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Introduction

Why Kickstarter Changes the Game
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For years, authors have felt chained to the whims of Amazon algorithms and traditional publishers. Crowdfunding is changing all that. Kickstarter has opened a new frontier where you launch your book directly to readers on your own terms. No more praying that some platform’s roulette wheel lands on your book. Instead, even a modest fanbase can turn into thousands of dollars of support.

In fact, it’s often easier to rally 500 die-hard fans to back your project at $10–$40 each than to find 10,000 strangers to buy a $0.99 ebook on Amazon. I’ve seen this firsthand: one of my campaigns raised $26,000 in funding from only a few hundred backers, and another cracked $39,000 with under a thousand fans behind it 

Brandon Sanderson shattered records with a $41 million Kickstarter, proving that crowdfunding isn’t some fringe gimmick, and he did it with only 185,341 backers. That’s over $200 per backer. 

It’s a game-changing launch strategy for authors at every level.

Unlike a traditional retail release, a Kickstarter campaign generates cash flow upfront, buzz, and an interactive community around your book. You’re not just selling a book. You’re creating an event. Readers who pledge aren’t casual buyers; they become invested superfans who feel like partners in your success. They’ll cheer you on, share your project, and eagerly anticipate updates. This level of engagement simply doesn’t happen when someone one-clicks an ebook on Amazon. 

I’ve been part of close to 100 successful crowdfunding projects myself, raising over $1.2 million, and I can tell you that the energy and goodwill from a Kickstarter launch is incomparable. You get validation that your idea has an audience before you spend months or years bringing it to life. You get pre-orders and revenue in hand, which means no more guessing how many books to print or going out-of-pocket hoping people buy later. And perhaps best of all, you get direct access to your readers. Not just their emails, but their feedback and their enthusiasm, too, which is something no retailer will ever give you. In short, a well-run Kickstarter doesn’t just fund your book; it builds a fan community that will stick with you for the long haul.

Now, before you start seeing dollar signs, Kickstarter is not a magic money tree or a last-ditch rescue raft. It’s a strategy, not a charity drive. If you come to the platform with a half-baked project or no audience to speak of, guess what? Crickets. A Kickstarter campaign will expose the truth of what you’ve built, or haven’t built, faster than any tweet or Amazon launch ever could. If your offer is weak or your outreach is nonexistent, Kickstarter will make that painfully obvious. No fluff, no fairy dust, no “Field of Dreams” delusions that if you simply launch, backers will magically appear. I’ve seen authors treat Kickstarter as a Hail Mary for a failing series or a way to “get money for marketing” because their book wasn’t selling. It never ends well. 

Kickstarter won’t save a sinking ship. It reflects the groundwork and the trust you’ve earned with readers. On the flip side, if you have put in the work to cultivate even a small but passionate readership, Kickstarter can amplify that like nothing else. Throughout this book, we’re going to be brutally honest about common pitfalls and how to avoid them. I’m not here to sell you a fairy tale. I’m here to show you how to put in the work so Kickstarter pays off, and to warn you where you might screw up. Consider this your friendly reality check: if you’re looking for a get-rich-quick shortcut, you won’t find it here, but if you’re ready to hustle and treat your campaign as seriously as a product launch, you can absolutely crush it.

How to Launch Your Book on Kickstarter is structured as a step-by-step journey from the earliest planning stages all the way to post-campaign strategy. Each chapter is packed with tactics. I’ll give you motivation, but I’ll also give you homework. This isn’t a book you plow through passively with a shrug. By the end, you won’t just have head knowledge, you’ll have a concrete campaign plan on paper. Treat this like a hands-on workshop. I’ll be pushing you to actually do the exercises, because that’s where the real progress happens. This book dishes out some tough love and no-nonsense advice, but it’s all in service of getting you across the finish line with a successful, stress-free (okay, less-stressful) campaign. So, engage with the material, pause to complete the workbook prompts, and embrace the process.

By the time you turn the last page, you’ll have a complete blueprint for your Kickstarter launch from crystallizing your initial vision and deciding on what exactly you’re funding, to delivering rewards to your backers and nurturing them afterward. You’ll know exactly what steps to take and in what order. More importantly, you’ll have the confidence to execute. 

This is huge. Confidence means you’ll approach launch day knowing you have a plan, not just a wish. You’ll see Kickstarter for what it truly is: a launchpad, not a gamble. Yes, there’s always uncertainty, but with solid preparation, you tilt the odds dramatically in your favor. My goal is that you finish this book feeling empowered and fired up, with any fears left in the dust. We’re going to replace any lingering “What if no one backs me?” anxieties with an attitude of “I can’t wait to show my readers something awesome.” Sound good? Great, because it’s time for some tough love and serious strategy. Buckle up, and let’s crush it.

What's new

Since we first launched Get Your Book Selling on Kickstarter in October 2021, there has been a seismic shift in the way Kickstarter has been perceived in the indie community. With the addition of a new CEO, they have made huge changes in how the platform works. 

Mindset shifts

Brandon Sanderson broke open the fiction category: In March 2022, Brandon Sanderson launched a “secret” Kickstarter that raised over $41 million and became the highest-grossing Kickstarter campaign ever by a wide margin. This showed fiction authors, and especially fantasy authors, that they could make serious money on Kickstarter. Prior to that campaign, it was hard to find 5-10 fiction campaigns live at any one time. Now, you would be hard pressed to find a time when there weren’t 100+ fiction campaigns live at any time.

The community grew into something massive and powerful: Whether it’s our Writer MBA community, the Kickstarter for Authors Facebook group, Kickstarter specialists that will help you run and fulfill your campaign, or just the general discourse of the indie community, there are exponentially more people who can help you with Kickstarter now than there were in 2021 when we had to introduce the concept to the whole community.

