on, 239

FedEx, shipping of rewards and, 
143, 144

Feedback, as advantage of crowd 
funding, 152, 169, 204

Final Cut Pro video editing 
software, 102

Final Draft screenwriting  
software, 95

Finance experts, hiring of, 137, 140
Fishman, Joel, on legal and tax 

considerations, 198–202
Flexibility, as component of 

successful campaign, 10
Freelance Directory, 97
Freelancer.com, as source of 

experts, 139
Freelancers and consultants:

agreeing to terms with, 135–136
budget and skill considerations 

when hiring, 68–69,  
133–134, 140

contracts with, 135
hiring to create blog, 127
Lennon on, 211–212, 216–217
preplanning and, 63
public relations specialists, 119
tasks worth hiring for, 136–139, 

152–153
tips for hiring of, 134–135
where to find, 139–140
Wyman on, 193

bindex.indd   256 7/21/2014   11:17:09 AM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



Index 257

Friends:
as part of network, 80
personalized emails for,  

108–109
Fundable platform, 14, 22–23

features and fees of, 42–43
FundAnything platform, 5

features and fees of, 30–32
Wyman on, 190–195

Funders Club, 206
Funding goals:

budget considerations and 
funding goals, 75–77

importance of realistic, 22
Lennon on, 214–215
Meece on, 168, 170
met and unmet, and receipt of 

funds, 141–142
Miller on, 185
Morejon on, 219–220
Morgan on, 247–248, 250–251
preplanning and refinement  

of, 53
promotional video and, 93–94
Starling on, 243
stretch goals and, 19
Tam on, 236–237
target audience and, 81
Wyman on, 192–193

FundRazr platform, features and 
fees of, 33–34

Garagelo, 23
Girouard, Dave, 46, 171–178
Goals. See Funding goals
GoDaddy Email Marketing, 71
GoFundMe platform, features and 

fees of, 47
Google, Girouard at, 171–173
Google AdWords, 118
GoPro Hero3+ camera, 96
Grand Theft Orchestra, 21

Graphic artist, need for expert, 137
Guru.com, as source of experts, 139

Hairstyles, in promotional video, 
99–100

Hammerhead, 16, 246–252
Handbook, of FundAnything, 191
Handle Your Own PR website, 120
Harries, Jack and Finn, 23–24
HD Rental, 96
Headline, for campaign, 60
High-tech hardware, Dragon 

Innovation and, 179–185

iContact, 71
Idea. See Project
iHireAccounting service, 140
Income share agreement, of Upstart, 

173
Incorporate.com, 145
Indeed production crews, 97
Indiegogo platform, 2–3, 5, 6

features and fees of, 34–35
FundAnything contrasted with, 

190–191
Lennon and, 207
promotional video 

considerations, 103
Info USA, 70
Inner circle:

as part of network, 79–80
personalized emails for, 108–109

Interns, hiring for specialty  
tasks, 140

Intuit accounting software, 146
Investor, distinguished from backer, 

5, 199
iPen2, 23
iRobot, Miller and, 179–180

JacksGap, 23
JordyCakes, 20
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Jumpstart Our Business Startups 
(JOBS) Act, 6–7, 42, 83, 145, 
195, 198, 202–203, 205

Keyword advertising, 73, 116
Kickstarter.com platform,  

2–3, 5, 6, 149–162
as all-or-nothing funding model, 

142, 150, 151–153
common creator mistakes and, 

160–161
costs of running campaign on, 

160
creation of campaign on, 158
creative project focus of,  

149–151
differentiation from other 

platforms, 151–153
features and fees of, 35–37
freelancer skills and,  

157, 160
FundAnything contrasted with, 

190–191
future of, 161
on importance of promotional 

video, 90
learning from successful projects 

on, 155–156
messages to backers and,  

123–124
online tutorials, 158
promotional video 

considerations, 103
rewards levels for backers,  

153–155
shipping addresses of backers 

and, 142–143
Starling on, 240–241
successful projects on,  

16–22, 77, 219
Tam on, 233–234
tax information and, 145

timing of campaign launch and, 
157–158

web page updates and, 127–128

Legal considerations:
business structure and, 145
Fishman on, 198–202
hiring of freelancers and,  

135–136, 137
legal fees, 76
Markley on, 202–207
need for lawyer, 137, 145

LegalZoom, 145
Lennon, Patty, on funding 

strategies, 207–217
LensRentals.com, 96
Lighting, in promotional video, 96, 

97–98
LinkedIn networking service, 140
LivePlan software, 107, 145
Lockitron, 48–49, 226–227
Logo, marketing and, 60
LuizBot TAZ 3D Printer, 23

MailChimp, 71
Makeup, in promotional video, 

99–100
Marketing:

as component of successful 
campaign, 8

email and, 70–71
Morejon on digital, 217–223
preplanning and, 54, 55, 60–61
target audience and, 81, 83–84
see also Online advertising and 

marketing
Media. See Public relations
Meece, Brian, 164–171
Microphones, in promotional video, 

