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1. Preface 

This report is part of the SIMCAS project and aims at to analyse the possibilities and requirements 
to be successful in financing sport projects using crowdfunding schemes.  

The need to deliver a paper on this topic stems from the difficulties to guarantee 
sustainability to sport projects under different aspects (e.g. social, environmental, 
etc.), but mainly from an economic point of view, meaning the capacity to raise 
financing to implements sport activities, and in particular for multi-years projects.  

All project partners also stated that they are focused on traditional funding channels, 
such as public grants and sponsorships from the private sector, while not knowing 
clearly or being rather skeptical about innovative tools such as crowdfunding. The 
main reluctance of sports organisations to use this instrument is often due to a lack 
of knowledge about it. Among the main observations is the fact that it is too 
complicated and not suitable for small sports clubs. 

This document intends, to provide an answer to these doubts: 

- explaining that there are different schemes of crowdfunding that can provide 
a response to different types of sport projects;  

- illustrating the main advantages and disadvantages of each form of 
crowdfunding and thus indicating which scheme of crowdfunding better fits 
with what kind of project;  

- presenting real examples of successful stories that demonstrate that this tool 
can be applied also by small sport association; providing tips and a list of 
questions that can guide sport associations to assess and implement a 
successful crowdfunding campaign. 

2. Introduction 

Certainly, financial sustainability represents for sport organizations and projects, 
mainly the ones that have social goals, a relevant challenge. Indeed, even though the 
sport industry represents an important element in the GDP production and sport 
activities are recognised as a relevant tool for a healthy and balanced growth of 
people, mainly youth, sport clubs and associations can often operate only thanks to 
volunteers that provide their time and expertise to train and form athletes. Sports 
clubs, in fact, generally have great difficulty in raising funds to finance their activities.  
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The sport industry plays an important role for the economy at EU level. In 2019 1.37 
million people worked in the field of sport in the EU-27 with an annual average growth 
rate between 2014 and 2019 of 3.1%1, higher than the rate registered for the total 
employment in the same period (1.3%). In 2019, employment in sport represented 
0.69 % of total EU-27 employment. Those figures involve professional and non-
professional athletes as well as sport-related jobs outside the sports sector, e.g. 
school sport instructors. 

In addition to have a relevant impact in the European labour market, sport activities 
play also a relevant social role within the community in which they operate by 
increasing the social capital, combating discriminations, increasing health and well-
being, creating friendship and networking, and fostering democratic participation 
among organisational members. Different researches have demonstrated that 
physical culture has a positive influence on both physical and mental health as, among 
others, it boosts self-esteem2 and reduces anxiety and depressed mood3. 

Although sporting activities play such an important role in society from an economic 
and social point of view, there are very few financial institutions dedicated to sport, 
and therefore sport operators have difficulty in obtaining financing for their activities.  

It is above all small sports organizations that allow the practice of grassroots sport at 
a non-competitive level that play an important social role. And it is precisely these 
associations, unstructured from an organizational point of view, which present the 
greatest financing problems. In fact, large professional clubs can benefit from well-
structured organizations which usually include also financial experts and dedicated 
financing channels (e.g. broadcasting rights, merchandising, supporters donations, 
etc.); sports clubs that practice sports at a semi-professional level are usually able to 
secure income from private sponsors (that often are also the owner of the club) 
thanks to the visibility they are able to provide to the sponsor; sport organizations 
that practice grassroots sports are usually not well structured from an organizational 
point of view, lacking for example of fund raising professionals, cannot provide large 
visibility to potential sponsors, operating at a local level without organising relevant 
events, and often are targeting disadvantaged persons that have difficulties to pay 
market standard monthly fees. 

 
1 Eurostat, https://ec.europa.eu/eurostat/statistics-explained/index.php?title=Employment_in_sport 
2 Ziemianek, P., Jendrysik, K., Horodecki, M., & Knapik, A. (2015). Self-esteem and the value of body in people who exercise 

regularly at the gym - the results of pilot studies. Quality in Sport, 3(1), 61-67. 
3 Haris, A. H., Cronkite, R., & Moos, R. (2006). Physical activity, exercise coping, and depression in a 10-year cohort study of 

depressed patients. Journal of Affective Disorders, 93(1-3), 79-84. 

https://ec.europa.eu/eurostat/statistics-explained/index.php?title=Employment_in_sport
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The difficulty and uncertainty in finding the necessary funding to carry out sport 
activities force most sport clubs to make short-term plans (maximum one year) and 
this often undermines the possibility of fully expressing their potential and of 
replicating and making even successful projects are sustainable.  

If this is true in normal economic conditions, the situation has been aggravated by the 
economic crisis that Europe has experienced in the last decade with three negative 
economic cycles: 2008-2009 with the collapse of subprime mortgages in the United 
States which had effects all over the world, especially in developed countries such as 
Europe; 2012-2013 with sovereign debts in Europe; 2020-2021 with the arrival of a 
company paralysis following the diffusion of the Coronavirus pandemic. To suffer the 
most from the long downturn in global economy was mainly the middle class and 
citizens placed at the bottom of the socio-economic scale which represent the major 
part of the population living in Europe and the main clients of sport clubs, both in 
terms of direct users (persons that do sport) or indirect users (spectators). 

The worsening of economic conditions has therefore affected the economy of sport 
clubs from various points of view: a) reduction of “retail” income due to the cut in the 
budget dedicated to sport by middle/lower class citizens; b) reduction of corporate 
sponsorship due to the bankruptcy of some companies or the worsening of their 
economic accounts; c) reduction of disbursements by public entities that have been 
forced to reduce their spending capacity and/or to allocate a substantial part of their 
budget to contingent expenses (e.g. actions to reduce the diffusion of Coronavirus). 
Consequently, in the last year, sports clubs have recorded a sharp reduction in the 
already poor financial resources, a situation that will certainly continue in the coming 
years due to the persistence of economic difficulties and Covid pandemic restrictions 
and burdens. 

Last but not least, the long period of lockdown due to pandemic has also created 
psychological problems and led to a laziness of people who have reduced sporting 
activity, even after the lockdown phase. This means that sport clubs have to invest a 
lot to “re-energize” those persons and bring them back to practice sport. 
 
These critical economic and psychological problems impose sport clubs to be more 
effective in their fund raising activity adopting a more structured and professional 
approach. They will be required to be more innovative in order to offer more 
attractive activities to bring back the sportsmen who have abandoned and more 
professional to submit projects to potential funders in a more competitive way. The 
use of new financing tools can represent a valid solution to the fundraising challenge 
also for small clubs. 



 

7 

 

The present document intends to provide some guidelines and examples for the use 
of a new funding channel: the crowdfunding. The document is split in three parts: the 
first part describes the crowdfunding, which can be used as a diversification approach 
to finance specific sport activities. In the second part some case studies presenting 
different successful financial strategies are described. Case studies refer to projects 
financed with crowdfunding or other similar approaches based on a project oriented 
fundraising strategy. Key elements for the success of the strategy are underlined. In 
the third part a guide in the form of questions is provided; it will support the reader 
in an analysis of its strengths and weaknesses and in defining a correct financing 
strategy, and will provide some recommendations to draft an effective project 
proposal to be submitted to potential funders. 
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SOURCES OF FINANCING FOR SPORT ACTIVITIES 
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3. The main sources of financing for sport activities 

The different forms of financial support to sport activities and operators can be 
grouped based on different criteria, two of them are: 

a. type of support:  
✓ in kind: it includes all the support provided by public and private 

operators, for example in the form of facilities made available to practice 
sports, and citizens doing volunteering. Examples have also been 
provided in the report “The Making of Inclusion” developed during this 
project where in the analysis of case studies it has been evidenced that 
“In Greece, …….. Arsis FC has relied on the contributions of many actors 
in the starting phase: the Aristotle University of Thessaloniki provided 
medical services, the European Commission funds for a football trainer, 
while the Heinrich-Böll-Stiftung Foundation donated equipment, not 
considering the partnership covering organizational aspects”; 

✓ financial: it includes the financial support provided usually by public 
entities at local, national and international level or by companies for 
example under the form of sponsorship or also by private citizens with 
donations. 

b. provider: 
✓ Public support: it includes local, national and international public entities 

that have specific programmes for sport clubs and activities. However, it 
is not strongly applied by politicians because, as underlined by Krupta4, 
“investment in physical activity by public authorities is often politically 
unprofitable. The effect of these actions is long-term, therefore, it is often 
put away for the benefit of other urgent investments”. Public resources, 
mainly at local level, are often difficult to obtain and are not enough to 
support all needs of sport associations. The most relevant support 
provided by local operator is usually represented by “in-kind” support 
providing free of charge or at a below market-price, the facilities 
necessary to practice sport; 

✓ Fees from associates or other self-financing activities: small clubs, 
especially those that practice grassroots sports, find the most important 

 
4 Dorota Krupa, Agnieszka Żołądkiewicz-Kuzioła, Damian Walczak, Crowdfunding in financing sport activities, Journal of 

Physical Education and Sport · October 2020. 
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source of funding in the fees paid by their members. Other clubs are able 
to finance some activities thanks to some assets that can be rented. For 
example, “In Germany, the initiative titled “Tentaja” sustains itself thanks 
to self-financing through economic activities like rentals of facilities”5 

✓ Private single support: it includes support provided by one specific 
private entity for a club or a specific event (e.g. sponsorship, bank loan, 
etc.). This is one of the most used financial channel. Mainly for small 
clubs, it is based on personal relationships, and thus the existence of a 
large network is strategic for being successfull in this case. The economic 
crisis, as indicate above, has however strongly reduced the capacity of 
private companies to financially support local sport clubs and 
associations; 

✓ Private crowd support: financing provided by a group of people through 
dedicated platforms (e.g. crowdfunding). This is an innovative form of 
financial support that has been widely used in other sectors and recently 
applied also to finance sport projects. 