Special edition Kickstarters: Prior to 2021, there were many different varieties of fiction campaign, while now people seem to be using Kickstarter mainly to produce special edition Kickstarter campaigns (which we’ll talk about later) with all the bells and whistles. There has been a standardization of what a campaign looks like for both good and bad.

Competition ramped up: Along with Indiegogo, Crowdfundr and Backerkit have emerged as direct competitors to Kickstarter on a global scale, while platforms like Zoop (Comics), Seed and Spark (Movies) and Gamefound (Games) have built category-specific platforms for crowdfunding.

Platform changes

Late pledges: Since the inception of Kickstarter, backers have had to pledge while a project is live, or not at all. Other platforms, like Indiegogo, allow for late pledges after a campaign is over. Now Kickstarter does, too. At the bottom of the basics section of your campaign, you can enable late pledges and allow backers to pledge even after your successful campaign ends. Unlike a live campaign, funds are deducted from backer accounts immediately, and you are paid weekly for any new funds that might accrue. Another nice feature of late pledges is that you can turn them on at the reward level, so if you want certain rewards to keep going and others to end when a campaign is over, you have that flexibility. You can also set a different price for late pledges so that people who back while it’s live get the best deal. Finally, I should mention that yes, your campaign has to successfully fund before late pledges work. You can’t keep limping along with a failed campaign forever.

Images in your rewards and add-ons: You now have ability to upload imagery in your rewards. It used to be that we had to create clunky lists in our campaign pages, but now we can create graphics (or you can hire somebody to do it for you) where people can easily see what they get in every pledge. This added the newest complexity to a campaign, but overall we think it’s a good change.

A redesigned home page: The discover tab (where you look for new projects) used to be on the left and now it’s on the right. Additionally, the top menu has every category now, with dropdowns that make it easier to search for projects. This had the effect of basically eliminating the landing page for each category.

Pivot to video: When a backer searches for a campaign, the video starts playing automatically when you hover over the image. This makes a video even more important AND makes the first couple of seconds critical to get attention.

No more total pledges in the Discover tab: You used to see the total amount a campaign has raised when searching for a project. Now, you have to click on a campaign to see how much it’s raised, though it will tell you how funded, or overfunded, the campaign is at a glance, making pricing more interesting. Do you make a lower goal so you can be more overfunded?

The new story editor: There is a new editor on the story page, but if you’ve used any text editor on the internet, you’ll probably get a hold of it very easily. The one nice change here is that they now have a navigation pane on the left side that lists out all your headlines for easier backer navigation.

Fully redesigning fulfillment dashboard: Kickstarter completely redesigned the backer survey tool to help integrate it better into the fulfillment cycle for publishers. They have simplified set-up, improved reporting, implemented SKU generation and improved address collection. Additionally, they have made it easier to update project status (and also constantly send you pop-ups to update your status even if you are just a collaborator on a project and not the one responsible for fulfillment). Instead of just having surveys, you now have a complete fulfillment system under the hood.

The pre-launch page has been beefed up: Now you can see the Project We Love and categories on the page, and you can write a whole blurb or additional marketing information on the page instead of just the one sentence logline.
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Chapter 1

Decide If Kickstarter Is Right for You – The No-B.S. Mindset
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Let’s start with a simple question: Why do you want to launch a Kickstarter? 

Be specific and honest. Are you crowdfunding a special edition hardcover with fancy swag? Launching a brand new series and testing the waters? Reviving an old project that your readers keep asking about? There are many good reasons to crowdfund a book. “Everyone’s doing it now” is not one of them. Neither is, “I heard it’s easy money.” (Spoiler: it’s not.) Your first task is to pin down what Kickstarter can uniquely do for you and your book. For example, maybe you want to raise funds upfront to hire a top-notch cover artist, or pre-sell copies to gauge demand for an unconventional story or build buzz for your series launch by turning it into an event. Maybe it’s “all of the above.” Great, list those reasons. Be crystal clear about your goals from the outset. This clarity will keep you focused when we get into the weeds of planning.

On the flip side, if you were secretly hoping Kickstarter would just magically create an audience for you out of thin air, consider this your wake-up call. A successful campaign is built on the audience you bring with you. Kickstarter’s platform can help you reach new readers, yes, but the core momentum comes from people who already know your work or trust you. If you have zero readers right now, we’ll discuss how to start building some (don’t worry). But understand that Kickstarter is not an “if you launch, they will come” situation. It works best when you already have a base to tap into – even a small, enthusiastic one. Focus on what you want out of this campaign and what value you’re going to offer backers. That mindset shift – from “what can I get?” to “what can I give?” – is critical. Know your why, and make sure it aligns with providing something awesome to your audience.

No Begging, No Charity

Kickstarter is not a platform of last resort for failed projects. It’s not where you turn after your book didn’t sell and you’re desperate. If you treat it like a begging bowl, you’ll get nothing but pity or silence. Successful creators treat Kickstarter as a deliberate launch strategy for exciting new projects, not as a Hail Mary for something that’s already flopped. So ditch any notion that “maybe my series isn’t selling, but perhaps it will magically fund on Kickstarter.” It won’t. I say this with love: Kickstarter is a strategy, not a charity. Backers are not donating out of kindness. They’re pre-ordering a product they really want.

This means you need to approach your campaign like a product launch to your customers, not like you’re asking for favors from friends. If you show up with a mentality of “please fund my dream,” that’s going to repel people. Instead, you want to exude “I’ve got something amazing for you, and I’m launching it here first!” See the difference? One is desperation; the other is excitement and value.

