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1.5
Why crowdfunding?
Particular preference for this fundraising method is due to 
the rapid increase in fundraising platforms (in the context of 
the global transition to an information economy) and to an 
expanding donor community. Because young people 
involved in charity work have become increasingly familiar 
with digital financial transactions, knowledge of online 
donation systems has become essential. However, when it 
comes to choosing a platform for crowdfunding, youth 
organizations might need support. Not every solution will be 
appropriate for every organization, but it is important that 
youth organizations have the ability to assess the risks and 
responsibilities before they create an account to receive 
donations. This guide details what youth organizations 
should consider when choosing a crowdfunding platform. 
The guide includes information on crowdfunding platforms: 
how the platforms work, and how to measure their 
suitability for the needs of youth CSOs. The case studies 
presented in this guide are meant to give practical examples 
of how to use a variety of platforms and highlight the 
questions that need to be considered before starting a 
crowdfunding campaign.

1.4
Solutions
One of the unexpected findings of the study is that most 
organizations have the requisite knowledge in fundraising 
(including online), but for various reasons do not apply it. 
Accordingly, an objective of this guide is to organize and to 
fill in the gaps in the available crowdfunding knowledge so 
that guide users feel confident enough to apply this 
knowledge and start their own online fundraising 
campaigns.

True, there are several alternatives to diversify income 
sources of youth CSOs, but this guide is dedicated exclusively 
to online fundraising, which is a way of crowdfunding, which 
in turn is a form of crowdsourcing3.

1.3
Rationale
According to a study by CONTACT Center and the ECNL2, the 
main sources of CSO fundraising in Moldova are foreign 
foundations and organizations, as confirmed by 83% of CSOs 
surveyed in the study.

However, it is encouraging that many international actors 
and donors are working to empower Moldovan CSOs to 
diversify their sources of funding. Moldovan CSOs, in turn, 
are aware of the need to diversify funding sources (e.g. 
according to the aforementioned study, 20% of respondents 
recognized the importance of individual and private sector 
donations).

Although fundraising methods remain relatively conservative 
(e.g. concerts, balls, CCT, and charity events account for about 
43% of respondents’ methods in the same study), 
organizations are trying to diversify their incomes through 
social entrepreneurship or crowdfunding (thanks to the 
emergence of new domestic crowdfunding platforms such as  
guvern24.md and caritate.md).

1.1 
Purpose
This guide is dedicated to youth organizations (hereinafter 
CSOs), informal youth groups, and any individual young men 
and women who want to start fundraising activities online or 
to expand their knowledge regarding aspects of 
crowdfunding both general and technical (including laws, 
taxes, etc.).

1.2 
Challenges

Crowdfunding - the collection of small amounts of 
money from a large number of individuals.

Although global trends show a growing number of 
crowdfunding platforms, in Moldova the number of online 
fundraising campaigns remains modest. Moreover, given the 
fact that today about 40% of the world has Internet access 
(in 1995 the number was less than 1%), the capacity of CSOs 
to collect money for a charity online is essential. However, 
with an imposing number of online platforms dedicated to 
crowdfunding, how do we choose the right one?
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2    Local fundraising: opportunities and prospects, CONTACT, ECNL, USAID and Fhi360.
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2.2
Testing the team and 
testing the idea

If your idea is financially viable under the criteria listed in the 
paragraphs above, then you can proceed to test it. All ideas 
should be discussed with your circle of friends or social 
group. Every conversation you have with someone is a 
testing ground for the idea. Moreover, every person who likes 
your idea is a future potential donor. If a colleague or friend 
tells you, "I would contribute to it," this means your idea is 
going in the right direction.

Also, when testing the idea, it is wise to identify your 
audience. How many people are interested in my project and 
could donate to it? Estimating the size of your target 
audience is essential. If you want to launch a campaign to 
fund a folk metal album, then you should know from the 
start that your idea is a niche project that does not have 
great potential for funding. In the case of this campaign, 
however, the folk metal band did collect 100% of their target, 
which was no more than €2,000. The campaign organizers 
estimated their audience correctly. It would have been 
unwise if, for example, they launched a campaign to collect a 
sum of €10,000 to organize a big concert at a stadium. Their 
target audience would have reacted differently in the second 
case, and the campaign would likely not have succeeded, 
since the campaign page shows that they attracted only 50 
donors.

Another way to estimate how many donors you have is 
through Maslow's pyramid, shown below. Starting from the 
idea that people donate most to the most pressing needs, 
one can assume that ideas related to basic human needs will 
garner more donations than those related to secondary 
needs. For example, no matter how good an organization’s 
project related to environmental issues, as long as it is on the 
same page (or platform) as charitable projects related to 
hunger and children’s health, it will not achieve its full 
potential. Ideas compete on the basis of donor priorities.

A financially viable idea is simple to explain, especially 
visually. The simpler it is to explain the idea, the greater its 
chance for success. According to statistics from the 
platform Kickstarter, most successful campaigns were 
those whose descriptions were 2682 characters (about 450 
words)11. Also, the success rate of campaigns with a 
campaign video is two times higher than those without12. 
The simplest ideas (and those most visual) collect more 
funds and have better rates of success.

A financially viable idea must be credible. One element 
of credibility is the campaign leader and their team. If the 
organizers of a campaign are well known for similar 
projects (of charity) that were successful in the past, they 
will have greater credibility for donors. For exactly this 
reason, well-known people are used to promote 
campaigns. For example, the campaign Test Yourself for HIV 
used billboards with images of public figures and 
celebrities to add credibility13. This is not the only way to 
give credibility to a project idea. You can use other 
methods, as long as donors are convinced that the 
campaign team will not abuse collected funds (e.g. in order 
to buy a new car).

The financially viable idea requires a reward for donors. 
Since we are talking about only the idea here, and not the 
campaign, will not talk about material rewards. The feeling 
of satisfaction resulting from the donation for a good cause 
is already a reward. If you want, per donor, to have an 
average contribution of 100 lei, your idea must be worth 
100 lei. If, with 100 lei, you can buy a ticket to the cinema, 
then the satisfaction that the donor must receive from your 
cause should be similar. For example: ”I would give up a 
trip to the cinema, knowing that from my contribution two 
trees will be planted in a park in Chisinau. For my name to 
appear on the sign at the entrance of the park, I am ready 
to pay an additional 50 lei.” The financially viable idea is 
one that makes us feel better in return for the donation.

Evaluation criteria
Since crowdfunding is a social and communicatory tool, a 
financially viable idea must necessarily be: (a) emotionally 
impressive, (b) based on other similar examples of success, (c) 
simple to explain, especially visually, (d) credible and initiated 
by credible entities, (e) able to somehow reward or 
recompense the donor. Whatever the idea or campaign 
theme, these points should be considered. The points are 
elaborated below. 
  
An idea that makes an emotional impression, will 
convince. Usually such ideas appeal to the empathy of 
donors. A good example is a campaign to raise funds to buy 
Christmas presents for children in orphanages7. Your idea 
must impress in the first few seconds. Emotional impact 
affects the limbic system of the brain (emotional center)8, 
and then our brain takes over the analytical (neocortex) and 
rational parts9. In other words, once we like an idea on an 
emotional level, we seek out arguments and post-rationalize 
reasons to justify that first emotional impression. First, we 
like the red car and the way it looks, then we post-rationalize 
by saying that it has a powerful engine and better fuel 
consumption. Every financially viable idea has to leave a 
strong first impression.

A financially viable idea will not be particularly 
innovative. There is an inverse relationship between how 
new an idea and how likely it will be funded. People usually 
seek similarities and feel more comfortable when they know 
that the same kind of campaign worked in the past. Like a 
self-fulfilling prophecy, when an idea is very innovative, 
because there is a greater risk that it will not succeed, it is 
doomed to fail. Fruit Challenge Moldova10, which is not a 
crowdfunding campaign, but a crowdsourcing campaign, 
was successful in part because the name and the method 
were similar to the “ice bucket challenge”. A financially viable 
idea is not absolutely innovative. Rather, it is an old idea that 
has already functioned, but with a little “remix.”

2.1
What is a financially  
viable idea?
An financially viable idea is a project idea that has strong 
potential to successfully obtain sufficient funding4.
A financially viable idea in Moldova is often something 
simple, like collection of funds for a child’s medical 
treatment5. In this guide, an financially viable idea is one  
that can drive a crowdfunding campaign.

Is my idea right for crowdfunding?

Just as Coca Cola and Pepsi compete for consumers, 
the best crowdfunding ideas compete for donations. 
Donations are a finite resource. This was exhibited 
very well through the „ice bucket challenge”.6 When 
one campaign collects $3 million, it has a negative 
impact on other causes that need donations. It is 
estimated that around $1.5 million were lost to other 
charities through the success of the “ice bucket 
challenge” campaign. Locally, donations are also a 
finite resource. Guvern24 (the most popular 
crowdfunding platform in Moldova) managed in one 
year to raise €268,768. This amount was collected by 
166 projects, which indicates that each project raised 
on average €1,600. Any project should be measured 
in terms of these figures.

6

4   http://wwwlibrary.ncat.edu/stream/lesson1/
5   https://guvern24.md/en/projects/salvati-pe-matei/
6   „Ice Bucket Challenge” A viral donation campaign dedicated to those suffering from amyotrophic lateral sclerosis (https://ro.wikipedia.org/wiki/Scleroz%C4%83_lateral%C4%83_amiotrofic%C4%83)
7   https://guvern24.md/en/projects/un-copil-fericit/
8   https://wwwboundless.com/psychology/textbooks/boundless-psychology-textbook/biological-foundations-of-psychology-3/structure-and-function-of-the-brain-35/the-limbic-system-154-12689/
9   http://enviableworkplace.com/executive-summary-golden-circle-simon-sinek/
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10 http://agora.md/stiri/3181/agora-lanseaza-provocarea-fruit-challenge-moldova--campania-care-sustine-producatorii-autohtoni
11   https://stephenfollows.com/film-crowdfunding-tips/
12   See 11.
13   http://bit.do/CampanieHivMoldova



Another illustration of donor priorities was presented in a report on fundraising from domestic sources14. The table on 
page 9 shows the topics that are easier and more difficult for which to collect funds from local (Moldovan) sources.

8

14       http://wwwcontact. md/doc/colectare_fonduri.pdf (pg. 16)
15       Interview with Vlada Ciobanu for the Diez.md (http://diez.md/2016/03/05/6-sfaturi-cum-sa-faci-o-campanie-de-crowdfunding-În-moldova-pentru-a-avea-rezultate/)
16       https://medium.com/@gooroo/top-15-digital-influencers-from-moldova-7a685ee99bd5#.f4th4bfn6

Maslow's
pyramid

Personal development 

Esteem

Love / Membership

Safety

Physiological needs 

Self-realization,
morality,

creativity,
spontaneity, acceptance,

understanding the meaning
of life and inner potential

Self-esteem, confidence,
self realization, respect from others,

the need for uniqueness

friends, family, sexual intimacy

security of person, employment, resources,
morality, family, health, property

respiration, food, water, sleep, excretion, health, shelter, clothing

How do I test the team?
Simple: look at what they have done before. The project 
team must be competent and inspire credibility. Some 
successful crowdfunding campaigns in Moldova have 
benefited from the support of opinion leaders (bloggers, 
journalists, public figures).

The team is at the core of the project and the point of 
origin for building a project community. The project 
community consists of donors and consumers of your 
product. Like the crew of a ship, the project team must 
have stamina and work persistently.

In this vein, consult the list of top 15 "digital influencers" 
in Moldova15. With the support of these people, it is 
possible to reach donors within and outside Moldova (e.g. 
in Romania. The Skate Park Chisinau campaign is conduct-
ed with the support of Ilie Bivol).

“I do not donate money when I do not see a team, 
not even $1. We have a history of people who 
steal money from projects and from taxes, and of 
people who waste the money elsewhere.”

Accordingly, [I look for] a team that:
1) understands and can implement the project idea; 
2) can manage money;
3) can communicate with people, which is a great 
advantage for any campaign. 

Vlada Ciobanu, blogger, fundraiser16 
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Although the total number of donors will not be limited strictly to our immediate audience, one thing is certain, which is that if 
our close community does not initiate the first donations and is not actively involved in promoting the campaign, then those 
who are not familiar with the organization's work will not have the confidence to donate.

Obviously, this rule is not universal, and involvement percentage rates vary depending on the cause and organization. What 
must be taken into consideration, then, are quantitative estimations of our audience (e.g. 5000 audience members on 
Facebook, 7000 on Twitter, etc.) and the realization that only a modest number from our audience will really be involved in our 
crowdfunding campaign.

3.2
Is crowdfunding for me?
Crowdfunding is relevant for all CSOs, and all entities in 
general. Perhaps the question we have to answer is a little 
different, namely: Am I ready for a crowdfunding campaign? 
The answer to this question is up to our audience.

First, we should mention that a CSO audience consists of 
members, volunteers, beneficiaries, partners, social network 
audiences, and other individuals that follow the 
organization’s work or that identify with the organization's 
mission.

3.1
What is Crowdfunding?

Crowdfunding is a form of project financing using 
online resources (such as forums, social platforms, 
online platforms dedicated to crowdfunding, etc.). 
At the foundation of this fundraising method lies the 
idea of the community as a source of potential 
investors or donors, in order to develop a product or 
project. Crowdfunding is a technique that falls 
under crowdsourcing, which is the collection of 
resources (not necessarily money) from a large 
group of people.

See more: https://en.wikipedia.org/wiki/Crowdfunding
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3. WHAT TYPE OF 
CROWDFUNDING DO I CHOOSE
  

In crowdfunding campaigns, the public forms the core of 
potential donors. To understand how our audience is 
involved, we must get acquainted with the "90/9/1 rule of 
unequal participation," which tells us:

■ 90% of our digital audience consists of people who 
simply follow the work of our organization

■ 9% of our organization’s audience consists of 
people who engage in part (but their time is mostly 
occupied with other activities)

■ 1% of our audience is actively involved in 
organization campaigns (including monetary 
donation) and urges or influences other individuals 
to become active.

See more: https://wwwnngroup.com/articles/ participation-inequality/

90%

9%

1%

Only watching Are involved partially
Are actively involved

3.3
What type of crowdfunding 
suits my purpose and 
project?
Now, after we consider what kind of audience is needed to 
initiate a crowdfunding campaign, it is necessary to identify 
the type of crowdfunding campaign that is relevant to our 
subject and our goal.

Since the first crowdfunding campaign in 1997, several new 
types of crowdfunding have arisen in the sector. So to 
understand what types of crowdfunding are most relevant 
for the cause or CSO, we must analyze the description, 
requirements, advantages and disadvantages of each type of 
crowdfunding described below:

1. Donation-based is exactly what it sounds like - a 
massive campaign dedicated to donation accumulation 
without offering something in return. This type is preferred 
by international CSOs, social causes or other charitable 
activities.

Such campaigns work well for a period of 1-3 months for 
amounts up to $10,000.
 

Benefits:

■ Zero production costs;
■ Identification of new potential donors 
■ Promotion of CSO 
■ It allows supporters the opportunity to get involved 

and participate;

Disadvantages:

■ Does not provide material compensation  
in exchange for donation 

■ Reduced collection capacity (usually with  
a limit of $10,000)

2. Reward-based - is the most common option used in 
crowdfunding (usually by entrepreneurs, startups, or social 
entrepreneurs). This type of crowdfunding establishes a 
reward to match the amount donated. A standard campaign 
based on rewards usually offers three levels of rewards (or 
promises).

According to international practice, such campaigns work 
well for projects with a duration of 1-3 months and a 
fundraising target up to $100,000.

Benefits:

■ Relatively low cost
■ Builds a relationship with the donor
■ Provides a reward in exchange for donation 
■ Provides feedback about the product (if the reward is a 

product sample)
■ Promotes CSO organization or product (e.g. a T-shirt 

with the organization brand)

Disadvantages:

■ Effort to define the concept of the campaign  
(i.e. level of reward)

■ Time to make products used as   
reward Costs (even if small)

In the case of social entrepreneurship initiatives and 
campaigns, the following types can be considered:

3.1 Loan-based - is another form of crowdfunding which is 
gaining popularity. This crowdfunding model involves 
requesting support and resources from investors to be paid 
back with interest (commission, percentage).

Crowdfunding based on loans, which is nothing but a 
massive loan campaign, has proven to be an alternative 
path to success for startups because, although similar to 
getting a traditional bank loan, it involves many loans with 
lower and more competitive interest rates, and with more 
flexibility and options to secure resources. It is a great 
opportunity for small business owners and startups 
seeking financial support and resources outside traditional 
forms of credit such as banks and credit unions.

3.2 Capital-based – campaigns based on capital are 
targeted at investors and the amount received from 
contributors is an investment (and not a donation). 
Usually, an investor is offered a share of the entity, 
dividends, or royalties in exchange for their contribution, 
depending on the subject and goal of the fundraising 
campaign.
(source: https://wwwfundable.com/crowdfunding101/ 
types-of-crowdfunding)



Although the total number of donors will not be limited strictly to our immediate audience, one thing is certain, which is that if 
our close community does not initiate the first donations and is not actively involved in promoting the campaign, then those 
who are not familiar with the organization's work will not have the confidence to donate.

