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Crowdfunding for Small magazineS
 

By rhiannon ward, Publisher, Briarpatch
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why Crowdfund?
Small magazines often run tight budgets without much wiggle room. If you’ve been eyeing a redesign, have a big investiga-
tive story in mind or simply want to supplement your revenue to keep moving forward, a crowdfunding campaign might be 
the solution.

Because crowdfunding is an online undertaking, it can also accomplish the important and difficult task of converting online 
readers to paid subscribers. People who have read a few articles or watched a video on your website can be hard to reach 
when it comes to growing your circulation, particularly if your magazine publishes all of its excellent content online for 
free. By launching a crowdfunding campaign, you’re giving those readers an easy in. 

When you have a project in mind that you think people will support, but its cost is beyond your means, asking for help can 
allow you to reach that goal while creating a sense of community and ownership among your readers and supporters.

your Goal
You may have already identified how much you need: “We’d love to build a new website. If only we had $5000!” Take some 
time to cost out the amount that will cover your project or fill your gap. If you aim too low and reach your goal early, the 
contributions can grind to a halt. Decide and declare what you will do with any additional funds raised. 

PiCk a Platform 
There are a number of crowdfunding sites to choose from—Kickstarter and Indiegogo are two of the most popular—each 
offering different models of fundraising, levels of support and layouts. Do you want to receive all funds whether or not 
you meet your goal? Do you want detailed spreadsheets and fulfillment management? Do you want a lot of tech support? 
Research the options thoroughly and be confident that your choice will suit your needs. 

Perks
Magazines have at least one natural option for contributor perks: subscriptions. As mentioned, this also turns the campaign 
into a small-scale subscription drive.

Your magazine likely has good relationships with artists, writers and other publishers. Their work will be a great fit: prints, 
books and bonus subscriptions to other magazines make relevant and exciting gifts.

When setting the perk levels, it’s important to remember that this is primarily a fundraiser. It depends on your magazine’s 
mandate and readership, of course, but in theory your readers will be looking to support you first and receive something in 
return second. However, providing unique and appealing perks helps to attract more casual readers and entices donors to 
dig deeper. 

Create a fulfillment strategy to get people their offers in a timely manner—spreadsheets and checklists are your friends! It 
will help you finish strong if this is in place before you begin fundraising. It can be adapted as needed, but don’t leave it to 
the campaign’s end. 

Video 
Campaigns with videos do well; they help people relate to you and give generously. Introduce the people involved, the 
magazine itself, and the campaign. Be straightforward about the high quality of your publication and the value of the proj-
ect being funded. 

https://www.kickstarter.com
https://www.indiegogo.com/
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Keep it short so people are more inclined to watch it. Sound is key—make sure dialogue is clear and background noise is 
minimal. Consider some music for more impact. B-roll takes more time and a bit of editing, but it will make your video 
look instantly more professional. For advice on creating videos, see Kyle Shay’s hotsheet, “How Small Magazines Can Create 
and Post Videos Cheaply and Easily.”

Promotion
Before the page even goes live, tell some core supporters and personal contacts about the campaign. A strong start will 
build momentum for the duration. Social media will be your most valuable tool for generating contributions. Reach out to 
loyal readers, especially those with large networks, and ask them to share the campaign with some words of support. Stag-
ger these throughout the campaign to keep donations steady. 

Crowdfunding inherently uses a key piece of circulation strategy: a call to action. Build on this by using dollar figures in 
your promotional copy (“Even $5 helps!” “Get this gorgeous shirt when you contribute $50.”). It is equally important to use 
another concrete call to action: spread the word. Specifically ask for shares, retweets and word of mouth. Work staff and 
volunteer personal networks, ask other magazines and organizations to share (many will without being asked!), and seize 
this opportunity for both funds and exposure.

Finally, follow up with your contributors when the campaign closes. Thank them sincerely, deliver your perks promptly, and 
keep them informed on the project in question. 

Build capacity, welcome new readers and put your title in minds and newsfeeds with a well-executed crowdfunding cam-
paign. 
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