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Introduction

Welcome to The Pubslush Guide to Crowdfunding. We’ve 
created this complete guide as a way to help educate our 
campaigners and ensure that they have all the tools they will 
need to be successful on Pubslush and beyond.

We’re excited you’ve chosen to pursue your project using our 
platform. Your crowdfunding campaign will require 
dedication, perseverance, and a go-getter attitude. If you 
successfully reach your fundraising goal, this platform allows you 
WR�EULQJ�\RXU�SURMHFW�WR�OLIH�LQ�DQ�LQIRUPHG�DQG�ȴQDQFLDOO\�
responsible way. Crowdfunding can be used not 
only to raise funds for your project, but also to provide you 
with invaluable information regarding your audience and the market for your project. 

Pubslush is made up of an organic and hands-on team that is not only passionate about the 
work that we do, but also entirely dedicated to your success. Should you have any additional 
questions upon the completion of this guide, we’d be more than happy to discuss anything 
covered (or not covered) with you. 

I hope you will incorporate all that you’ve learned from this guide into your crowdfunding 
strategy. Please do not hesitate to let our team know if you need any additional help. 
Remember, we are always an email away!

Read on and prosper!

-XVWLQH�6FKRȴHOG
development director, Pubslush
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Crowdfunding

Crowdfunding is a way for creatives and enterprising people alike to fund a project by soliciting 
small monetary contributions from a large number of people. Many artists, musicians, 
ȴOPPDNHUV��ZULWHUV��HWF���KDYH�IRXQG�JUHDW�VXFFHVV�FURZGIXQGLQJ�IRU�WKHLU�SURMHFWV��6WHPPLQJ�
IURP�WKHVH�VXFFHVVHV��3XEVOXVK�ZDV�IRXQGHG�WR�RHU�D�VSHFLDOL]HG�FURZGIXQGLQJ�VROXWLRQ�WR�
the literary world. 

3XEVOXVK

Pubslush is a global crowdfunding and analytics platform for the literary world. Our niche plat-
form provides a way to raise money and gauge audience response for literary-based projects. 
3URMHFW�VXSSRUWHUV�PDNH�ȴQDQFLDO�SOHGJHV�WKDW�KHOS�EULQJ�WKHVH�OLWHUDU\�LGHDV�WR�OLIH��

%\�RHULQJ�SXEOLVKHUV�DQG�LQGXVWU\�SURIHVVLRQDOV�WKHLU�RZQ�XQLTXH�SDJHV��3XEVOXVK�JLYHV�WKHVH�
innovators the power of customized crowdfunding. Pubslush’s highly-rated personalized service 
and focus on user education helps to ensure that our campaigners are as successful as 
possible. Our community bridges the gap between writers, readers, publishers, and industry  
              leaders, facilitating a more open and comprehensive publishing 
            process. Additionally, our philanthropic cause, The Pubslush 
� � � � ������������)RXQGDWLRQ��VHUYHV�WR�DLG�LQ�WKH�ȴJKW�DJDLQVW�LOOLWHUDF\�E\�
          providing books to children with limited access to literature.

             Our concept was born from the idea of including readers  
                 in the publishing process and thus revolutionizing the  
            publishing industry as a whole. The name Pubslush   
                 connotes our mission: we give writers a chance to take their  
     work out of the dreaded “slush pile” by giving them  the chance  
         to be recognized and published. 

The original idea for Pubslush was inspired by the struggles of authors such as J.K. Rowling, 
ZKRVH�RULJLQDO�+DUU\�3RWWHU�PDQXVFULSW�ZDV�UHMHFWHG�E\�WKH�ȴUVW�WZHOYH�SXEOLVKHUV�WR�ZKRP�LW�
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ZDV�VHQW��3XEVOXVK�ZDV�IRXQGHG�LQ�DQ�HRUW�WR�FUHDWH�D�PRUH�GHPRFUDWLF�SXEOLVKLQJ�SURFHVV���
Relaunched in July 2012, Pubslush has grown to cater not only to books, but to all types of 
literary projects. 

For Authors

Whether you’re self-publishing or have published through traditional means, we believe an 
author’s voice deserves to be heard. To do this, Pubslush provides authors the opportunity to:

5DLVH�IXQGV�SUH�SXEOLFDWLRQ� Authors who pursue the self-publishing route 
LQFXU�WKH�ȴQDQFLDO�EXUGHQ�RI�SXEOLVKLQJ�FRVWV��%\�UDLVLQJ�IXQGV�WKURXJK�3XE-
VOXVK��DXWKRUV�OHVVHQ�WKH�ȴQDQFLDO�EXUGHQ�DQG�UHGXFH�WKH�YDULRXV�ULVNV�WKDW�
come along with self-publishing.

&ROOHFW�SUH�RUGHUV� Pubslush is a rewards based crowdfunding platform. This 
PHDQV�WKDW�DXWKRUV�RHU�D�YDULHW\�RI�ERRN�UHODWHG�LWHPV�WR�LQFHQWLYL]H�WKHLU�
supporters and thank them once they’ve made a pledge. Non-book related 
items are always welcome, too! That being said, we highly recommend that 
DXWKRUV�RHU�WKHLU�ERRN��ERWK�HERRN�DQG�SULQW�FRSLHV��DV�D�UHZDUG�WR�WKHLU�
supporters. This essentially allows the author to collect pre-orders of the book.

'HYHORS�D�WDQJLEOH�PDUNHWLQJ�SODQ�SUH�SXEOLFDWLRQ� Pre-publication market-
LQJ�LV�HVVHQWLDO�WR�VXFFHVV�LQ�WKH�ERRN�PDUNHW��$�FURZGIXQGLQJ�FDPSDLJQ�RHUV�
D�WDQJLEOH�ZD\�WR�GULYH�WUDɝF�DQG�FUHDWH�D�EX]]�DURXQG�\RXU�ERRN��3URPRWLQJ�D�
ERRN�WKDW�KDV�QRW�\HW�EHHQ�SXEOLVKHG�LV�GLɝFXOW��EXW�SURPRWLQJ�\RXU�FURZG-
funding campaign is a natural way to talk about your upcoming project.

*DXJH�DQG�HQJDJH�ZLWK�WKHLU�DXGLHQFH� A crowdfunding campaign will help 
you to gauge the audience for your book. By incorporating crowdfunding into 
your book marketing plan, you are able to discover, connect, and build your 
audience before your book is even published.
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Literary-Based Projects

Aside from book projects, Pubslush also accepts any and all literary-based projects. These 
include:

 ○ 6FUHHQSOD\V��Just like books, screenplays need money to be produced.