Usually clubs and associations use all the different forms of financing mentioned 
before, focusing on the one where they are more comfortable or for which they have 
more expertise. This strategy has also been underlined in the report “The making of 
inclusion” developed during this project, where from the case studies collected it has 
been evidenced that “… [the best practices gathered] have been relying on a wide 
spectrum of institutional actors. They can be included in classic two categories of 
public and private. The general rule is the involvement in a single program of actors 
from both domains. It is common, indeed, for the organizers of these practice to 
receive support from various governmental bodies and, at the same time, to 
communicate with private interests. Private actors usually means non-profit 
enterprises, NGOs, and organizations related to the practice of sport. Though, the 
participation of for-profit actors in the role of sponsors and providers of goods and 
services is not uncommon. What is probably interesting is the involvement of a group 
of public actors, such as educational institutions and labour market-related actors, in 
some of the best practices.”  

The empirical research developed during the project has also evidenced that “three 
kinds of [financial] models of development seem the most relevant: the first one, 
where private bodies such as foundations and associations provide the momentum to 
start the initiative; a second one, where public institutions, through specific funds and 
calls for programs, encourage the creation of initiatives; and the third one, where 

 
5 Simcas Project, The Making of Inclusion, 2021. 
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grassroots initiative is more evident in the starting phases and only in a later phase 
are private and public actors involved in the program. 

In any case, the capacity to diversify and be successful on the fundraising depends 
mainly on two factors: networking and internal skills.  

The existence of a large and diversified network is crucial for the success of the 
fundraising campaign of sport associations given that it facilitates contacts with 
different potential funders each with specific goals and funding rules. In this respect, 
the case studies collected in the abovementioned report have evidenced that “more 
populated cities can offer the possibility of wider networks, which are essential to the 
constitution of sustainable social programs, as well as increased opportunities for 
funding and advocacy. However, these conditions cannot be excluded in smaller 
communities which might as well benefit from a more direct contact with institutional 
bodies”6. Whatever is the localization of the sport association, “what is more relevant 
is the wide range and number of actors that each project needs to have relations with 
in order to sustain itself. The common strategy is to have as many as possible 
supporters in order to guarantee a certain degree of stability and continuity: a greater 
number of partners is a protection to sudden withdrawals of funds” 7. 

The skills of the internal management to leverage on the opportunities offered by the 
territory represent a crucial element for an effective fundraising campaign given that, 
among others, it facilitates the diversification of funding and is strictly connected also 
with the capacity to develop a large network. A clear example is provided by the case 
of “Tam Tam Basket” in Castel Volturno, Italy, where the club, as detailed in the 
section dedicated to case studies, has been able, supported by persons with the right 
skills, to successfully implement different crowdfunding campaigns, diversifying the 
sources of funding.  

Good and differentiated internal skills as well as a large and diversified network can 
represent a solution to the financial weakness and discontinuity of sport and social 
projects; “discontinuity of human and material resources are a serious issue which 
arises during the evolution of projects that are in themselves innovative, inclusive and 
effective. To avoid interruptions in ongoing programs which are vital to recipients, 
grassroot organizations adopt various tactics to diversify supporters, basing on the 

 
6 Simcas Project, The Making of Inclusion, 2021. 
7 Simcas Project, The Making of Inclusion, 2021. 
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assumption that a greater number of partners is a protection to sudden withdrawals 
of funds” 8.  

While the in-kind support as well as public and private single support are more used 
as financing channels and adequately known also for small clubs, the private crowd 
support in not widely known and requires specific know how. Also during the research 
phase of the SIMCAS project it has been evidenced that a “precautionary strategies 
[to reduce financial fragility] is that the networking capacity of sport grassroot 
organizations is not infrequently strengthened. Their ability to communicate and 
interact with public authorities, private actors and social partners within local 
communities becomes a sort of shield to safeguard activities and services of capital 
importance, which could abruptly end due to the lack of economic resources”. 
Networking is usually developed at local level mainly with institutional and/or 
relevant private actors, while few efforts are usually devoted to include in the 
network single private operators worldwide that, if correctly stimulated, could 
represent a new financing source for specific projects. 

Thus in the following paragraph it will be explained how a large number of small 
potential contributors can be involved in the financing of projects through 
crowdfunding platforms, presenting the main advantages and problems.  

4. The crowdfunding as alternative source of financing for sport activities 

Crowdfunding is a method to raise financing from a large number of people (crowd), 
each providing small amounts of money, using internet. It started “in an organized 
way in the wake of the 2008 financial crisis largely because of the difficulties faced by 
artisans, entrepreneurs and early-stage enterprises in raising funds”9. 

It represents today an important source of funding, alternative to the traditional 
financial channels (banks, business angels, venture capitalists, etc.), mainly to support 
innovations, entrepreneurial ideas, and ventures in all sectors: agriculture, 
construction, education, information and communication, transport, culture and also 
sports. In recent years, it has become a relevant market: it is estimated that globally 
crowdfunding market had a value of $ 17.2 billion in 2020 and is expected to reach $ 
34.6 billion by 202610. 
 

 
8 Simcas Project, The Making of Inclusion, 2021. 
9 Crowdfunding’s Potential for the Developing World. 2013. InfoDev, Finance and Private Sector Development Department. 

Washington, DC: World Bank. 
10 https://www.marketdataforecast.com/market-reports/crowdfunding-market.  

https://www.marketdataforecast.com/market-reports/crowdfunding-market
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The crowdfunding market at the European level has serious development delays 
compared to other major world economies mainly due to the absence of a common 
legislation that allows crowdfunding platforms to operate at the EU level. The 
different rules existing in each EU country have led to inefficiencies and high 
operational costs for crowdfunding platforms, reducing their ability to raise funding 
for projects.  

This problem has been addressed by the European Commission since October 2013, 
when it launched a public consultation to explore the potential benefits and risks of 
crowdfunding and to define and design an optimal policy framework to facilitate the 
development of this innovative financial tool. The following year the Commission set 
up the European Crowdfunding Stakeholders Forum (ECSF), a group of experts which 
aimed to assist the Commission in promoting the tool and exchanging best practices. 

However, it took about 6 years to draft an EU Regulation on the subject: the 
Regulation on European Crowdfunding Service Providers (ECSP) for business. This 
Regulation entered into force on 10 November 2020, with the provision of a 
transitional period of 12 months. The Regulation will thus enter into force on 10 
November 2021, applying directly throughout the EU. This ECSP legislation defines 
uniform rules across the EU for the provision of crowdfunding services, allowing 
platforms to apply for an EU passport based on a single set of rules. In this way, 
Crowdfunding platforms are facilitated in offering their services throughout the EU 
with a single authorization. An in-depth analysis of the regulations can be found in 
Box 1. 

Box 1: EU legislation on crowdfunding 

 
 
 
  

REGULATION (EU) 2020/1503 of the European Parliament and of the Council 
of 7 October 2020 on European crowdfunding service providers for business, 
and amending Regulation (EU) 2017/1129 and Directive (EU) 2019/1937 

 

The new EU’s Regulation (ECSP Regulation 2020/1053) was approved on 07 October 

2020 and published in the EU’s Official Journal on 20 October 2020. It is accompanied 

by Directive (EU) 2020/1504 (ECSP Directive) which amends the scope of MiFID II by 

adding Crowdfunding Service Providers (CSPs) authorised under the Crowdfunding 

Regulation to the list of exempted entities. Both the ECSP Regulation and ECSP 

Directive will enter in to effect on 10 November 2021, after a 12 month of transitional 

period. While the ECSP Regulation has direct effect, Member States have six months’ 

time to implement the ECSP Directive into national law. 
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The Regulation applies to loan-based crowdfunding (where persons acting as lenders 

use the platform of the CSPs to lend on the expectation of a return through interest 

payments and the repayment of principal) and to investment-based crowdfunding 

(where persons invest in new or established businesses by purchasing shares).Are 

excluded from the Regulation other types of crowdfunding, such as donation-based 

crowdfunding or reward-based crowdfunding (were investors do not expect financial 

rewards), because are not considered financial services and projects that need to raise 

an amount larger than €5,000,000 over a period of 12 months (which will instead be 

subject to the rules set out in MiFID II and Regulation EU 2017/1129, crowdfunding 

offers where project owners are consumers). 

The Regulations will substitute existing fragmented national legislations in order to 

create a common EU legislative environment that should facilitate the increasing use 

of this financial instrument at EU level, with the hope to reach the dimension of the 

most advanced countries (e.g. USA, United Kingdom, China). Indeed, currently, 

various EU Member States have already in place a regulatory regime for crowdfunding 

services, but this has resulted in a significant divergence as regards the conditions of 

operation of the platforms, the scope of permitted activities, the licensing requirements, 

etc.. The highly fragmented legislation and the limitations in operations from a 

geographical point of view have been indicated as the main causes of the reduced 

development of crowdfunding in Europe because of the increased costs and restrictions.  

During the transitional 12 months switchover period a person carrying out activities 

that are covered by the ECSP Regulation and ECSP Directive may continue to conduct 

such activity until 10 November 2022 under the existing national regimes. However, 

platforms that are authorized under national law, in order to continue to operate under 

the EU legislation have to obtain a new authorizations based on the procedures 

indicated in the new Regulation. If crowdfunding service providers are not able to 

obtain an authorization under the ECSP regime by November 10, 2022 they can not 

issue any new crowdfunding offers after that date but may continue, in accordance 

with applicable national law, to manage existing contracts, including collecting and 

transferring of receivables. 

Persons outside of the EU-27 will need to be authorized as ECSPs in order to undertake 

business in and across the EU-27. 

The new legislation has also included provisions and requirements that mainly tend to 

guarantee potential investors (e.g. credit risk assessment of the crowdfunding project 

and project owner, minimum due diligence of the project owner to assess, for example, 

the absence of criminal record and the non-establishment in a high-risk country, 

absence of conflicts of interests and prevention rules, clear and not misleading 

marketing communications, assessment test for investors, etc.). 
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The Regulation guarantees a stronger protection framework for investors, by 
defining, inter alia, clear criteria on information disclosure for project owners and 
crowdfunding platforms, governance and risk management principles for 
crowdfunding platforms, strong and harmonised supervisory powers for national 
authorities overseeing the functioning of crowdfunding platforms11. 