Obviously, this rule is not universal, and involvement percentage rates vary depending on the cause and organization. What 
must be taken into consideration, then, are quantitative estimations of our audience (e.g. 5000 audience members on 
Facebook, 7000 on Twitter, etc.) and the realization that only a modest number from our audience will really be involved in our 
crowdfunding campaign.

3.2
Is crowdfunding for me?
Crowdfunding is relevant for all CSOs, and all entities in 
general. Perhaps the question we have to answer is a little 
different, namely: Am I ready for a crowdfunding campaign? 
The answer to this question is up to our audience.

First, we should mention that a CSO audience consists of 
members, volunteers, beneficiaries, partners, social network 
audiences, and other individuals that follow the 
organization’s work or that identify with the organization's 
mission.

3.1
What is Crowdfunding?

Crowdfunding is a form of project financing using 
online resources (such as forums, social platforms, 
online platforms dedicated to crowdfunding, etc.). 
At the foundation of this fundraising method lies the 
idea of the community as a source of potential 
investors or donors, in order to develop a product or 
project. Crowdfunding is a technique that falls 
under crowdsourcing, which is the collection of 
resources (not necessarily money) from a large 
group of people.

See more: https://en.wikipedia.org/wiki/Crowdfunding

Crowdfunding guide
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In crowdfunding campaigns, the public forms the core of 
potential donors. To understand how our audience is 
involved, we must get acquainted with the "90/9/1 rule of 
unequal participation," which tells us:

■ 90% of our digital audience consists of people who 
simply follow the work of our organization

■ 9% of our organization’s audience consists of 
people who engage in part (but their time is mostly 
occupied with other activities)

■ 1% of our audience is actively involved in 
organization campaigns (including monetary 
donation) and urges or influences other individuals 
to become active.

3.3
What type of crowdfunding 
suits my purpose and 
project?
Now, after we consider what kind of audience is needed to 
initiate a crowdfunding campaign, it is necessary to identify 
the type of crowdfunding campaign that is relevant to our 
subject and our goal.

Since the first crowdfunding campaign in 1997, several new 
types of crowdfunding have arisen in the sector. So to 
understand what types of crowdfunding are most relevant 
for the cause or CSO, we must analyze the description, 
requirements, advantages and disadvantages of each type of 
crowdfunding described below:

1. Donation-based is exactly what it sounds like - a 
massive campaign dedicated to donation accumulation 
without offering something in return. This type is preferred 
by international CSOs, social causes or other charitable 
activities.

Such campaigns work well for a period of 1-3 months for 
amounts up to $10,000.
 

Benefits:

■ Zero production costs;
■ Identification of new potential donors 
■ Promotion of CSO 
■ It allows supporters the opportunity to get involved 

and participate;

Disadvantages:

■ Does not provide material compensation  
in exchange for donation 

■ Reduced collection capacity (usually with  
a limit of $10,000)

2. Reward-based - is the most common option used in 
crowdfunding (usually by entrepreneurs, startups, or social 
entrepreneurs). This type of crowdfunding establishes a 
reward to match the amount donated. A standard campaign 
based on rewards usually offers three levels of rewards (or 
promises).

According to international practice, such campaigns work 
well for projects with a duration of 1-3 months and a 
fundraising target up to $100,000.

Benefits:

■ Relatively low cost
■ Builds a relationship with the donor
■ Provides a reward in exchange for donation 
■ Provides feedback about the product (if the reward is a 

product sample)
■ Promotes CSO organization or product (e.g. a T-shirt 

with the organization brand)

Disadvantages:

■ Effort to define the concept of the campaign  
(i.e. level of reward)

■ Time to make products used as   
reward Costs (even if small)

In the case of social entrepreneurship initiatives and 
campaigns, the following types can be considered:

3.1 Loan-based - is another form of crowdfunding which is 
gaining popularity. This crowdfunding model involves 
requesting support and resources from investors to be paid 
back with interest (commission, percentage).

Crowdfunding based on loans, which is nothing but a 
massive loan campaign, has proven to be an alternative 
path to success for startups because, although similar to 
getting a traditional bank loan, it involves many loans with 
lower and more competitive interest rates, and with more 
flexibility and options to secure resources. It is a great 
opportunity for small business owners and startups 
seeking financial support and resources outside traditional 
forms of credit such as banks and credit unions.

3.2 Capital-based – campaigns based on capital are 
targeted at investors and the amount received from 
contributors is an investment (and not a donation). 
Usually, an investor is offered a share of the entity, 
dividends, or royalties in exchange for their contribution, 
depending on the subject and goal of the fundraising 
campaign.
(source: https://wwwfundable.com/crowdfunding101/ 
types-of-crowdfunding)



4.1
What is a crowdfunding 
platform?
A crowdfunding platform is a digital tool through which 
donors and donees connect. The platform permits the donee 
to upload the project or product description and permits the 
public to make donations through banking tools built into the 
platform. Because crowdfunding platforms have become 
more and more popular since 2009, there are currently 
hundreds of local and international platforms dedicated to 
fundraising. However, the basic principles of crowdfunding 
platforms are similar, so they can be analyzed through some 
general criteria which will be discussed below.

4.2 

Should I choose a local or 
an international platform?
To answer this question we need to do a brief analysis of 
the project, and of the target audience, especially. If the 
target audience is located in Moldova or the organization is 
unknown at the international level, it is advisable to use a 
local platform such as: 

■ www.caritate.md ■ www.guvern24.md  

Benefits:

■ Small administration fee;
■ Geographical proximity to the platform administrators 

and prospective donors;
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4. HOW DO I CHOOSE
  THE RIGHT PLATFORM
  FOR CROWDFUNDING?

8.2
How do I record the money?
True, to justify the origin of donations received through a 
crowdfunding platform, you need to document this 
amount of money. Later, during your organization’s 
bookkeeping, this amount is introduced in the books as a 
simple donation. For this we use the following accounts:

425 - Financing and special purpose revenue in the long term
537 - Current financing and special purpose revenue 

4.3
What international 
platform do I choose for my 
cause or project
Earlier we mentioned that numerous crowdfunding 
platforms have been released since 2009, but we will analyze 
only those relevant to the associative sector and social 
entrepreneurship (we will not address loan- or capital-based 
crowdfunding platforms). Platforms can easily be divided 
according to collection method, niche, and type of 
crowdfunding (for types of crowdfunding see chapter 3).

Examples of platforms dedicated to social causes and 
projects, based on donations:

a) www.gofundme.com d) www.startsomegood.com
b) www.crowdrise.com e) www.fundrazr.com
c) www.causes.com

Examples of platforms dedicated to artists or art-related 
projects, based on donations:

a) www.rockethub.com c) www.kickstarer.com
b) www.artistshare.com d) www.indiegogo.com

Examples of platforms dedicated to entrepreneurs and 
startups, based on donations or rewards:

a) www.kickstarter.com c) www.angelist.com
b) www.indiegogo.com d) www.fundable.com

Also, we should mention that there are platforms on which 
CSOs can create their own pages (like a profile) to build a 
long-term relationship with donors. Donations are accepted 
non-stop on such pages, and organizations usually post 
publicly all completed and current projects  (e.g. www.just-
giving.com). These platforms are used for so-called * 
„recurring donations” (i.e. periodic or repeating donations). 
In addition, donors can automatize their donations on these 
platforms (for example, automatize a donation of $25 per 
month).

Other donation-based crowdfunding channels are available 
on some social networks, such as the Facebook network, 
which allows the collection of funds for social causes. To 
learn more about Facebook procedure and conditions for 
collecting donations, go to: https://donations.fb.com. Here 
we want to mention that some large online stores, during 
certain periods of the year, have projects that transfer 
commissions from customer purchases to charity. To learn 
more about the procedure and conditions for collecting 
donations in this way, go to: http://charity.ebay.com.

■ Convenience of making donations for people in 
Moldova (e.g. through SMS);

■ No unforeseen bank charges (e.g. international transfers)
  
Disadvantages:

■ Relatively small donor community;
■ Limited donation culture and, therefore, reduced 

donation capacity. 

If you are part of an international network, have an 
international community of partners and volunteers, or you 
are confident that your project or cause has credibility in the 
international community, then you can use international 
platforms.

Benefits:

■ Large community of donors;
■ Greater donation capacity than local platforms (e.g. 

from estimates for 2016, $5.5 billion is the 
international capacity of donation- and reward-based 
crowdfunding).

(source: http://crowdexpert.com/crowdfunding-industry-statistics/)

Disadvantages:

■ Extra fees (typically 5%);
■ Bank fees (usually 2.9%);
■ Possible additional fees (for international transfers).

Eastern Europe is ineligible for some platforms. While there 
are more challenges associated with using an international 
platform, these are easily overcome:

a. Fee-inclusive budget (e.g. (the sum of the project) + 5% + 
2.9% = the amount needed for the project);

b. Identify an international partner who is geographically 
eligible for the platform you have chosen.

*Liste și descrieri alte platformelor puteți găsi aici: http://wwwbusinessknowhow.com/money/crowdfundingplatform.htm
     http://wwwtriplepundit.com/2013/06/crowdfunding-platforms/
*Altă lectură utilă: https://wiredimpact.com/library/accept-donations-online-right-now/#
  http://wwwforbes.com/sites/chancebarnett/2013/05/08/top-10-crowdfunding-sites-for- fundraising/#582d47681cfb
  http://mashable.com/2011/03/14/social-good-fundraising-tools/#vM6YutBhkOqU
  http://blog.justgiving.com/choosing-online-fundraising-crowdfunding-platform-charity/

8.4
What if I have not collected 
the target amount?
Consider the case in which a project does not collect the 
target amount (not applicable for periodic donations, see 
section 4 of the guide). Usually we introduce a defined 
period of time, for example 3 months, and a predefined 
amount of money necessary to realize the project or cause 
that we are promoting, for example $10,000. Suppose we 
collected only $6,000 during the three months of the 
campaign. The scenarios that follow are:

a1) If the platform allows it (we recommend that this be 
checked before choosing a platform, see Section 4 of 
this guide), we can extract the accumulated amount 
at the time of campaign completion. Some platforms 
may charge additional fees if the target amount has 
not been met.

a2) If the platform does not allow extracting the amount 
collected, then the money will be returned to the 
persons who donated.

b1) We can review the budget or implement the project 
partially or gradually, the same solutions as when we 
receive partial funding from donors or are asked to 
economize on the project.

b2) We can extend or repeat the fundraising campaign 
offline or on another platform.

If the the accumulated amount is too small to act as a 
reduced project budget or resort to partial or gradual 
implementation, it is necessary to revisit aspects of:

■ Topicality  ■ Credibility
■ Necessity  ■ Promotion
■ Justification  ■ Communication with donors
■ etc.

However, in terms of management, our recommendation is 
that the matters listed above are also reviewed after 
successful crowdfunding campaigns, because there is always 
room for optimization.

8.3
How do I report the spent 
money
One of the things mentioned by most crowdfunding 
platforms in their terms of reference or rules of use is that 
you (not the platform or donor) are to take responsibility for 
the veracity of the information published and for realizing 
the project.

In general, most platforms do not provide a procedure for 
reporting after project implementation. However, as 
mentioned in Section 5 of this Guide, reporting to donors is 
good practice. From our point of view, reporting is a 
necessary element (even if we are not obliged to do so) to 
build a lasting relationship with the donor and to make us 
credible. Reporting is a very strong communication tool in 
the relationship with our audience.

Next we will look at some methods for reporting:

a. Individualized messages through the platform - each 
donor (except anonymous donors) can receive a 
message from you through the account, platform, or 
by email.

b. Post the report on your organization’s page - it is good 
practice to post the annual report on your 
organization’s page, then you can send donors a short 
email message.

c. Newsletter - though newsletters have lost their 
popularity, they are a convenient tool when it comes 
to regular reporting to beneficiaries, partners, 
volunteers, etc.

9.1.
Best practices in 
international campaigns
1. Humans of New York community and 

educational campaign     
($ 1.4 mil. = 1,481% funded)45

HONY (Humans of New York) is a Facebook page with 
uploaded photos of people in New York accompanied by a 
fragment of dialogue between the photographer and the 
subject of the photo. From a simple hobby, Humans of New 
York has become a global phenomenon with the mission to 
promote intercultural dialogue. The most relevant aspect is 
that HONY accumulated a community of people that in many 
cases have mobilized to help one another. In the example 
below, we will present a case that resulted in the launch of a 
crowdfunding campaign.

The photo on the right is of a student from New York who 
explains how his school’s director has positively influenced 
him. After the post (the photo) gathered 1.2 million Likes on 
Facebook (169 000 Shares), a crowdfunding campaign was 
launched. The campaign collected $1 million to bring 
students on Harvard study visits to „know the feeling of 
being on the campus of a top university and to feel that they 
are expected there.”46 The campaign’s base was the 
ready-formed HONY community and it was a success.

The lesson from this campaign: In some cases, a fundraising 
campaign can start naturally from members of ready-made 
communities. A great community is a resource.

 2. Christmas Letter    
(£ 625 = 125% funded) 
The campaign started with a Christmas letter that was found 
tied to a balloon47. From the letter, it was clear that it was 
written by a child to his father who had died. The letter 
includes a list of Christmas gifts that the child expected. The 
person who found the letter published it online (social media) 
and the world suggested that money be collected to buy the 
gifts from the list, to be delivered to the child.

8.1
What are the hidden fees 
and charges?
Normally, international platforms (see section 4 of this 
guide) charge a fee of 5% for the costs they incur managing 
the platform and a 2.9% fee that they pay the bank when the 
transfer is processed. Depending on the bank you use, an 
international transfer (depending on the legal address of the 
platform in the US, UK, etc.) can be charged extra fees by 
Moldovan banks. These commissions you can find through 
your bank.

Regarding taxation of this money in Moldova, the current tax 
code does not tax donations, and NGOs (with some 
exceptions) do not pay VAT. Other special provisions related 
to online donations are not covered by the tax code of the 
Republic of Moldova.

Respectively, these are all the commissions and fees you will 
incur. As previously mentioned, you should budget these fees 
from the start, so they do not affect the budget necessary to 
implement your project.

 Strong points of the campaign:

a. The project is very well constructed. It presents their 
request for an urbanization certificate that was 
submitted to the Ministry of Culture. Also, it confirms 
that it is a protected historic monument.

b. It presents a legend of the fountain (a story). It 
describes its link to the historical events from the 15th 
century. Just as discussed above, it offers donors an 
opportunity to write the next page of the legend 
through their contributions.

Other mentions: good presented budget, own contribution 
(20%), relatively good video (the fact that it is only in the 
Romanian language is a weakness).

3. Chekhov Square 54     
($ 15,185 = 101% funded)

The project started from a need to renovate urban public 
spaces that suffer continual degradation. Chisinau 
Municipality declared it does not have funds for such projects 
and promoters thought to collect via crowdfunding. The 
campaign collected money for 30 days, with only a half-time 
campaign manager.
  

 Strong points of the campaign:

a. A very visual campaign. They published pictures of the 
square and made a quality video that can be viewed 
on the campaign page.

b. It was a redevelopment project that includes a budget 
with components. The renovation works (cleaning, 
lighting installation) and procurement (banks, boxes, 
lampposts) are described and shown.

5 pieces of advice from 
one of the initiators of 
the Chekhov Square 
campaign: Victor 
Chironda

• It is necessary to use several communication tools. In the 
Chekhov Square campaign we used: opinion leaders 
(bloggers, journalists, civic activists, people from show 
business); Events (dedicated to the project or project 
involvement in partnership with other projects); and 

9.2. 

Good practices in local 
campaigns
1. Basketball Court in Leova    

($ 4,657 = 96% funded)

The campaign for renovating a basketball court in Leova was 
held in July 2014, initiated by a volunteer from Peace 
Corps49. The campaign started from the need to have more 
extracurricular activities in Leova for students and for young 
people so that they do not spend their time consuming 
alcohol and drugs.

Strong points of the campaign:

a. It is a visual campaign with a good video clip50 and photos 
of the stadium before renovation. At the end of the 
campaign, a comparison video was made which was 
shown to the public and donors51.

b. It has a very clear budget and explains what will be done 
with the money raised. The campaign collected 96% of the 
planned amount from 86 contributors. The project has a 
very clear budget showing the $1900 needed for materials 
and the $2600 for labor. The final amount,$4870, includes 
the 7% fee from the platform Indiegogo.

c. Regards a very important social issue – health of children 
and young people.

d. Calls on a community outside Moldova. Because the 
description and video is in English, the campaign invites 
foreign donors, such as from the American volunteer 
network. The development campaign was recorded and 
communicated through a blog52.

2. Campaign for the restoration of 15th 
century fountain ($ 4,231 = 106% funded)53

Cadin Fountain was presented because it was in a deplorable 
state, and it was finally decided that it be restored. The 
description of campaign presented the legend of the 15th 
century fountain and its connection with the history of 
Moldova and the battle of Ştefan cel Mare of Lipcani.

Testimonials promoted on Facebook (of public figures and 
opinion leaders with quotes and the amount that they have 
contributed, to maintain public interest in the project and 
show that people donate).

• It is necessary to continuously renew information about the 
project, both during the fundraising campaign and after its 
completion.

• Transparency is necessary in expenditure, and demostration 
that money donated by people reached its destination.

