Here are five smart ways to create a great crowdfunding video that people actually want to watch.
1. Identify your brand and positioning strategy. Before anything else, you should have an idea of how
you want your product or services perceived by potential investors. Investors want to know:
 What is it all about?
 Who are the end users?
 How will it address the needs of the target market?
 What are the product or service differentiators?
 What is its unique selling proposition, or USP?
 Why should the market patronize it?
 Why should we invest in it?
The answers to these questions determine your brand and how you plan to position it in the market.
Your branding and positioning strategy will give viewers an idea of your direction.
2. Tell a story.
Storytelling is a powerful way of conveying your message. There are several benefits to storytelling but
at the heart of it is one irrefutable truth: everyone loves a great story.
The first step is to determine the purpose of your venture: Why did you pursue this business idea? Was
there a previous experience that compelled you to take action? Was there a deeply-rooted and
meaningful advocacy that inspired you to move forward with this idea?
The second step would be conceptualization. How would you want the content to be presented to the
viewer? A great story grabs the viewer by the collar, pulls him inside the content and places him (or her)
vicariously behind the lens. If you have a storyboard artist, you can plan out the panels on paper before
you proceed to put your story on video.
3. Set the tone of the video.
The tone of the video is essentially the mood or level of emotion you want to extract from your viewer.
Will you deliver content in a funny or serious way? Do you want to produce a heartwarming response or
one of triumph and inspiration?
The tone would depend on the type of product or service you are offering. Generally it should elicit the
desired response. It must remain honest and sincere.
You should consider having a content writer on your creative team and draft a number of scripts. Run
the drafts by your friends, family and associates to see which one garners the most positive responses.
4. Capitalize on the first 30 seconds.
According to a 2015 study by Microsoft, people have an attention span of eight seconds -- one second
lower than that of a goldfish. What this means is that you have to deliver your message within the first
30 seconds of your video. Remember the earlier stat: 30 second video ads have a completion rate of
88.3 percent.
Ideally, you should be able to put out your value proposition during the first 10 seconds of the video.
You must answer the question “Why does the viewer need to help make my venture a reality?”

This is the biggest reason why you have to work on your branding proposition before anything else. The
branding proposition encapsulates everything the viewer needs to know about your business. You may
lose your viewer if he or she has no idea why it's worthwhile to keep watching your video. For a video to
be effective, you must keep it under two minutes. Drive the message loud and clear during the first 30
seconds; then bring the investor "home" in the final 90 seconds.
5. Be yourself.
This is the single most important advice crowdfunding platforms, venture capitalists and prospective
investors will give you. When they invest in a business, they are investing less on the idea and more on
the personality behind it.
We’ve talked a great deal of the value of establishing purpose of your venture. Among the five “W’s,”
purpose is represented by “why.”
If you can accurately state your purpose, you bring the viewers closer to the most important “W” of
them all. The one that establishes the strongest point of emotional connectivity is “Who are you?” In the
end, people want to know who you are; what kind of person are you? What motivates you to bring this
idea to life?
The idea of purposeful marketing was first conceptualized by Nobel Prize-winning psychologist Daniel
Kahneman who theorized consumers were more concerned with who you are than what your product
does.
Whether you hire a team of professionals to shoot the video or simply use a smartphone with the help
of friends, it should never lose sight of its most important element -- you.
A great crowdfunding video does not have to be an elaborate production number. You don’t need
expensive equipment to shoot a good, effective video. Getting crowdfunding support is the result of
running a successful marketing and promotional campaign. At the core of every marketing campaign is
content.
Even with the medium of videos, content remains king. If you want to draw serious interest from
prospective investors or donors, you must spend more time and resources in fine-tuning your message.
Once you are able to do that, the payoff will come in the form of donations that will make your vision a
reality.
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