The large and fast growth of crowdfunding worldwide has determined that many 
researcher and organizations have analysed this phenomenon, forming different 
definitions each of which highlights specific characteristics. Box 2 includes some of 
those definitions12. From them it is possible to extract some specific elements that 
characterise the crowdfunding: the use of a third party platform, the use of internet, 
the involvement of a large number of people that provide small amount of money, 
the possibility to provide capital in different forms (equity, loans, donations).  

Box 2 – Some definitions of crowdfunding 

 
 
 
 
 

 

 

 

 

 

 

 

 
11 https://ec.europa.eu/info/business-economy-euro/growth-and-investment/financing-

investment/crowdfunding_en 
12 A more detailed analysis of different definitions of crowdfunding can be found in Mokter Hossain and Gospel Onyema 

Oparaocha, Crowdfunding: Motives, Definitions, Typology and Ethical Challenges, https://doi.org/10.1515/erj-2015-0045. 

  
 

REGULATION (EU) 2020/1503 of the European Parliament and of the Council of 
7 October 2020 on European crowdfunding service providers for business, and 
amending Regulation (EU) 2017/1129 and Directive (EU) 2019/1937 

 

Crowdfunding represents an increasingly important type of intermediation where a 

crowdfunding service provider, without taking on own risk, operates a digital platform 

open to the public in order to match or facilitate the matching of prospective investors 

or lenders with businesses that seek funding. Such funding could take the form of loans 

or the acquisition of transferable securities or of other admitted instruments for 

crowdfunding purposes.  
 
Crowdfunding’s Potential for the Developing World. 2013. InfoDev, Finance and 
Private Sector Development Department. Washington, DC: World Bank 
 

Crowdfunding is an Internet-enabled way for businesses or other organizations to raise 

money – typically from about US$1,000 to US$1 million – in the form of either 

donations or investments from multiple individuals. 

 

 

https://doi.org/10.1515/erj-2015-0045
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Before going into the details of the types and characteristics of crowdfunding, it is 
good to specify some terminology (Box 3) usually used by crowdfunding operators, 
for an easy understanding of how this financial tool works. 

Box 3 – Crowdfunding glossary of terms 

 

 

 

 

 

 

 

 

 

 

 

 

 

All-or-nothing campaign: when a crowdfunding campaign is started, the Initiator has 

to indicate, among other things, the amount needed. If it is selected the scheme “all-

or-nothing” the beneficiary receives the collected funds only if the initial threshold has 

been achieved. If in a given period of time the total amount requested is not achieved, 

the collected funds are paid back to donors. 

 

Funder: an individual who provides funding for the projects published on the platform. 

The Funder can thus be named also generally “crowdfunders”, or more specifically, 

based on the type of financing provided (equity or loan, with or without reward), 

“investor”, “lender”, “donor”, etc.  

 

Equity: by providing equity, the Funder, who becomes a Shareholder, will take the 

ownership of a piece of a company that will implement the project and will also bear 

all the risks associated with the project, including remuneration and the possibility of 

losing the finance provided. The Equity differ from a Loan which, on the other hand, 

gives the Funder (that is named Lender) “only” the right to receive the money back 

remunerated with a pre-agreed interest rate. The risk associated to the position of 

Lender is lower than the one of the Shareholder given that the remuneration and 

reimbursement of the loan should happen before the one of the Shareholder. 

 

 

New Approaches to SME and Entrepreneurship Financing: Broadening the 
Range of Instruments, OECD, 2015 

 

Crowdfunding is a technique to raise external finance from a large audience, rather 

than a small group of specialised investors (e.g. banks, business angels, venture 

capitalists), where each individual provides a small amount of the funding requested. 
An Empirical Analysis of Crowdfunding, Lambert, Thomas, and Armin 

Schwienbacher. 2010. Available at SSRN: http://ssrn.com/abstract=1578175 

Crowdfunding is an open call, essentially through the Internet, for the provision of 

financial resources either in the form of donations or in exchange for some form of 

reward and/or voting rights in order to support initiatives for specific purposes. 
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4.1. Types of Crowdfunding 

There are different types of crowdfunding and one criterion to classify them can be 
based on the reasons that push the funder to participate in the crowdfunding 
campaigns. Indeed, a funder can decide to participate in a project for purely altruistic 
reasons, for emotional motives or for financial purposes. For example, while 
investments in businesses are usually motivated by financial reasons, the 
participation in sport projects is often driven by emotional factors. It can then be 
possible to distinguish the following types of crowdfunding: 

➢ Donation based crowdfunding, 
➢ Reward based crowdfunding, 
➢ Debt crowdfunding, 
➢ Equity crowdfunding. 

Initiator: the person, team or organization who initiates the fundraising campaign on 

a crowdfunding platform for a particular project. There are alternative names used 

for the initiator such as “crowdfundee”, “founder”, “receiver”, “beneficiary”, etc.  

Keep-what-you-raise campaign: differently from the “All-or-nothing campaign”, in 

this case the beneficiary can keep the funds collected at the closing of the campaign 

even if the total amount is below the threshold. 

 

Platform: a website that permits Initiators to present his/her projects and ideas to 

potential Funders. The Platform hosts the documentation provided by the Initiator 

regarding the project (e.g. project description, pictures, audio, etc.) and promotes it 

among potential Funders. In addition, the Platform manages all the processes 

required to collect the money and transfers it to the beneficiaries. The platform is 

operated by third parties and for this service charges a management fee.  

 

 

Project: is the idea that the Founder intends to develop and for which is asking 

financial support. 

 

Remuneration: is the compensation provided to the Funder. It can be a financial 

remuneration (e.g. interest rate for the Lender, dividends for the Shareholder), or can 

take other forms such as an object related to the Project (e.g. a t-shirt signed by a 

leading sportsman), or even can be an intangible such as a letter of thanks. In the last 

cases it is usually called Reward. 
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4.1.1. Donation based crowdfunding 

In donations-based crowdfunding donors provide financial support to people or 
projects without expecting any return. In other words, fundraisers do not offer 
monetary returns or in-kind payments to donors. This form of crowdfunding is used 
primarily in the non-profit sector to support various causes (social, environmental, 
charitable). This form of crowdfunding is largely used in North America.  

It is possible to distinguish two subcategories of donation-based crowdfunding:  

(i) personal campaigns: when the beneficiary is an individual or a small 
community which rise money to satisfy a specific need. Examples include 
campaigns to fund medical treatment, education, or personal hobbies;  

(ii) charity: the fundraiser is a registered charity which can raise the money for 
a specific project or in general to finance its activities (e.g. environmental 
campaigns, restoration of cultural sites, etc.).  

The main advantage of donor crowdfunding consists on the fact that the Initiator can 
promote his/her project/needs on a large audience, also outside his/her normal 
network, with the possibility to more easily reach the financial goal.  

On the other side, there is a strong risk that the proposed fundraising campaign are 
fake and created for purely selfish reasons not disclosed to donors. This risk can be 
relevant when a campaign is created by an individual, while it reduces if the project 
to be financed is promoted by a well know organization.  

Before starting a donor based fundraising campaign, it is important to deeply consider 
all the costs and activities that it involves. Indeed, at the end of a successful campaign 
it could the discovered that the net benefit is not relevant and not adequate to fully 
implement the proposed project. Some elements to be considered are: (i) the cost of 
the platform which is usually a percentage of the fees collected from each donation, 
(ii) the information that have to be provided before, during and after the project to 
donors, to promote the project, to show that funds are being used correctly to 
achieve the planned goals, to demonstrate that the planned goals have been 
achieved, (iii) the payment of taxes, based on the existing regulation. 

This model of crowdfunding has been largely used also by professional individual 
athletes and teams to fund expenses of training, equipment, and travel to 
competitions. For example, many Olympic athletes from the United States and 
Canada (as well as the Jamaican Bobsled Team) successfully used the donation 
crowdfunding model to finance their participation to the Sochi Winter Games. Also 
sport project/activities promoted by small associations can benefit from this form of 
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crowdfunding. Indeed, among the different forms of crowdfunding, this is the most 
suitable to small associations that do not have the possibility to provide neither 
financial remuneration nor other attractive rewards (e.g. the t-shirt of a famous 
footballer, free tickets for a competition, etc.) to donors. 

In Box 4 are listed some crowdfunding platforms that are specialised with donation 
crowdfunding and, in some cases, have a special section dedicated to sport projects. 
Those web sites can represent a useful source of ideas to be replicated. 

Box 4 – List of donation crowdfunding platforms 
 
 
 
 
 
 
 
 
 
 

4.1.2. Rewards based crowdfunding 

Reward-based crowdfunding is the most popular type of crowdfunding. In reward-
based projects, in exchange for their contributions funders receive tangible but non-
financial benefits. The reward can have different forms, based on the specific project: 
it can be a token of appreciation (artist’s autograph, mentioning the donor’s name in 
the credits, T-shirt, etc.) or the pre-purchasing of a product (the one for which the 
campaign is raised) or a service related to or also different from the typical activity of 
the beneficiary. Even though this method offers backers a reward, it is generally 
considered a subset of donation-based crowdfunding since there is no financial or 
equity return. 

This category of crowdfunding is primarily used to fund art (movies, music) and for 
the development of new products and innovations. Indeed, this form of crowdfunding 
can be of particular interest for entrepreneurs who want to introduce a new product 
in the market. In those cases, indeed, the crowdfunding campaign may be used as a 
market research: the entrepreneur can receive feedbacks from the pre-purchasers on 
the new product/service and can thus have an additional element to forecast the 
potential demand.  

 

➢ https://charity.gofundme.com/c/why-gofundme-charity 

➢ http://fundly.com/benefit/ 

➢ https://nonprofiteasy.com/ 

➢ https://www.mightycause.com/ 

➢ https://www.justgiving.com/ 

➢ https://www.gofundme.com/ 

➢ https://fundrazr.com/ 
 
 

 

 

 

https://charity.gofundme.com/c/why-gofundme-charity
http://fundly.com/benefit/
https://nonprofiteasy.com/
https://www.mightycause.com/
https://www.justgiving.com/
https://www.gofundme.com/
https://fundrazr.com/
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Reward crowdfunding can be successful also to raise financing for sport projects. 
Indeed, it is easy to have fans that are willing to financially support an athlete or a 
team or a specific project of a club in exchange of rewards from his/her preferred 
athletes/team/club. In box 5 there is a list of rewards suggested for fundraising 
campaigns dedicated to sport in the platform “sportfunder.com”, one of the most 
active crowdfunding platforms specialised on sport.  