Now, let’s talk about the audience. Kickstarter works best when you already have some readers or a network to tap into. It doesn’t have to be huge. Plenty of authors crush it with a few hundred true fans, but you need someone out there who cares. I like to say that if you have 25 backers, Kickstarter will help you find 25 backers, but if you have 0, it won’t help you at all. 

If you truly have zero audience right now, that’s okay, but you’re going to need to put in extra work before you launch to build interest. A Kickstarter campaign reflects the platform and trust you’ve built up to that point. It’s like a mirror. If you’ve nurtured a small but mighty email list, engaged with readers on social media, or built any kind of community, the campaign will reflect that with pledges. If you haven’t, well, a Kickstarter won’t magically drop money from the sky into your lap.

Here’s a personal example. Early on, I had a comic book series that people kept telling me they wanted more of. I decided to test that on Kickstarter. I literally told my fans I’d only continue the series if we hit about $16,000 in funding. Essentially, I challenged my audience to put their money where their mouth was. And guess what? They did. We hit the goal with that campaign, which proved there was enough interest to justify making multiple new issues. I then ran campaigns for each of those new volumes, and each one met its target as well, and we ended up raising over $93,000 for that series that only existed because I went to my audience.

The key takeaway: Kickstarter can validate demand and launch something new if you approach it as a serious, goal-oriented venture. It was not a last resort for me. It was the launch pad that gave my project new life. That’s how you need to view it.

Kickstarter is a tool for proactive creators, not a lifeline for passive ones. Treat it accordingly. If you’re feeling uneasy about whether you have “enough” of an audience or platform yet, don’t worry – Part I of this book will help you get those foundational pieces in place (or at least set realistic goals based on where you’re at). Just be prepared to do the work and treat your campaign like the high-stakes product launch it is, not a hopeful shot in the dark.

Look Beyond the Money

Yes, we all know the primary goal. You want to fund your book, but one of the coolest things about Kickstarter is the bonus perks that come along for the ride. A successful campaign can do more than just hit a dollar figure. It can fundamentally change your career trajectory in surprising ways. Here are a few fringe benefits to chew on:


●  Expanded Readership: Every Kickstarter campaign has the potential to attract new readers who just stumble upon your project on the platform. People who have never heard of you might click because your concept or art catches their eye. These new backers aren’t just one-time customers; many of them can turn into long-term fans. I’ve had folks discover me through Kickstarter and then go on to buy all my backlist books afterward. Crowdfunding can be a great discovery tool.

●  Media and Industry Attention: A buzzing campaign can act like a flare in the sky. Local news, niche bloggers, even bigger media outlets sometimes spotlight interesting Kickstarter projects. You might also catch the eye of industry folks – publishers, editors, etc. who see that you’ve got momentum. I’ve seen authors get approached for opportunities because their Kickstarter made some noise. Not saying it’s guaranteed, but it’s happened and it’s pretty awesome.

●  Community Building: This is my favorite. When you run a campaign, you’re not just making sales. You’re forging a community. The people who back your project feel a sense of ownership and pride. They’re not just readers now; they’re collaborators who helped bring your book into the world. That changes the relationship. Suddenly you’ve got a posse of true fans who are emotionally invested in your success. They’ll comment on your updates, share their excitement on social media, and basically become your hype squad. This sense of community can be deeply motivating and carry well beyond the campaign itself. Your readers transform into ambassadors for your work. Trust me, that feeling is addictive, in a good way.

●  Confidence and Validation: Writing can be a lonely, doubt-ridden endeavor. A successful Kickstarter can give you an incredible boost of confidence. There’s nothing quite like hundreds of people literally putting down money because they believe in your project. It validates that you’re on the right track. That energy can fuel you through the hard work of finishing the book and beyond. Even if you’re a seasoned author, seeing concrete evidence of reader demand is immensely validating.



Now, these benefits come after you do the work of creating a strong campaign. But I mention them because they’re worth considering when you’re deciding whether to launch. Kickstarter can be a transformational experience for your relationship with your audience, but only if you’re ready for that level of engagement. 

Some authors aren’t prepared for a flood of messages, feedback, and interaction. So ask yourself: Am I ready for readers to really feel invested in me and my work? It’s a great “problem” to have, but it does require you to step up your interaction game. If the idea of readers looking behind the curtain of your process or eagerly awaiting every update stresses you out, take note. You can manage the workload, but you need to welcome that sense of community rather than shy away from it. If you’re ready to embrace your readers as partners in this journey, Kickstarter can fundamentally change how those readers see you and how you see your own role as an author. It’s no longer just your book. It becomes our book in a way. That’s powerful stuff, and it’s part of what makes crowdfunding so special.

Be Ready to Work (and Savor the Ride)

Running a Kickstarter campaign can be intense. There are plenty of ways to cut down the intensity, but you’ve probably never launched something like you launch a Kickstarter.  I say this not to scare you, but to prepare you. You need to be honest with yourself about your bandwidth and willingness to show up every single day during the campaign period. Are you ready to hustle? 

You’ll be sending emails, pushing social media announcements, maybe doing livestreams or interviews, thanking new backers, troubleshooting issues, sometimes all in the same day. It’s work. Fun work, in many ways, but work, nonetheless. And once the campaign ends, if it’s successful, you’ve got fulfillment to handle getting all those books and rewards produced and shipped. We’ll get to strategies for managing that workload, but for now, do a gut-check: Do I have the time and energy to commit to this fully? If the honest answer is “not right now,” then take a beat. It might be wiser to delay your launch until you can clear some room in your schedule or enlist help. The worst thing you can do is launch and then neglect your campaign because life got in the way. Momentum will stall, backers will get concerned, and your results will suffer.