 ○ (YHQWV��Book launch parties, reading series, literary festivals or conferences all  
� � QHHG�IXQGLQJ���KDYH�D�VSHFLȴF�DXGLHQFH��3HUIHFW�IRU�FURZGIXQGLQJ�

 ○ 3KLODQWKURSLF�&DXHV� We love literary philanthropic causes. 

 ○ (GXFDWLRQDO�3URMHFWV� 5DLVH�IXQGV�DQG�DZDUHQHVV�IRU�\RXU�VFKRRO��QRQ�SURȴW��
  organization, and more.

 ○ 1HZ�/LWHUDU\�7HFKQRORJ\��Got an app? Interactive eBook? Audiobook? 
  We can help.

 ○ Any other projects that tie into the literary world. Be creative. We like that.
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3UH�&DPSDLJQ

Overview

The Pre-Campaign stage is essential to your overall crowdfunding success. Having a solid mar-
keting plan that begins in this stage will help you build the momentum necessary to carry your 
campaign to completion. There are several parts involved in the Pre-Campaign stage, each 
broken down below. They are also summarized in the Pre-Campaign Checklist, which concludes 
this section. 

Keep in mind that before you launch, it is crucial that you develop a marketing strategy.* While 
reading through the Pre-Campaign section, pick and choose which strategies, ideas, and plat-
forms best apply to you.

*Need help? Let the Pubslush pros help. Refer to the Pubslush Prep guide on page__ for more 
info. 

6RFLDO�0HGLD�3UHVHQFH

Here’s a very important question to ask yourself when considering crowdfunding: 

   'R�\RX�KDYH�DQ�HVWDEOLVKHG�VRFLDO�PHGLD�SUHVHQFH�RU�D�VXSSRUWLYH�QHW�
� � � ZRUN" We recommend that you answer yes before beginning your crowd 
   funding campaign.

Being well established on one or two key platforms ensures that you have an active audience 
and provides you with a great vehicle for promoting your campaigns outside of your immediate 
network.
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Brand Yourself.

%UDQGLQJ�\RXUVHOI�RQ�VRFLDO�PHGLD�ZLOO�KHOS�\RX�WR�EHWWHU�ȴQG��FRQQHFW��DQG�HQJDJH�ZLWK�\RXU�
audience. You can brand yourself by establishing a unique tone and personality. Do you want 
to be quirky, sarcastic, risque, or a fact provider? 
Establishing your tone will help your audience determine 
what they’ll get from you, whether it be a good laugh, 
inspiration, or fun facts.

Establish Credibility.

No matter how you choose to brand yourself, you’ll need 
to establish credibility with your audience. Though this is true 
for all campaigners, it is especially true if you’re branding yourself 
as an industry expert.  How do you establish credibility? With consistency. If you’re an expert, 
provide consistent and accurate information that your audience can rely on. If, for example, 
you’ve branded yourself as a “baker” who’s looking to publish a cookbook, stick to this social 
media persona. Solely share baking tips, articles, recipes, photos etc. By maintaining your 
brand, you will establish credibility. 

Respect The Newsfeed.

There is such a thing as too much on social media. We all know those people who post at a 
UDSLG�ȴUH�SDFH��1RW�RQO\�GRHV�WKLV�GLPLQLVK�ZKDW�WKH\ȇUH�VD\LQJ��EXW�LW�PDNHV�XV�WLUHG�RI�VHHLQJ�
them pop up in our News Feed. We all know what happens to these people. They get kicked to 
WKH�ȴJXUDWLYH�FXUE�RI�VRFLDO�PHGLD��6R��GRQȇW�EH�WKLV�SHUVRQ� Post at a respectful level. You 
certainly want people to value what you post, so keep it to a minimum. We think 2-3 Facebook 
posts, 5-7 direct and indirect tweets* a day keeps you in the safe zone.

LQGLUHFW�QRW�WZHHWLQJ�WR�DQ\RQH�VSHFLȴF�
GLUHFW�LV�WR�D�VSHFLȴF�SHUVRQ�

6RFLDO�0HGLD���

"
#

$
%
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Pick Your Poison. 

There are too many social media platforms out there to successfully build and maintain an 
audience on all of them. Pick 1 or 2 platforms (we recommend Facebook and/or Twitter) and 
work on establishing your social media tone and branding while establishing credibility and 
building your audience.

:KLFK�3ODWIRUP�ΖV�
5LJKW�)RU�<RX"

& Twitter

Establishing a following on Twitter organically and in advance of your campaign launch provides 
the most meaningful and fruitful connections.

 ○ Connect with your audience and other like-minded people by searching relevant  
  hashtags. The Twitterverse is full of tweet-happy people to connect with.

 ○ )LQG�\RXU�7ZLWWHU�WRQH��What’s your social media personality going to be? 
  Establishing your tone will help your audience connect with you on a more 
  personal level.

 ○ ΖQWHUDFW�ZLWK�\RXU�IROORZHUV� Send them a thank you or favorite one of their  
  tweets. It’s the little things that show people you care on Twitter. 

 ○ %H�FRQVLVWHQW�ZLWK�\RXU�WZHHWV��Don’t go silent on Twitter for prolonged periods  
  of time. Twitter is so abbreviated and fast-paced that people will forget about you  
  if you’re not popping up on their newsfeed daily.
  
 ○ �:KDW7R+DVKWDJ��Establish 3-5 hashtags to use for your campaign. Two or three  
� � RI�WKHVH�VKRXOG�EH�RULJLQDO�DQG�VSHFLȴF�WR�\RXU�SURMHFW��)RU�H[DPSOH��LI�\RXȇUH��
  crowdfunding for your book, you can use your book title, a character, or a coined  
  phrase from your writing. Make them relevant, and keep the tone fun and memo 
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#pubslush. This type of hashtag will expose your tweets to a larger, like-minded audience. Don’t 
forget to promote your hashtags to your supporters!

' LinkedIn

 ○ &RQQHFW�ZLWK�SURIHVVLRQDOV in your (and other) industries. LinkedIn makes it easy  
� � WR�ȴQG�SHRSOH�\RX�VKDUH�D�SURIHVVLRQDO�LQWHUHVW�ZLWK��$�VKDUHG�SURIHVVLRQDO�
  interest could foster a new project supporter. 

 ○ /HDUQ�IURP�LQGXVWU\�H[SHUWV��/LQNHGΖQ�RHUV�D�SOHWKRUD�RI�YDOXDEOH�LQVLJKWV�IURP��
  a wide array of industry professionals. It’s a great resource to learn more about  
� � FURZGIXQGLQJ��SXEOLVKLQJ��ZULWLQJ��DQG�DOPRVW�DQ\�LQGXVWU\�RU�WRSLF�\RX�ȴQG�
  interesting. 