Also in this case, the Initiator of the crowdfunding campaign can benefit from the 
large audience provided by the platform that can be used also, for example, to give 
more visibility to the main sponsor of the sport association. This could increase the 
interest of direct sponsors which, in that case, could reach a worldwide exposure. The 
same can be in case the reward is a product of the main sponsor, that can thus be 
distributed to a larger target.  

Also from the risk side, in addition to the risk of fake campaigns as before, in this case 
there is the possibility that the reward will not be delivered or is different from what 
promised. Considering the low economic value of the reward, in case of not 
performing by the initiator, the Funder usually does not starts a law suit which would 
only have as effect an increase in the costs sustained.  

As for the Donation based crowdfunding, it is important to carefully evaluate all costs, 
including, in this case, the costs for the rewards (which should include, if the case, the 
costs to deliver the reward) and the fees to be payed to the platform. 

Box 5 – Examples of rewards for sport projects 

 

✓ Shout-out: a public shout-out and thank you message on your social media 

channels. 

✓ Souvenirs: sending or bringing back an item or postcard from one of your 

sports-related travels, such as a competition abroad. 

✓ Crafts: handmade items you can send to a contributor, such as a knitted hat or 

scarf. 

✓ Experience: an opportunity to train with you or see you compete. 

✓ Merchandise: clothing, equipment, signed photographs or posters 

✓ Challenges: promise to do 20 push-ups for every $200 contribution 

✓ Lessons: with you or the coach 

✓ Visibility: an opportunity for sponsors to put their logo on your gear or 

clothing, have you participate in promotional events, and so on. 

✓ If you already have a sponsor, they might give you products you can use as 

rewards. 

 
 Source: https://sportfunder.com/handbook 
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4.1.3. Debt crowdfunding 

Debt crowdfunding, also known as lending-based crowdfunding, is based on a lending 
contract based on which the funders (that in this case are also called lenders) can 
directly lend money to fundraisers or, in alternative, can invest in a debt instrument 
issued through the platform that collects the financing needed to the project. With 
the support of the platform this form of crowdfunding builds a direct relationship 
between lenders and borrowers. In this case, the lender plays the role of a bank, 
bearing risks and receiving the remuneration that consists on an interest on the 
capital invested. The interest rate is usually lower with respect to the one requested 
by a bank. Also the costs associated to the loan are lower than the one requested by 
banks while the timing process is faster. Good platforms support the lender in the 
decision making process by providing a rating in order to give a synthetic information 
regarding the degree of risk of the project.  

It is possible to distinguish different types of lending crowdfunding: 

a) based on the subjects involved it is possible to distinguish: 
i. person-to-person (P2P) lending: is a contract where individual funders 

lend money to individual fundraisers and entrepreneurs. This are usually 
micro-loans requested by individuals; 

ii. person-to-business (P2B) lending: in this case, instead, individual 
funders provide financing to entrepreneurs. Often this loans are 
requested by start-ups or small enterprises with high potential growth 
rate;  

iii. business-to-business (B2B) lending: is a scheme were SMEs finance 
other SMEs; 
 

b)  based on the key objective promoted by the platform, it is possible to 
distinguish:  

i. non-profit lending: funders are not remunerated for the amount 
invested, but they can just receive back the sum lent. Platforms that 
provide this kind of crowdfunding usually target geographical area or 
populations that are disadvantaged in obtaining financial services. 
Examples are Kiva13 and Zidisha14; 

 
13 www.kiva.org 
14 www.zidisha.org 

 

http://www.kiva.org/
http://www.zidisha.org/
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ii. socially oriented lending: loans are provided to support specific 
communities or geographic regions and are remunerated with a low 
interest;  

i. commercial lending: are loans that provide a remuneration based on the 
implicit risk profile of the project/fundraiser. Platforms that give this 
opportunity are generalist and offer all the possibility to invest in a large 
range of projects. 

 
The main benefits for the Initiator consist on the possibility to obtain financial sources 
bypassing the banking system, the reduction of costs in terms of interest rate and 
assessment costs, the timing to obtain the sums requested that is shorter, can be 
made for very low amounts and is very easy and fast to be requested, gives the 
possibility to access a worldwide audience. The lender, on the other side, has the 
opportunity to support a project having back the money invested (differently from 
the donation and reward based crowdfunding) and, in some cases, with an interest 
rate that is related to the risk of the financed project. 

Considering that the main expectation of the investor is to receive back the sum lent 
possibly with a remuneration, the major risk is that the beneficiary will not be able to 
pay-back the amount received, thus the main risk for the lender is to lose the amount 
lent that, indeed is unsecured, meaning that there are no guarantees in case of 
default of the beneficiary. However, it is important to underline that the default rate 
for the debt crowdfunding is very low (ca. 2%). 

From the fundraiser point of view, the main risk consists on the fact that given that it 
is very simple to submit a request and that there isn’t a deep control, at least for the 
small amounts, the fundraiser can easily overestimate the amount of money that is 
able to pay-back, with the consequence of going in default.  

This kind of crowdfunding in sport is often used to finance the construction of new 
infrastructures or the renovation of existing ones (e.g. playground, sports hall, energy 
efficiency investments, etc.). While it is true that the investor may have an emotional 
attachment to the issuer (a club or a team, or a single athlete) the main driving force 
is usually represented by the promise of a future financial return to the investor. 

4.1.4. Equity crowdfunding 

Equity crowdfunding allows private and institutional investors to acquire capital of a 
company in exchange for the funding disbursed, and thus become a shareholder of 
the company. 
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The responsibility for the analysis of the business, as well as all risks related to the 
invested company, remain on the investor who can lose the whole amount invested 
in case of default of the target company. Given that not all investors are capable to 
make a correct analysis of the business, in some cases, there is an accredited 
professional investor who takes the lead in the project and carries out the due 
diligence, negotiates the investment terms with the company raising finance, and 
makes the first investment. After that, the crowd is invited to co-invest at the same 
conditions. This case is called “investor-led model” or “syndicate funding”. In this 
case, non-experienced investors can benefit of the analysis of a professional investor. 

As in the other forms of crowdfunding, the platform provides support to promote the 
project and manage all the cash transactions and in return is remunerated by a 
management fee. 

The equity crowdfunding is mainly used by start-ups and SMEs, and in general by 
companies that can produce cash flow to remunerate the shareholders. Hi-tech 
companies have strongly benefited by this form of crowdfunding. 

Given the high risk of this form of fundraising, equity crowdfunding is subject to high 
levels of regulation which differs from country to country and determines the limits 
of application of this fundraising tool. 

The equity crowdfunding has been used also in sport projects mainly with two goals: 

a) financing of specific projects that can produce cash flow to remunerate 
investors. For example, in different cases the equity crowdfunding has been 
used to implement energy efficient measures in sports halls. The energy savings 
provided by the project would free up cash to be used to remunerate the 
investments (see box 6). The investment is made mainly based on a financial 
analysis that demonstrates the capacity of the project to provide an adequate 
remuneration to the investors;  

b) financing the general activity of the club. Here the main reason that drives 
investors to participate in the fundraising is not so much the financial 
remuneration as the excitement of the fans owning part of the club. In this 
case, indeed, is the emotional attachment to the club that drives the 
investment selection rather than the economics of the transaction. In some 
cases, club membership also offers non-financial benefits (e.g. priority seats, 
behind-the-scenes access, etc.) that can be valued by die-hard fans far more 
than potential dividends. 
 

Box 6 – Equity crowdfunding to finance energy efficiency measures in sports hall 
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When projects can produce sufficient positive cash flow to adequately remunerate 

investors, the equity crowdfunding scheme can be considered to raise the necessary 

financial resources. 

A type of project that can meet to this criterion within the sports sector concerns 

investments related to the improvement of the energy efficiency of the facilities (e.g. 

sports hall). The cost of energy, indeed, is often one of the major costs for a sporting 

club, mainly for the ones that manage a swimming pool or a sports hall. In this case, in 

fact, the operator that implements energy efficiency investments such as led lighting, 

trigeneration plants, thermal insulation, etc. can reduce the yearly cost of energy 

generating a positive cash flow that can be used to remunerate the investments 

implemented. 

In order to make the project attractive for all parties involved (mainly operator of the 

facility, energy company that makes the investments, financier) the savings obtained 

with the investments in energy efficiency are divided among the parties involved based 

on a pre-agreed criterion.  
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4.2. The benefits of crowdfunding 

Different are the advantages to crowdfunding over traditional methods for the 
initiator and the investors. The most relevant are presented in the following 
paragraphs.  

Accessibility to Funds 
 

Crowdfunding represents an innovative form of financial source being alternative to 
the traditional financial providers such as corporate sponsorship, public organizations 
and financial institutions. This form of financing can make it possible to bridge the 

The schemes that is applied usually involves: 

- the operator of the facility. It is often the sport club that uses the facility. It 

promotes, with the assistance of experts, the project, identifying the sources of 

financing and the energy company that will implement the investments; 

- the energy efficiency company. It has usually different roles: a) develops an energy 

audit to identify the best project to be implemented taking into consideration 

energy and financial results; b) draft the energy efficiency project; c) implements 

the investments; d) manages the investments for a given period of time; 

- a special purpose vehicle. It is a company that is created with the sole scope of 

acquiring the financing and implementing the investments. It signs a contract with 

the owner/manager of the facility to be retrofitted who undertakes to pay a periodic 

fee for a specific period of time; signs a contract with the energy company who 

undertakes to implement the investments in exchange of periodic fee for a given 

period of time; and signs a financial contract (equity and/or loan) with financiers. 

Contracts are structured in such a way that the savings deriving from the 

implementation of the energy efficiency investments will permit the facility manager 

to pay a fee lower than the historical energy bill, to pay a fee to the energy company so 

to repay the investment and the operational activity, to remunerate the financiers. 