• You should involve volunteers to collect money and 
subsequently to carry out the works (sanitation events and 
renovation works).

• You should gather money in various ways. This project 
collected money through collection boxes, events, donation 
accounts. But the most effective was the online collection 
platform.

4. “Skate Park Chișinău” campaign 55   
(€ 5,000 = 11% funded)

Although the campaign has not yet been formally launched, it 
has informally already collected about 11% for the cause. The 
campaign will be launched via Guvern24 in spring 2017 so that 
a part of the park will be ready by summer. Project Skate Park 
is a complex that includes administrative procedures (e.g. 
urbanization certificate), therefore, preparations were 
required before the campaign launch. The campaign is 
supported by donors from Moldova and Romania.

 

4 pieces of advise from 
Skate Park Chisinau 
campaign initiator 
Dorin Lupaşcu

• It is recommended that the project originates from a problem 
in the community. In this case it is the existing community of 
skaters and artists formed around Board Shop. This 
community needs an urban area (Urban Hub) that includes 
ramps for skateboarding and sites developed for urban art.

• You should work with bloggers and public figures. Skate Park 
has is a well-known ambassador - Ilie Bivol - who has nearly 1 
million fans on YouTube.

• You should identify donors not only online, but also among 
entrepreneurs. In the case of Skate Park, we identified several 
big donors (companies). The project is promoted offline in 
Board Shop, where there is a box for donations.

• You should reward donors. In this case, give stickers in 
exchange for a donation of €2. Stickers are mailed, but there 
are still logistical problems in Moldova.

5. Campaign for installation of street lighting 
in Costeşti  56 (€ 3,845 = 70% funded)

This campaign was initiated by Municipality Costeşti in order 
to install street lighting in the village. It is a community 
project but cannot be achieved only with the participation 
and active mobilization of residents of the village Costeşti. 
The Municipality has assumed the role of mobilizer and its 
message is that money raised online is the same as in the 
past, only using new tools (Guvern24). Donations can be 
made via credit card, cash, or SMS. 

 Strong points of the campaign:

a. The project is done in installments. Once it collected 
some of the funds (e.g. 25%), lighting was installed 
on the first part of the street as part of the global 
project. This is a great way to promote the 
campaign and mobilize people by demonstrating 
tangible results. It is the first project of such type in 
Moldova.

6. Campaign “Leave your mark on the Wax 
Road” (€ 2,553 = 51% funded)

The campaign was organized to launch the first album of 
local rock music band Wax Road57.

Strong points of the campaign:

a. They used crowdfunding in order to build 
community and a fan base for the band. 
Crowdfunding is not just a financial instrument, but 
one of communication. Even though 100% of the 
funds were not collected, it formed a fan-base that 
supports the band long-term and represents future 
consumers of the product (i.e. concerts).

b. The campaign is very visual and is extremely well 
illustrated on Indiegogo. It created about 110 
images, gifs, five videos, and the site was 
re-designed according to the theme of the campain. 

10.1. 

The legal framework on 
donations in Moldova
Currently the legal and fiscal framework concerning the 
collection of funds does not give any specific tough 
opposition to online fundraising. In general, as regards the 
national legal framework, although the legislature has 
provided some legal mechanisms for fundraising 
(sponsorship, the “2%” philanthropy law, tax facilities, etc.) 
legislation is not clear, is difficult to implement, is not 
harmonized, and does not provide CSOs with predictability 
for utilization.

The fact that there are no specific provisions and that 
legislation is quite liberal with regard to online fundraising 
and additional fees, may seem at first glance like an 
advantage, but with these lack of provisions comes a lack 
of mechanisms for stimulation of donations in general. An 
example of this is the fact that the current legal framework 
does not encourage acts of philanthropy and sponsorship 
among commercial organizations and individual 
companies. In practice, this leads to the fact that business 
simply "is not interested" in providing assistance to CSOs. 
Moreover, it does not create a foundation for positive 
interaction between business and CSOs in solving social 
and economic problems in the community.

All this was done by the team/band and 
consequently has cost them only "time and effort".

4 pieces of advice  
from the initiator of 
the campaign:  
Iaroslav Cojocaru

• You need to know exactly what happens every day of the 
campaign. Communication is extremely important. Choose 
good communication channels and make a concrete action 
plan. It would be great to have a few action plan scenarios, 
because there is a risk that things do not go in the way you 
want.

• You must have a concept and a well-built project. Before 
launching, it is good to consult specialists, potential donors, 
to test the product and evaluate perception.

• You should do offline events before launching the campaign. 
In the course of three events the band introduced itself, 
performed, and promoted the project.

• You should deliver guarantees and assurances through the 
attitude and materials you publish/distribute. Donors should 
sense a serious and professional approach to the campaign 
and regarding their contribution to the team.

7. Victoria Morozov – fundraiser   
(£ 80-100 mii anual)58 

3 pieces of advice from 
Victoria Morozov
 

•You should begin each campaign with the questions (1) Why 
fundraise? (2) What impact will follow the campaign? and (3) 
What change will be produced in the long term? The answers 
to these three questions will guide the campaign.

• When target amounts are larger than 10,000, consider the 
involvement of diaspora and foreign donors. Moldova 
donates less online because we still do not use online 
banking very much. Also, it is good to suggest your donation 
amount, i.e. for $ 7 you can buy three lunches in a social 
canteen.

• You should be creative in the relationship with donors. In one 
campaign, Victoria promised that, if they raise the 
fundraising target, she would parachute in spite of her fear of 
heights.59. 

10.2. 

Intellectual property
There is a series of legal risks that may turn up for initiators of 
a campaign. Together with the team AGEPI, we have analyzed 
these risks, and will explain them here:

1.  A campaign idea, once published, can be taken by 
anyone. There is no legal mechanism to protect the 
idea. This is a risk we must be aware of because you 
cannot do crowdfunding without a project made public.

2. The published material (text, written works, script, film, 
graphics, illustrations, photos) is automatically 
protected by copyright. If you have proof that you are 
the author of a text, then if anyone copies it without 
consent, they violate your copyright. In cases when the 
breach is serious, the person violating copyright may be 
sued. Software is also protected via copyright 
(automatically).

3. If a trademark is not registered, it can be taken by 
anyone. If the trademark is of special significance for 
your project, then registration is recommended. 
However, the minimum cost for this is around €245 for 
protection lasting 10 years. For crowdfunding on a 
simple project, this cost is not justified. However, if the 
trademark will be used for future projects and 
commerce, it is advisable to schedule a consultation 
with the AGEPI.

4. Patenting an invention is suitable for cases when the 
crowdfunding is for an invention (prototype) or 
innovative product. Patenting is normally expensive 
(€500), but there is a set of discounts for individual 
physical patenters. Until now, there has been no 
crowdfunding campaign in Moldova based on an 
invention, but in case this is your plan, it would be good 
to consult officers of the AGEPI.

While in the first case study the campaign was initiated on 
the basis of an existing community (several million people), 
here the campaign begins with a story about the letter in 
question, which became viral48. Just as in the first case, 
where the campaign motor was community, in this case the 
motor of the campaign was that many people reacted to the 
news about the letter. Even though £500 is not an extremely 
large amount, it was collected in seven days without 
identifying who had sent the letter. The idea was that Steve 
McColl, the initiator of the campaign, assumed responsibility 
for identifying the child, and for delivering the amount 
collected (or the gifts). To add credibility, Steve published a 
photo of himself via Daily Mail, a portal with 11.7 million 
visitors a day. He also left a contact email for people who 
could help identify the child.

Lessons from this campaign: 

a. Credibility is important - Daily Mail's reputation would 
suffer a lot if this news was false. Once there is a 
guarantor (Daily Mail and Steve McColl) donors have 
less suspicion and can donate with confidence.

b. The amount is not large, because it is proportional to 
the cause. The campaign is small and the target was 
exceeded (125%).

c. 'Story' that creates an emotional impact. This is a great 
example of a story that in just a few sentences made 
people care about the cause. Moreover, the 
crowdfunding campaign gave people a chance to write 
the next page or the end of the story. A good story 
makes people fight inertion.

d. The motor of the campaign was the viral news. It was 
easy to make the step from a viral piece of news to a 
crowdfunding campaign because the audience was 
already tested. Once the news caught the attention of 
millions of readers of the Daily Mail (5600 Shares on 
Facebook), it was clear that a sum of £500 would not 
be difficult to collect.

?



4.1
What is a crowdfunding 
platform?
A crowdfunding platform is a digital tool through which 
donors and donees connect. The platform permits the donee 
to upload the project or product description and permits the 
public to make donations through banking tools built into the 
platform. Because crowdfunding platforms have become 
more and more popular since 2009, there are currently 
hundreds of local and international platforms dedicated to 
fundraising. However, the basic principles of crowdfunding 
platforms are similar, so they can be analyzed through some 
general criteria which will be discussed below.

4.2 

Should I choose a local or 
an international platform?
To answer this question we need to do a brief analysis of 
the project, and of the target audience, especially. If the 
target audience is located in Moldova or the organization is 
unknown at the international level, it is advisable to use a 
local platform such as: 

■ www.caritate.md ■ www.guvern24.md  

Benefits:

■ Small administration fee;
■ Geographical proximity to the platform administrators 

and prospective donors;
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8.2
How do I record the money?
True, to justify the origin of donations received through a 
crowdfunding platform, you need to document this 
amount of money. Later, during your organization’s 
bookkeeping, this amount is introduced in the books as a 
simple donation. For this we use the following accounts:

425 - Financing and special purpose revenue in the long term
537 - Current financing and special purpose revenue 

4.3
What international 
platform do I choose for my 
cause or project
Earlier we mentioned that numerous crowdfunding 
platforms have been released since 2009, but we will analyze 
only those relevant to the associative sector and social 
entrepreneurship (we will not address loan- or capital-based 
crowdfunding platforms). Platforms can easily be divided 
according to collection method, niche, and type of 
crowdfunding (for types of crowdfunding see chapter 3).

Examples of platforms dedicated to social causes and 
projects, based on donations:

a) www.gofundme.com d) www.startsomegood.com
b) www.crowdrise.com e) www.fundrazr.com
c) www.causes.com

Examples of platforms dedicated to artists or art-related 
projects, based on donations:

a) www.rockethub.com c) www.kickstarer.com
b) www.artistshare.com d) www.indiegogo.com

Examples of platforms dedicated to entrepreneurs and 
startups, based on donations or rewards:

a) www.kickstarter.com c) www.angelist.com
b) www.indiegogo.com d) www.fundable.com

Also, we should mention that there are platforms on which 
CSOs can create their own pages (like a profile) to build a 
long-term relationship with donors. Donations are accepted 
non-stop on such pages, and organizations usually post 
publicly all completed and current projects  (e.g. www.just-
giving.com). These platforms are used for so-called * 
„recurring donations” (i.e. periodic or repeating donations). 
In addition, donors can automatize their donations on these 
platforms (for example, automatize a donation of $25 per 
month).

Other donation-based crowdfunding channels are available 
on some social networks, such as the Facebook network, 
which allows the collection of funds for social causes. To 
learn more about Facebook procedure and conditions for 
collecting donations, go to: https://donations.fb.com. Here 
we want to mention that some large online stores, during 
certain periods of the year, have projects that transfer 
commissions from customer purchases to charity. To learn 
more about the procedure and conditions for collecting 
donations in this way, go to: http://charity.ebay.com.

■ Convenience of making donations for people in 
Moldova (e.g. through SMS);

■ No unforeseen bank charges (e.g. international transfers)
  
Disadvantages:

■ Relatively small donor community;
■ Limited donation culture and, therefore, reduced 

donation capacity. 

If you are part of an international network, have an 
international community of partners and volunteers, or you 
are confident that your project or cause has credibility in the 
international community, then you can use international 
platforms.

Benefits:

■ Large community of donors;
■ Greater donation capacity than local platforms (e.g. 

from estimates for 2016, $5.5 billion is the 
international capacity of donation- and reward-based 
crowdfunding).

(source: http://crowdexpert.com/crowdfunding-industry-statistics/)

Disadvantages:

■ Extra fees (typically 5%);
■ Bank fees (usually 2.9%);
■ Possible additional fees (for international transfers).

Eastern Europe is ineligible for some platforms. While there 
are more challenges associated with using an international 
platform, these are easily overcome:

a. Fee-inclusive budget (e.g. (the sum of the project) + 5% + 
2.9% = the amount needed for the project);

b. Identify an international partner who is geographically 
eligible for the platform you have chosen.

4.4
What do I pay attention to 
when choosing a 
crowdfunding platform?
a) Target audience - How big is the donor community? What 
are donors’ preferred themes and shared values on this 
platform (e.g. education, art, charity, etc.)? Can we attract new 
supporters through this platform?

b) Eligible countries – as mentioned earlier, not all platforms 
allow registration of projects in Eastern Europe. In these cases, 
you either need a partner from an eligible country or you can 
use a local platform (www.caritate.md or www.guvern24.md)

c) Administrative fees and commissions - some platforms do 
not deduct commissions or fees from the full amount collected 
by an organization, but these platforms may charge transaction 
fees per donation or donor. Vice versa, some platforms do not 
charge percentage commissions and instead charge a fixed fee 
per project.

d) What happens to the collected amount if the project’s 
target amount has not been reached? Some platforms, if the 
campaign did not collect the target amount17 for the project, 
return donated money to donors, sometimes with additional 
charge or fees. Other platforms allow organizations to withdraw 
the amount collected, even if the total target amount has not 
been reached (i.e. $ 7500 collected from $10,000 required for 
project implementation)

e) Payment systems that operate with the platform - check if 
you can transfer money from the platform to banks in Moldova. 
Check the online payment systems that operate with the 
platform (PayPal, WebMoney, etc.)

f) Platform functionality – see if you can integrate the DONATE 
button with your organization’s website or social network 
project page(s)

g) Check if the platform is compatible with mobile phones

h) Platform credibility - Will the donations be secure? What 
other international funds collaborate with this platform? When 
was it founded?

i) Are there any hidden charges? - Some platforms have an 
additional services fee (e.g. project promotion on the first page 
or emails to their lists of donors. Usually there are services to 
promote the project)

The platforms listed above are just a few of the hundreds of 
online platforms available today. We encourage the use of the 
principles described above to test and experiment in order to 
identify the type of crowdfunding platform that best suits your 
organization, cause, or project.
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or emails to their lists of donors. Usually there are services to 
promote the project)

The platforms listed above are just a few of the hundreds of 
online platforms available today. We encourage the use of the 
principles described above to test and experiment in order to 
identify the type of crowdfunding platform that best suits your 
organization, cause, or project.

17    The total amount we expect to collect in the crowdfunding campaign

8.4
What if I have not collected 
the target amount?
Consider the case in which a project does not collect the 
target amount (not applicable for periodic donations, see 
section 4 of the guide). Usually we introduce a defined 
period of time, for example 3 months, and a predefined 
amount of money necessary to realize the project or cause 
that we are promoting, for example $10,000. Suppose we 
collected only $6,000 during the three months of the 
campaign. The scenarios that follow are:

a1) If the platform allows it (we recommend that this be 
checked before choosing a platform, see Section 4 of 
this guide), we can extract the accumulated amount 
at the time of campaign completion. Some platforms 
may charge additional fees if the target amount has 
not been met.

a2) If the platform does not allow extracting the amount 
collected, then the money will be returned to the 
persons who donated.

b1) We can review the budget or implement the project 
partially or gradually, the same solutions as when we 
receive partial funding from donors or are asked to 
economize on the project.

b2) We can extend or repeat the fundraising campaign 
offline or on another platform.

If the the accumulated amount is too small to act as a 
reduced project budget or resort to partial or gradual 
implementation, it is necessary to revisit aspects of:

■ Topicality  ■ Credibility
■ Necessity  ■ Promotion
■ Justification  ■ Communication with donors
■ etc.

However, in terms of management, our recommendation is 
that the matters listed above are also reviewed after 
successful crowdfunding campaigns, because there is always 
room for optimization.

8.3
How do I report the spent 
money
One of the things mentioned by most crowdfunding 
platforms in their terms of reference or rules of use is that 
you (not the platform or donor) are to take responsibility for 
the veracity of the information published and for realizing 
the project.

In general, most platforms do not provide a procedure for 
reporting after project implementation. However, as 
mentioned in Section 5 of this Guide, reporting to donors is 
good practice. From our point of view, reporting is a 
necessary element (even if we are not obliged to do so) to 
build a lasting relationship with the donor and to make us 
credible. Reporting is a very strong communication tool in 
the relationship with our audience.

Next we will look at some methods for reporting:

a. Individualized messages through the platform - each 
donor (except anonymous donors) can receive a 
message from you through the account, platform, or 
by email.

b. Post the report on your organization’s page - it is good 
practice to post the annual report on your 
organization’s page, then you can send donors a short 
email message.

c. Newsletter - though newsletters have lost their 
popularity, they are a convenient tool when it comes 
to regular reporting to beneficiaries, partners, 
volunteers, etc.

9.1.
Best practices in 
international campaigns
1. Humans of New York community and 

educational campaign     
($ 1.4 mil. = 1,481% funded)45

HONY (Humans of New York) is a Facebook page with 
uploaded photos of people in New York accompanied by a 
fragment of dialogue between the photographer and the 
subject of the photo. From a simple hobby, Humans of New 
York has become a global phenomenon with the mission to 
promote intercultural dialogue. The most relevant aspect is 
that HONY accumulated a community of people that in many 
cases have mobilized to help one another. In the example 
below, we will present a case that resulted in the launch of a 
crowdfunding campaign.