 ○ -RLQ�D�GLVFXVVLRQ�JURXS��RU�WZR��RU�WKUHH���Joining discussion groups on LinkedIn  
  provides a number of opportunities. First, the discussions are a great way to learn  
  from others. Second, it’s a great way to connect with new people. Forming 

# Facebook

 ○ &UHDWH�DQ�DXWKRU�RU�EXVLQHVV�SDJH� This allows you to portray a more branded  
  Facebook persona (and keep those embarrassing tagged photos out of the hands  
  of your potential fans).

 ○ 0DLQWDLQ�D�FRQVLVWHQW�EDODQFH of posts about yourself and posts presenting  
  other types of information (inspiring or informative article, photos, etc). If you have  
  a personal triumph, that’s great to share, but here’s a secret: people are on social  
  media for themselves. If you want to capture and keep attention, 
  then your posts should be designed for the reader, not for you. 
  What are your posts providing others? 

 ○ 3RVH�D�TXHVWLRQ��You want to increase participation with your 
  network, so post a  status that will initiate interaction. Back to the 
  cookbook example, ask your net work if they like chocolate or vanilla. 
� � 0D\EH�WKH�ȵDYRU�WKDW�UHFHLYHV�WKH�PRVW�YRWHV�ZLOO�FRPH�WR�OLIH�DV�D�

(
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%  Instagram

Instagram is no longer just for pictures of food and cute baby animals! Uploading pictures of 
your project is a great way to keep your followers engaged and up-to-date on your progress. 

 ○ 7KH�JRDO�LV�WR�VHHP�SHUVRQDEOH��QRW�SLWFK\��Like any other platform, spamming  
  followers’ newsfeeds with images of your campaign is going to grow old quickly.  
� � ΖQVWHDG��RHU�\RXU�IROORZHUV�DHVWKHWLFDOO\�SOHDVLQJ��LQVSLULQJ��DQG�FDWFK\�SKRWRV���
  Instagram is a great place to get creative.

 ○ *DWKHU�DQG�SRVW�LPDJHV��Whether you post a meaningful quote about your book  
  topic and campaign or a picture of your favorite drink at Starbucks, Instagram  
  photos allow you to shed insight into your personal world in a noninvasive or  
  overexposing way. The goal is to make an emotional and personal connection with  
  followers so that they may get to “know” you. Not all of your posts need to be  
  directly related to your campaign’s topics. 

 ○ 8WLOL]H�LQGXVWU\�UHODWHG�KDVKWDJV��#amwriting 
  #ZULWHUVRȴQVWDJUDP�#amreading are just 
  a few we suggest. As other users browse 
  these hashtag categories, your photos 
  will appear under these feeds, 
  thereby allowing a wider network 
  to see your images.

 ○ 6HDUFK�WKRVH�KDVKWDJV� Interact with 
  other instagrammers who are using them. 

 ○ 6\QF�\RXU�SKRWRV��You can upload to Facebook and Twitter all at the same time!  
  This feature not only saves you time but also helps to ensure that all of your social  
  media is up to date and concise.

 ○ 2HU�WR�SURPRWH�other writers’ book images in exchange for them promoting  
  yours. Cross promotion is a great tool and should be utilized as often as possible.

) 
*

+

*
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,  Blogging

 ○ &KRRVH�D�WKHPH�IRU�\RXU�EORJ��Although posts can certainly stray from the   
  theme, there should be a central topic that drives your blog.

 ○ 9DU\�\RXU�SRVW�WRSLFV��Make your posts as interesting and easy to read as 
  possible. Be concise, engaging, and keep it light. 

 ○ $GG�DQ�RQH�OLQH�VLJQDWXUH� Put your campaign link in the signature at the bottom  
  of each post to direct readers to your campaign. This is a savvy way to subtly 
  promote without being invasive or pitchy. 
 
 ○ &URVV�SURPRWH�ZLWK�RWKHU�EORJJHUV��2HU�WKHP�D�JXHVW�SRVW�VSRW�LQ�H[FKDQJH��
  for guest posting on theirs. This will help to expand your reach and get your name  
  out to a wider audience.

 ○ ΖQFOXGH�UHOHYDQW�K\SHUOLQNV� Throughout a post, when necessary, insert 
  hyperlinks that allow you to expand on a certain word or topic. 

 ○ 3URPRWH�SRVWV��Update all of your social media platforms in fun, non-pitchy ways  
  when a new post is up. Pulling quotes from your post helps to entice people and  
  using relevant hashtags will help to reach a broader audience.
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%XLOG�<RXU�%X]]�2Q�6RFLDO�0HGLD

Now that you have established your social media platforms, it is time to let people know about 
your upcoming campaign. It’s good to begin creating a buzz about your project before the 
launch of your campaign so that when it does go live and you ask people for support, they’ll 
already have some knowledge about your project. Here are some ways you can build your buzz 
on social media pre-campaign:

 ○ 8VH�WHDVHUV��6SLNH�SHRSOHȇV�LQWHUHVW�E\�RHULQJ�WHDVHUV�ZLWK�WLGELWV�RI�LQIRUPDWLRQ��
  about your upcoming project.

 ○ 6KDUH�\RXU�H[FLWHPHQW��The best way to get other people excited about your  
  upcoming campaign is to share how excited you are about it!

Good Tweet: 
Want a sneak peek of my upcoming novel? Pre-orders start next week on 
@pubslush! Get some great early bird rewards :) Link to come soon!
Expand            Reply       Retweet       Favorite        More- . ⋆

(

Not-so-good Tweet:
Look out for my @pubslush campaign. Coming soon.

Expand            Reply       Retweet       Favorite        More- . ⋆
0

 ○ $�SLFWXUH�LV�ZRUWK�D�WKRXVDQG�ZRUGV��It would be nice if a picture was also worth  
  a thousand dollars, but one step at a time. People are more naturally drawn to  
  images and are more likely to pay attention to posts that have photos. The greater  
  the quality of the photo, the better. Just use images sparingly as you don’t want to  
  overwhelm your friends or followers.