Maybe you have a day job, family obligations, or other projects. That doesn’t disqualify you, many creators juggle Kickstarter with a full plate, but it means you’ll need to be super organized and disciplined. You might need to recruit an assistant or a willing friend/family member to help with tasks like packing books or moderating comments when you’re at work. There’s no shame in getting help. The key is to recognize the commitment upfront and plan for it. This isn’t a set-it-and-forget-it situation. It’s more like running a small business for a few months. You’re in charge of marketing, customer service (answering backers), production, and fulfillment.

Now, before I scare you off, it’s also incredibly rewarding. Seriously, running a campaign can be one of the most exciting times of your creative life. It’s a wild ride watching the pledges come in, interacting with backers in real time, and seeing your vision inch closer to reality every day. It’s a thrill, but with that buzz comes the need to stay on top of things. If you go radio silent for days during a campaign, people notice. If a backer asks, “Hey, will this add-on be available?” and nobody answers, you might lose that pledge. So, commit to being present.

If you’re reading this thinking, “Well, I can’t possibly do that, I’m too busy,” then you have two choices: adjust your timeline (launch when you can dedicate the effort) or adjust your approach (maybe scale down your campaign goals so it’s easier to manage or get help as mentioned). Remember, these are your fans. They deserve your best effort. The good news is, later in this book I’ll share plenty of tactics to streamline your workflow and keep your sanity intact. Just know that showing up consistently is non-negotiable for the duration of the campaign.

If you can’t commit the time and energy, don’t hit launch. Wait until you can. But if you are ready to dive in, I promise the rewards (financial and emotional) are worth the grind.

The Mindset to Crush It

Finally, let’s talk about the mindset that separates Kickstarter winners from the could’ve-beens. In a phrase, it’s, “No excuses – only solutions.” Once you embark on this journey, you need to take full ownership of the outcome. That means no blaming the algorithm (Kickstarter does have one for project visibility, but don’t lean on that), no cursing your luck if pledges slow down, no whining that “people just don’t get my art.” That mental baggage has no place in a Kickstarter campaign. Instead, adopt a problem-solver mindset from Day One.

What does that look like in practice? If your campaign’s pitch video isn’t converting viewers into backers, you don’t throw up your hands. You tweak your video or your page copy and see if it improves. If your $50 tier isn’t getting any takers, you don’t pout, you investigate why. Maybe the perceived value isn’t there, so you spice it up with an extra reward or emphasize it more on your page. If mid-campaign you notice engagement dropping, you don’t just hope for the best. You roll out a new update, stretch goal, or marketing push to reignite interest. Every challenge has a response that you, as the creator, can choose to execute.

This mindset also means being adaptive. No matter how well you plan (and we’re going to plan the heck out of things in this book), real life can throw curveballs. Maybe your printer raises prices mid-campaign, or a global pandemic hits (been there!), or a key collaborator flakes out. You must be ready to adapt, adjust, and keep moving forward. Think of it like being the captain of a ship at sea – when a storm hits, you don’t get to moan about the weather; you trim the sails and adjust course. The only way you “lose” is if you quit and sink. As long as you keep problem-solving, you’re still in the game.

An important part of this mindset is taking responsibility for everything that happens. The phrase “the buck stops here” should be your motto. If something isn’t working, you look for what you can do to fix it, rather than blaming external factors. This doesn’t mean external factors aren’t real because they absolutely are. It just means you focus your energy on what you can control. You can’t control if a backer’s credit card fails to charge, but you can send a polite reminder via Kickstarter for them to update their info. You can’t control if Facebook ads suddenly double in price, but you can pivot to a different promo strategy if that happens. Always ask, “What can I do to improve this situation?” rather than “Whose fault is this problem?”

Adopting this no-excuses mindset early will save you a lot of heartache because challenges will arise. All campaigns hit turbulence at some point, a slower day, a technical glitch, whatever. If you’ve already decided that you are going to own those challenges and find solutions, you’ll ride out the turbulence and land the plane. If not, it’s easy to get discouraged and let the campaign falter. We’re not doing that. We’re here to crush it, and crushing it starts in your head, long before the first pledge comes in. It starts now, with the decision that you will do whatever it takes (ethically, of course) to make your campaign a success.

Does that mean you have to be perfect? Nope. Mistakes will happen, but with the right mindset, a mistake isn’t fatal, it’s just data. We’ll iterate and adjust. By deciding now that you’ll own the process and outcome, you’re setting yourself up to adapt and overcome when those inevitable challenges hit.

Alright, pep talk over. You’ve heard the no-nonsense truth about what Kickstarter demands. If you’re still on board (and I hope you are), then you’re already showing the resilience and drive needed to succeed. Next, we’ll get into specifics: defining exactly what you want to achieve and how we’ll measure success. 
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Chapter 2

Define Your Campaign’s Vision and Success Metrics
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One of the biggest mistake I see with Kickstarter campaigns is that they fail to clearly articulate the what and why of your campaign. Often, it’s because they don’t haven’t looked deep into themselves for a reason beyond “Cuz everyone told me I should do it and I like money.” 

There is always, and I do mean always, a deeper reason, but you haven’t just uncovered it yet. 

So before we even get to the prelaunch phase, let’s define the bounds by which we’ll judge the success of this campaign, and what this book means to you. 

Craft Your One-Sentence Project Vision

First, we need to distill your entire campaign’s purpose into one powerful sentence. This is for you, not an advertising blurb for readers. It’s a clarity exercise. Ask yourself, “What exactly am I crowdfunding?” and answer in a single sentence that would make sense to a stranger. For example, “I’m crowdfunding a deluxe illustrated hardcover edition of my fantasy novel.”

Bam! That’s format, genre, and unique angle all in one go. 