The photo on the right is of a student from New York who 
explains how his school’s director has positively influenced 
him. After the post (the photo) gathered 1.2 million Likes on 
Facebook (169 000 Shares), a crowdfunding campaign was 
launched. The campaign collected $1 million to bring 
students on Harvard study visits to „know the feeling of 
being on the campus of a top university and to feel that they 
are expected there.”46 The campaign’s base was the 
ready-formed HONY community and it was a success.

The lesson from this campaign: In some cases, a fundraising 
campaign can start naturally from members of ready-made 
communities. A great community is a resource.

 2. Christmas Letter    
(£ 625 = 125% funded) 
The campaign started with a Christmas letter that was found 
tied to a balloon47. From the letter, it was clear that it was 
written by a child to his father who had died. The letter 
includes a list of Christmas gifts that the child expected. The 
person who found the letter published it online (social media) 
and the world suggested that money be collected to buy the 
gifts from the list, to be delivered to the child.

8.1
What are the hidden fees 
and charges?
Normally, international platforms (see section 4 of this 
guide) charge a fee of 5% for the costs they incur managing 
the platform and a 2.9% fee that they pay the bank when the 
transfer is processed. Depending on the bank you use, an 
international transfer (depending on the legal address of the 
platform in the US, UK, etc.) can be charged extra fees by 
Moldovan banks. These commissions you can find through 
your bank.

Regarding taxation of this money in Moldova, the current tax 
code does not tax donations, and NGOs (with some 
exceptions) do not pay VAT. Other special provisions related 
to online donations are not covered by the tax code of the 
Republic of Moldova.

Respectively, these are all the commissions and fees you will 
incur. As previously mentioned, you should budget these fees 
from the start, so they do not affect the budget necessary to 
implement your project.

 Strong points of the campaign:

a. The project is very well constructed. It presents their 
request for an urbanization certificate that was 
submitted to the Ministry of Culture. Also, it confirms 
that it is a protected historic monument.

b. It presents a legend of the fountain (a story). It 
describes its link to the historical events from the 15th 
century. Just as discussed above, it offers donors an 
opportunity to write the next page of the legend 
through their contributions.

Other mentions: good presented budget, own contribution 
(20%), relatively good video (the fact that it is only in the 
Romanian language is a weakness).

3. Chekhov Square 54     
($ 15,185 = 101% funded)

The project started from a need to renovate urban public 
spaces that suffer continual degradation. Chisinau 
Municipality declared it does not have funds for such projects 
and promoters thought to collect via crowdfunding. The 
campaign collected money for 30 days, with only a half-time 
campaign manager.
  

 Strong points of the campaign:

a. A very visual campaign. They published pictures of the 
square and made a quality video that can be viewed 
on the campaign page.

b. It was a redevelopment project that includes a budget 
with components. The renovation works (cleaning, 
lighting installation) and procurement (banks, boxes, 
lampposts) are described and shown.

5 pieces of advice from 
one of the initiators of 
the Chekhov Square 
campaign: Victor 
Chironda

• It is necessary to use several communication tools. In the 
Chekhov Square campaign we used: opinion leaders 
(bloggers, journalists, civic activists, people from show 
business); Events (dedicated to the project or project 
involvement in partnership with other projects); and 

9.2. 

Good practices in local 
campaigns
1. Basketball Court in Leova    

($ 4,657 = 96% funded)

The campaign for renovating a basketball court in Leova was 
held in July 2014, initiated by a volunteer from Peace 
Corps49. The campaign started from the need to have more 
extracurricular activities in Leova for students and for young 
people so that they do not spend their time consuming 
alcohol and drugs.

Strong points of the campaign:

a. It is a visual campaign with a good video clip50 and photos 
of the stadium before renovation. At the end of the 
campaign, a comparison video was made which was 
shown to the public and donors51.

b. It has a very clear budget and explains what will be done 
with the money raised. The campaign collected 96% of the 
planned amount from 86 contributors. The project has a 
very clear budget showing the $1900 needed for materials 
and the $2600 for labor. The final amount,$4870, includes 
the 7% fee from the platform Indiegogo.

c. Regards a very important social issue – health of children 
and young people.

d. Calls on a community outside Moldova. Because the 
description and video is in English, the campaign invites 
foreign donors, such as from the American volunteer 
network. The development campaign was recorded and 
communicated through a blog52.

2. Campaign for the restoration of 15th 
century fountain ($ 4,231 = 106% funded)53

Cadin Fountain was presented because it was in a deplorable 
state, and it was finally decided that it be restored. The 
description of campaign presented the legend of the 15th 
century fountain and its connection with the history of 
Moldova and the battle of Ştefan cel Mare of Lipcani.

Testimonials promoted on Facebook (of public figures and 
opinion leaders with quotes and the amount that they have 
contributed, to maintain public interest in the project and 
show that people donate).

• It is necessary to continuously renew information about the 
project, both during the fundraising campaign and after its 
completion.

• Transparency is necessary in expenditure, and demostration 
that money donated by people reached its destination.

• You should involve volunteers to collect money and 
subsequently to carry out the works (sanitation events and 
renovation works).

• You should gather money in various ways. This project 
collected money through collection boxes, events, donation 
accounts. But the most effective was the online collection 
platform.

4. “Skate Park Chișinău” campaign 55   
(€ 5,000 = 11% funded)

Although the campaign has not yet been formally launched, it 
has informally already collected about 11% for the cause. The 
campaign will be launched via Guvern24 in spring 2017 so that 
a part of the park will be ready by summer. Project Skate Park 
is a complex that includes administrative procedures (e.g. 
urbanization certificate), therefore, preparations were 
required before the campaign launch. The campaign is 
supported by donors from Moldova and Romania.

 

4 pieces of advise from 
Skate Park Chisinau 
campaign initiator 
Dorin Lupaşcu

• It is recommended that the project originates from a problem 
in the community. In this case it is the existing community of 
skaters and artists formed around Board Shop. This 
community needs an urban area (Urban Hub) that includes 
ramps for skateboarding and sites developed for urban art.

• You should work with bloggers and public figures. Skate Park 
has is a well-known ambassador - Ilie Bivol - who has nearly 1 
million fans on YouTube.

• You should identify donors not only online, but also among 
entrepreneurs. In the case of Skate Park, we identified several 
big donors (companies). The project is promoted offline in 
Board Shop, where there is a box for donations.

• You should reward donors. In this case, give stickers in 
exchange for a donation of €2. Stickers are mailed, but there 
are still logistical problems in Moldova.

5. Campaign for installation of street lighting 
in Costeşti  56 (€ 3,845 = 70% funded)

This campaign was initiated by Municipality Costeşti in order 
to install street lighting in the village. It is a community 
project but cannot be achieved only with the participation 
and active mobilization of residents of the village Costeşti. 
The Municipality has assumed the role of mobilizer and its 
message is that money raised online is the same as in the 
past, only using new tools (Guvern24). Donations can be 
made via credit card, cash, or SMS. 

 Strong points of the campaign:

a. The project is done in installments. Once it collected 
some of the funds (e.g. 25%), lighting was installed 
on the first part of the street as part of the global 
project. This is a great way to promote the 
campaign and mobilize people by demonstrating 
tangible results. It is the first project of such type in 
Moldova.

6. Campaign “Leave your mark on the Wax 
Road” (€ 2,553 = 51% funded)

The campaign was organized to launch the first album of 
local rock music band Wax Road57.

Strong points of the campaign:

a. They used crowdfunding in order to build 
community and a fan base for the band. 
Crowdfunding is not just a financial instrument, but 
one of communication. Even though 100% of the 
funds were not collected, it formed a fan-base that 
supports the band long-term and represents future 
consumers of the product (i.e. concerts).

b. The campaign is very visual and is extremely well 
illustrated on Indiegogo. It created about 110 
images, gifs, five videos, and the site was 
re-designed according to the theme of the campain. 

10.1. 

The legal framework on 
donations in Moldova
Currently the legal and fiscal framework concerning the 
collection of funds does not give any specific tough 
opposition to online fundraising. In general, as regards the 
national legal framework, although the legislature has 
provided some legal mechanisms for fundraising 
(sponsorship, the “2%” philanthropy law, tax facilities, etc.) 
legislation is not clear, is difficult to implement, is not 
harmonized, and does not provide CSOs with predictability 
for utilization.

The fact that there are no specific provisions and that 
legislation is quite liberal with regard to online fundraising 
and additional fees, may seem at first glance like an 
advantage, but with these lack of provisions comes a lack 
of mechanisms for stimulation of donations in general. An 
example of this is the fact that the current legal framework 
does not encourage acts of philanthropy and sponsorship 
among commercial organizations and individual 
companies. In practice, this leads to the fact that business 
simply "is not interested" in providing assistance to CSOs. 
Moreover, it does not create a foundation for positive 
interaction between business and CSOs in solving social 
and economic problems in the community.

All this was done by the team/band and 
consequently has cost them only "time and effort".

4 pieces of advice  
from the initiator of 
the campaign:  
Iaroslav Cojocaru

• You need to know exactly what happens every day of the 
campaign. Communication is extremely important. Choose 
good communication channels and make a concrete action 
plan. It would be great to have a few action plan scenarios, 
because there is a risk that things do not go in the way you 
want.

• You must have a concept and a well-built project. Before 
launching, it is good to consult specialists, potential donors, 
to test the product and evaluate perception.

• You should do offline events before launching the campaign. 
In the course of three events the band introduced itself, 
performed, and promoted the project.

• You should deliver guarantees and assurances through the 
attitude and materials you publish/distribute. Donors should 
sense a serious and professional approach to the campaign 
and regarding their contribution to the team.

7. Victoria Morozov – fundraiser   
(£ 80-100 mii anual)58 

3 pieces of advice from 
Victoria Morozov
 

•You should begin each campaign with the questions (1) Why 
fundraise? (2) What impact will follow the campaign? and (3) 
What change will be produced in the long term? The answers 
to these three questions will guide the campaign.

• When target amounts are larger than 10,000, consider the 
involvement of diaspora and foreign donors. Moldova 
donates less online because we still do not use online 
banking very much. Also, it is good to suggest your donation 
amount, i.e. for $ 7 you can buy three lunches in a social 
canteen.

• You should be creative in the relationship with donors. In one 
campaign, Victoria promised that, if they raise the 
fundraising target, she would parachute in spite of her fear of 
heights.59. 

10.2. 

Intellectual property
There is a series of legal risks that may turn up for initiators of 
a campaign. Together with the team AGEPI, we have analyzed 
these risks, and will explain them here:

1.  A campaign idea, once published, can be taken by 
anyone. There is no legal mechanism to protect the 
idea. This is a risk we must be aware of because you 
cannot do crowdfunding without a project made public.

2. The published material (text, written works, script, film, 
graphics, illustrations, photos) is automatically 
protected by copyright. If you have proof that you are 
the author of a text, then if anyone copies it without 
consent, they violate your copyright. In cases when the 
breach is serious, the person violating copyright may be 
sued. Software is also protected via copyright 
(automatically).

3. If a trademark is not registered, it can be taken by 
anyone. If the trademark is of special significance for 
your project, then registration is recommended. 
However, the minimum cost for this is around €245 for 
protection lasting 10 years. For crowdfunding on a 
simple project, this cost is not justified. However, if the 
trademark will be used for future projects and 
commerce, it is advisable to schedule a consultation 
with the AGEPI.

4. Patenting an invention is suitable for cases when the 
crowdfunding is for an invention (prototype) or 
innovative product. Patenting is normally expensive 
(€500), but there is a set of discounts for individual 
physical patenters. Until now, there has been no 
crowdfunding campaign in Moldova based on an 
invention, but in case this is your plan, it would be good 
to consult officers of the AGEPI.

While in the first case study the campaign was initiated on 
the basis of an existing community (several million people), 
here the campaign begins with a story about the letter in 
question, which became viral48. Just as in the first case, 
where the campaign motor was community, in this case the 
motor of the campaign was that many people reacted to the 
news about the letter. Even though £500 is not an extremely 
large amount, it was collected in seven days without 
identifying who had sent the letter. The idea was that Steve 
McColl, the initiator of the campaign, assumed responsibility 
for identifying the child, and for delivering the amount 
collected (or the gifts). To add credibility, Steve published a 
photo of himself via Daily Mail, a portal with 11.7 million 
visitors a day. He also left a contact email for people who 
could help identify the child.

Lessons from this campaign: 

a. Credibility is important - Daily Mail's reputation would 
suffer a lot if this news was false. Once there is a 
guarantor (Daily Mail and Steve McColl) donors have 
less suspicion and can donate with confidence.

b. The amount is not large, because it is proportional to 
the cause. The campaign is small and the target was 
exceeded (125%).

c. 'Story' that creates an emotional impact. This is a great 
example of a story that in just a few sentences made 
people care about the cause. Moreover, the 
crowdfunding campaign gave people a chance to write 
the next page or the end of the story. A good story 
makes people fight inertion.

d. The motor of the campaign was the viral news. It was 
easy to make the step from a viral piece of news to a 
crowdfunding campaign because the audience was 
already tested. Once the news caught the attention of 
millions of readers of the Daily Mail (5600 Shares on 
Facebook), it was clear that a sum of £500 would not 
be difficult to collect.



5.2
Budget
From the very beginning we must make clear that in this 
part we will be discussing budgets in parallel: the global 
budget of the project (total budget); and the component 
budget of the project for which you start a crowdfunding 
campaign (partial budget). To explain: let us take the 
example of a project to create a documentary film. This 
project is expensive because its execution can last up to 
two years and requires the renting of expensive equipment 
and the involvenment of many people during filming and 
post-production. Such a documentary film project often 
receives funding from several sources: local authorities, 
international grants, the production house’s own 
resources, loans. Only part of this project can be financed 
via crowdfunding. This is the partial budget. In the 
budgeting of a documentary film, crowdfunding can 
provide (for example) 3-5% of the overall budget, perhaps 
to cover the cost of the film’s participation in international 
festivals.

What is the sense of such a small campaign? First of all, to 
fundraise efficiently, and second of all, to promote the film 
among potential future viewers through crowdfunding. 
Donors will want to see the film at the end of the campaign, 
after reading about it (or watching a short clip/trailer). Most 
importantly in this example is to realize that as part of the 
larger documentary project, the crowdfunding campaign is 
just one step and takes a maximum of 60 days (usually 
around 45 days).
  
How do I construct the global budget 
(total project budget)?
The budget is the backbone of any project, so that when 
you look ahead, you understand how money will be spent. 
Each cost must be estimated accurately and, ideally, have 
an established agreement/pre-contract with providers to 
ensure that prices do not change in the course of the 
project. If the project includes salaries then it has to predict 
how many people will be employed full-time and how 
many part-time. In some cases, the project team will give 
up their salaries. If wages are not excluded in the global 
budget, each salary must be budgeted with both employer 
and employee taxes (27.5% + 18%). 

5.1
The unwritten contract
A crowdfunding campaign should be based on a solid 
foundation - the project. Fundraising is a relatively late stage 
in the life of a project and, even if this guide focuses only on 
funding, where a project has irregularities becomes serious in 
the course of a fundraising campaign. Like the foundation of a 
building, the project must be built around a financially viable 
idea and then developed further. If the idea and brainstorming 
process is the creative part, then the further development of a 
project idea is an almost mathematical process. The budget 
must be perfect. The project timeline and calendar must also 
be realistic and correctly estimated. The larger the amount to 
be collected, the more time and attention should be invested 
in planning and structuring. If, for example, you realize in the 
last month of the fundraising campaign that you need €2,000 
in addition to your initially-estimated €5,000 (100%), then 
your donors will become very skeptical about your capacity 
for project team management.

The unwritten contract – it is a symbol through which you 
assume obligation to the donor when you get a donation. Just 
as with a grant, the recipient of funds is obliged to carry out 
the project in accordance with the description given in the 
campaign. Otherwise, the recipient must return donations to 
donors.

In addition to incorrect planning of the project, there is the 
danger of abuse. It is worth noting that in a case of fraud, for 
example a project that fabricates a disease and raises funds 
on this basis, when the truth is revealed, the larger market will 
suffer a shock. If your organization’s campaign takes place 
during such a shock, there is a risk that donors become 
passive, cautious, or refuse to donate for an indefinite period. 
Both the abuser and collateral entities (including your 
organization) will suffer from such an incident. Be cautious - 
the confidence of donors is an exhaustible source.

In the following paragraphs, we will describe two key aspects 
of a project: budget and timetable (timeline). Use this 
opportunity to conduct a self-check before launching a 
crowdfunding campaign.
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5. ANATOMY OF A PROJECT In the partial budget, what should be the 
cost of the campaign itself?
A crowdfunding campaign includes: a video, an article in 
the press, a website, commissions platform, the cost of a 
consultation with an expert, the cost of a campaign 
manager, developing the brand and graphics package, the 
cost of online advertising (Facebook Ads, Google Ads, etc.), 
the cost of offline communication campaigns, the cost of 
posters/stickers or other rewards for donors. These are 
some costs that may arise when conducting an effective 
crowdfunding campaign. Some of them do not cost money 
(sponsors, volunteers, own resources), but some costs 
should be included in the partial budget. A good 
crowdfunding campaign is not free of charge. These are 
some of the approximate costs of ingredients for a 
successful campaign.