 ○ (GXFDWH�\RXU�DXGLHQFH�RQ�FURZGIXQGLQJ��Whether you use your own personal  
  blog or share other informative posts about crowdfunding, it’s helpful to educate  
  your network on what crowdfunding is before asking them to support your 
  project.
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7KH�3XEVOXVK�3URMHFW�3DJH

When creating your Project Page on Pubslush, you’ll have to provide a variety of information to 
educate your audience and prospective supporters and outline what they’ll be pledging their 
PRQH\�WRZDUGV��&DUHIXO�FRQVLGHUDWLRQ��WLPH��DQG�HRUW�VKRXOG�EH�WDNHQ�ZKHQ�FRQVWUXFWLQJ�\RXU�
Project Page.

 ○ &KRRVH�\RXU�W\SH�RI�SURMHFW��Are you crowdfunding for a book, screenplay, event,  
  philanthropic cause, or some other type of project?

 ○ :KDWȇV�\RXU�SURMHFW"�%H�VXUH�WR�EH�DV�VSHFLȴF�DV�SRVVLEOH�LQ�WKH�SURMHFW�
  description. What is the main goal of your project? What makes your project   
  unique? Share your story and why people should support you. Provide your 
  audience with a clear vision of your project and the goals of your crowdfunding  
  campaign.

 ○ :KR�LV�WKH�WDUJHW�DXGLHQFH�RI�\RXU�SURMHFW"�Tell us who will love your project  
  and why.

 ○ 8VH�LPDJHV� Like we previously mentioned, visuals are a great way to entice 
  readers to your page. They also help in connecting people to you and your project.  
  Images should be used to support your description and provide a visual 
  explanation of your project.

 ○ 9LGHRV�DUH�NH\��Crafting a compelling video is important if you want to create a  
  personalized and engaging crowdfunding campaign. Videos are a great way to  
  personally connect with your audience, which will make people more likely to  
� � ȴQDQFLDOO\�SOHGJH�WR�\RXU�SURMHFW��9LGHRV�E\�QR�PHDQV�KDYH�WR�EH�SURIHVVLRQDOO\��
  produced. More personal homemade videos, like recording with a smartphone or  
� � FUHDWLQJ�D�VOLGHVKRZ�ZLWK�D�YRLFHRYHU��FDQ�EH�MXVW�DV�HHFWLYH�DQG�HDV\�WR�PDNH��
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5HZDUG�/HYHOV

Reward levels are not only a way to entice your supporters, but to thank them as well. Creating 
reward levels is an opportunity to have fun and get creative with your campaign, too. 

<RX�VKRXOG�RHU�\RXU�VXSSRUWHUV�D�ZLGH�UDQJH�RI�UHZDUG�OHYHOV�WR�FKRRVH�IURP��
We suggest 5-7 varied tiers. 

Your lower reward levels, falling in the  $1- $25 range, should be simple.

    �� ����)RU�H[DPSOH��$Q�DXWKRU�FDQ�RHU�WKLQJV�OLNH�D�WKDQN�\RX�QRWH��DQ�HERRN��D�SULQW��
      book, and acknowledgment of support in the book. (People love shout outs, you  
      know. Hey Mom!) These are things that don’t cost much, but that acknowledge  
      support in a personal way.

We encourage you to be creative from the start, but focus the bulk of your creative energy on 
the higher reward levels. These levels, which fall within the  $50-$1,000+ range, are where you 
VKRXOG�UHDOO\�VWDUW�WR�WKLQN�RXW�RI�WKH�ER[��5HPHPEHU��\RX�FDQ�RHU�D�OLPLWHG�QXPEHU�RI�KLJKHU�
UHZDUGV��<RXȇOO�ZDQW�WR�RHU�VRPHWKLQJ�WKDW�GRHVQȇW�FRVW�\RX�PXFK��EXW�WKDW�KDV�KLJK�YDOXH�WR�
your supporter. 

:KHQ�FUHDWLQJ�UHZDUG�OHYHOV��ZH�XUJH�\RX�WR�WKLQN�DERXW�ZKDW�\RX�KDYH�WR�RHU��'R�\RX�SRV-
VHVV�D�VSHFLDO�VNLOO�RU�KDYH�D�SDUWLFXODU�DUHD�RI�H[SHUWLVH"�2HULQJ�\RXU�WLPH�LV�D�FRVW�HHFWLYH�
UHZDUG��6D\�\RXȇUH�D�FKHI��<RX�FRXOG�RHU�FRRNLQJ�OHVVRQV��YLD�WKH�ΖQWHUQHW�RU�DW�KRPH�LI�JHR-
graphically plausible), to cook a romantic dinner for two, or to ship a batch of your award win-
ning macaroons (you know, if macaroons are your thing). If you’re a yoga instructor, you could 
RHU�IUHH�FODVVHV��D�\RJD�YLGHR�LQVWUXFWLRQDO�JXLGH��RU�WLSV�IRU�EHJLQQHUV��<RX�JHW�WKH�LGHD��:RUN�
with your skills when devising your reward levels.

When you’re creating your reward levels you’ll be asked to provide an Expected Delivery Date* 
IRU�HDFK�UHZDUG��'R�\RXU�EHVW�WR�GHWHUPLQH�ZKHQ�\RXȇOO�UHDOLVWLFDOO\�EH�DEOH�WR�IXOȴOO�DQG�GHOLYHU�
your rewards. 

*Remember to factor in the estimated cost of shipping in your  minimum funding goal. 
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5HZDUG�/HYHO�ΖGHDV

5HFRJQLWLRQ��If you’re an author, acknowledging your supporters in your book is a great touch. 
ΖI�\RXȇUH�FURZGIXQGLQJ�IRU�D�GLHUHQW�OLWHUDU\�EDVHG�SURMHFW��\RX�VKRXOG�ȴQG�D�VLPLODU�ZD\�WR�
acknowledge the supporters that helped to bring your project to life.

0HPRUDELOLD��Especially for lower reward levels, fun, limited edition memorabilia is a great way 
to give your supporters a branded keepsake from your project. Everyone loves a good tote bag 
RU�PXJ��EXW�IHHO�IUHH�WR�JHW�FUHDWLYH�DQG�RHU�VRPHWKLQJ�XQLTXH�WKDW�UHSUHVHQWV�\RXU�SURMHFW��

%RRN�3URGXFW��)RU�DXWKRUV��RHULQJ�\RXU�ERRN�LV�DQ�REYLRXV�UHZDUG�
that will allow you to collect pre-orders during your campaign. This 
way, if you get 100 supporters for your campaign, you’ve already sold 
100 books pre-publication! 