Maybe for you it’s “a new trilogy of cyberpunk thrillers in ebook and paperback” or “an audiobook adaptation of my award-winning short stories” or “a collector’s box set of my comic series with exclusive art prints.” The key is to be specific and concrete. Include the format (ebook, hardcover, audio, etc.), the genre or vibe if relevant, and any special twist that makes this project exciting.

Why a single sentence? Because it forces you to clarify your focus. Throughout the planning process, you’re going to get a million ideas; “Oh, I could add trading cards! And what if I include a bonus novella? Maybe I should also fund an audiobook...” Your one-sentence vision becomes your North Star to judge those ideas. Whenever you’re tempted to drift off course with extra goodies or side missions, you look at that sentence and ask, “Does this new idea fit my core vision?” If it doesn’t, save it for another campaign or a stretch goal (more on those later). This keeps you from experiencing mission creep, that dreaded scenario where your campaign bloats into something unwieldy and unfocused.

Take the time to get this sentence right. Write a draft, say it out loud, see if it feels true to what you want. If it’s vague or packed with commas and clauses, tighten it up. Clarity is king. “A graphic novel” is too vague; “a 200-page graphic novel about intergalactic chefs, in both paperback and digital formats” is clearer and more enticing. Don’t worry about making it a sexy marketing tagline. We’re aiming for clarity for now. Marketing copy can come later. For now, you need to know in the simplest terms what you are offering. Everything else in your campaign will build on this foundation.

So, write your one-sentence project vision down on a piece of paper, and don’t move on until you have something that makes you go “Yes, that’s exactly what I’m doing.” When you have that, congratulations, you have just created the guiding light for your entire campaign.

Define Your “Why” 

Next, let’s dig into your motivations beyond the dollar amount. Sure, raising $X is the main objective, but why do you want to run this campaign aside from money? Identifying 1–3 key objectives that aren’t just “get funded” will give your campaign a deeper purpose and story. Think of these as your north stars, the things that will keep you motivated and that you might even share with backers as part of your campaign narrative.

Maybe you want to expand your reader base and reach new folks who haven’t heard of you. Maybe you want to gauge interest in a new genre or series before fully diving in – a successful campaign would prove there’s an audience. Maybe you’re doing this to create a beautiful collector’s edition that wouldn’t be feasible without upfront funding. Or perhaps you’re using Kickstarter as a way to get more direct with your readers and step away from the grind of third-party platforms – basically a statement of independence. It could even be personal, like “I want to challenge myself to step outside my comfort zone” or “I want to resurrect a project I love that got rejected by publishers and let the readers decide its fate.”

Write down your top motivations. These reasons matter for a couple of big reasons. One, when you’re knee-deep in campaign prep or stressing in the middle of a launch, remembering your ‘why’ will keep you going. It’s easy to get lost in the minutiae of budgets, marketing copy, and reward spreadsheets. Having that deeper purpose will center you. Two, these motivations can actually become part of your campaign story that you share with backers. Readers love to know the why behind a project. If they see that you’re not just there to grab cash, but you have a passion like “I want to produce a gorgeous hardcover because I believe this story deserves to be on fans’ shelves in a display-worthy edition,” that inspires people. Your enthusiasm and purpose become contagious.

Set Your Success Criteria

Time to get concrete. What does success look like for your campaign, in measurable terms? This is where we define your success metrics. Think beyond fuzzy feelings and outline specific numbers or outcomes that will mean “I achieved what I set out to do.” This might include: a funding amount (e.g., “at least $5,000”), a backer count (e.g., “100+ backers”), perhaps certain pre-order quantities (“50 hardcover editions pre-sold”), or even things like profit margin (“I want to net $2,000 after expenses”) or community growth (“200 new email subscribers from the campaign”).

It’s okay to have multiple success criteria. In fact, I recommend defining a few so you have a well-rounded picture. For instance, you might say: Success = raise $8,000 + get 150 backers + at least 20 people choose the deluxe tier. Or Success = fully fund my print run (minimum $3,000) and reach at least 50 new readers who’ve never heard of me before. Maybe Success = cover all costs and break even and get this book into at least 100 hands. It’s your success, so define it your way. There’s no one-size-fits-all.

Be realistic but aspirational. Set metrics that are challenging enough to be meaningful, but not so insane that you’re setting yourself up for disappointment. If you’re a first-time author with no email list, a goal of $50,000 might be unrealistic, but maybe $5,000 is quite doable. 

If you have a decent-sized following, maybe $10k or $20k is within reach. We’ll refine the funding goal after we do the budget in Chapter 3, so you don’t need to finalize the dollar figure yet. But you can set a ballpark or a minimum you’d be happy with. 

Also think about backers. Sometimes people get fixated on dollars and forget that the number of backers is a huge indicator of success (and future potential). Would you be happier with 50 backers who each paid high amounts, or 500 backers at smaller amounts? Different strategies yield different profiles. Backer count translates to readers holding your book, which has its own value in terms of reach and word-of-mouth.

As you go through this process, make sure to avoid the “moving goalpost” syndrome. It’s easy during a campaign to keep upping your internal expectations (“Well, I hit 5k, maybe I can get 10k... okay 10k, maybe 15k...”) and then bizarrely feel disappointed if you “only” hit 14k after you mentally hoped for 15k. Human brains are silly like that. By defining success criteria now, before launch, you can later ground yourself and say, “Hey, I decided that $5k and 100 backers would make me happy, and I achieved that. So this is a win.” 

Otherwise, you risk achieving something great and then not even appreciating it because you kept chasing an ever-receding target. Don’t rob yourself of the joy. Set the goalposts now and then allow yourself to celebrate when you hit them.

Write these success metrics down (“I will consider this campaign successful if...” fill in the blanks). This will also be crucial after the campaign, when you debrief and evaluate what went well and what didn’t. You’ll have a clear yardstick to measure against, rather than a vague feeling.