An concrete example is provided in section II – Case studies 2. 
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capital gap that tradition financial operators can leave to carry out a specific project. 
This is because, as we have seen in the previous paragraphs, the rules and approaches 
that drive investors are different from those used by traditional financiers. Indeed, 
the opportunity to invest a small amount of money gives the investor the possibility 
to reduce the risk analysis of the project, or to invest just because in empathy with 
the promoter or with the project. Those elements permit often to bypass the 
traditional problem that projects face when seeking capital investment, the lack of 
qualification based on the rule of the financer.  

The crowdfunding, through the use of platforms, allows promoters to immediate 
access to a worldwide community, growing year after year, that is eager to finance 
new projects. Therefore, it permits to reduce the efforts associated with the 
identification of subjects willing to financially support new projects. This does not 
mean that it becomes an easy task to identify sponsors, but the process is simplified 
if the correct and focused information is provided. 

In addition, the use of a platform that allows to reach and talk directly with a large 
community permits to update each of them with low effort, without the need to reach 
each of them individually, that would require increasing costs and timing for printing 
documents, compiling binders, and personally updating each of the potential 
investors.  

Specialization of platforms 

 

One of the main challenges for organizations looking to finance their project is to 
target the right potential financers. This is true for all kind of financers: public, 
corporate or financial institutions. Often projects are not financed because the 
initiators does not submit its idea to the right operator. For example, a sports project 
is submitted to the bank with which a club managers operates, but the bank considers 
this sector too risky in general, so it does not lend money to sport associations; or the 
club participates in a public call with a project that does not precisely fit with the goals 
and requirements of the call; or a sponsorship is requested to a company that has 
values different from the ones inherent in the project or the specific sport. The lack 
of matching between the goals of the project and the selection criteria of the 
potential sponsors is often the cause for which projects do not find the right financing.  

As indicated, crowdfunding has registered a very large growth in the last decade and 
this has allowed crowdfunding platforms to focus on specific niches (e.g. sport) and 
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find a specialization, thus targeting financiers that share the same values and goals 
(e.g. in terms of sector, project duration, type of crowdfunding, fees, incentives, 
communities etc.). This means that by selecting the correct platform the initiators is 
sure to present his/her project to investors who share the same objectives and values, 
and that are therefore more inclined to make a positive evaluation of the initiative 
uploaded on the platform increasing the rate of success in financing.  

Control over the project 

 

Large sponsorships or other forms of financing (including public funds) imply usually 
a control of the financier over the project implementation. The presence of a main 
sponsor as well as the acquisition of public funds usually impose some activities 
and/or rules to respect (e.g. in terms of marketing and/or dissemination) or require a 
pre-approval in case of changes in the project. This could undermine the project 
flexibility and the capacity to immediately respond to changes in the environment. 

In the case of crowdfunding, instead, the strong fragmentation of the sponsors does 
not give any of them a power of decision, leaving the project promoters the power to 
make any decision and to manage the project at their best convenience, even if in line 
with the main goals and objectives presented in the project proposed.  

Removing geographic barriers to investment 
 

One of the most relevant advantages of crowdfunding, compared to other forms of 
financing, is the removal of geographic barriers to investment. Indeed, the 
development of platforms operating worldwide permits to cancel the geographical 
distance between the initiator and the potential investor. Some researchers15 have 
studied the distance between the geographical position of the initiator (artists) and 
that of the investors, discovering that the average distance between the two 
operators was almost 3,000 miles (ca. 3,800 km.).  

However, it is important to highlight that the local communities play usually a relevant 
role, mainly as first investors, but the worldwide network provided by the platform 
strongly supports the achievement of the fundraising goals. Often, there are different 
incentives between the local and international investors in supporting a project, 
mainly in case of donation based or reward based crowdfunding. Indeed, while local 

 
15 Agrawal Ajay, Catalini Christian, Goldfarb Avi, The Geography of crowdfunding, SSRN Electronic Journal, 

October 2010. 
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investors tend to invest in their communities in order to contribute to the economic 
development of the their territory or to promote projects with social goals in their 
area, international supporters are mostly convinced to invest because they share the 
same principles and like the proposed project goals and objectives.  

Lastly, it is also important to underlie that crowdfunding brings also advantages to a 
community, given its capacity to attract global investors for projects that usually 
create local benefits.  

Enlarging the network 
 

A side effect of a crowdfunding campaign can be the enlargement of the network. 
Indeed, a successful crowdfunding campaign associated to an effective project, can 
put the foundations for any future projects that the initiator could intend to develop. 
Financiers that have invested in a successful project promoted by an association can 
easily reinvest in new projects promoted by the same association.  

But also unsuccessful fundraising campaign can have positive side effects for the 
promoter. Indeed, crowdfunding platforms target local and international operators, 
thus the initiator, its goals, values, activities etc. will be known by a large number of 
operators that could be interested, independently by the proposed project, to 
develop joint activities, share ideas and best practices, or collaborate in different 
ways. In other words, a crowdfunding campaign represents a way to present the 
association to a large community with the opportunity to identify potential partners 
for other projects and initiatives, as well as to identify new volunteers at local level.  

 
Marketing goals 
 

Crowdfunding can provide the initiator with valuable information on the market 
potential of the product/service to be implemented. In other words, if there is a great 
interest in investing in the project uploaded on the platform, there will also be a great 
demand for the product/service that is offered, considering that investors are often 
at the same time customers and ambassadors of the project and will assist the 
initiator in the promotion through their own networks. This becomes more true in 
case of reward crowdfunding, where the capacity of the project to reimburse and 
remunerate the investment will depend on the success of the project.  
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Thus crowdfunding represent also a mean to test if the project can attract other large 
financiers and/or attract new volunteers to the project. 

For example, if a community invests on a project to restore a basketball field, it means 
that there will be people interested to play basketball and/or will themselves promote 
the sport, or if they request a t-shirt as reword for the investment, the signal is that 
the creation of merchandising could represent a possible additional strategy to raise 
money.  

4.3. Steps for a successful crowdfunding campaign 

Crowdfunding can represent an important alternative to traditional financial 
channels, but it requires specific activities to be implemented in order to be effective. 
The following are the main steps that should be executed for a successful 
crowdfunding campaign.  

1. Clearly define project goals  

It is necessary to identify a very clear goal for the campaign. Better if the goal 
of the project coincides with the name of the campaign. It must be short and 
descriptive, for example "A bus for basketball" or “Help the ABC club to join the 
championship”.  

2. Define the strategy to achieve the identified goal 

Once the goal has been defined, it is necessary to define the amount of money 
needed, to detail the execution plan, to identify and present the team, to define 
a presentation strategy using different tools such as a simple description, a 
presentation and/or a video. 

3. Promote the project 

Before submitting the project it is important to widely communicate the project 
within its own network in order to guarantee, as soon as the project will be 
uploaded on the platform, a first group of investors who can guarantee future 
funders on the value of the project. To achieve this goal is relevant the existing 
network that an association has and the capacity to reach them with direct 
communication, for example using appealing emails. 

4. Choose the right crowdfunding platform  
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There are different crowdfunding platforms where it is possible to submit a 
project. Some of them are generalist, accepting all kind of projects and 
proposing different forms of crowdfunding, while others are specialised in 
terms of topics (sport, social, high-tech, etc.), type of crowdfunding (reward or 
no reward), approach (all-or-nothing concept vs. keep-what-you-raise) etc. 
Platforms are differentiated also in terms of fees withheld. It is very important 
to select the most appropriate platform to promote the project. 

5. Manage the project  

Once the project has been uploaded, communication continue to represent a 
strategic element. Potential funders, in this phase, need to be informed on 
project changes, advancements, and other activities. A correct management of 
the web page, where the initiator can be better known by worldwide operators 
is fundamental.  

Also after a successful closing campaign, a clear and realistic communication 
represents a strategic variable because it can create loyalty in investors. Both 
success and failures should be clearly presented. 

The following box shows a list of crowdfunding sites dedicated to sport. 

Box 7 – Crowdfunding platforms dedicated to sport 

 
 
 
 
 
 
 
 

5. Conclusions 

Crowdfunding is becoming increasingly popular as an alternative source of funding 
for projects in different sectors, from technology to sport and arts. It is based on three 
main principles: requires a specific and clear project, involves a high diversification of 
funders that invest a small amount of money, and is based on the idea that multiple 

 

https://it.sponsor.me/ 

https://sportfunder.com/ 

https://makeachamp.com/it/ 

https://www.impactguru.com/sports-crowdfunding 

https://www.crowdfunder.co.uk/funds/sports 

 

 

 

https://it.sponsor.me/
https://sportfunder.com/
https://makeachamp.com/it/
https://www.impactguru.com/sports-crowdfunding
https://www.crowdfunder.co.uk/funds/sports
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investors’ choices are more correct than individual ones, the so called ‘wisdom of 
crowds’ principle. 

Crowdfunding, can thus represent an important additional source of funding for sport 
associations, including the small ones, that complements the traditional financial 
sources.  

The new EU legislation, that will enter into force in the last quarter of 2021, should 
create a positive legislative environment in Europe so to facilitate the use of this 
instrument also for reward-based crowdfunding, increasing its use. 

There exist different types of crowdfunding that can respond to different financing 
needs, based also on the goals and objectives that each project intends to achieve. It 
can be used to finance social projects as well as projects that produce revenues and 
can thus remunerate investors.  

Crowdfunding presents many advantages, permitting, among others, to be more 
effective in targeting potential investors, to enlarge the network of clubs and to 
operate worldwide. However, it is not a very easy task to be successful in this form of 
fundraising. Indeed, first of all it is important, as it is also for other financial 
instruments, to select the most appropriate operator, in the specific case the most 
fitting platform of crowdfunding where to launch a new project. An error in this 
selection could compromise the success of the fundraising campaign because 
potential investors who are not interested in the proposed project could be targeted. 
A second important element in launching a crowdfunding campaign consists on 
submitting a clear description of the proposed project. It means to describe an 
appealing story and share the enthusiasm that is in the team. The existence of an 
existing large network that can firstly support the project proposal is also crucial for 
a successful campaign. Lastly, a clear and correct communication activity before, 
during and after the fundraising campaign is determinant for actual and future 
fundraising activities. 

