PLANNING YOUR CAMPAIGN — MAPPING YOUR BACKERS

Using the table below, create a comprehensive list of every person and group you could approach during
your campaign. Then rank them on the likelihood that they will pledge to or support your project.
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EXAMPLES: YOURSELF, PROJECT TEAM EXAMPLES: FRIEND NETWORK, EXTENDED EXAMPLES: PARENTS ASSOCIATION, e e T T el B e e
MEMBERS, IMMEDIATE FAMILY, CLOSEST FAMILY, COLLEAGUES, THOSE THAT RESIDENTS ASSOCIATIONS, LOCAL " BUEIHE.EE-EE FAGEEE{I)K GROUPS SM;LL COMMUNITY GRANTS '
FRIEMDS, YOUR COMMUMNITY SUPPORTERS DIRECTLY BENEFIT FROM THE PROJECT ‘FRIENDS OF' GROUPS '
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EXAMPLE: A-LIST CELEBRITIES WITH A

EXAMPLES: BIG GRANT BODIES, :
SHAMELE: NATIONAL FRESS CONNECTION TO THE AREA OR YOUR IDEA

CORPORATIONS

EXAMPLES: LOCAL CELEBRITIES, LARGE
LOCAL BUSINESSES, THE LOCAL COUNCIL EXAMPLE LOCAL ONLINE COMMUNITY

The people on this list could be anyone: your community supporters, friends, family, o . . .
) ) ) . The likelihood, estimated as a percentage, is what determines the order
local and national newspapers, local businesses, corporates, large grant bodies, council ) ) )
) ) _ . you should approach them in your campaign. Start with the people who
Who Should Be On The List? community funds, social groups, schools, onling groups, local bloggers and celebrities! They How Do | Rank Tham? ]
) ) ] . ) ] ) o : are most likely to pledge (100%, 90%) and then move on to the next levels
might be interested in pledging to or supporting your campaign by donating their time, skills, . . .
until you've exhausted every potential backer on your list.

or promoting it.