Finally, share these metrics (at least internally or with your team). If you have an assistant, co-writer, or even just a supportive friend, let them know your targets. Speaking them out loud or writing them in big text on your wall gives them power. It shifts your mindset from “I hope I do okay” to “I’m aiming for this.” If someone asks, “So what’s your goal with this Kickstarter?” you can answer with confidence: “My goal is to raise at least $7,500 and get 200 backers on board.” That kind of clarity is attractive to collaborators, to your own subconscious, and yes, even to backers who sense that you have a plan.

Reality-Check Your Goals Against Reality

Alright, you’ve got a vision, some lofty goals, and success metrics. Now let’s apply a dose of pragmatic reality to ensure your aims are ambitious but attainable. I’m all for dreaming big, but not for living in la-la land. So, it’s time to ask: Do my targets make sense given my current platform and resources? If there’s a huge mismatch, better to adjust now than to faceplant later.

Take the funding goal you have in mind and the backer count you’d love to see. How do those numbers compare to your existing audience size? For instance, say you’re aiming to raise $40,000 and you figure an average pledge might be around $40 (just a rough industry average for book campaigns with physical items). That would require about 1,000 backers. Do you have anywhere near 1,000 people actively following your work right now? If you have an email list of 200 and a small social media following, that goal might be a stretch. It’s not impossible – sometimes campaigns go viral or get boosted by Kickstarter’s discoverability – but it’s risky to bank on that. Conversely, if you have 10,000 Instagram followers who love your art, a $40k goal might be reasonable. It’s all relative.

The point is to align expectations with reality. This doesn’t mean you can’t outperform your expectations, and many do, but you should plan based on a realistic baseline. If success to you is, say, “deliver my book to 50 enthusiastic readers and cover all my costs,” and you achieve that, that’s 100% valid and awesome! Don’t compare yourself to some other author’s blockbuster campaign. This is about you and your situation. It’s far better to set a modest goal and exceed it, and enjoy the ride, than to set a sky-high goal, miss it, and feel like crap (not to mention get $0 if you don’t hit the minimum, since Kickstarter is all-or-nothing funding).

If your desired goal is looking iffy given your current audience, you can either adjust the scope of your campaign or double down on building your audience pre-launch. 

Adjusting scope might mean lowering the funding goal by reducing what you’re offering (fewer costly rewards, a shorter print run, etc.), or it might mean splitting your dream into two smaller campaigns (for example, crowdfund Book 1 now, and Book 2 later, instead of trying to fund a whole trilogy at once). We’ll get into budgeting in the next chapter, which will provide more clarity on what your goal needs to be. But keep in mind, you don’t have to shoot for the moon on your first outing. Hitting a smaller goal and overfunding (getting more than 100%) can actually be a fantastic strategy to build momentum and credibility.

On the other hand, if you really want that big goal and you know you’re not there yet audience-wise, note that too. That means before you launch, you’ll want to focus heavily on audience growth activities. That might involve building your email list, ramping up social engagement, maybe doing a pre-launch publicity push to gather followers on your Kickstarter pre-launch page. Essentially, you can earn a bigger goal by putting in more work upfront to enlarge your pool of potential backers. Just be aware of the time and effort that entails.

Use this reality-check phase as a sanity filter. No shame in revising your targets to be more in line with what’s feasible. Ambitious but attainable, that’s the sweet spot. You want a goal that excites you and pushes you a bit, but not one that’s going to require a literal miracle. Save the miracle goals for when you have a breakout hit and a few campaigns under your belt.

Communicate Your Vision (Practice Your Pitch)

Now that you’re crystal clear on what you’re doing and why, try explaining your project out loud in a few sentences. Think of this like your elevator pitch, except it’s primarily for your own benefit, though you’ll certainly use it externally too. Can you confidently and succinctly tell someone what you’re crowdfunding and why it matters to you (and why it might matter to readers)? If you stumble or start rambling into caveats and side notes, that’s a sign you need to tighten up your understanding of your own campaign vision.

For example, you might say, “I’m launching a Kickstarter to fund a deluxe hardcover edition of my sci-fi novel. I want to give my readers a special collectible version with gorgeous artwork. My goal is to raise $8,000 to cover printing and pay the artist, and if we hit it, it’ll also prove there’s demand for more books in this universe.” Boom – that’s a clear, compelling summary. It includes the what (deluxe hardcover sci-fi novel), the why (special collectible for readers, plus testing demand for series), and the goal ($8k to cover costs and art). If you can convey something along those lines in a few sentences, you’re in good shape. If not, refine your notes and try again.

Being able to articulate your vision on the fly will be invaluable. You’ll use it when emailing potential collaborators, when posting on social media, when talking to fans, even when crafting your campaign page later. Consistency is key. If you have this core pitch, you can adapt it to different contexts, but it’ll always carry the same core message. That cohesion makes your campaign messaging stronger and less confusing.

Also, practice explaining why it matters. Why should anyone care about this project? You might incorporate your deeper why: “I’m doing this to bring this story to life in a way that fans will cherish, and to build a community around the series.” That kind of passion is infectious. If you sound unsure or timid about your own project, how can backers get excited? Own it. Speak about your campaign with conviction. It might feel weird to “sell” your idea at first, especially if you’re used to just quietly writing and hoping for the best. But consider this training for being the best advocate your book can have, because if you won’t champion it, who will?

You should also work on tailoring your pitch depending on the audience. If you’re talking to a fellow author friend about your Kickstarter, you might emphasize how you’re testing a new funding model or trying to break free of traditional molds. If you’re talking to a long-time reader of yours, you’d focus on how this is their chance to get a limited edition and be part of your creative journey. The core vision stays the same, but you highlight different angles for different folks. That’s advanced pitching, and you’ll naturally get better at it as you talk about your project more.