A last suggestion to operators that intend for the first time to approach a 
crowdfunding campaign consists on studying projects, strategies, and crowdfunding 
campaigns that have successfully worked for others. To visit different platforms and 
project sites, to analyse how successful projects have been presented and how the 
communication before and after the launch of the campaign has been managed can 
certainly maximize the chances of success.  



 

32 

 

 

  



 

33 

 

 

 

 

 

 

 

 

  

PARTE II 

CASE STUDIES 
  



 

34 

 

Case study 1 

Tam Tam Basketball16 

 

 

Tam Tam Basketball was born in 2016 from the 

passion for basketball of some successful former 

players, led by Massimo Antonelli - former 

national team player. Mr. Antonelli launched a 

sport project with the aim of generating a 

positive impact on the lives of boys and girls and 

on the development of the immigrant 

communities of Castel Volturno. This initiative in the United States is called "Giving 

back philosophy", that is the desire of professional sportsmen to give something back 

to that community (basketball) that raised and trained them.  

The association implements its activities in the city of Castel Volturno, near Naples. 

Castel Volturno has the highest incidence in Italy of non-EU inhabitants, almost all of 

African origin. According to official data (Istat, Municipality of Castel Volturno) out of 

ca. 26,000 residents, ca. 5,000 are not citizens of EU member states. However, 

according to research conducted by various non-governmental organizations and 

with respect to the waste collection data in the municipality, it is believed that over 

20,000 people who have settled illegally are present in the municipal area (illegal 

immigrants, asylum seekers with negative results, people who have not obtained 

renewal of their permissions, etc.). 

Over time the nature of these places has been savagely brutalized by the hand of man 

so as to determine in the territory a strong presence of organized crime that heavily 

affects the lives of citizens.  

Tam Tam therefore wants to offer needy children who attend school the opportunity 

to play a healthy sporting activity that is totally free. The main target are boys and 

girls aged 10 to 18 born in Italy but without Italian citizenship because they are 

 
16 The information to draw up this case study was taken from the association’s web site and promotional material 

produced by the association. 
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children of African immigrants, who find themselves in a context of social 

marginalization characterized by extreme poverty, labour exploitation, organized 

crime. Young people who live on the margins of inclusion but also of legality for whom 

sport becomes an opportunity for growth, inclusion and social redemption. 

In particular, Tam Tam organises Basketball courses for kids with participation in 

tournaments and championships. The activity started in a school gym, then, due to 

the unavailability of this, moved to an outdoor pitch, cleaned and equipped with 

baskets and finally, thanks to a recovery and renovation project, in a sports hall. 

The club adopt also an innovative training methodology, the music basket method, a 

fun and effective method that uses music to teach and improve the fundamentals of 

basketball, resulting in a valid support for the traditional method. An appropriate use 

of rhythms during exercises quickly increases the speed of the athletes' technical 

gestures and at the same time improves their coordination and conditional skills. 

In the space of three years, Tam Tam Basketball has about 60 athletes with teams 

participating in 11 youth championships organised by UISP and the Italian Basketball 

Federation, also with significant sporting successes. 

In addition to training for basketball, the association guarantees also the participation 

to youth championships. 

The association has developed a large network at local, national and international 

level.  

Indeed, Tam Tam Basket has local partnerships, among others, with other 

organizations that support foreign people, universities and schools.  

At national level Tam Tam has established collaboration, among others, with the 

Italian Basketball Federation and the UISP (a sports promotion association that aims 

to extend the right to sport for all citizens) which guarantee Tam Tam's participation 

in basketball championships. Of particular relevance is the case of the Italian 

Basketball Federation which, after a grueling battle to claim the right to sport, allowed 

the participation of Tam Tam basketball teams in their championships in derogation 

of the federal regulation which limited participation to two foreigners per team. 

Shortly after, this first conquest was transformed into a law approved in the Italian 

Parliament. The law establishes that all foreign minors residing in Italy and regularly 

enrolled in school for at least one year must enjoy the same rights in sport as their 
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Italian peers. The national media (newspapers and television broadcasting) have 

largely presented this as a success case of integration. 

Also at international level Tam Tam Basketball has aroused the interest of media all 

over the world: from the BBC to the New York Times, from The Guardian to L'Equipe 

and France 2, up to Swiss and French national television. 

The Tam Tam main activity consists on basketball training and participation to 

championships. Thus, the association has to cope with different expenses that consist 

on running costs, such as sportswear, insurances, travel, etc., as well as on investment 

costs, such as the restructuring of a sport hall and the acquisition of all equipment 

necessary to allow athletes to practice basketball.  

The club presents a large organizational structure, composed mainly by volunteers, 

with diversified skills (sport professionals, psychologist, web and media expert, layer 

and fundraising expert, etc.) that support the implementation of administrative and 

sport activities. 

The large network and the relevant visibility achieved in these years, as well as the 

availability of internal professionals with the right skills permits the club to activate 

different sources of support, “in kind” (sportswear and equipment) as well as financial 

financing such as public funds (e.g. campaign 5x1000), selling of merchandising, 

donations, anonymous contributions, economic aid from entrepreneurs and also 

from ordinary people via crowdfunding initiatives.  

In particular, crowdfunding campaigns launched permitted to finance specific 

projects17: 

- Renovation of the building were athletes practice sport: a 2017 campaign to 
finance the restructuring of the gym. A target of 20,000 Euro was indicated 
achieving a result of 53% that was provided by 240 contributors, 

- Purchase of a minibus for travel: a 2017 campaign to finance the purchasing of a 
mini bus to guarantee security transport to athletes. A target of 9,000 Euro was 
indicated achieving a result of 139% provided by 139 financial supporters, 

- To secure the roof and upgrade the lighting system: a 2018 campaign to finance 
the renovation of the gym roof and lighting system. A target of 18,000 Euro was 
indicated receiving support for 9,310 Euro from 68 contributors, 

 
17 Source: https://buonacausa.org/discover/cause/most-funded/category/2-sport?pag=1 
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- Appeal to court: a 2019 campaign to pay legal expenses. The target of 5,000 Euro 
was slightly passed with the support of 115 supporters. 

 

In all the above mentioned campaigns the crowdfunding platform used was 

BuonaCausa.org (www. https://buonacausa.org/). 

The main success factors in the case of Tam Tam basket can be identified in the 

following elements: 

✓ The possibility to present to potential financiers very positive results already 

achieved in the field, 

✓ The capacity to involve relevant media that have largely and positively 

presented the project at national and international level, supporting the club 

in the creation of an international network, 

✓ The presence within the organization of the club of a person expert in 

crowdfunding that supported in the design of a correct and effective 

crowdfunding strategy. 

 

  

https://buonacausa.org/
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Case study 2 

EYS BA srl 
 

 

The project consists of energy retrofitting works 

of the PalaYamamay, a sports hall in Busto Arsizio 

where the UYBA Volley women's volleyball team 

plays. 

The initiative was promoted in 2018 by the 

Trentino green project generator InfinityHub 

SpA, while the investment for the PalaYamamay 

was made by EYS BA (EfficiencY Sport Busto Arsizio) a special purpose vehicle that 

benefits from part of the economic savings resulting from improved energy efficiency 

to repay the investments implemented. EYS BA has entered into a contract with the 

manager of the PalaYamamay in which it undertakes to carry out the energy efficiency 

investments and to manage them for 20 years in exchange for a payment by the 

manager of the building of an annual fee that is less than historical energy cost paid 

by the latter. In other words, the savings expected from energy efficiency measures 

(20%) are divided between the manager of the building and the developer and 

manager of the investments, guaranteeing an advantage for both. 

Following the preliminary energy diagnosis of the building, the need to carry out the 

following works was identified: a) replacement of the previous heating and cooling 

system with two condensing boilers and six heat pumps; b) replacement of internal 

and external lighting devices with LED lamps, with lower energy consumption; c) 

installation of an air change regulation system and a remote control system, to 

monitor energy savings. The project envisaged a total investment of 337,000 euros, 

to be financed 20% with equity and the remaining 80% through the traditional 

banking channel in the form of medium / long-term financing. 

The necessary financial sources were acquired both through the traditional banking 

channel (80% of the total) and through an equity crowdfunding campaign (remaining 

20%). 
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With the advisory of InfinityHub SpA the equity crowdfunding campaign was 

structured with the following characteristics: 

✓ amount requested: minimum 36,000 Euro, target 65,000 Euro, 

✓ scope of the fundraising: to cover investment costs for energy retrofitting of 

the PalaYamamay sports hall, 

✓ type: equity crowdfunding with an expected return on investment of 9%/10%.  

✓ Platform used: WeAreStarting.it 

The crowdfunding campaign was successful and permitted to collect in few weeks 

from 18 investors the whole amount requested to capitalise with equity the SPV. 

Banca Etica provided the 80% of additional financing through a loan. 

In this case, two were the main strategic elements that bring the project to succeed: 

✓ The advisory of a professional company with great experience both in the 

energy sector and in crowdfunding that permitted to design a correct project 

and to define an adequate and diversified financial structure, 

✓ The support of a specialised bank that shared the same principles as the 

promoter of the project and that had extensive experience in the sector and a 

large network to which the project could be presented. 

 

  

https://www.wearestarting.it/
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Case study 3 

Sant'Ambroeus Football Club 
 

 

Sant’Ambroeus FC is a project born in 

April 2018 in Milan, from the merger of 

two existing teams: the Black Panters and 

the Corelli Boys. The aim of the project 

was to establish a reference point for 

sports in Milan, a symbol of integration 

and anti-racism, an extended family with solid and identified bases. All this through 

football, a vehicle for knowledge, exchange and sociability, an excellent way to 

overcome all racism and a means of understanding and assimilating respect for the 

rules.  

In 2018, the team could count on a pool of at least 60 athletes coming for the most 

part from Western Africa, but also from the rest of the world, young people with an 

average age of 23/24, waiting for a judgment from the Territorial Commission for the 

recognition of political asylum or subsidiary or humanitarian protection. The club has 

also promoted a campaign to bring on the field women athletes, with the ambition of 

achieving concrete equal opportunities in sports.  