■ Video (€ 200 - € 500)25

■ Advertising (€ 200 / lună, dar există 
metode prin care poate deveni gratuit26)

■ Brandbook + Graphics package  
(€ 150 - 300)

■ Comisionul platformei (2% pînă la 7% 
din suma colectată)

■ Costul unui comunicator/consultant 
(variabil)27

contributors. Each of the 23 projects is unique because of 
the priority concerns identified by each local community. 
Here you can view the campaign for a project for street 
lighting20 in the village of Ialoveni, at its current stage:

How do I construct the partial budget for 
the crowdfunding campaign?
The partial budget, unlike the project’s global budget, is 
the financial component of the project that will be financed 
via crowdfunding. Although the description of the 
campaign may be missing the global (total) budget, the 
partial budget should be presented and explained. In the 
case of the Ialoveni street lighting campaign, the organizers 
described only the project’s global budget, but this practice 
is not ideal. Ideally, donors will understand the overall 
project generally, and will more importantly understand 
the purpose of the €2,500 to which they contribute.

The crowdfunding campaign for the New Zealand film 
„What we do in the shadows” is an example of a correctly 
divided budget21. The overall budget of the film was $1.6 
million22. The crowdfunding campaign was conducted just 
to cover film distribution costs to theaters in the USA.

A partial budget must be made more visually prominent on 
the campaign page. Ideally, a graphic designer will present 
in pictures and colors how the collected money (the partial 
budget) will be spent. An example of a campaign in which 
the budget is successfully presented visually is Chekhov 
Square23. In this case, it is clear how many pillars, benches, 
and urns will be installed in the square. In case donors have 
suspicions, they can visit the site and count the 
installations themselves. Also, the donor can compare the 
draft of the project with the final result. Although the 
Chekhov Square project budget is good, there are better 
examples in international campaigns. Here is an example 
of a charity project for Syrian refugees stating clearly what 
will be purchased with each donation: $30 = 5 bedspreads, 
$50 = 4 mattresses, etc24.

5.3
Project calendar
The calendar (timeline) of a project is a thorough outline of 
project activities over time. A project plan that includes a 
budget and a calendar is almost complete. A timeline must 
start from the project’s first day and progress through its 
life, which may be 1 month or may be 10 years. We should 
mention that the duration of a crowdfunding campaign is 
only a small part of the project’s lifespan. Here you can see 
an example of an Indiegogo campaign timeline28. 

The overall project began in 2013 with development of the 
first prototype. On January 9, the campaign had collected 
224% of the planned fundraising amount. The campaign 
was completed with delivery of the product to the 
contributors. While this campaign is linked to a product, 
the timeline still shows very well where the campaign is 
situated in the overall project timeline.

Another example of a good timeline can be seen in the 
campaign of local band The Wax Road (right). Just like in 
the previous example, the crowdfunding campaign is only a 
link in the overall project.

Sometimes platforms limit the duration of campaigns (e.g. 
Kickstarter and Indiegogo limit campaigns to 60 days) or 
have higher fees for campaigns that enter extra-time (7% 
instead of 4%)29. Penalties and limits are placed as 
precautionary measures but also as a recommendation 
based on the previous experience of campaigns. It makes 
no sense to conduct a campaign for more than three 
months if contributors and donors will not be active more 
than 30 days. Therefore, the time for a campaign must be 
chosen carefully. Sometimes the best strategy is to wait for 
the right time.

 

8.2
How do I record the money?
True, to justify the origin of donations received through a 
crowdfunding platform, you need to document this 
amount of money. Later, during your organization’s 
bookkeeping, this amount is introduced in the books as a 
simple donation. For this we use the following accounts:

425 - Financing and special purpose revenue in the long term
537 - Current financing and special purpose revenue 

Also, each purchase/contract is subject to VAT. Additional 
costs that must be considered when budgeting: office rent, 
utilities, office supplies, taxes, costs of communication 
(online media, social media), accounting costs, transport 
costs, inflation. The crowdfunding campaign will not have 
to present this global budget, but making mistakes here 
can compromise the project from the start.

Also, each purchase/contract is subject to VAT18. Additional 
costs that must be considered when budgeting: office rent, 
utilities, office supplies, taxes, costs of communication 
(online media, social media), accounting costs, transport 
costs, inflation. The crowdfunding campaign will not have 
to present this global budget, but making mistakes here 
can compromise the project from the start.
  
How do I identify the project component 
to be funded via crowdfunding   
(for elaborating a partial budget)?
Of the global budget, you must first identify an amount 
that will be collected, depending on the number of 
supporters of the project or the size of the target audience. 
If the global project budget is 2-3 thousand euro, it is not 
worth a budget split. But in cases when a project costs 
more than €10,000, you should consider dividing the 
budget into chunks. The amount of €10,000 is collected 
faster when it is 100% of the fundraising target amount, 
even if the global budget of a project requires €50,000. 
The public prefers to see a project nearing completion, and 
when their donation will be the missing piece to success. A 
donor will likely get more satisfaction from donating $5 to a 
campaign that already collected €99,995 of its target € 
100,000 than they would from donating the campaign’s 
first $5. Donors are skeptical. If a campaign was started 
three months ago and has collected only 10% of its target, 

no matter the target amount, the campaign appears less 
active. An ideal campaign should last between 30 and 45 
days. Both Kickstarter and Indiegogo have a limit of 60 
days for campaigns on their platforms.

A good example of dividing the budget is a current 
community campaign on Guvern24 that is in collaboration 
with local public administrations (LPA).

Under a UNDP19 project, LPAs in Moldova were offered 
conditional grants. The condition is that some of the 
money be collected via crowdfunding and some donated 
by the LPA. In each village from the 23 grant recipients 
there is an initiative group responsible for mobilizing 
donors. The mobilizers’ objective is to explain that online 
crowdfunding is the same as traditional fundraising that is 
often conducted in villages, merely through a new 
instrument. Online crowdfunding is a transparent and 
reliable method to collect small amounts from many 

8.4
What if I have not collected 
the target amount?
Consider the case in which a project does not collect the 
target amount (not applicable for periodic donations, see 
section 4 of the guide). Usually we introduce a defined 
period of time, for example 3 months, and a predefined 
amount of money necessary to realize the project or cause 
that we are promoting, for example $10,000. Suppose we 
collected only $6,000 during the three months of the 
campaign. The scenarios that follow are:

a1) If the platform allows it (we recommend that this be 
checked before choosing a platform, see Section 4 of 
this guide), we can extract the accumulated amount 
at the time of campaign completion. Some platforms 
may charge additional fees if the target amount has 
not been met.

a2) If the platform does not allow extracting the amount 
collected, then the money will be returned to the 
persons who donated.

b1) We can review the budget or implement the project 
partially or gradually, the same solutions as when we 
receive partial funding from donors or are asked to 
economize on the project.

b2) We can extend or repeat the fundraising campaign 
offline or on another platform.

If the the accumulated amount is too small to act as a 
reduced project budget or resort to partial or gradual 
implementation, it is necessary to revisit aspects of:

■ Topicality  ■ Credibility
■ Necessity  ■ Promotion
■ Justification  ■ Communication with donors
■ etc.

However, in terms of management, our recommendation is 
that the matters listed above are also reviewed after 
successful crowdfunding campaigns, because there is always 
room for optimization.

8.3
How do I report the spent 
money
One of the things mentioned by most crowdfunding 
platforms in their terms of reference or rules of use is that 
you (not the platform or donor) are to take responsibility for 
the veracity of the information published and for realizing 
the project.

In general, most platforms do not provide a procedure for 
reporting after project implementation. However, as 
mentioned in Section 5 of this Guide, reporting to donors is 
good practice. From our point of view, reporting is a 
necessary element (even if we are not obliged to do so) to 
build a lasting relationship with the donor and to make us 
credible. Reporting is a very strong communication tool in 
the relationship with our audience.

Next we will look at some methods for reporting:

a. Individualized messages through the platform - each 
donor (except anonymous donors) can receive a 
message from you through the account, platform, or 
by email.

b. Post the report on your organization’s page - it is good 
practice to post the annual report on your 
organization’s page, then you can send donors a short 
email message.

c. Newsletter - though newsletters have lost their 
popularity, they are a convenient tool when it comes 
to regular reporting to beneficiaries, partners, 
volunteers, etc.

9.1.
Best practices in 
international campaigns
1. Humans of New York community and 

educational campaign     
($ 1.4 mil. = 1,481% funded)45

HONY (Humans of New York) is a Facebook page with 
uploaded photos of people in New York accompanied by a 
fragment of dialogue between the photographer and the 
subject of the photo. From a simple hobby, Humans of New 
York has become a global phenomenon with the mission to 
promote intercultural dialogue. The most relevant aspect is 
that HONY accumulated a community of people that in many 
cases have mobilized to help one another. In the example 
below, we will present a case that resulted in the launch of a 
crowdfunding campaign.

The photo on the right is of a student from New York who 
explains how his school’s director has positively influenced 
him. After the post (the photo) gathered 1.2 million Likes on 
Facebook (169 000 Shares), a crowdfunding campaign was 
launched. The campaign collected $1 million to bring 
students on Harvard study visits to „know the feeling of 
being on the campus of a top university and to feel that they 
are expected there.”46 The campaign’s base was the 
ready-formed HONY community and it was a success.

The lesson from this campaign: In some cases, a fundraising 
campaign can start naturally from members of ready-made 
communities. A great community is a resource.

 2. Christmas Letter    
(£ 625 = 125% funded) 
The campaign started with a Christmas letter that was found 
tied to a balloon47. From the letter, it was clear that it was 
written by a child to his father who had died. The letter 
includes a list of Christmas gifts that the child expected. The 
person who found the letter published it online (social media) 
and the world suggested that money be collected to buy the 
gifts from the list, to be delivered to the child.

8.1
What are the hidden fees 
and charges?
Normally, international platforms (see section 4 of this 
guide) charge a fee of 5% for the costs they incur managing 
the platform and a 2.9% fee that they pay the bank when the 
transfer is processed. Depending on the bank you use, an 
international transfer (depending on the legal address of the 
platform in the US, UK, etc.) can be charged extra fees by 
Moldovan banks. These commissions you can find through 
your bank.

Regarding taxation of this money in Moldova, the current tax 
code does not tax donations, and NGOs (with some 
exceptions) do not pay VAT. Other special provisions related 
to online donations are not covered by the tax code of the 
Republic of Moldova.

Respectively, these are all the commissions and fees you will 
incur. As previously mentioned, you should budget these fees 
from the start, so they do not affect the budget necessary to 
implement your project.

 Strong points of the campaign:

a. The project is very well constructed. It presents their 
request for an urbanization certificate that was 
submitted to the Ministry of Culture. Also, it confirms 
that it is a protected historic monument.

b. It presents a legend of the fountain (a story). It 
describes its link to the historical events from the 15th 
century. Just as discussed above, it offers donors an 
opportunity to write the next page of the legend 
through their contributions.

Other mentions: good presented budget, own contribution 
(20%), relatively good video (the fact that it is only in the 
Romanian language is a weakness).

3. Chekhov Square 54     
($ 15,185 = 101% funded)

The project started from a need to renovate urban public 
spaces that suffer continual degradation. Chisinau 
Municipality declared it does not have funds for such projects 
and promoters thought to collect via crowdfunding. The 
campaign collected money for 30 days, with only a half-time 
campaign manager.
  

 Strong points of the campaign:

a. A very visual campaign. They published pictures of the 
square and made a quality video that can be viewed 
on the campaign page.

b. It was a redevelopment project that includes a budget 
with components. The renovation works (cleaning, 
lighting installation) and procurement (banks, boxes, 
lampposts) are described and shown.

5 pieces of advice from 
one of the initiators of 
the Chekhov Square 
campaign: Victor 
Chironda

• It is necessary to use several communication tools. In the 
Chekhov Square campaign we used: opinion leaders 
(bloggers, journalists, civic activists, people from show 
business); Events (dedicated to the project or project 
involvement in partnership with other projects); and 

9.2. 

Good practices in local 
campaigns
1. Basketball Court in Leova    

($ 4,657 = 96% funded)

The campaign for renovating a basketball court in Leova was 
held in July 2014, initiated by a volunteer from Peace 
Corps49. The campaign started from the need to have more 
extracurricular activities in Leova for students and for young 
people so that they do not spend their time consuming 
alcohol and drugs.

Strong points of the campaign:

a. It is a visual campaign with a good video clip50 and photos 
of the stadium before renovation. At the end of the 
campaign, a comparison video was made which was 
shown to the public and donors51.

b. It has a very clear budget and explains what will be done 
with the money raised. The campaign collected 96% of the 
planned amount from 86 contributors. The project has a 
very clear budget showing the $1900 needed for materials 
and the $2600 for labor. The final amount,$4870, includes 
the 7% fee from the platform Indiegogo.

c. Regards a very important social issue – health of children 
and young people.

d. Calls on a community outside Moldova. Because the 
description and video is in English, the campaign invites 
foreign donors, such as from the American volunteer 
network. The development campaign was recorded and 
communicated through a blog52.

2. Campaign for the restoration of 15th 
century fountain ($ 4,231 = 106% funded)53

Cadin Fountain was presented because it was in a deplorable 
state, and it was finally decided that it be restored. The 
description of campaign presented the legend of the 15th 
century fountain and its connection with the history of 
Moldova and the battle of Ştefan cel Mare of Lipcani.

Testimonials promoted on Facebook (of public figures and 
opinion leaders with quotes and the amount that they have 
contributed, to maintain public interest in the project and 
show that people donate).

• It is necessary to continuously renew information about the 
project, both during the fundraising campaign and after its 
completion.

• Transparency is necessary in expenditure, and demostration 
that money donated by people reached its destination.

• You should involve volunteers to collect money and 
subsequently to carry out the works (sanitation events and 
renovation works).

• You should gather money in various ways. This project 
collected money through collection boxes, events, donation 
accounts. But the most effective was the online collection 
platform.

4. “Skate Park Chișinău” campaign 55   
(€ 5,000 = 11% funded)

Although the campaign has not yet been formally launched, it 
has informally already collected about 11% for the cause. The 
campaign will be launched via Guvern24 in spring 2017 so that 
a part of the park will be ready by summer. Project Skate Park 
is a complex that includes administrative procedures (e.g. 
urbanization certificate), therefore, preparations were 
required before the campaign launch. The campaign is 
supported by donors from Moldova and Romania.

 

4 pieces of advise from 
Skate Park Chisinau 
campaign initiator 
Dorin Lupaşcu

• It is recommended that the project originates from a problem 
in the community. In this case it is the existing community of 
skaters and artists formed around Board Shop. This 
community needs an urban area (Urban Hub) that includes 
ramps for skateboarding and sites developed for urban art.

• You should work with bloggers and public figures. Skate Park 
has is a well-known ambassador - Ilie Bivol - who has nearly 1 
million fans on YouTube.

• You should identify donors not only online, but also among 
entrepreneurs. In the case of Skate Park, we identified several 
big donors (companies). The project is promoted offline in 
Board Shop, where there is a box for donations.

• You should reward donors. In this case, give stickers in 
exchange for a donation of €2. Stickers are mailed, but there 
are still logistical problems in Moldova.

5. Campaign for installation of street lighting 
in Costeşti  56 (€ 3,845 = 70% funded)

This campaign was initiated by Municipality Costeşti in order 
to install street lighting in the village. It is a community 
project but cannot be achieved only with the participation 
and active mobilization of residents of the village Costeşti. 
The Municipality has assumed the role of mobilizer and its 
message is that money raised online is the same as in the 
past, only using new tools (Guvern24). Donations can be 
made via credit card, cash, or SMS. 

 Strong points of the campaign:

a. The project is done in installments. Once it collected 
some of the funds (e.g. 25%), lighting was installed 
on the first part of the street as part of the global 
project. This is a great way to promote the 
campaign and mobilize people by demonstrating 
tangible results. It is the first project of such type in 
Moldova.

6. Campaign “Leave your mark on the Wax 
Road” (€ 2,553 = 51% funded)

The campaign was organized to launch the first album of 
local rock music band Wax Road57.

Strong points of the campaign:

a. They used crowdfunding in order to build 
community and a fan base for the band. 
Crowdfunding is not just a financial instrument, but 
one of communication. Even though 100% of the 
funds were not collected, it formed a fan-base that 
supports the band long-term and represents future 
consumers of the product (i.e. concerts).

b. The campaign is very visual and is extremely well 
illustrated on Indiegogo. It created about 110 
images, gifs, five videos, and the site was 
re-designed according to the theme of the campain. 

10.1. 

The legal framework on 
donations in Moldova
Currently the legal and fiscal framework concerning the 
collection of funds does not give any specific tough 
opposition to online fundraising. In general, as regards the 
national legal framework, although the legislature has 
provided some legal mechanisms for fundraising 
(sponsorship, the “2%” philanthropy law, tax facilities, etc.) 
legislation is not clear, is difficult to implement, is not 
harmonized, and does not provide CSOs with predictability 
for utilization.