96, 98–99
Microsoft Movie Maker, 102
Miller, Scott N., 41, 179–185
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Moosejaw, Wolfe at, 185–186
Morejon, Roy, on digital marketing, 

217–223
Morgan, Piet, Hammerhead and, 

246–252
Movie Maker, 102
Movies, rewards suggestions for, 57
Music projects, 20–21

National Data Group, 70
Negative information, how to share 

with backers, 129, 131
Network. See Social network

Oakley, Tyler, 24
Odesk, as source of experts, 139
Onewheel: Self-Balancing Electric 

Skateboard, 18–19
Online advertising and marketing:

budget considerations and, 73
hiring expert for, 137–138
Morejon on, 217–223
using to drive traffic to campaign 

website, 115–118
Out-of-pocket expenses, before 

receipt of funding, 65–67, 
75–76

Ouya video game console, 16–17

PackingSupplies.com, 144
Palmer, Amanda, 21
Palo Alto Software, 107
Payment processing costs:

budget considerations and, 75–76
specific platforms and, 30, 31, 33, 

34, 36, 38, 39, 40, 42, 43, 45, 
47, 48

Pay-per-click advertising, 116
Pebble smart watch, 16, 20, 179, 

226
Philanthropy, CrowdRise and, 

185–189

Photographer, hiring of freelance, 
138

Platforms, 29–49
advantages of using, 29–30
choosing of, 55–56
as component of successful 

campaign, 7, 9
defined, 5
general platforms, listed, 30–38
Markley on choosing of, 206
researching before choosing, 

26–27
self-hosted platforms, listed, 

47–49
specialty platforms, listed,  

38–47
time limits for use of, 52
see also specific platforms

Premier Pro video editing software, 
102

Preplanning, of campaign, 51–64
building or expanding network, 

58–60
choosing platform, 55–56
creating budget, 63
creating marketing message, 

60–61
creating rewards, 56–57
defining and fine-tuning idea, 

51–54
Evans on, 230–231
gathering supports services and 

experts, 63
key steps, listed, 51–52
pinpointing target audience, 54
planning schedule, 57–58
preparing content, 61–62
promotional efforts and, 62–63
researching, 55
Tam on, 237

Presale-based crowd funding, 
generally, 1–4
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Press materials:
budget considerations and, 74–75
press kits and, 120, 121
press release formatting and, 

119–120, 121
Prizeo platform, 14, 23

features and fees of, 43–44
Products:

budget and development of, 68
promotional video and benefits 

of, 91
see also Rewards

Project:
defined, 5
defining and fine-tuning of idea, 

52–54
idea for as component of 

successful campaign, 7
Meece on, 165
in promotional video, 91
tasks to complete, 144–146

Promotion, of campaign, 105–122
as component of successful 

campaign, 156
email marketing and, 108–111
Meece on, 170
need for organized, multi-faceted 

approach to, 105–108
online advertising and, 115–118
in-person meetings with backers, 

121–122
preplanning and, 62–64
public relations and, 118–121
scheduling of, 58
social media and, 111–115
Tam on, 235

Promotional video, 89–103
appearance of persons in, 99–100
budget and goals for, 93–94
budget considerations, 71–73
as component of successful 

campaign, 7–8, 155–156

editing of, 102–103
elements of successful, 90–92
equipment rental and, 96–97
Evans on, 226, 229–230
freelance production crews, 97
importance of, 89–90
Lennon on, 209–210, 211, 216
marketing and, 60–62
Markley on, 207
Meece on, 168–169
Miller on, 183–184
Morejon on, 221–222
Morgan on, 249
production considerations, 

95–101
research for, 92–93
Starling on, 242–243
Tam on, 236
target audience and, 81
Wolfe on, 190
Wyman on, 194

Prototype, budget and development 
of, 68

PRWeb, press release formatting 
information and, 119

Public relations:
budget considerations and, 74–75
hiring of freelancer, 138
target audience and, 81, 83–84, 

86
using to drive traffic to campaign 

website, 118–121
Publicity. See Public relations
PublicityInsider.com, press release 

formatting information and, 
119–120

Radiant Images, 96
Radio and Television Interview 

Report, 120
Radio Voice Imaging, 101
Realty Mogul, 206
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Recent graduates, Upstart platform 
and, 171–178