After a period of training and amateur tournaments, the ambition of the club was to 

join the FIGC (Italian Football Federation) to take part in the third category 

championship. Two were the main difficulties encountered to achieve this goal: 

✓ bureaucracy: for membership cards you need residence permits, identity cards, 

tax codes: all documents that are difficult to recover for young people who 

have mostly recently arrived in Italy and are resident in reception centres; 

✓ financial resources: sports facility rental for training and matches, uniforms, 

balls, travels etc. were the main expenses needed to officially become a team. 

But the managers of Sant’Ambroeus FC did not give up and overcame these obstacles. 

In particular, to collect the financial resources needed to participate in the FIGC 

championship the club launched in 2018 a crowdfunding campaign.  
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Sant’Ambroeus FC applied for the call for project “Bando Impatto+ Sport for everyone 

and social responsibility”, created by Banca Etica, in partnership with Produzioni dal 

Basso, Italian crowdfunding platform, and with the financial support of Etica Sgr. The 

call offered two kind of support:  

✓ advisory: selected projects could receive the advisory support in the creation 

of the crowdfunding campaign by Produzioni dal Basso’s campaign managers,  

✓ financial: Etica Sgr committed itself in completing the crowdfunding campaign: 

at the 75% of fundraising goal achieved, Etica sgr was supposed to intervene 

with 25%, in order to complete the crowdfunding campaign. 

The project proposed by Sant’Ambroeus FC was identified one of the winners of the 

call “Impatto+ Sport for everyone and social responsibility”, and the club received 

both supports: advisory and financial. 

With the advisory of Produzioni dal Basso managers the club structured the 

crowdfunding campaign with the following characteristics: 

✓ amount requested: 10,000 Euro 

✓ scope of the fundraising: to cover current expenses to participate in the FIGC 

championship such as registration fees, membership cards, medical 

examinations, sports equipment, football field rents and sport trips, 

✓ scheme: keep-what-you-raise campaign 

✓ type: reward based. A very structured reward program was identified based 

on the amount provided: 

o Euro 10,00: thanks + annual subscription  

o Euro 20,00: thanks + annual subscription + sticker 

o Euro 50,00: thanks + annual subscription + sticker + t-shirt 

o Euro 100,00: thanks + annual subscription + sticker + t-shirt + scarf 

o Euro 100,00: thanks + annual subscription + sticker + t-shirt + scarf + 

flag 

o Euro 1000,00: thanks + annual subscription + sticker + t-shirt + scarf + 

flag + jambè. 

✓ Platform used: produzioni dal basso - https://www.produzionidalbasso.com 

In May 2018 the crowdfunding campaign was officially launched and Sant’Ambroeus 

FC collected 10,000 euros in two months, with the support of 134 donors. The club 

could count on many local associations and many people already involved in the 
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project that could disseminate the fundraising challenge and make people donate for 

the cause. Etica sgr supported the project with ca 2,000 Euro.  

The mission and vision of the team, the social impact of the project and the intention 

to make it grow and become something bigger and broader in the future also made 

people think that they were donating for a lasting project and not for a momentary 

need. 

The major stakeholder involved in the crowdfunding campaign were Banca Etica and 

Etica Sgr that provided advisory and financial support and large visibility also within 

its network. The tool used - an online crowdfunding platform18 - for the fundraising, 

made it possible for the football team to reach donors in other territories or other 

people that hadn’t discovered the project before. Also, the support of Banca Etica and 

the media coverage of the campaign, online, on social network of both Produzioni dal 

Basso and Banca Etica, made the campaign more visible and successful. 

After this experience the football club managed to fundraise again, privately, in order 

to continue its activities. In this case, the crowdfunding helped to demonstrate the 

capacity to organise a team that could play in FICG championships, giving a visibility 

that guaranteed the possibility to continue fundraising with other tools. 

In this case, the main elements that permitted to achieve the planned goals can be 

identified in: 

a) the ability of the proposer to draft a first project that was fully in line with the 

objectives and strategies indicated in the call issued by Banca Etica, 

b) the presence of a specialised managers that supported the proposer in defining 

a crowdfunding proposal attractive for potential investors, 

c) the use of a platform specialised on social projects and with a large number of 

affiliates who are very sensitive to social issues such as integration of 

immigrants.  

 

 
18 Link to the project in the platform: https://www.produzionidalbasso.com/project/st-ambroeus-fc/  

 

https://www.produzionidalbasso.com/project/st-ambroeus-fc/
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Case study 4 

I bambini delle fate 
 

I Bambini Delle Fate (BdF) is a social enterprise 

that aims to increase the autonomy of many 

children with autism and disabilities and to 

improve the lives of their families. BdF 

operates mainly by providing assistance and 

financial support to projects and paths of 

inclusion. It is financed through fundraising 

activities and sponsorship financing 

throughout the national territory. 

The company was founded in 2005, from an intuition of Franco Antonello, 

entrepreneur and father of a child with autism spectrum syndrome, who, living daily 

the difficulties of the social universe, felt the need to create an organization capable 

of satisfying the needs of young people and those of their families, for example, by 

guaranteeing free access to therapies, treatments and rehabilitation that would 

otherwise be inaccessible due to high costs. 

Through a completely innovative organizational model and thanks to a wide network 

of relationships and contributors, Mr. Antonelli created a company that helps to plan 

and support medium-long term inclusion paths, guaranteeing full traceability and 

transparency. 

BdF works in close contact with other non-profit organizations and has developed, 

among other projects, two main programs to involve as much persons and 

organizations as possible in its activities:  

✓ "Fare impresa nel sociale" (Doing business in the social sphere), which manages 

to involve companies and entrepreneurs, 

✓  "Sporcatevi le mani" (Get your hands dirty) that aims at involving private 

citizens, commercial activities and professionals.  

The modus operandi of BdF is based on the development of partnerships with 

organizations operating in the social sector at local level. Indeed, BdF plays the main 

role of identifying, among its large network, entrepreneurs willing to sponsor a 
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specific project to be implemented on their own territory and designed to satisfy the 

needs of the local associations. Once the entrepreneur/s is/are identified, 

he/she/they will take the responsibility to provide a contribution on a monthly basis 

to finance the specific project. On the other end, the local partner will be responsible 

for managing the project in response to the needs of the families. BdF does not give 

assistance directly to private individuals, but it operates only through associations 

supporting them in designing, funding and managing projects. 

BdF takes particular care of all communication of the project for its supporters: it 

highlights the amount of funds raised, their use, the progress of the campaign, the 

testimonies of the beneficiaries, the direct contacts of the referents, etc. taking 

advantage of the different communication channels available, including the most 

prestigious Italian newspapers, social networks and digital media. The association 

pays special attention to the dissemination of good corporate social responsibility 

practices throughout Italy. 

In order to control the whole process and to be sure that the activities planned in the 

project are implemented and the social goals are effectively achieved, BdF 

periodically asks project beneficiaries to provide periodic and detailed reports on the 

use of the amount made available to them, on the activities implemented and the 

goals achieved. 

An example of project developed that also shows the innovation of this organization 

is the “Banca Sociale del Tempo” (Social Time Bank), a project aiming at improving 

the inclusion of young people in society. The project aims at organising meetings and 

interactions between children with autism and disabilities and high school students 

(16/20 years old) in an organized system. Each student guarantees two hours a week 

of his/her time to meet with children with autism and disabilities. For high school 

students, it is the right opportunity to make a positive experience and to learn about 

the world of social work while for children with disabilities is a way to increase social 

interaction and improve their self-esteem. The time dedicated by students, 

moreover, is recognized by their Institute as training credits and each student will 

receive, as further recognition for his/her efforts, vouchers to be used in a bookstore 

or a sports store in his/her city. In addition, every month, BdF selects the children who 

are more distinguished and committed and rewards them with a scholarship. In the 

project are actively involved not only children, but also teachers and the families of 

students.  
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The program is currently active in some provinces of Italy and will be replicated 

throughout the country. 

To date, BdF has supported more than 100 projects in 17 regions, involving more than 

3800 beneficiary families, 900 entrepreneurs and 3800 private supporters. 

BdF has been able to create a large network involving in projects many stakeholders 

located throughout the country such as: 

• Children, young people and adults with autism and disabilities and their 

families: they represent the direct beneficiaries of the services offered by BdF;  

• Employees, collaborators and volunteers: persons actively involved in the 

development and management of social projects, including entrepreneurs and 

citizens that support the implementation of the activities during the project 

life;  

• Project partners: organizations that collaborate in the design and 

implementation of projects. They bring their know-how and experience into 

projects, which in some cases materializes with scientific support (e.g. research 

institutes, hospitals, educational centers, vocational training centers), in other 

cases by providing information on the real needs of local communities (e.g. 

associations, social cooperatives) or supporting the projects with activities for 

the beneficiaries (e.g. sports associations, voluntary associations), in other 

cases providing financing, goods, and support in general to projects (e.g. 

foundations, regions); 

• Donors: operators that provide financial support to projects. They include 

individuals and companies that regularly and continuously support inclusion 

projects;  

• Business partners: are persons and organizations that are involved more on the 

decision-making level than on the operational level through the definition of 

guidelines, new projects and the related control and verification of activities 

carried out;  

• Media operators: such as newspapers, digital world, etc. used to guarantee 

transparency of projects;  

• Suppliers of goods and services: are contractors that provide good and services 

needed to achieve projects goals. 

Projects are developed to respond to the specific needs of a local community and 

whenever possible, they are replicated also in other areas at national level (e.g. the 
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program “Banca del Tempo Sociale”). Thus based on the goals to be achieved, each 

project has its own duration, budget, activities to be implemented. Even if each 

project is different from the other, from the point of view of expenses, they are 

characterised by the presence of two main categories of costs: 

✓ human resources that are involved in the activities, such as employees 

and collaborators, 

✓ advertising, communication, dissemination. 

In order to cover the financial needs, for each project specific donors are identified, 

often representing local operators and citizens, that will commit to provide periodic 

financial resources for the entire project duration. BdF clearly excludes the possibility 

to support the association with occasional donations in any form as well as does not 

accept public contributions or funding. The association aims to create a lasting 

relationship between the financial stakeholders, the projects and, in general, the 

objectives of the association. 

The main challenge that BdF has to face consists in the ability to continuously find 

new sponsors who will continue to finance projects of a particular organization in a 

given territory, maintaining constant national coverage, continuity of programming 

and attention to the objectives to be achieved. 