8QLTXH�RU�LQGLYLGXDOL]HG�VHUYLFH��$V�PHQWLRQHG�EHIRUH��\RXU�UHZDUGV�DUH�D�JUHDW�ZD\�WR�RHU�
DQ\�VSHFLDO�VNLOOV�RU�VHUYLFHV�\RX�PD\�KDYH��7KLV�LV�D�FRVW�HɝFLHQW�ZD\�WR�SURYLGH�SHRSOH�ZLWK�
UHZDUGV�RI�YDOXH��3OXV�\RX�JHW�WR�VKRZ�R�\RXU�VNLOOV��ΖWȇV�D�ZLQ�ZLQ��

9Ζ3�$FFHVV� Incorporate any special events or promotions involving your project as a reward. If 
you’re an author and you plan on having a book launch party, include tickets to this event as a  
    higher reward level. No book? No Problem! Host a “project creator meet and  
           greet” as a reward. Just be sure to specify the location of the event and that  
   transportation will not be provided for reward recipients. 

� � � &UHDWLYH�2HULQJV��The more creative your rewards, the better! Feel free to  
� � � ERXQFH�LGHDV�R�RI�RXU�WHDP��ZHȇG�ORYH�WR�KHOS�EUDLQVWRUP�UHZDUG�LGHDV��
   with you.

100
Supporters
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)XQGLQJ�*RDO

Research the costs of producing your project to create an accurate and attainable goal. 

0LQLPXP�*RDO��Your minimum funding goal is the absolute lowest amount you’ll need to 
SURGXFH�\RXU�SURMHFW�DQG�VXFFHVVIXOO\�IXOȴOO�\RXU�UHZDUGV��<RXU�PLQLPXP�JRDO�PXVW�EH�DW�OHDVW�
$500. This goal is not displayed publicly, but is the funding amount your project has to surpass 
in order for you to receive your funds. 

0D[LPXP�)XQGLQJ�*RDO��Your funding goal is the ideal amount of money you’d like to raise 
and is the number shown on your campaign page. 

� � ����([DPSOH�

   ○  Minimum Funding Goal: $1,000 (The amount needed to produce  
� � � � \RXU�SURMHFW���IXOȴOO�\RXU�UHZDUGV��

   ○  Maximum Funding Goal: $2,500 (The ideal amount you’d like to  
    raise that will help you to produce your project to be the best it 
    can be.)

Ideas we  

  Having a $1 reward level. It shows people you’re gracious for any amount 
  donated. Plus, people are usually more willing to donate a smaller amount  
  and those dollars can add up!

   Saving a reward idea to release at a certain point in the campaign. For 
  example, if you want to recapture your networks’ attention mid campaign,  
  this is a great update and incentive. We call these guerilla rewards. 
  Check out page 27 to learn more.
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If you’re able to raise $1,000 or above, you get to keep the funds you raise. If you don’t raise the 
$1,000 minimum goal, none of your supporters will be charged and you won’t receive any of the 
funds. Of course, you can always raise more than your funding goal.

.HHS�LQ�PLQG�WKDW�HYHU\�FDPSDLJQ�LV�JRLQJ�WR�EH�GLHUHQW��1R�WZR�
FDPSDLJQHUV�DUH�DOLNH��:H�DOO�KDYH�GLHUHQW�QHWZRUNV��JRDOV��DQG�SURMHFWV��

'HYHORSLQJ�<RXU�0DUNHWLQJ�3ODQ

Developing a detailed marketing plan before the launch of your campaign will 
KHOS�WR�VWUHDPOLQH�\RXU�SURPRWLRQDO�HRUWV�DQG�NHHS�\RX�RQ�WUDFN�GXULQJ�
your campaign. Crowdfunding requires consistent outreach to your 
QHWZRUN��LI�\RX�VWD\�RUJDQL]HG��\RX�ZLOO�PD[LPL]H�\RXU�RYHUDOO�VXFFHVV�

Here is an example of a campaign strategy:

3UH�FDPSDLJQ

 1 Create a list of 5-10 initial supporters you can ask to fund your campaign within  
� � WKH�ȴUVW����KRXUV�RI�LW�JRLQJ�OLYH��
   1 Reach out and secure these supporters. These should be people you  
    can send your campaign link to as soon as your project goes live. This  
� � � � ZLOO�SURYLGH�\RX�ZLWK�LQLWLDO�VXSSRUW�WR�NLFN�R�\RXU�FDPSDLJQ�
 1 Create a list of the people you’d like to reach out to from your personal and 
  professional networks.
 1 Begin a 3 day countdown on social media.
 1 Post on your blog about the upcoming campaign, and be sure to explain what  
  crowdfunding is for those who are unfamiliar with the process.
 1 Create a contact list for potential bloggers who write about topics related to your  
  literary project to reach out to about your campaign.
   1 Start to reach out to those bloggers, asking for promotion of your  
    campaign in exchange for a cool promo item. If you’re an author, a  
    signed copy of your book is always a good promo!
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:HHN�2QH

 1 Day One: Reach out to initial supporters letting them know your campaign is live  
  and ready to share by providing them with the link to support.
 1 Send a campaign announcement to your network asking for them to support. 
  The more personalized the emails, the better. 
 1 Personally Facebook message two new people a day

:HHN�7ZR

 1 Promote your campaign on all of your social media platforms. Start giving those  
  shoutouts to supporters 
 1 Post on your blog about the campaign thus far.

:HHN�7KUHH

 1 Keep supporters updated.
 1 Roll out new reward incentives. For example, announce to your network that ”the  
� � ȴUVW����SHRSOH�WR�GRQDWH�LQ�WKH�QH[W���GD\V�ZLOO�UHFHLYH�D�ORYHO\�FRHH�PXJ�ZLWK��
  their reward.”
 1 Follow up with bloggers now that your campaign is live and has generated 
  support. We recommend providing them with sample tweets, posts, images- any  
  promo material you can send. A blogger is more likely to promote what you’ve  
  asked when you do the work for them. 

:HHN�)RXU

 1 7KH�ȴQDO�FRXQWGRZQ��)ROORZ�XS�ZLWK�WKH�SHRSOH�ZKR�KDYH�VDLG�WKH\�ZRXOG�VXSSRUW��
  your project, but have yet to do so. 
 1 Consider introducing last minute "home run" rewards to entice last minute 
  supporters! What’s a home run reward? Is this the same as the “guerilla reward”?
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Below is a list of the most important aspects of your pre-campaign strategy. This timeline will serve as a 

guide and reference for you as you prepare your Pubslush campaign. If you dedicate time and passion to 

your project, you will have a much greater chance for success.

Keep in mind that all campaigns are unique and the timelines can be adapted based on the needs and 

desires of the campaigner.

� � �������GD\V�SULRU
     If you do not already have your online presence established, this period of time could be  

     dedicated to branding development. Consider designing your own personal website,  
     creating a blog, and establishing connections on social media platforms.