The fact that there are no specific provisions and that 
legislation is quite liberal with regard to online fundraising 
and additional fees, may seem at first glance like an 
advantage, but with these lack of provisions comes a lack 
of mechanisms for stimulation of donations in general. An 
example of this is the fact that the current legal framework 
does not encourage acts of philanthropy and sponsorship 
among commercial organizations and individual 
companies. In practice, this leads to the fact that business 
simply "is not interested" in providing assistance to CSOs. 
Moreover, it does not create a foundation for positive 
interaction between business and CSOs in solving social 
and economic problems in the community.

All this was done by the team/band and 
consequently has cost them only "time and effort".

4 pieces of advice  
from the initiator of 
the campaign:  
Iaroslav Cojocaru

• You need to know exactly what happens every day of the 
campaign. Communication is extremely important. Choose 
good communication channels and make a concrete action 
plan. It would be great to have a few action plan scenarios, 
because there is a risk that things do not go in the way you 
want.

• You must have a concept and a well-built project. Before 
launching, it is good to consult specialists, potential donors, 
to test the product and evaluate perception.

• You should do offline events before launching the campaign. 
In the course of three events the band introduced itself, 
performed, and promoted the project.

• You should deliver guarantees and assurances through the 
attitude and materials you publish/distribute. Donors should 
sense a serious and professional approach to the campaign 
and regarding their contribution to the team.

7. Victoria Morozov – fundraiser   
(£ 80-100 mii anual)58 

3 pieces of advice from 
Victoria Morozov
 

•You should begin each campaign with the questions (1) Why 
fundraise? (2) What impact will follow the campaign? and (3) 
What change will be produced in the long term? The answers 
to these three questions will guide the campaign.

• When target amounts are larger than 10,000, consider the 
involvement of diaspora and foreign donors. Moldova 
donates less online because we still do not use online 
banking very much. Also, it is good to suggest your donation 
amount, i.e. for $ 7 you can buy three lunches in a social 
canteen.

• You should be creative in the relationship with donors. In one 
campaign, Victoria promised that, if they raise the 
fundraising target, she would parachute in spite of her fear of 
heights.59. 

10.2. 

Intellectual property
There is a series of legal risks that may turn up for initiators of 
a campaign. Together with the team AGEPI, we have analyzed 
these risks, and will explain them here:

1.  A campaign idea, once published, can be taken by 
anyone. There is no legal mechanism to protect the 
idea. This is a risk we must be aware of because you 
cannot do crowdfunding without a project made public.

2. The published material (text, written works, script, film, 
graphics, illustrations, photos) is automatically 
protected by copyright. If you have proof that you are 
the author of a text, then if anyone copies it without 
consent, they violate your copyright. In cases when the 
breach is serious, the person violating copyright may be 
sued. Software is also protected via copyright 
(automatically).

3. If a trademark is not registered, it can be taken by 
anyone. If the trademark is of special significance for 
your project, then registration is recommended. 
However, the minimum cost for this is around €245 for 
protection lasting 10 years. For crowdfunding on a 
simple project, this cost is not justified. However, if the 
trademark will be used for future projects and 
commerce, it is advisable to schedule a consultation 
with the AGEPI.

4. Patenting an invention is suitable for cases when the 
crowdfunding is for an invention (prototype) or 
innovative product. Patenting is normally expensive 
(€500), but there is a set of discounts for individual 
physical patenters. Until now, there has been no 
crowdfunding campaign in Moldova based on an 
invention, but in case this is your plan, it would be good 
to consult officers of the AGEPI.

While in the first case study the campaign was initiated on 
the basis of an existing community (several million people), 
here the campaign begins with a story about the letter in 
question, which became viral48. Just as in the first case, 
where the campaign motor was community, in this case the 
motor of the campaign was that many people reacted to the 
news about the letter. Even though £500 is not an extremely 
large amount, it was collected in seven days without 
identifying who had sent the letter. The idea was that Steve 
McColl, the initiator of the campaign, assumed responsibility 
for identifying the child, and for delivering the amount 
collected (or the gifts). To add credibility, Steve published a 
photo of himself via Daily Mail, a portal with 11.7 million 
visitors a day. He also left a contact email for people who 
could help identify the child.

Lessons from this campaign: 

a. Credibility is important - Daily Mail's reputation would 
suffer a lot if this news was false. Once there is a 
guarantor (Daily Mail and Steve McColl) donors have 
less suspicion and can donate with confidence.

b. The amount is not large, because it is proportional to 
the cause. The campaign is small and the target was 
exceeded (125%).

c. 'Story' that creates an emotional impact. This is a great 
example of a story that in just a few sentences made 
people care about the cause. Moreover, the 
crowdfunding campaign gave people a chance to write 
the next page or the end of the story. A good story 
makes people fight inertion.

d. The motor of the campaign was the viral news. It was 
easy to make the step from a viral piece of news to a 
crowdfunding campaign because the audience was 
already tested. Once the news caught the attention of 
millions of readers of the Daily Mail (5600 Shares on 
Facebook), it was clear that a sum of £500 would not 
be difficult to collect.



5.2
Budget
From the very beginning we must make clear that in this 
part we will be discussing budgets in parallel: the global 
budget of the project (total budget); and the component 
budget of the project for which you start a crowdfunding 
campaign (partial budget). To explain: let us take the 
example of a project to create a documentary film. This 
project is expensive because its execution can last up to 
two years and requires the renting of expensive equipment 
and the involvenment of many people during filming and 
post-production. Such a documentary film project often 
receives funding from several sources: local authorities, 
international grants, the production house’s own 
resources, loans. Only part of this project can be financed 
via crowdfunding. This is the partial budget. In the 
budgeting of a documentary film, crowdfunding can 
provide (for example) 3-5% of the overall budget, perhaps 
to cover the cost of the film’s participation in international 
festivals.

What is the sense of such a small campaign? First of all, to 
fundraise efficiently, and second of all, to promote the film 
among potential future viewers through crowdfunding. 
Donors will want to see the film at the end of the campaign, 
after reading about it (or watching a short clip/trailer). Most 
importantly in this example is to realize that as part of the 
larger documentary project, the crowdfunding campaign is 
just one step and takes a maximum of 60 days (usually 
around 45 days).
  
How do I construct the global budget 
(total project budget)?
The budget is the backbone of any project, so that when 
you look ahead, you understand how money will be spent. 
Each cost must be estimated accurately and, ideally, have 
an established agreement/pre-contract with providers to 
ensure that prices do not change in the course of the 
project. If the project includes salaries then it has to predict 
how many people will be employed full-time and how 
many part-time. In some cases, the project team will give 
up their salaries. If wages are not excluded in the global 
budget, each salary must be budgeted with both employer 
and employee taxes (27.5% + 18%). 

5.1
The unwritten contract
A crowdfunding campaign should be based on a solid 
foundation - the project. Fundraising is a relatively late stage 
in the life of a project and, even if this guide focuses only on 
funding, where a project has irregularities becomes serious in 
the course of a fundraising campaign. Like the foundation of a 
building, the project must be built around a financially viable 
idea and then developed further. If the idea and brainstorming 
process is the creative part, then the further development of a 
project idea is an almost mathematical process. The budget 
must be perfect. The project timeline and calendar must also 
be realistic and correctly estimated. The larger the amount to 
be collected, the more time and attention should be invested 
in planning and structuring. If, for example, you realize in the 
last month of the fundraising campaign that you need €2,000 
in addition to your initially-estimated €5,000 (100%), then 
your donors will become very skeptical about your capacity 
for project team management.

The unwritten contract – it is a symbol through which you 
assume obligation to the donor when you get a donation. Just 
as with a grant, the recipient of funds is obliged to carry out 
the project in accordance with the description given in the 
campaign. Otherwise, the recipient must return donations to 
donors.

In addition to incorrect planning of the project, there is the 
danger of abuse. It is worth noting that in a case of fraud, for 
example a project that fabricates a disease and raises funds 
on this basis, when the truth is revealed, the larger market will 
suffer a shock. If your organization’s campaign takes place 
during such a shock, there is a risk that donors become 
passive, cautious, or refuse to donate for an indefinite period. 
Both the abuser and collateral entities (including your 
organization) will suffer from such an incident. Be cautious - 
the confidence of donors is an exhaustible source.

In the following paragraphs, we will describe two key aspects 
of a project: budget and timetable (timeline). Use this 
opportunity to conduct a self-check before launching a 
crowdfunding campaign.

Crowdfunding guide

18         Ideally, VAT would be exempt / refundable for purchases made with crowdfunding funds, just as purchases are tax-free when made from external grant funds.
           This is something that should be taken into account in any laws regulating crowdfunding.
19         http://wwwmd.undp.org/content/moldova/ro/home/presscenter/pressreleases/2016/12/19/23-localit-i-ini-iaz-proiecte-comunitare-cofinan-ate-de-migran-i-.html
20         https://guvern24.md/en/projects/ialoveni/
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In the partial budget, what should be the 
cost of the campaign itself?
A crowdfunding campaign includes: a video, an article in 
the press, a website, commissions platform, the cost of a 
consultation with an expert, the cost of a campaign 
manager, developing the brand and graphics package, the 
cost of online advertising (Facebook Ads, Google Ads, etc.), 
the cost of offline communication campaigns, the cost of 
posters/stickers or other rewards for donors. These are 
some costs that may arise when conducting an effective 
crowdfunding campaign. Some of them do not cost money 
(sponsors, volunteers, own resources), but some costs 
should be included in the partial budget. A good 
crowdfunding campaign is not free of charge. These are 
some of the approximate costs of ingredients for a 
successful campaign.

■ Video (€ 200 - € 500)25

■ Advertising (€ 200 / lună, dar există 
metode prin care poate deveni gratuit26)

■ Brandbook + Graphics package  
(€ 150 - 300)

■ Comisionul platformei (2% pînă la 7% 
din suma colectată)

■ Costul unui comunicator/consultant 
(variabil)27

contributors. Each of the 23 projects is unique because of 
the priority concerns identified by each local community. 
Here you can view the campaign for a project for street 
lighting20 in the village of Ialoveni, at its current stage:

How do I construct the partial budget for 
the crowdfunding campaign?
The partial budget, unlike the project’s global budget, is 
the financial component of the project that will be financed 
via crowdfunding. Although the description of the 
campaign may be missing the global (total) budget, the 
partial budget should be presented and explained. In the 
case of the Ialoveni street lighting campaign, the organizers 
described only the project’s global budget, but this practice 
is not ideal. Ideally, donors will understand the overall 
project generally, and will more importantly understand 
the purpose of the €2,500 to which they contribute.

The crowdfunding campaign for the New Zealand film 
„What we do in the shadows” is an example of a correctly 
divided budget21. The overall budget of the film was $1.6 
million22. The crowdfunding campaign was conducted just 
to cover film distribution costs to theaters in the USA.

A partial budget must be made more visually prominent on 
the campaign page. Ideally, a graphic designer will present 
in pictures and colors how the collected money (the partial 
budget) will be spent. An example of a campaign in which 
the budget is successfully presented visually is Chekhov 
Square23. In this case, it is clear how many pillars, benches, 
and urns will be installed in the square. In case donors have 
suspicions, they can visit the site and count the 
installations themselves. Also, the donor can compare the 
draft of the project with the final result. Although the 
Chekhov Square project budget is good, there are better 
examples in international campaigns. Here is an example 
of a charity project for Syrian refugees stating clearly what 
will be purchased with each donation: $30 = 5 bedspreads, 
$50 = 4 mattresses, etc24.

5.3
Project calendar
The calendar (timeline) of a project is a thorough outline of 
project activities over time. A project plan that includes a 
budget and a calendar is almost complete. A timeline must 
start from the project’s first day and progress through its 
life, which may be 1 month or may be 10 years. We should 
mention that the duration of a crowdfunding campaign is 
only a small part of the project’s lifespan. Here you can see 
an example of an Indiegogo campaign timeline28. 

The overall project began in 2013 with development of the 
first prototype. On January 9, the campaign had collected 
224% of the planned fundraising amount. The campaign 
was completed with delivery of the product to the 
contributors. While this campaign is linked to a product, 
the timeline still shows very well where the campaign is 
situated in the overall project timeline.

Another example of a good timeline can be seen in the 
campaign of local band The Wax Road (right). Just like in 
the previous example, the crowdfunding campaign is only a 
link in the overall project.

Sometimes platforms limit the duration of campaigns (e.g. 
Kickstarter and Indiegogo limit campaigns to 60 days) or 
have higher fees for campaigns that enter extra-time (7% 
instead of 4%)29. Penalties and limits are placed as 
precautionary measures but also as a recommendation 
based on the previous experience of campaigns. It makes 
no sense to conduct a campaign for more than three 
months if contributors and donors will not be active more 
than 30 days. Therefore, the time for a campaign must be 
chosen carefully. Sometimes the best strategy is to wait for 
the right time.

 

8.2
How do I record the money?
True, to justify the origin of donations received through a 
crowdfunding platform, you need to document this 
amount of money. Later, during your organization’s 
bookkeeping, this amount is introduced in the books as a 
simple donation. For this we use the following accounts:

425 - Financing and special purpose revenue in the long term
537 - Current financing and special purpose revenue 

Also, each purchase/contract is subject to VAT. Additional 
costs that must be considered when budgeting: office rent, 
utilities, office supplies, taxes, costs of communication 
(online media, social media), accounting costs, transport 
costs, inflation. The crowdfunding campaign will not have 
to present this global budget, but making mistakes here 
can compromise the project from the start.

Also, each purchase/contract is subject to VAT18. Additional 
costs that must be considered when budgeting: office rent, 
utilities, office supplies, taxes, costs of communication 
(online media, social media), accounting costs, transport 
costs, inflation. The crowdfunding campaign will not have 
to present this global budget, but making mistakes here 
can compromise the project from the start.
  
How do I identify the project component 
to be funded via crowdfunding   
(for elaborating a partial budget)?
Of the global budget, you must first identify an amount 
that will be collected, depending on the number of 
supporters of the project or the size of the target audience. 
If the global project budget is 2-3 thousand euro, it is not 
worth a budget split. But in cases when a project costs 
more than €10,000, you should consider dividing the 
budget into chunks. The amount of €10,000 is collected 
faster when it is 100% of the fundraising target amount, 
even if the global budget of a project requires €50,000. 
The public prefers to see a project nearing completion, and 
when their donation will be the missing piece to success. A 
donor will likely get more satisfaction from donating $5 to a 
campaign that already collected €99,995 of its target € 
100,000 than they would from donating the campaign’s 
first $5. Donors are skeptical. If a campaign was started 
three months ago and has collected only 10% of its target, 

Buget Total:
$25 250

Grant Guvernul Elveției
$20 000

APL
$2 750

Donații
$2 500

no matter the target amount, the campaign appears less 
active. An ideal campaign should last between 30 and 45 
days. Both Kickstarter and Indiegogo have a limit of 60 
days for campaigns on their platforms.

A good example of dividing the budget is a current 
community campaign on Guvern24 that is in collaboration 
with local public administrations (LPA).

Under a UNDP19 project, LPAs in Moldova were offered 
conditional grants. The condition is that some of the 
money be collected via crowdfunding and some donated 
by the LPA. In each village from the 23 grant recipients 
there is an initiative group responsible for mobilizing 
donors. The mobilizers’ objective is to explain that online 
crowdfunding is the same as traditional fundraising that is 
often conducted in villages, merely through a new 
instrument. Online crowdfunding is a transparent and 
reliable method to collect small amounts from many 

8.4
What if I have not collected 
the target amount?
Consider the case in which a project does not collect the 
target amount (not applicable for periodic donations, see 
section 4 of the guide). Usually we introduce a defined 
period of time, for example 3 months, and a predefined 
amount of money necessary to realize the project or cause 
that we are promoting, for example $10,000. Suppose we 
collected only $6,000 during the three months of the 
campaign. The scenarios that follow are:

a1) If the platform allows it (we recommend that this be 
checked before choosing a platform, see Section 4 of 
this guide), we can extract the accumulated amount 
at the time of campaign completion. Some platforms 
may charge additional fees if the target amount has 
not been met.

a2) If the platform does not allow extracting the amount 
collected, then the money will be returned to the 
persons who donated.

b1) We can review the budget or implement the project 
partially or gradually, the same solutions as when we 
receive partial funding from donors or are asked to 
economize on the project.

b2) We can extend or repeat the fundraising campaign 
offline or on another platform.

If the the accumulated amount is too small to act as a 
reduced project budget or resort to partial or gradual 
implementation, it is necessary to revisit aspects of:

■ Topicality  ■ Credibility
■ Necessity  ■ Promotion
■ Justification  ■ Communication with donors
■ etc.

However, in terms of management, our recommendation is 
that the matters listed above are also reviewed after 
successful crowdfunding campaigns, because there is always 
room for optimization.

8.3
How do I report the spent 
money
One of the things mentioned by most crowdfunding 
platforms in their terms of reference or rules of use is that 
you (not the platform or donor) are to take responsibility for 
the veracity of the information published and for realizing 
the project.

In general, most platforms do not provide a procedure for 
reporting after project implementation. However, as 
mentioned in Section 5 of this Guide, reporting to donors is 
good practice. From our point of view, reporting is a 
necessary element (even if we are not obliged to do so) to 
build a lasting relationship with the donor and to make us 
credible. Reporting is a very strong communication tool in 
the relationship with our audience.