For now, get a baseline version down pat. You can even write it down in the workbook or on a sticky note: This is what I’m making, and this is why it’s awesome. When you have that, you not only gain confidence, you also set yourself up to create a campaign page that is clear and compelling. Clarity on your end leads to clarity for everyone else.

Beginning with the end in mind means you’re not just launching a campaign and seeing what happens. Instead, you’re launching with purpose and a clear vision of success. This mental prep work might feel abstract now, but it will pay off a hundred times over as we move into concrete planning. You’re essentially creating the compass that will guide all your next steps.
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Chapter 3

Pre-Launch Planning
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Kickstarter campaigns can be chaos, expensive, and draining, but they don’t have to be, especially if you build a rock-solid plan before you launch. If the last chapter was about define the north star vision to guide your campaign, then this one is about building the plan that will carry you through to success. 

We’re going to calculate your funding goal based on real costs (no guesswork!), map out a timeline from now through fulfillment, and outline how to build buzz and an audience ahead of launch. By the end, you’ll know exactly how much money you need, when every major task needs to happen, and how to ensure people actually show up on launch day. This is the unsexy prep work that 90% of Kickstarter success is built on. Let’s get into it.

Lock in Your Retail Pre-Order Before You Hit “Launch”

One of the easiest ways to keep post-Kickstarter chaos at bay is to schedule your wide-platform pre-order before the Kickstarter ever goes live. This is because your Kickstarter will bring excitement to people, but they all won’t want to buy on Kickstarter. So, giving them the ability to buy on their platform gives you a lot more buzz, and the ability to gather that interest wherever it is. 

I used to say not to do this, but I’ve come around after seeing that Kickstarter sales didn’t seem to be very affected by retailer sales, while retailer sales could be positively affected by having a campaign live. 

So, I recommend setting the retail pre-order date at least 90 days after you expect Kickstarter fulfillment to be finished. Make sure to use the retailer cover instead of the Kickstarter exclusive one (if applicable).

Why 90 Days?


	
Buffer for the Unpredictable. Even the best-run campaigns can hit a snag—printer delays, freight slow-downs, or an unexpected round of proof corrections. A three-month cushion protects you from angry retail readers who pre-ordered on Amazon and wonder why the release date had to slide.

	
Backer Exclusivity. Your Kickstarter supporters paid first and waited longest; they deserve to unbox their copies well before the book pops up in the wild. Ninety days is enough time for them to feel special, post photos, and stoke buzz that will roll straight into retail launch.

	
Marketing Flywheel. As soon as backers start sharing photos, embed those images in your retailer A+ content, social ads, and newsletter funnels. By the time the Amazon/Apple/B&N date arrives, you’ll have a wave of organic social proof ready to convert fence-sitters.



Scheduling the retail pre-order this way turns your Kickstarter timeline into a neat relay race: backers get the baton first, retail readers grab it next, and you never have to sprint to push a date because the printer hiccupped.

Budgeting 101: Know Your Numbers or Go Home

Nothing will sink a campaign faster than fudging the numbers. We need to know, down to the dollar, what it’s going to cost to deliver your project, and therefore what your funding goal should be. Far too many creators set an arbitrary goal (“$10k sounds nice!”) only to realize later that, even if they hit it, they’ll lose money because they underestimated expenses. Not on our watch. We’re going to build your budget from the ground up, so your funding target is grounded in reality and ensures you won’t be eating ramen for a month because you forgot about shipping costs.

Start by listing all your costs. I mean all of them. Grab a spreadsheet and break down every expense your campaign will incur:


●  Production Costs: This includes anything required to produce the core product and rewards. For a book, that’s editing, cover design, interior layout, printing and binding the books (get quotes for how much each copy costs and multiply by the number you plan to produce), plus any extra goodies like artwork, stickers, bookmarks, etc. If you’re doing an audiobook, include narrator fees or studio costs. If you promised an exclusive bonus story, include editing for that too. Don’t forget manufacturing costs for merch. If you’re making enamel pins, t-shirts, or other swag, get estimates for those items. Essentially, if it’s something you have to pay for to create what you promised to backers, list it here with a dollar figure.

●  Shipping & Fulfillment Costs: This one is huge and often underestimated. For shipping, consider the cost of postage per package for each type of reward (domestic and international). If you’re shipping 100 books domestically at $5 each and 20 internationally at $25 each (just an example), that’s $500 + $500 = $1,000 in postage. Packaging materials are also a cost – boxes, mailers, tape, bubble wrap, labels. They may be cheap each, but it adds up. If each mailer costs $1 and you send 150 packages, that’s $150. If you’re using a fulfillment service or warehouse to ship for you, include their fees. And don’t forget digital delivery costs if any (maybe negligible, but if you need a bigger Dropbox or a shipping software subscription, etc., factor it). Tip: A good practice is to make a mini table of all reward levels and how much shipping each one will require, then sum it up according to your backer count projections. We’ll also talk more about how to charge for shipping. Kickstarter lets you charge it separately, but for budgeting, account for it now so you’re not caught off guard.

●  Marketing Costs: Are you planning to run Facebook ads for your campaign? Paying for a promotional newsletter spot, like a Kickstarter-centric promo service? Printing flyers or posters to promote locally? Any paid marketing activities should be tallied. Even if you’re just boosting a few Facebook posts for $10 a pop or running a small giveaway, list an estimate. It might be $0 if you intend to only use free methods (social media, email, word-of-mouth), which is fine, many do, but I want you to consciously decide that and note it. If you have a budget for ads, put that in. It’s easy to think “I’ll throw some ads in if needed” and then suddenly you’ve spent $300 on ads you didn’t budget for. Plan it now.