� � ������GD\V�SULRU�
   ○ Begin your Project Page
    ○␣ Draft your overview & project description 
    ○␣ Create your reward levels
    ○␣ Consider incentivizing with a separate, guerilla reward for early   
     supporters (or planning a mid/late campaign special reward release) 
    ○␣ Create a video for your project page
   ○ Consider expanding your social media network by:
    ○␣ Linking each social media platform  to your Pubslush URL 
    ○␣ If you don’t have time to manually update each of your social media  
     platforms, consider linking your Facebook and Twitter profiles for  
     automatic double posting
    ○␣ Make a list of 3-5 campaign hashtags to consistently use throughout  
     your campaign (Remember, get creative with one or two!)
   ○ Order business cards: Use consistent branding and links to your online profiles

Remember! Your vanity Pubslush URL is your forever and 
will always lead supports to your project page.  A vanity URL is one 

you customize yourself (ex.www.yourbookstitle.pubslush.com). 

7KH�3XEVOXVK�3UH�&DPSDLJQ�&KHFNOLVW

3

3
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   ○ Develop your marketing plan
    ○␣ Make a list of groups, companies or organizations that align with your  
     project 
   ○ Connect with them in the real world and/or online
    ○␣ Now’s the time to reach out to those bloggers with a similar vision or  
     passion and begin organizing guest posts or promotional 
     opportunities

     7 days prior
   ○ Review ‘30 days prior’ check-list
   ○ Finalize all profile page details
   ○ Ramp up marketing and promotional efforts for campaign
   ○ Enlist a minimum of 5-10 guaranteed people to support your campaign once  
    live

3

Pubslush Prep is a program designed to provide our campaigners with customized and hands 
on campaign support. Our various levels allow you to choose the amount of assistance you’ll 
need throughout your campaign. If you’d like additional assistance beyond the basics, take a 
ORRN�DW�ZKDW�ZH�KDYH�WR�RHU��

Basic Prep - Free

 ○ Pre-campaign Checklist
 ○ E-mail templates for pre-campaign/post campaign supporters 
 ○ Initial e-mail introduction with campaign relations coordinator 
 ○ Reward level consultation 

Bronze Prep - $50

 ○ Pre-campaign Checklist 
 ○ Customized e-mail templates for pre-campaign/post campaign supporters 
 ○ Initial e-mail consultation with campaign relations coordinator 

3XEVOXVK�3UHS
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 ○ The initial consultation is a way for the campaign coordinator to better know   
  you and your campaign. Post-consultation will include a strategized 
  brainstorm session, campaign review and promotional tips.
 ○ Reward level consultation and creation
 ○ 30 minutes of phone time with campaign relations coordinator
 ○ Finalized edits to project page
 ○ Unlimited e-mail correspondence with campaign relations coordinator 
 
Silver Prep - $75

 ○ Pre-campaign Checklist 
 ○ E-mail templates for pre-campaign/post campaign supporters
 ○ Initial consultation with campaign relations coordinator 
 ○ Reward level consultation and creation
 ○ 60 minutes of phone time with our campaign relations coordinator
 ○ Finalized edits to project page
 ○ Unlimited e-mail correspondence with both our campaign relations 
  coordinator and social media director.
 
Gold Prep - $175

 ○ Pre-campaign Checklist 
 ○ E-mail templates for pre-campaign/post campaign supporters 
 ○ Initial e-mail consultation with campaign relations coordinator 
 ○ Reward level consultation and creation
 ○ 60 minutes of phone time with our campaign relations coordinator
 ○ 60 minutes of phone time with our social media director 
 ○ Unlimited e-mail correspondence with both our campaign relations 
  coordinator and social media director 
 ○ Feature on the Pubslush blog
 ○ Customized tweets and Facebook statuses for the beginning stages of 
  your campaign 
 ○ Shout out on Pubslush’s social media: 5 tweets and 1 Facebook post 
  throughout the campaign
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Platinum Prep - $250

 ○ Pre-campaign Checklist 
 ○ E-mail templates for pre-campaign/post campaign supporters 
 ○ Initial e-mail consultation with campaign relations coordinator 
 ○ Reward level consultation and creation
 ○ 90 minutes phone time with our campaign relations coordinator
 ○ 90 minutes phone time with our social media director
 ○ Unlimited e-mail support with both our campaign relations coordinator and   
  social  media director
 ○ Customized tweets and Facebook statuses for the beginning stages of 
  your campaign 
 ○ Shout out on Pubslush’s social media: 10 tweets and 1 Facebook post 
  throughout the campaign
 ○ Feature on the Pubslush blog
 ○ Opportunity to guest post on the Pubslush blog, subject to approval of the 
  Pubslush team.

Strictly Social Media Package - $100

 ○ Pre-campaign Checklist 
 ○ E-mail templates for pre-campaign/post campaign supporters 
 ○ Initial e-mail consultation with campaign relations coordinator 
 ○ Unlimited e-mail correspondence with both our campaign relations 
  coordinator and social media director 
 ○ 60 minutes phone time with our social media director
 ○ 60 minutes phone time with our campaign relations coordinator
 ○ Unlimited email support with both our campaign relations coordinator and   
  social media director
 ○ Customized social media packet including: Tweets & Facebook statuses for 
  the entire duration of your campaign
 ○ Promotion on all of Pubslush's social media tools for the duration of 
  your campaign

Please note that all Pubslush Prep packages are optional and meant to complement your own 
FURZGIXQGLQJ�SURPRWLRQDO�HRUWV��3XEVOXVK�LV�QRW�UHVSRQVLEOH�IRU�XQVXFFHVVIXO�FDPSDLJQV��
ΖQ�DGGLWLRQ��SD\PHQWV�DUH�UHTXLUHG�XSIURQW�IRU�DOO�3XEVOXVK�3UHS�SDFNDJHV�
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/LYH�&DPSDLJQ��*R�7LPH�

Overview

1

2

7KH�NH\�WR�VXFFHVVIXO�FURZGIXQGLQJ�LV�XVLQJ�\RXU�RZQ�QHWZRUN�DQG�ȴQGLQJ�\RXU�QLFKH�DXGLHQFH��
which will help expand your reach. Here are the phases of outreach you should go through 
during your campaign:

     Round One: The Fire Starter 
     Round one of outreach should start before the campaign goes live. Reach out to  
     5-10 of your closest friends and family to enlist them to spur your campaign. A  
     campaign that already has a solid foundation of support on day one will entice  
     people to donate. People are simply less likely to donate to a campaign that’s at  
     $0 or has minimal funding.
 