In this case, two are the main strategic elements that make this business model a 

success: 

✓ the existence of a wide and differentiated network of stakeholders, involved, 

as described before, in different ways into projects. To achieve this goal, a clear 

policy has been implemented towards them since the very beginning of the 

association: guaranteeing full transparency, constant updating, active 

involvement and traceability of actions and results; 

✓ an effective communication strategy using traditional (press, TV, radio, etc.) 

and innovative (Facebook, Instagram, Linkedin, You Tube, etc.) media tools. In 

addition to the main goal of  

✓ the communication strategy aims not only to inform about the specific results 

achieved by each project, but one of its objectives is also to raise awareness 

that the projects developed contribute to providing families with greater 

autonomy, support and services that would otherwise not be accessible. This 

allows investors to create tangible awareness of their investment. 
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PART III 

GUIDE FOR AN EFFECTIVE PROJECT PROPOSAL 
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Successful elements in a fundraising campaign 
 
To be successful in a fundraising campaign it is necessary to understand and/or 

leverage on different elements. Among the most relevant there are: 

➢ the proposer: to present a project to third parties the first element is to 

provide a clear and synthetic description of the proposer; 

➢ the project: the project that the proposer intends to finance, with a clear 

indication, among others, of the goals, the activities, organization to be 

adopted, outputs and outcomes, requested budget; 

➢ the network: it is appropriate to make a deep analysis of the human resources 

already available in the organization as well as of the existing external network 

in order to assess the skills and know-how available and the resources that can 

be activated for the fundraising; 

➢ the financial plan: it is relevant to have a clear understanding of financial 

needs in the medium term so to define a clear financial strategy, using 

different financial sources based on the different needs;  

➢ the communication strategy: it is necessary to have a good and continuous 

communication strategy that targets existing and potential funders.  

In the following chapters a deeper analysis of each of these elements is presented, 
providing some indications/questions that could guide the reader in a successful 
construction of a fundraising campaign. 
 
Presentation of the proposer 
 
In particular, the following main information should be provided: 

➢ a general presentation of the organization that concisely describes who you 
are, which is your mission and the core values, and what your motivation is with 
a focus to the proposed project; 

➢ a description of the projects related to the proposed activity that you have 
already successfully implemented; 

➢ the strengths of your organisation and how you can provide added social value 
to stakeholders (e.g. the members of the association, target beneficiaries, the 
community, the potential funders, etc.). 

 
Description of the project 
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The life of an associations is mainly based on the implementation of projects that, 
also in the same organization, can be very different from each other, for example in 
terms of duration (e.g. the restructuring of a gym or a specific event that can last some 
days of few months or the participation to a league with the goal to reach higher 
divisions that can last some years), goals to be achieved (training, integration, 
construction of facilities, etc.), stakeholders involved (private, public, etc.)or for other 
aspects.  

In any case, when to presenting a project to third parties (financiers, partners, 
beneficiaries, etc.) it is necessary to clearly describe the following elements:  

✓ Challenges: it is important to describe the environment in which the project will 
be implemented in order to underline which are the challenges and or gaps that 
the project intend to address and (partially) solve (e.g. the presence of 
immigrants not integrated with the local community); 

✓ Objectives: it means to describe why the project has been designed and will be 
implemented. It is possible to identify a general goal (e.g. to integrate 
immigrants in the local community) and specific goals (e.g. to teach them the 
local language, to help them to practice a team sport, etc.) that together will 
help to achieve the larger objective; 

✓ Activities: it is important to describe how the project intends to achieve the 
planned goals, thus describing the activities that will be implemented during 
the project life and the tools/methodologies that will be used. It is possible that 
to achieve one goal it will be necessary to implement more than one activity 
(e.g training courses, participation to seminars, etc.); 

✓ Results: it is important to indicate what the project intends to achieve, in other 
terms which will be the results that the project intends to achieve. In this case 
it is important to distinguish between the short term results (output) which 
means the immediate result of the project (e.g. 50 young people with increased 
knowledge of the local language) and the long term results (outcomes) which 
means the change that the project can create in the medium/long term (e.g. 
number of project beneficiaries integrated in the local community for example 
regularly playing in a sport team); 

✓ Assumptions: are conditions that must exist for the program/activity to be 
successful, but which are not under the direct control of the project manager 
(e.g. winning of a public bid). When describing a project assumption it is 
expected that it will happen. If the assumption doesn't happen then the project 
is negatively affected; 

✓ Indicators: consists on a precise, verifiable and measurable description of a goal 
or a typical characteristic of a goal (e.g. number of persons trained); 
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✓ Inputs: the resources that are needed to successfully implement the project 
and achieve the planned goals. They can be in terms of financial resources, 
human resources or other good that can be necessary to implement the project 
(e.g. availability of a facility, equipment, etc.). 

  
It is important that there is consistency between all these elements. A table (with a 
simplified example) similar to the one that follow can help in checking the consistency 
and clarifying the whole structure of the project. 
 

Challenges General 
objective 

Specific 
objective 

Activities Results Assumptions Indicators Inputs 

Immigrants 
not 
integrated in 
the local 
community 

To improve 
integration 
of 
immigrants 
 

a) to 
increase 
language 
skills of 
immigrants 
b) to 
favour 
team sport 
practice of 
immigrants 

To organise 
local 
language 
training 
course for 50 
immigrants 
 
To organise 
5 sport 
training 
courses for 
50 
immigrants  

50 
immigrants 
with 
increased 
knowledge 
of local 
language  
 
50 
immigrants 
practicing a 
team sport  

Availability 
of gyms 

Number of 
persons 
trained 
 
Number of 
volunteers 
involved in 
the project 

XXX Euro 
  
10 
professionals 
(language 
teachers, 
coaches, 
cultural 
mediators, 
….) 
 
…….. 
 
 

 
 
Networking strategy 
 
The internal and external network of the organization can 
provide relevant opportunities to identify new 
financial support. Ask yourself the following 
questions to check if all possibilities have been 
considered:  
➢ Do you know very well which are the skills, 

competences and knowledge of your 
internal network (staff, volunteers, 
beneficiaries, parents of kids, etc.)?  

➢ Do you organise regular meetings (either 
formal or informal also via web (e.g. skype, 
zoom, etc.), with your internal network 
(preferably in small groups) to present and 
discuss projects and financial opportunities?  
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➢ Are people in the organization adequately trained to report the needs of the 
target group to your organisation? 

➢ Do you have a comprehensive map of your stakeholders? Do you know exactly 
their needs, goals and strategy? 

➢ Do you present and discuss with the members of your external network 
(municipality and other public institutions, other associations, foundations, 
current sponsors, potential new sponsors, etc.) in regular meetings (either 
formal or informal also via web (e.g. skype, zoom, etc.) the needs of the 
community, your new ideas and projects, their financial strategies, etc.?  

➢ Do you know what is happening in your community regarding the project you 
want to implement? Who is doing what regarding the identified targets, goals, 
outputs, stakeholders involved, etc.? Are you able to take advantage 
(cooperate, integrate, differentiate, etc.) of what already exists?  

➢ Do you actively participate in activities organised in the community? 
 
Financial strategy 

A clear medium term financial 
strategy helps to understand real 
needs and to better plan activities. It 
allows to identify financial gaps and 
gives the possibility to plan actions to 
better diversify financial sources.  

➢ Do you have a clear 
understanding of your financial 
needs in the medium term? 

➢ Can you do an exhaustive list of 
potential sources of funding (not only the ones that you usually use but also 
the ones you have never used)?  

➢ Which are the sources of funding you are currently using? 
➢ Which are the sources of funding that could be used but you are not using? 

What are the reasons why you are not able to use those sources?  
➢ Is it possible to implement concrete actions to generate income/recover costs 

from services, facilities and activities? Have you started an open discussion with 
people of your internal network to discuss new ideas to recover costs and/or 
earn money? 

➢ Are you able to define a medium/long term financial plan (sources and uses of 
funds)? 
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➢ Can you define a financial strategy (source that could be activated and actions 
needed to do it)? Who are the persons/professionalism to be involve to 
implement the financial strategy? Are they already in the organization or they 
need to be recruited from outside (in the external network or outside it)?  

➢ Are current and potential funders familiar with the activities of your 
organisation? 

➢ Have you had discussions with current funders about new or alternative ways 
of funding your organisation? Can they provide professional support to access 
new financial tools? 

 

Communication strategy 
 
Communication represents a very 
important element to be successful in 
fundraising campaigns. It should be 
continuous (before, during and after 
projects) and should target as much 
operators as possible (internal and external 
networks but also people/organizations 
outside the existing networks). A well-
defined and focused communication 
campaign helps also to reinforce connections within the existing network as well as 
to enlarge it. 

 
➢ Do you have a clear communication plan in which are identified the targets (e.g. 

beneficiaries, volunteers, parents, public institutions, funders, other 
organizations, etc.), the messages to communicate (e.g. values of the 
organization, activities to be implemented, results achieved, value added 
created, etc.), the means to use (email, newsletter, workshop, web page, 
Facebook page, Instagram, etc.), the performance indicators to control the 
effectiveness (e.g. number of contacts, number and quality of feedbacks, etc.)? 

➢ Do you regularly present your activities and results to your internal and 
external networks? 

➢ Do you use diversified media (e.g. meetings, social media, reports) in order to 
reach different targets and provide diversified information? 

➢ Do you organise dedicated formal (e.g. workshop to discuss a specific topic, 
close of annual activities meeting, presentation of specific results, etc.) and 
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informal (e.g. invitation to training activities, meeting with the staff, get-
together meetings, etc.) meetings with potential funders? 

➢ Do you regularly update your stakeholders about your activities and results 
(e.g. periodic newsletter, annual report, etc.)?  

➢ Do you invite beneficiaries, partners and donors to present your goals, 
challenges and the existing gaps to achieve those goals involving them in a 
discussion on possible solutions?  

➢ Do you have an independent board where stakeholders’ representatives also 
participate (local community, donors, beneficiaries, etc.)? They can guarantee 
third parties regarding the activities implemented and results achieved and can 
support your association in expanding your network and reaching new 
donors/funders. 
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