●  Kickstarter and Payment Processing Fees: Kickstarter will take 5% of whatever funds you raise right off the top. Payment processors (Stripe for Kickstarter) will take around 3–5% more (it’s usually ~3% + $0.20 per pledge). Altogether, it’s safest to assume roughly 8–10% of your total funds will go to fees. This means if you raise $10,000, you actually net about $9,000 after fees (give or take). It’s not optional or avoidable, so include this in your budget. E.g., if your raw costs add up to $5,000, you’d actually need around $5,500 to cover everything + fees. Earmark 10% for the Kickstarter gods and you’ll be safe.

●  Taxes: I’m not a CPA but know that Kickstarter funds are usually considered income. Depending on your country and situation, you might owe taxes on the profit or revenue. While we won’t delve deep into tax planning here, keep in mind that if you want to be extra safe, you could set aside a portion for taxes if you expect to have significant profit. Many creators ignore this in planning because if you’re spending most funds on delivering the project, the actual taxable profit might be low. Just a note for completeness – consult a professional if needed. One thing I will say is that if you live in the US, inventory you don’t sell the same year you buy can’t be deducted from taxes. It’s called carry-over inventory, and it sucks. 

●  Contingency Fund: Things go wrong. Packages get lost and need resending, costs fluctuate, you might need to order a few extra books, or any of a hundred little surprises. I strongly recommend adding a 5–10% contingency on top of your total estimated costs. It’s like a buffer for the unknown. If you don’t need it, great, that becomes extra profit or wiggle room. If you do need it, you’ll be so grateful it’s there. This prevents the “Oh crap, I’m $300 short because shipping rates went up” scenario.

●  A Little Treat: Budget a little money to get yourself something to celebrate. It might be dinner or a new hat, just something to say, “I did a hard thing.” 



Now, sum up all those costs. This gives you your Total Estimated Cost to fulfill the project. Look at that number. That’s the minimum amount you need to raise in order not to lose money. It might be higher or lower than you expected; that’s okay. This is why we do the math. A lot of creators, if left to guessing, would set a goal too low and then get burned by expenses. You’re not going to be one of them. You’re going to know that if you set a goal of $X, it covers everything.

Once you have the total cost, consider if you want to pad the goal a bit above that or not. Many creators set the Kickstarter goal at just about the break-even point or slightly above, with the intention (or hope) of exceeding it. Why? Because Kickstarter is all-or-nothing. If you set the goal too high and fall short by even a dollar, you get $0. That’s a brutal outcome. Sometimes a lower, reachable goal is smarter, because you can always raise more (so-called “overfunding”) once you hit the goal. There’s a psychological effect where backers are more likely to jump in on a funded or close-to-funded project too, so a reasonable goal can help you gain momentum.

For example, if my total costs are $5,000, I might set the goal at $5,500 or $6,000 to have a tiny buffer and then aim to surpass it. But I likely wouldn’t set it at $10,000 unless I had a solid reason and the audience to match. Remember, you can still get to $10,000 by starting with a $6k goal and then exceeding it. Kickstarter doesn’t shut you off at your goal; it lets you keep raising until the campaign ends. So often the strategy is: set a conservative goal, hit it, then ride the wave of overfunding as high as you can. We’ll talk about stretch goals (extra targets beyond the initial) later in the book. But for now, decide on a funding goal that covers your needs and feels achievable given your earlier reality-check on audience size.

One more reality check: Compare your funding goal to those success criteria you set. If you told yourself “100 backers would be success,” and your goal is $5,000, that means you need an average pledge of $50 per backer to hit it (because $5,000/100 = $50). Is that plausible with the pricing you have in mind? If your main product is a $15 ebook, averaging $50 per backer might be optimistic. But if you have juicy $100 tiers and lots of add-ons, $50 average could be reasonable. Use these comparisons to sense-check your plan: funding goal, backer count, and pricing all have to mesh together realistically. Don’t worry, we’ll dive into pricing in Part II. Just keep it in mind: audience size × average pledge = total funding. All those variables influence each other.

Try not to set a goal lower than your true need out of wishful thinking. If the bare minimum to print and ship your book is $3,000, setting a $1,000 goal “to be safe” is a recipe for pain. You might fund, but you’ll be in the red fulfilling promises. Conversely, don’t bloat your goal out of ego. Nobody cares if you asked for $20k. They care what value they’re getting. A smaller, successful campaign beats an ambitious failure every time. And if you do blow past your goal and rake in more, that’s icing (and perhaps extra profit or extra goodies for your backers).

That said, failure isn’t bad. If you don’t hit your goal then you don’t have to deliver on a project that nobody wants, and that’s okay, too. It’s not great, especially if you love your project, but you can always redesign and relaunch. 

Map Your Timeline

With your budget in hand, it’s time to timeline everything. A Kickstarter isn’t just about hitting the launch button; it’s a full lifecycle: pre-launch preparation, the live campaign, and post-campaign fulfillment. Planning each phase will save you from last-minute scrambles and ugly surprises. Let’s break it down.

The Three Phases

Think of your campaign in three chunks – Pre-Launch, Campaign, and Post-Campaign. Each has its own tasks and milestones. Visualize it as a roadmap:


●  Pre-Launch: this covers all the weeks (or months) leading up to your launch day.

●  Campaign: the period (often 30 days or so) when your Kickstarter is live and collecting pledges.

●  Post-Campaign: after the campaign ends, where you produce and deliver rewards, and continue engaging backers.



We’re going to fill in what happens in each phase and when. Trust me, seeing it laid out on a calendar will both relieve anxiety (“oh good; I do have time to get this done”) and instill urgency (“ah, I really don’t have time to procrastinate that task”). Both are helpful realities to grasp.
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