     Round Two: Shout It From The Mountains
� � ���$IWHU�\RX�JHW�WKRVH�ȴUVW�LQLWLDO�VXSSRUWHUV�WR�EXLOG�WKH�PRPHQWXP�RI�\RXU�
     campaign, it’s time to do a broader reach out. Your extended network awaits:

Once you launch your campaign, it’s time to implement your marketing plan. This section 
will go over the steps you’ll need to take to implement all of your pre-campaign work and 
marketing plans.

Reaching Out To Your 

1HWZRUN�	�%H\RQG
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      ○ Friends
     ○ Family
      ○ Co-workers
      ○ Acquaintances
      ○ That neighbor you dog-sat for that one time. They owe you a favor!
    
     It’s important to ask your potential supporters to share your campaign with their  
     network, too. Providing them with an email template they can quickly copy,   
� � ���SDVWH��DQG�VHQG�PDNHV�VKDULQJ�HDV\�DQG�HɝFLHQW�IRU�WKHP��7KLQN�RI�LW�DV�D�VQRZ�
� � ���EDOO�HHFW��D�VXSSRUWHU�WHOOV�KLV�RU�KHU�RZQ�QHWZRUN��DWWUDFWLQJ�PRUH�VXSSRUWHUV���
     and thus the process repeats itself… 

     Round Three: Think Bigger
     Your inner circle and your extended network have been invited to support. Now  
     it’s time to think bigger. In your marketing plan, you should’ve developed a list of  
     potential organizations you could reach out to that would be interested in your  
     book. Now that you have a foundation of support, it’s time to reach out to these  
     organizations.

3

Ideas we  

  Make special reward levels targeted towards the organizations you plan to  
  reach out to. For example, if you plan to reach out to book clubs, make  
� � UHZDUG�OHYHOV��WKDW�VSHFLȴFDOO\�WDUJHW�WKHP�E\�RHULQJ�D�EXON�RUGHU�� �
  discount and special perks like a Skype interview with the author.
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     Round Four: Getting Social
     By now, you should have a solid funding foundation and are ready to really hit  
     the social media platforms. Although you should’ve been creating a buzz about  
     your project on social media prior to this, now is the time to get aggressive. 
        Search relevant hashtags and connect with people outside of your network.
     Make it personal. Sending out mass tweets or Facebook messages is unlikely to  
     elicit a response. Giving a personal touch to your social media correspondence  
     will make people more interested in what you’re saying.
     Use images. Images attract attention! 

4

5     Round Five: Follow Up!
     We are all busy and although we may have the best intentions, sometimes things  
� � ���JHW�ORVW�LQ�WKH�VKXɞH��ΖI�VRPHRQH�KDV�VDLG�WKH\ȇOO�VXSSRUW�\RXU�FDPSDLJQ�EXW�KDV��
� � ���\HW�WR�GR�VR�E\�WKH�ȴQDO�ZHHN��WKHUHȇV�QRWKLQJ�ZURQJ�ZLWK�VHQGLQJ�WKHP�D�SROLWH��
     email or message to remind them that time is running out and that you’d greatly  
     appreciate their support. People are more likely to act when there’s a time   
     crunch. 

Breaking down your outreach into phases will help you to 
maintain momentum throughout your campaign. 

(QJDJHPHQW

It’s very important to keep your supporters updated during and after your campaign. After all, 
WKH\ȇYH�PDGH�D�ȴQDQFLDO�SOHGJH�WRZDUGV�\RXU�SURMHFW��VR�WKH\ȇOO�EH�LQWHUHVWHG�LQ�KHDULQJ�DERXW�
your progress and staying updated about your project.

Use your Project Wall to keep your supporters updated throughout and after your campaign. 
Supporters receive automatic emails when you post on your project wall.

During your campaign, you can use the project wall to thank supporters, rally support, and 
connect on a more personal level.  Using your Project Wall 1-3 times a week will allow you to 
connect with your supporters and keep them updated without being too overbearing.
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After your campaign, you can use the project wall to continue to thank supporters and keep 
them updated on the status of your project. For instance, write a post telling them 
when they can expect their rewards. 

Campaigners can access their supporters emails through the Dashboard on 
their Project Page. Sending supporters a personalized thank you email after 
they’ve donated is a nice touch and allows for another opportunity to ask them 
to (please) share your campaign with their friends and family.

Sending updates on your social media is a great way to maintain momentum and build 
excitement. Always remain positive in your correspondences. Instead of saying, “$1,000 more 
dollars to go”, say “$1,500 pledged to my project so far by amazing people and still 15 days left to 
support!”

4
thanks

*XHULOOD�5HZDUGV

Building and maintaining momentum throughout your campaign is very important. By using 
guerilla reward tactics, you can use your levels to build and maintain momentum, spice up your 
campaign, and promote new angles. Guerilla rewards should be a part of the marketing plan 
you create pre-campaign and should be devised to pique interest and compel supporters to 
pledge to your campaign.

“Early Bird Specials”

&DPSDLJQHUV�FDQ�RHU�DQ�HDUO\�ELUG�VSHFLDO�WKDW�ZLOO�HQWLFH�SHRSOH�WR�VXSSRUW�WKHLU�FDPSDLJQ�
early on. You can choose to run this special for either a limited time or a limited number of 
people��)RU�H[DPSOH��\RX�FRXOG�RHU�D�SHUVRQDOL]HG�VKRXW�RXW�RU�D�GHGLFDWLRQ�LQ�\RXU�ERRN�WR�
WKH�ȴUVW���VXSSRUWHUV�RI�\RXU�FDPSDLJQ��RU�IRU�HYHU\RQH�ZKR�VXSSRUWV�\RXU�SURMHFW�LQ�WKH�ȴUVW���
days. The choice of incentives and numbers is entirely up to the campaigner.

/LPLWHG�7LPH�2HU

6LPLODU�WR�WKH�(DUO\�%LUG�6SHFLDO��D�OLPLWHG�WLPH�RHU�FDQ�EH�HPSOR\HG�DW�DQ\�SRLQW�LQ�WKH�
campaign by adding an extra incentive for supporters who pledge their support during a certain 
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WLPH�IUDPH��)RU�H[DPSOH��DIWHU�WKH�ȴUVW����GD\V�RI�\RXU�FDPSDLJQ��\RXU�PRPHQWXP�PD\�EHJLQ�
WR�VORZ��7KLV�LV�D�SHUIHFW�WLPH�WR�UROO�RXW�D�/LPLWHG�7LPH�2HU�DQG�UHJDLQ�PRPHQWXP�

New Reward Level

To freshen up your campaign, consider creating a new reward level (or two!) when you’ve 
reached the halfway mark. This provides a new way to promote your project and generate 
excitement and momentum as you charge into the second half of your campaign.