Research:
as component of successful 

campaign, 7
Evans on, 227–228
preplanning and, 55
for promotional video, 92–93
successful Kickstarter projects 

and, 155–156
Reveal Labs. See Tile
Reward-based (presale) crowd 

funding, generally, 1–4
Rewards:

budget considerations and, 76
Evans on, 232
Lennon on, 212–213
Meece on, 166, 171
Morejon on, 222–223
in-person presentation to 

backers, 122
preplanning and creation of, 

56–57
shipping to backers, 141,  

142–144
Starling on, 244–245
Tam on, 233
target audience and, 86
Wyman on, 192

Robo-Tuna, 179
RocketHub platform:

features and fees of, 37–38
Meece on, 164–171
promotional video 

considerations, 103
Roderick, Markely, on legal 

considerations, 202–207

Sales and Marketing Plan Pro 
software, 107

Schedule for campaign, preplanning 
and, 57–58

Screen size, as promotional video 
consideration, 91

Script, in promotional video, 94–95
Scripted software, 95
Search marketing advertising, 116
Self-hosted platform options, 47–49
Self-publishing, Starling and 

funding of, 239–245
Selfstarter platform, 5

Evans’ use of, 226–227
features and fees of, 48–49

Shipping, of rewards, 76, 141, 
142–144

Silic shirt, 18
Simplicity, in promotion  

video, 92
Slants, The. See Tour bus funding
Small Business Administration, 145
Social media, 62–63

benefits of using, 114–115
Evans on use of, 231–232
hiring expert in, 138
Lennon on, 210–211
using to drive traffic to campaign 

website, 111–115
Social network, 3, 8, 11, 24

budgets and expanding of, 58, 
66, 69–71

as component of successful 
campaign, 2, 8

distinct groups in, 79–83
Meece on, 165
preplanning and, 59
promotional efforts and, 32–33
targeting and, 80–81, 82

Sound, in promotional video,  
90–91, 97, 98–101

SoundCloud, 101
Spam, avoiding of, 70, 108
Specialty platforms, listed, 38–47
Speed Invest, 206
Sprizzi Drink Company, 23
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Starling, Tom, self-publishing and, 
239–245

Start A Cure platform, 14, 24
features and fees of, 45–46

Story Board Quick, 95
Storyboard, for promotional video, 

94–95
StoryBoard Pro, 95
Stretch goals:

communicating to backers, 109, 
124, 130–131

planning and, 64
Tam on, 238
use of, 19

Success School, of RocketHub, 
166–168

Support services. See Freelancers 
and consultants

Supporters:
defined, 5
targeting of, 79–87

Tam, Simon, tour bus funding and, 
233–239

Target audience:
common targeting mistakes, 85
as component of successful 

campaign, 7, 10
criteria list for, 84
defining of, 83–87
expansion of network and, 70
identifying within general public, 

81
marketing and, 61
pinpointing during preplanning, 54
promotional video and, 91
rewards and, 56, 86
role in crowdfunding, 82

Targeting, of backers and 
supporters, 79–87

groups in network, 79–83
target audience definition, 83–87

Tax considerations:
Fishman on, 199–201
when receiving funds, 145

Technorati directory, 119
Teenage Cancer Trust, 24
Teleprompter, in promotional video, 

100
TemplateMonster, 126–127
Templates/themes, for blog,  

126–127
Text-based project description, 60, 

61
ThemeFuse, 127
“317 Power Words That’ll Instantly 

Make You A Better Writer” 
article, 110

Tile, 16, 49, 226–233
Time frame, for campaign:

budget considerations and,  
65–66

as component of successful 
campaign, 9, 12–13

launch and, 157–158
Meece on, 171
platform time limits, 52
preplanning and schedule of, 

57–58
Tam on, 236
time commitment required during 

actual campaign, 106
Torment: Tides of Numenera role-

playing game, 17
Tour bus funding, Tam on,  

233–239
Trevor Project, 24
TweetAdder, 70
Twitter account, using in 

promotion, 114–115

Ube, 23
Uline shipping supplies, 144
Uncollectible funds, 142

bindex.indd   262 7/21/2014   11:17:10 AM

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



Index 263

University video production 
departments, 72

UPS, shipping of rewards and, 143, 
144

Upstart platform, 13–14
features and fees of, 46
Girouard on, 171–178

U.S. Postal Service, shipping of 
rewards and, 143, 144

VER Video Equipment Rentals, 96
Veronica Mars Movie Project, 17
Video. See Promotional video
Video camera, choosing of, 95–97
Videographer, hiring of, 138–139
Vimeo Music Store, 101
Voice-overs, in promotional video, 

100–101
Volia Chocolat, 23

Wardrobe, in promotional video, 
99–100

Website:
driving traffic to, 107–108, 188
incorporating blog into, 125
marketing and, 61
platforms and, 2–3, 29, 44

registering of domain name and, 
126

updates to, 127–128
using online advertising to drive 

traffic to, 115118
using public relations to drive 

traffic to, 118–121
using social media to drive traffic 

to, 111–115
Widgets, for blog, 124, 125, 127
Wolfe, Jeffrey, 186
Wolfe, Robert, 39, 185–189
WordPress.com, blog creation and 

use and, 124–125, 126–127
Writer, hiring of professional, 138

Lennon on, 211–212
WritersStore.com, 95
Wyman, Brad, 32, 190–195

Yahoo/Bing Search Marketing 
Service, 73, 118

Yosemite Bigwalls: The Complete 
Guide, 23

YouTube channel, 80, 125
creating of, 127

Zacuto, 96
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