Next we will look at some methods for reporting:

a. Individualized messages through the platform - each 
donor (except anonymous donors) can receive a 
message from you through the account, platform, or 
by email.

b. Post the report on your organization’s page - it is good 
practice to post the annual report on your 
organization’s page, then you can send donors a short 
email message.

c. Newsletter - though newsletters have lost their 
popularity, they are a convenient tool when it comes 
to regular reporting to beneficiaries, partners, 
volunteers, etc.

9.1.
Best practices in 
international campaigns
1. Humans of New York community and 

educational campaign     
($ 1.4 mil. = 1,481% funded)45

HONY (Humans of New York) is a Facebook page with 
uploaded photos of people in New York accompanied by a 
fragment of dialogue between the photographer and the 
subject of the photo. From a simple hobby, Humans of New 
York has become a global phenomenon with the mission to 
promote intercultural dialogue. The most relevant aspect is 
that HONY accumulated a community of people that in many 
cases have mobilized to help one another. In the example 
below, we will present a case that resulted in the launch of a 
crowdfunding campaign.

The photo on the right is of a student from New York who 
explains how his school’s director has positively influenced 
him. After the post (the photo) gathered 1.2 million Likes on 
Facebook (169 000 Shares), a crowdfunding campaign was 
launched. The campaign collected $1 million to bring 
students on Harvard study visits to „know the feeling of 
being on the campus of a top university and to feel that they 
are expected there.”46 The campaign’s base was the 
ready-formed HONY community and it was a success.

The lesson from this campaign: In some cases, a fundraising 
campaign can start naturally from members of ready-made 
communities. A great community is a resource.

 2. Christmas Letter    
(£ 625 = 125% funded) 
The campaign started with a Christmas letter that was found 
tied to a balloon47. From the letter, it was clear that it was 
written by a child to his father who had died. The letter 
includes a list of Christmas gifts that the child expected. The 
person who found the letter published it online (social media) 
and the world suggested that money be collected to buy the 
gifts from the list, to be delivered to the child.

8.1
What are the hidden fees 
and charges?
Normally, international platforms (see section 4 of this 
guide) charge a fee of 5% for the costs they incur managing 
the platform and a 2.9% fee that they pay the bank when the 
transfer is processed. Depending on the bank you use, an 
international transfer (depending on the legal address of the 
platform in the US, UK, etc.) can be charged extra fees by 
Moldovan banks. These commissions you can find through 
your bank.

Regarding taxation of this money in Moldova, the current tax 
code does not tax donations, and NGOs (with some 
exceptions) do not pay VAT. Other special provisions related 
to online donations are not covered by the tax code of the 
Republic of Moldova.

Respectively, these are all the commissions and fees you will 
incur. As previously mentioned, you should budget these fees 
from the start, so they do not affect the budget necessary to 
implement your project.

 Strong points of the campaign:

a. The project is very well constructed. It presents their 
request for an urbanization certificate that was 
submitted to the Ministry of Culture. Also, it confirms 
that it is a protected historic monument.

b. It presents a legend of the fountain (a story). It 
describes its link to the historical events from the 15th 
century. Just as discussed above, it offers donors an 
opportunity to write the next page of the legend 
through their contributions.

Other mentions: good presented budget, own contribution 
(20%), relatively good video (the fact that it is only in the 
Romanian language is a weakness).

3. Chekhov Square 54     
($ 15,185 = 101% funded)

The project started from a need to renovate urban public 
spaces that suffer continual degradation. Chisinau 
Municipality declared it does not have funds for such projects 
and promoters thought to collect via crowdfunding. The 
campaign collected money for 30 days, with only a half-time 
campaign manager.
  

 Strong points of the campaign:

a. A very visual campaign. They published pictures of the 
square and made a quality video that can be viewed 
on the campaign page.

b. It was a redevelopment project that includes a budget 
with components. The renovation works (cleaning, 
lighting installation) and procurement (banks, boxes, 
lampposts) are described and shown.

5 pieces of advice from 
one of the initiators of 
the Chekhov Square 
campaign: Victor 
Chironda

• It is necessary to use several communication tools. In the 
Chekhov Square campaign we used: opinion leaders 
(bloggers, journalists, civic activists, people from show 
business); Events (dedicated to the project or project 
involvement in partnership with other projects); and 

9.2. 

Good practices in local 
campaigns
1. Basketball Court in Leova    

($ 4,657 = 96% funded)

The campaign for renovating a basketball court in Leova was 
held in July 2014, initiated by a volunteer from Peace 
Corps49. The campaign started from the need to have more 
extracurricular activities in Leova for students and for young 
people so that they do not spend their time consuming 
alcohol and drugs.

Strong points of the campaign:

a. It is a visual campaign with a good video clip50 and photos 
of the stadium before renovation. At the end of the 
campaign, a comparison video was made which was 
shown to the public and donors51.

b. It has a very clear budget and explains what will be done 
with the money raised. The campaign collected 96% of the 
planned amount from 86 contributors. The project has a 
very clear budget showing the $1900 needed for materials 
and the $2600 for labor. The final amount,$4870, includes 
the 7% fee from the platform Indiegogo.

c. Regards a very important social issue – health of children 
and young people.

d. Calls on a community outside Moldova. Because the 
description and video is in English, the campaign invites 
foreign donors, such as from the American volunteer 
network. The development campaign was recorded and 
communicated through a blog52.

2. Campaign for the restoration of 15th 
century fountain ($ 4,231 = 106% funded)53

Cadin Fountain was presented because it was in a deplorable 
state, and it was finally decided that it be restored. The 
description of campaign presented the legend of the 15th 
century fountain and its connection with the history of 
Moldova and the battle of Ştefan cel Mare of Lipcani.

Testimonials promoted on Facebook (of public figures and 
opinion leaders with quotes and the amount that they have 
contributed, to maintain public interest in the project and 
show that people donate).

• It is necessary to continuously renew information about the 
project, both during the fundraising campaign and after its 
completion.

• Transparency is necessary in expenditure, and demostration 
that money donated by people reached its destination.

• You should involve volunteers to collect money and 
subsequently to carry out the works (sanitation events and 
renovation works).

• You should gather money in various ways. This project 
collected money through collection boxes, events, donation 
accounts. But the most effective was the online collection 
platform.

4. “Skate Park Chișinău” campaign 55   
(€ 5,000 = 11% funded)

Although the campaign has not yet been formally launched, it 
has informally already collected about 11% for the cause. The 
campaign will be launched via Guvern24 in spring 2017 so that 
a part of the park will be ready by summer. Project Skate Park 
is a complex that includes administrative procedures (e.g. 
urbanization certificate), therefore, preparations were 
required before the campaign launch. The campaign is 
supported by donors from Moldova and Romania.

 

4 pieces of advise from 
Skate Park Chisinau 
campaign initiator 
Dorin Lupaşcu

• It is recommended that the project originates from a problem 
in the community. In this case it is the existing community of 
skaters and artists formed around Board Shop. This 
community needs an urban area (Urban Hub) that includes 
ramps for skateboarding and sites developed for urban art.

• You should work with bloggers and public figures. Skate Park 
has is a well-known ambassador - Ilie Bivol - who has nearly 1 
million fans on YouTube.

• You should identify donors not only online, but also among 
entrepreneurs. In the case of Skate Park, we identified several 
big donors (companies). The project is promoted offline in 
Board Shop, where there is a box for donations.

• You should reward donors. In this case, give stickers in 
exchange for a donation of €2. Stickers are mailed, but there 
are still logistical problems in Moldova.

5. Campaign for installation of street lighting 
in Costeşti  56 (€ 3,845 = 70% funded)

This campaign was initiated by Municipality Costeşti in order 
to install street lighting in the village. It is a community 
project but cannot be achieved only with the participation 
and active mobilization of residents of the village Costeşti. 
The Municipality has assumed the role of mobilizer and its 
message is that money raised online is the same as in the 
past, only using new tools (Guvern24). Donations can be 
made via credit card, cash, or SMS. 

 Strong points of the campaign:

a. The project is done in installments. Once it collected 
some of the funds (e.g. 25%), lighting was installed 
on the first part of the street as part of the global 
project. This is a great way to promote the 
campaign and mobilize people by demonstrating 
tangible results. It is the first project of such type in 
Moldova.

6. Campaign “Leave your mark on the Wax 
Road” (€ 2,553 = 51% funded)

The campaign was organized to launch the first album of 
local rock music band Wax Road57.

Strong points of the campaign:

a. They used crowdfunding in order to build 
community and a fan base for the band. 
Crowdfunding is not just a financial instrument, but 
one of communication. Even though 100% of the 
funds were not collected, it formed a fan-base that 
supports the band long-term and represents future 
consumers of the product (i.e. concerts).

b. The campaign is very visual and is extremely well 
illustrated on Indiegogo. It created about 110 
images, gifs, five videos, and the site was 
re-designed according to the theme of the campain. 

10.1. 

The legal framework on 
donations in Moldova
Currently the legal and fiscal framework concerning the 
collection of funds does not give any specific tough 
opposition to online fundraising. In general, as regards the 
national legal framework, although the legislature has 
provided some legal mechanisms for fundraising 
(sponsorship, the “2%” philanthropy law, tax facilities, etc.) 
legislation is not clear, is difficult to implement, is not 
harmonized, and does not provide CSOs with predictability 
for utilization.

The fact that there are no specific provisions and that 
legislation is quite liberal with regard to online fundraising 
and additional fees, may seem at first glance like an 
advantage, but with these lack of provisions comes a lack 
of mechanisms for stimulation of donations in general. An 
example of this is the fact that the current legal framework 
does not encourage acts of philanthropy and sponsorship 
among commercial organizations and individual 
companies. In practice, this leads to the fact that business 
simply "is not interested" in providing assistance to CSOs. 
Moreover, it does not create a foundation for positive 
interaction between business and CSOs in solving social 
and economic problems in the community.

All this was done by the team/band and 
consequently has cost them only "time and effort".

4 pieces of advice  
from the initiator of 
the campaign:  
Iaroslav Cojocaru

• You need to know exactly what happens every day of the 
campaign. Communication is extremely important. Choose 
good communication channels and make a concrete action 
plan. It would be great to have a few action plan scenarios, 
because there is a risk that things do not go in the way you 
want.

• You must have a concept and a well-built project. Before 
launching, it is good to consult specialists, potential donors, 
to test the product and evaluate perception.

• You should do offline events before launching the campaign. 
In the course of three events the band introduced itself, 
performed, and promoted the project.

• You should deliver guarantees and assurances through the 
attitude and materials you publish/distribute. Donors should 
sense a serious and professional approach to the campaign 
and regarding their contribution to the team.

7. Victoria Morozov – fundraiser   
(£ 80-100 mii anual)58 

3 pieces of advice from 
Victoria Morozov
 

•You should begin each campaign with the questions (1) Why 
fundraise? (2) What impact will follow the campaign? and (3) 
What change will be produced in the long term? The answers 
to these three questions will guide the campaign.

• When target amounts are larger than 10,000, consider the 
involvement of diaspora and foreign donors. Moldova 
donates less online because we still do not use online 
banking very much. Also, it is good to suggest your donation 
amount, i.e. for $ 7 you can buy three lunches in a social 
canteen.

• You should be creative in the relationship with donors. In one 
campaign, Victoria promised that, if they raise the 
fundraising target, she would parachute in spite of her fear of 
heights.59. 

10.2. 

Intellectual property
There is a series of legal risks that may turn up for initiators of 
a campaign. Together with the team AGEPI, we have analyzed 
these risks, and will explain them here:

1.  A campaign idea, once published, can be taken by 
anyone. There is no legal mechanism to protect the 
idea. This is a risk we must be aware of because you 
cannot do crowdfunding without a project made public.

2. The published material (text, written works, script, film, 
graphics, illustrations, photos) is automatically 
protected by copyright. If you have proof that you are 
the author of a text, then if anyone copies it without 
consent, they violate your copyright. In cases when the 
breach is serious, the person violating copyright may be 
sued. Software is also protected via copyright 
(automatically).

3. If a trademark is not registered, it can be taken by 
anyone. If the trademark is of special significance for 
your project, then registration is recommended. 
However, the minimum cost for this is around €245 for 
protection lasting 10 years. For crowdfunding on a 
simple project, this cost is not justified. However, if the 
trademark will be used for future projects and 
commerce, it is advisable to schedule a consultation 
with the AGEPI.

4. Patenting an invention is suitable for cases when the 
crowdfunding is for an invention (prototype) or 
innovative product. Patenting is normally expensive 
(€500), but there is a set of discounts for individual 
physical patenters. Until now, there has been no 
crowdfunding campaign in Moldova based on an 
invention, but in case this is your plan, it would be good 
to consult officers of the AGEPI.

While in the first case study the campaign was initiated on 
the basis of an existing community (several million people), 
here the campaign begins with a story about the letter in 
question, which became viral48. Just as in the first case, 
where the campaign motor was community, in this case the 
motor of the campaign was that many people reacted to the 
news about the letter. Even though £500 is not an extremely 
large amount, it was collected in seven days without 
identifying who had sent the letter. The idea was that Steve 
McColl, the initiator of the campaign, assumed responsibility 
for identifying the child, and for delivering the amount 
collected (or the gifts). To add credibility, Steve published a 
photo of himself via Daily Mail, a portal with 11.7 million 
visitors a day. He also left a contact email for people who 
could help identify the child.

Lessons from this campaign: 

a. Credibility is important - Daily Mail's reputation would 
suffer a lot if this news was false. Once there is a 
guarantor (Daily Mail and Steve McColl) donors have 
less suspicion and can donate with confidence.

b. The amount is not large, because it is proportional to 
the cause. The campaign is small and the target was 
exceeded (125%).

c. 'Story' that creates an emotional impact. This is a great 
example of a story that in just a few sentences made 
people care about the cause. Moreover, the 
crowdfunding campaign gave people a chance to write 
the next page or the end of the story. A good story 
makes people fight inertion.

d. The motor of the campaign was the viral news. It was 
easy to make the step from a viral piece of news to a 
crowdfunding campaign because the audience was 
already tested. Once the news caught the attention of 
millions of readers of the Daily Mail (5600 Shares on 
Facebook), it was clear that a sum of £500 would not 
be difficult to collect.

$20 000 $2 750

$2 500

48%

Donate online

SMS Telefon
Pentru a dona, expediați un 

SMS cu numarul 502 la

€1,196
Pledged of €2,500 

40
Pledgers

57
days left



5.2
Budget
From the very beginning we must make clear that in this 
part we will be discussing budgets in parallel: the global 
budget of the project (total budget); and the component 
budget of the project for which you start a crowdfunding 
campaign (partial budget). To explain: let us take the 
example of a project to create a documentary film. This 
project is expensive because its execution can last up to 
two years and requires the renting of expensive equipment 
and the involvenment of many people during filming and 
post-production. Such a documentary film project often 
receives funding from several sources: local authorities, 
international grants, the production house’s own 
resources, loans. Only part of this project can be financed 
via crowdfunding. This is the partial budget. In the 
budgeting of a documentary film, crowdfunding can 
provide (for example) 3-5% of the overall budget, perhaps 
to cover the cost of the film’s participation in international 
festivals.

What is the sense of such a small campaign? First of all, to 
fundraise efficiently, and second of all, to promote the film 
among potential future viewers through crowdfunding. 
Donors will want to see the film at the end of the campaign, 
after reading about it (or watching a short clip/trailer). Most 
importantly in this example is to realize that as part of the 
larger documentary project, the crowdfunding campaign is 
just one step and takes a maximum of 60 days (usually 
around 45 days).
  
How do I construct the global budget 
(total project budget)?
The budget is the backbone of any project, so that when 
you look ahead, you understand how money will be spent. 
Each cost must be estimated accurately and, ideally, have 
an established agreement/pre-contract with providers to 
ensure that prices do not change in the course of the 
project. If the project includes salaries then it has to predict 
how many people will be employed full-time and how 
many part-time. In some cases, the project team will give 
up their salaries. If wages are not excluded in the global 
budget, each salary must be budgeted with both employer 
and employee taxes (27.5% + 18%). 

5.1
The unwritten contract
A crowdfunding campaign should be based on a solid 
foundation - the project. Fundraising is a relatively late stage 
in the life of a project and, even if this guide focuses only on 
funding, where a project has irregularities becomes serious in 
the course of a fundraising campaign. Like the foundation of a 
building, the project must be built around a financially viable 
idea and then developed further. If the idea and brainstorming 
process is the creative part, then the further development of a 
project idea is an almost mathematical process. The budget 
must be perfect. The project timeline and calendar must also 
be realistic and correctly estimated. The larger the amount to 
be collected, the more time and attention should be invested 
in planning and structuring. If, for example, you realize in the 
last month of the fundraising campaign that you need €2,000 
in addition to your initially-estimated €5,000 (100%), then 
your donors will become very skeptical about your capacity 
for project team management.

The unwritten contract – it is a symbol through which you 
assume obligation to the donor when you get a donation. Just 
as with a grant, the recipient of funds is obliged to carry out 
the project in accordance with the description given in the 
campaign. Otherwise, the recipient must return donations to 
donors.