A Friend of Yours Is a Friend of Mine

Another tactic we recommend is rolling out an incentive that will encourage 
your supporters to recruit a friend or two to contribute to the campaign. 
This will not only expand your network, but is also a great way to get friends 
and family to actively partake in your campaign.

+

4XLFN�	�(DV\�&URZGIXQGLQJ�

If you build it, they will come. Have a solid foundation of 5-10 supporters that will jumpstart 
your campaign immediately once it’s live. Having guaranteed supporters to build your momen-
tum and get your funding number up immediately will entice more people to jump on the 
bandwagon and support your campaign.

Link it. Add your campaign link to your social media bios & email signature.

Show them you mean business! Order business cards with the link on it. You can get cards for 
free using Vistaprint.

Get personal & ask. Send a personalized email to your friends, family and network with a link 
to your campaign and ask them to donate. Also, get personal on social media, too! We can’t 
stress this enough. 

Blog away! Reach out to bloggers to promote your campaign. Guest blog posts about your 
crowdfunding experiences, blogs that promote indie authors, or genre blogs are great options.
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Keep it fresh. Roll out a creative and meaningful incentive midway through your campaign to 
spice things up!

Updates, updates, updates. Continue to update people on your 
campaign wall & social media. Remember to mix up the content. 

Everyone loves a good promo deal. 2HU�D�VSHFLDO�SURPR�WR�
bloggers who talk about your campaign. VIP tix anyone? Free book? 

The Tag and Thank. Tag the last few people who donated to your cause 
in a Facebook status or tweet thanking them for their support. This will post 
your message to their network as well as your own, widening your audience. 
(Alternatively, tag people you think may be interested in your campaign but have yet to donate.)

The attention grabber. Post an excerpt from your book to your Facebook/Twitter that will grab 
the attention of your friends/followers and entice them to click your campaign link and read 
more! 

Who’s a fan? Consider creating a Facebook “Fan Page” for your project. This way, you can reach 
SHRSOH�RXWVLGH�RI�\RXU�LPPHGLDWH�QHWZRUN��ΖQFHQWLYL]H�SHRSOH�WR�OLNH�\RXU�SDJH�E\�RHULQJ�IXQ�
and creative rewards to every 100th like.

VIP ti
x
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3RVW�&DPSDLJQ��1RZ�:KDW"

Overview

Once you’ve successfully complete your campaign, the work’s not over...sorry! But the good 
news is, now you have the funds to produce your project and an you’ve gathered an audience 
WKDWȇV�LQWHUHVWHG�LQ�\RXU�ZRUN��6R�WKH�WLPH�KDV�FRPH�WR�SURGXFH�\RXU�SURMHFW��IXOȴOO�\RX�UHZDUGV��
and learn from the ups and downs of your campaign. Also, an exciting aspect of Pubslush is 
that your project page will live on our website forever and will continue to be a place for you to 
XSGDWH�\RXU�LQLWLDO�VXSSRUWHUV�DQG�GULYH�WUDɝF�WR�\RXU�ȴQLVKHG�SURMHFW�

�'HOLYHULQJ�5HZDUGV

At Pubslush, we want all of our campaigners to honor their commitment to their supporters by 
IXOȴOOLQJ�WKHLU�UHZDUGV��5HPHPEHU��\RXU�UHZDUGV�DUH�\RXU�ZD\�RI�H[SUHVVLQJ�DSSUHFLDWLRQ�WR�
\RXU�VXSSRUWHUV�DQG�\RXȇUH�OLDEOH�WR�IXOȴOO�WKHP���

To access the names, emails, shipping addresses and the reward levels of your supporters:

 ○ Go to the Dashboard tab on your Project Page 
 ○ Click export supporters data

This will download all your supporter information into an Excel document. 

You can also use the email addresses to keep your supporters updated throughout the 
production process. Let them know how your project is coming along and when they can expect 
their rewards. We suggest updating your supporters about once a month while you’re in the 
SURFHVV�RI�IXOȴOOLQJ�\RXU�UHZDUGV�
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6RFLDO�0HGLD

Just because your campaign is over doesn’t mean you or your online presence should come to a 
screeching halt. Blog about post campaign life, instagram pictures of your completed projects, 
run giveaways on your Facebook, etc. The promotional options are endless, especially now that 
you have a tangible item. 

3RVW�3XEVOXVK�)HDWXUHV

As you’ve probably noticed, the great thing about a crowdfunding campaign is that it connects 
you with your audience before your project is launched. At Pubslush we provide you with 
market analytics of the supporters of your campaign, including age, gender, 
geographic location, etc. We even show you how and when visitors came to 
your campaign page. This way you can learn which tweets did or did not 
work well. 

These analytics are a way for you to determine who’s interested in your project. 
7KLV�NQRZOHGJH�FDQ�JUHDWO\�KHOS�\RX�LQ�IXWXUH�PDUNHWLQJ�HRUWV�

Knowing Your Audience
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Using Your Supporters To 

*HQHUDWH�$�%X]]

      )RU�$XWKRUV��2QH�RI�WKH�EHQHȴWV�RI�DQ�DXWKRU�FROOHFWLQJ�SUH�RUGHUV�DQG�IXOȴOOLQJ��
      them before the book launch date is having a built-in base of readers that can  
      help you to create a buzz when your book does come out. By keeping your   
      supporters updated, they can keep their network in the know!

      When you send your book, include a note thanking the supporter and telling  
      them when the publication date is . 

      On the day your book comes out, contact the supporters who received copies  
      and ask them to write a review for you. The more reviews your book receives  
� � ����ZLWKLQ�WKH�ȴUVW�IHZ�GD\V��WKH�EHWWHU�

� � ����)RU�/LWHUDU\�%DVHG�3URMHFWV��You can use similar tactics to rally your supporters  
      around the completion of your project.

If you’ve crowdfunded for a product, say a book or an app, you can use our Buy Button feature 
WR�GULYH�WUDɝF�WR�WKH�PDUNHWSODFH�LQ�ZKLFK�LWȇV�EHLQJ�VROG�RQFH�WKH�SURGXFW�LV�SURGXFHG��ΖI�\RX�
go to your campaign dashboard, you can add the buy link which will be displayed on your proj-
ect page as a Buy Now button. 

Thank you for choosing Pubslush, 
and good luck with your campaign!

Buy Button


