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The Crowdfund Video: A Brief Primer 

A crowdfunding video is a different beast to any other kind of marketing, or any other kind of 

video. It is fundamentally more personal - because it is an 'appealing appeal'. Or to put it 

another way, in the words of Amanda Palmer, it employs 'The Art of Asking'. 

 

Marketing, other than this, employs a different appeal, from a different position. Often an 

appeal to our vanity or self image (fashion), our appetites (food, sex...) or other needs. Almost 

always from a position of their (the advertiser’s) strength and your weakness. 

 

Charity is a different kind of appeal. The motivations are different relying on an appeal for  

sympathy, to common humanity or a common cause for the public good. 

 

A crowdfunding video  is different to either of these. It's an appeal to a common vision - 

something we both want, or both want to happen (or be created, or become available). This 

applies even in cases like the famous Pebble Watch or Exploding Kittens. It's an invitation to 

help make this happen - and come along on the journey. 

 

An Appealing Appeal 

It's asking. Inviting. Not demanding, not begging. Not pressing the advantages to be gained or 

the problem to be solved - bludgeoning, as some advertising does.  

 

Asking. From one human to another - which is why every crowdfunding video must have a 

human face - and that face should be the face of the creators. 

 

You should be talking about WHY first: Why would anyone (from their perspective) want to 

back your campaign.  

 

What (from their perspective) is the point? You should do this showing your passion. Looking 

for the people who share it - with whom it will resonate. (This is not the right moment to be 

looking for converts to the cause). 

 

This first-person, direct-to-camera, appeal should take up the first 15 to 20 seconds of your 

video: The hook!  

 

Then, and only then, do you explain - and you only have another minute or so to do it in.  

 

https://www.ted.com/talks/amanda_palmer_the_art_of_asking
https://vimeo.com/40128933
https://ksr-video.imgix.net/projects/1542071/video-483934-h264_high.mp4


Because you should be aiming for around 1 minute and 40 seconds to complete the 

story/video. (Some people who do this also 'cheat' - having obeyed this rule and done the job 

they go on - within the same video - explaining further... risking losing the impact of the finale - 

the 'call to action'. DON'T DO IT unless you're certain you know what you're doing!) 

 

Which brings me to the format. There's a fair bit of flexibility within it but just about every 

really successful crowdfunding video has the following format 

 

1. The appeal to shared vision (or, sometimes, self interest - on the part of the viewer) 

from the creator(s) 

 

2. The how, WHY and WHAT - showcasing passion, product and expertise.  

Intended to excite the vision and desire of the viewer 

 

3. WHY you need their help 

 

4. The call to action - direct from the creator.  

Tell us, the viewers, what you would like us to do and ASK us to do it (having given us 

ample REASON 

 

Make it as simple and direct as possible. Save all the more complicated and recent stuff you're 

probably bursting to tell people until later in the narrative.  

 

You can add it at the end of the text in your crowdfund page - the first part of which should 

echo and complement the content of your video. You can add more graphics and videos there 

too, in support. But tell the story in as simple, clear and compelling a way as you are able first. 

 

Don’t settle for your first attempt. Like any kind of ‘pitch’ you should devote time and attention 

to polish this. Your best, perhaps only, opportunity to hook my interest, by understanding my 

perspective and coming to where I am. 

 

WHO 

Your model viewer, or 'avatar' is not someone who's hanging on your every word - not yet 

anyway. It's someone standing at a bus-stop, or winding-down after a long day and flicking idly 

through a few crowdfunds to see what's interesting - and might grab their attention!  

 

If you fail to grab their interest then all is lost - they're gone, most probably for good. 

 



But once you've done so then you can explain the what, the why and the when - as clearly and 

succinctly as possible. That bus is coming remember! 

 

They should be crystal clear why they should go and look at what you are trying to achieve bt 

the close - and what that means for you and your project.  

 

Once you've achieved this - and got them on-board with your mission then, and only then, 

should you explain - and anticipate and answer their questions. In the body of the text , or with 

supplemental materials. Having bought-in to your story people will then, and only then, 

willingly spend some of their valuable time getting to know you, getting to know more and 

seeking answers to the questions that occurred along the way. 

 

The Cardinal Sin 

The cardinal sin of crowdfunding videos  is a lengthy introduction, who you are and how you 

got here, before explaining what it’s about and so snagging interest. 

 

Yet it's amazing how many videos - especially the first cut - are locked into the 'me' point of 

view... this is who I am...this is what I do. Which forms a barrier to interest - these people have 

not met you and they don't know why they want to get to know you - yet. 

 

"Hi Kickstarter - my name is Eric… THIS..." 

By all means introduce yourself very briefly - people like to know who it is they’re beig 

addressed by. The words above kick off Pebble's first video and it takes six words, including 

Eric's name, to get through this to the object of mutual interest - in this case the famous Pebble 

watch (xRef). 

 

Crucially you must put yourself into the place, and the mind, of the viewer. You're not here to 

tell your story - or not yet - but to share your vision and passion, and to snag my interest. 

 

This is easy to say and harder, much harder, to do.  

 

It can feel frustrating or even unnatural to some people. But your job at this point is to help 

other people understand the importance of your mission to them. From their viewpoint. If you 

can't yet do this then you should probably be re-thinking your campaign - and most probably 

your marketing.  

 

You video is an encounter with people - many of whom don’t yet know you.. An opportunity for 

you to go where they are and inspire interest.  



 

It's an appeal - not to greed, need or even humanity, but to a common vision of a better world - 

in some way, big or small. An opportunity not to sell something, but to start to build a 

relationship. 

 

That's why it's different from any other form of marketing. 