In addition to incorrect planning of the project, there is the 
danger of abuse. It is worth noting that in a case of fraud, for 
example a project that fabricates a disease and raises funds 
on this basis, when the truth is revealed, the larger market will 
suffer a shock. If your organization’s campaign takes place 
during such a shock, there is a risk that donors become 
passive, cautious, or refuse to donate for an indefinite period. 
Both the abuser and collateral entities (including your 
organization) will suffer from such an incident. Be cautious - 
the confidence of donors is an exhaustible source.

In the following paragraphs, we will describe two key aspects 
of a project: budget and timetable (timeline). Use this 
opportunity to conduct a self-check before launching a 
crowdfunding campaign.

In the partial budget, what should be the 
cost of the campaign itself?
A crowdfunding campaign includes: a video, an article in 
the press, a website, commissions platform, the cost of a 
consultation with an expert, the cost of a campaign 
manager, developing the brand and graphics package, the 
cost of online advertising (Facebook Ads, Google Ads, etc.), 
the cost of offline communication campaigns, the cost of 
posters/stickers or other rewards for donors. These are 
some costs that may arise when conducting an effective 
crowdfunding campaign. Some of them do not cost money 
(sponsors, volunteers, own resources), but some costs 
should be included in the partial budget. A good 
crowdfunding campaign is not free of charge. These are 
some of the approximate costs of ingredients for a 
successful campaign.

■ Video (€ 200 - € 500)25

■ Advertising (€ 200 / lună, dar există 
metode prin care poate deveni gratuit26)

■ Brandbook + Graphics package  
(€ 150 - 300)

■ Comisionul platformei (2% pînă la 7% 
din suma colectată)

■ Costul unui comunicator/consultant 
(variabil)27

contributors. Each of the 23 projects is unique because of 
the priority concerns identified by each local community. 
Here you can view the campaign for a project for street 
lighting20 in the village of Ialoveni, at its current stage:

How do I construct the partial budget for 
the crowdfunding campaign?
The partial budget, unlike the project’s global budget, is 
the financial component of the project that will be financed 
via crowdfunding. Although the description of the 
campaign may be missing the global (total) budget, the 
partial budget should be presented and explained. In the 
case of the Ialoveni street lighting campaign, the organizers 
described only the project’s global budget, but this practice 
is not ideal. Ideally, donors will understand the overall 
project generally, and will more importantly understand 
the purpose of the €2,500 to which they contribute.

The crowdfunding campaign for the New Zealand film 
„What we do in the shadows” is an example of a correctly 
divided budget21. The overall budget of the film was $1.6 
million22. The crowdfunding campaign was conducted just 
to cover film distribution costs to theaters in the USA.

A partial budget must be made more visually prominent on 
the campaign page. Ideally, a graphic designer will present 
in pictures and colors how the collected money (the partial 
budget) will be spent. An example of a campaign in which 
the budget is successfully presented visually is Chekhov 
Square23. In this case, it is clear how many pillars, benches, 
and urns will be installed in the square. In case donors have 
suspicions, they can visit the site and count the 
installations themselves. Also, the donor can compare the 
draft of the project with the final result. Although the 
Chekhov Square project budget is good, there are better 
examples in international campaigns. Here is an example 
of a charity project for Syrian refugees stating clearly what 
will be purchased with each donation: $30 = 5 bedspreads, 
$50 = 4 mattresses, etc24.
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21    https://wwwkickstarter.com/projects/1423546688/what-we-do-În-the-shadows-the-american-release
22    https://en.wikipedia.org/wiki/What_We_Do_În_the_Shadows
23    https://wwwindiegogo.com/projects/o-via-a-noua-pentru-scuarul-cehov#/
24    https://wwwcrowdrise.com/support-for-syria-now/fundraiser/uniteforgood

5.3
Project calendar
The calendar (timeline) of a project is a thorough outline of 
project activities over time. A project plan that includes a 
budget and a calendar is almost complete. A timeline must 
start from the project’s first day and progress through its 
life, which may be 1 month or may be 10 years. We should 
mention that the duration of a crowdfunding campaign is 
only a small part of the project’s lifespan. Here you can see 
an example of an Indiegogo campaign timeline28. 

The overall project began in 2013 with development of the 
first prototype. On January 9, the campaign had collected 
224% of the planned fundraising amount. The campaign 
was completed with delivery of the product to the 
contributors. While this campaign is linked to a product, 
the timeline still shows very well where the campaign is 
situated in the overall project timeline.

Another example of a good timeline can be seen in the 
campaign of local band The Wax Road (right). Just like in 
the previous example, the crowdfunding campaign is only a 
link in the overall project.

Sometimes platforms limit the duration of campaigns (e.g. 
Kickstarter and Indiegogo limit campaigns to 60 days) or 
have higher fees for campaigns that enter extra-time (7% 
instead of 4%)29. Penalties and limits are placed as 
precautionary measures but also as a recommendation 
based on the previous experience of campaigns. It makes 
no sense to conduct a campaign for more than three 
months if contributors and donors will not be active more 
than 30 days. Therefore, the time for a campaign must be 
chosen carefully. Sometimes the best strategy is to wait for 
the right time.

 

8.2
How do I record the money?
True, to justify the origin of donations received through a 
crowdfunding platform, you need to document this 
amount of money. Later, during your organization’s 
bookkeeping, this amount is introduced in the books as a 
simple donation. For this we use the following accounts:

425 - Financing and special purpose revenue in the long term
537 - Current financing and special purpose revenue 

Also, each purchase/contract is subject to VAT. Additional 
costs that must be considered when budgeting: office rent, 
utilities, office supplies, taxes, costs of communication 
(online media, social media), accounting costs, transport 
costs, inflation. The crowdfunding campaign will not have 
to present this global budget, but making mistakes here 
can compromise the project from the start.

Also, each purchase/contract is subject to VAT18. Additional 
costs that must be considered when budgeting: office rent, 
utilities, office supplies, taxes, costs of communication 
(online media, social media), accounting costs, transport 
costs, inflation. The crowdfunding campaign will not have 
to present this global budget, but making mistakes here 
can compromise the project from the start.
  
How do I identify the project component 
to be funded via crowdfunding   
(for elaborating a partial budget)?
Of the global budget, you must first identify an amount 
that will be collected, depending on the number of 
supporters of the project or the size of the target audience. 
If the global project budget is 2-3 thousand euro, it is not 
worth a budget split. But in cases when a project costs 
more than €10,000, you should consider dividing the 
budget into chunks. The amount of €10,000 is collected 
faster when it is 100% of the fundraising target amount, 
even if the global budget of a project requires €50,000. 
The public prefers to see a project nearing completion, and 
when their donation will be the missing piece to success. A 
donor will likely get more satisfaction from donating $5 to a 
campaign that already collected €99,995 of its target € 
100,000 than they would from donating the campaign’s 
first $5. Donors are skeptical. If a campaign was started 
three months ago and has collected only 10% of its target, 

no matter the target amount, the campaign appears less 
active. An ideal campaign should last between 30 and 45 
days. Both Kickstarter and Indiegogo have a limit of 60 
days for campaigns on their platforms.

A good example of dividing the budget is a current 
community campaign on Guvern24 that is in collaboration 
with local public administrations (LPA).

Under a UNDP19 project, LPAs in Moldova were offered 
conditional grants. The condition is that some of the 
money be collected via crowdfunding and some donated 
by the LPA. In each village from the 23 grant recipients 
there is an initiative group responsible for mobilizing 
donors. The mobilizers’ objective is to explain that online 
crowdfunding is the same as traditional fundraising that is 
often conducted in villages, merely through a new 
instrument. Online crowdfunding is a transparent and 
reliable method to collect small amounts from many 

8.4
What if I have not collected 
the target amount?
Consider the case in which a project does not collect the 
target amount (not applicable for periodic donations, see 
section 4 of the guide). Usually we introduce a defined 
period of time, for example 3 months, and a predefined 
amount of money necessary to realize the project or cause 
that we are promoting, for example $10,000. Suppose we 
collected only $6,000 during the three months of the 
campaign. The scenarios that follow are:

a1) If the platform allows it (we recommend that this be 
checked before choosing a platform, see Section 4 of 
this guide), we can extract the accumulated amount 
at the time of campaign completion. Some platforms 
may charge additional fees if the target amount has 
not been met.

a2) If the platform does not allow extracting the amount 
collected, then the money will be returned to the 
persons who donated.

b1) We can review the budget or implement the project 
partially or gradually, the same solutions as when we 
receive partial funding from donors or are asked to 
economize on the project.

b2) We can extend or repeat the fundraising campaign 
offline or on another platform.

If the the accumulated amount is too small to act as a 
reduced project budget or resort to partial or gradual 
implementation, it is necessary to revisit aspects of:

■ Topicality  ■ Credibility
■ Necessity  ■ Promotion
■ Justification  ■ Communication with donors
■ etc.

However, in terms of management, our recommendation is 
that the matters listed above are also reviewed after 
successful crowdfunding campaigns, because there is always 
room for optimization.

8.3
How do I report the spent 
money
One of the things mentioned by most crowdfunding 
platforms in their terms of reference or rules of use is that 
you (not the platform or donor) are to take responsibility for 
the veracity of the information published and for realizing 
the project.

In general, most platforms do not provide a procedure for 
reporting after project implementation. However, as 
mentioned in Section 5 of this Guide, reporting to donors is 
good practice. From our point of view, reporting is a 
necessary element (even if we are not obliged to do so) to 
build a lasting relationship with the donor and to make us 
credible. Reporting is a very strong communication tool in 
the relationship with our audience.

Next we will look at some methods for reporting:

a. Individualized messages through the platform - each 
donor (except anonymous donors) can receive a 
message from you through the account, platform, or 
by email.

b. Post the report on your organization’s page - it is good 
practice to post the annual report on your 
organization’s page, then you can send donors a short 
email message.

c. Newsletter - though newsletters have lost their 
popularity, they are a convenient tool when it comes 
to regular reporting to beneficiaries, partners, 
volunteers, etc.

9.1.
Best practices in 
international campaigns
1. Humans of New York community and 

educational campaign     
($ 1.4 mil. = 1,481% funded)45

HONY (Humans of New York) is a Facebook page with 
uploaded photos of people in New York accompanied by a 
fragment of dialogue between the photographer and the 
subject of the photo. From a simple hobby, Humans of New 
York has become a global phenomenon with the mission to 
promote intercultural dialogue. The most relevant aspect is 
that HONY accumulated a community of people that in many 
cases have mobilized to help one another. In the example 
below, we will present a case that resulted in the launch of a 
crowdfunding campaign.

The photo on the right is of a student from New York who 
explains how his school’s director has positively influenced 
him. After the post (the photo) gathered 1.2 million Likes on 
Facebook (169 000 Shares), a crowdfunding campaign was 
launched. The campaign collected $1 million to bring 
students on Harvard study visits to „know the feeling of 
being on the campus of a top university and to feel that they 
are expected there.”46 The campaign’s base was the 
ready-formed HONY community and it was a success.

The lesson from this campaign: In some cases, a fundraising 
campaign can start naturally from members of ready-made 
communities. A great community is a resource.

 2. Christmas Letter    
(£ 625 = 125% funded) 
The campaign started with a Christmas letter that was found 
tied to a balloon47. From the letter, it was clear that it was 
written by a child to his father who had died. The letter 
includes a list of Christmas gifts that the child expected. The 
person who found the letter published it online (social media) 
and the world suggested that money be collected to buy the 
gifts from the list, to be delivered to the child.

8.1
What are the hidden fees 
and charges?
Normally, international platforms (see section 4 of this 
guide) charge a fee of 5% for the costs they incur managing 
the platform and a 2.9% fee that they pay the bank when the 
transfer is processed. Depending on the bank you use, an 
international transfer (depending on the legal address of the 
platform in the US, UK, etc.) can be charged extra fees by 
Moldovan banks. These commissions you can find through 
your bank.

Regarding taxation of this money in Moldova, the current tax 
code does not tax donations, and NGOs (with some 
exceptions) do not pay VAT. Other special provisions related 
to online donations are not covered by the tax code of the 
Republic of Moldova.

Respectively, these are all the commissions and fees you will 
incur. As previously mentioned, you should budget these fees 
from the start, so they do not affect the budget necessary to 
implement your project.

 Strong points of the campaign:

a. The project is very well constructed. It presents their 
request for an urbanization certificate that was 
submitted to the Ministry of Culture. Also, it confirms 
that it is a protected historic monument.

b. It presents a legend of the fountain (a story). It 
describes its link to the historical events from the 15th 
century. Just as discussed above, it offers donors an 
opportunity to write the next page of the legend 
through their contributions.

Other mentions: good presented budget, own contribution 
(20%), relatively good video (the fact that it is only in the 
Romanian language is a weakness).

3. Chekhov Square 54     
($ 15,185 = 101% funded)

The project started from a need to renovate urban public 
spaces that suffer continual degradation. Chisinau 
Municipality declared it does not have funds for such projects 
and promoters thought to collect via crowdfunding. The 
campaign collected money for 30 days, with only a half-time 
campaign manager.
  

 Strong points of the campaign:

a. A very visual campaign. They published pictures of the 
square and made a quality video that can be viewed 
on the campaign page.

b. It was a redevelopment project that includes a budget 
with components. The renovation works (cleaning, 
lighting installation) and procurement (banks, boxes, 
lampposts) are described and shown.

5 pieces of advice from 
one of the initiators of 
the Chekhov Square 
campaign: Victor 
Chironda

• It is necessary to use several communication tools. In the 
Chekhov Square campaign we used: opinion leaders 
(bloggers, journalists, civic activists, people from show 
business); Events (dedicated to the project or project 
involvement in partnership with other projects); and 

9.2. 

Good practices in local 
campaigns
1. Basketball Court in Leova    

($ 4,657 = 96% funded)

The campaign for renovating a basketball court in Leova was 
held in July 2014, initiated by a volunteer from Peace 
Corps49. The campaign started from the need to have more 
extracurricular activities in Leova for students and for young 
people so that they do not spend their time consuming 
alcohol and drugs.

Strong points of the campaign:

a. It is a visual campaign with a good video clip50 and photos 
of the stadium before renovation. At the end of the 
campaign, a comparison video was made which was 
shown to the public and donors51.

b. It has a very clear budget and explains what will be done 
with the money raised. The campaign collected 96% of the 
planned amount from 86 contributors. The project has a 
very clear budget showing the $1900 needed for materials 
and the $2600 for labor. The final amount,$4870, includes 
the 7% fee from the platform Indiegogo.

c. Regards a very important social issue – health of children 
and young people.

d. Calls on a community outside Moldova. Because the 
description and video is in English, the campaign invites 
foreign donors, such as from the American volunteer 
network. The development campaign was recorded and 
communicated through a blog52.

2. Campaign for the restoration of 15th 
century fountain ($ 4,231 = 106% funded)53

Cadin Fountain was presented because it was in a deplorable 
state, and it was finally decided that it be restored. The 
description of campaign presented the legend of the 15th 
century fountain and its connection with the history of 
Moldova and the battle of Ştefan cel Mare of Lipcani.

Testimonials promoted on Facebook (of public figures and 
opinion leaders with quotes and the amount that they have 
contributed, to maintain public interest in the project and 
show that people donate).

• It is necessary to continuously renew information about the 
project, both during the fundraising campaign and after its 
completion.

• Transparency is necessary in expenditure, and demostration 
that money donated by people reached its destination.

• You should involve volunteers to collect money and 
subsequently to carry out the works (sanitation events and 
renovation works).

• You should gather money in various ways. This project 
collected money through collection boxes, events, donation 
accounts. But the most effective was the online collection 
platform.

4. “Skate Park Chișinău” campaign 55   
(€ 5,000 = 11% funded)

Although the campaign has not yet been formally launched, it 
has informally already collected about 11% for the cause. The 
campaign will be launched via Guvern24 in spring 2017 so that 
a part of the park will be ready by summer. Project Skate Park 
is a complex that includes administrative procedures (e.g. 
urbanization certificate), therefore, preparations were 
required before the campaign launch. The campaign is 
supported by donors from Moldova and Romania.

 

4 pieces of advise from 
Skate Park Chisinau 
campaign initiator 
Dorin Lupaşcu

• It is recommended that the project originates from a problem 
in the community. In this case it is the existing community of 
skaters and artists formed around Board Shop. This 
community needs an urban area (Urban Hub) that includes 
ramps for skateboarding and sites developed for urban art.

• You should work with bloggers and public figures. Skate Park 
has is a well-known ambassador - Ilie Bivol - who has nearly 1 
million fans on YouTube.

• You should identify donors not only online, but also among 
entrepreneurs. In the case of Skate Park, we identified several 
big donors (companies). The project is promoted offline in 
Board Shop, where there is a box for donations.

• You should reward donors. In this case, give stickers in 
exchange for a donation of €2. Stickers are mailed, but there 
are still logistical problems in Moldova.

5. Campaign for installation of street lighting 
in Costeşti  56 (€ 3,845 = 70% funded)

This campaign was initiated by Municipality Costeşti in order 
to install street lighting in the village. It is a community 
project but cannot be achieved only with the participation 
and active mobilization of residents of the village Costeşti. 
The Municipality has assumed the role of mobilizer and its 
message is that money raised online is the same as in the 
past, only using new tools (Guvern24). Donations can be 
made via credit card, cash, or SMS. 

 Strong points of the campaign:

a. The project is done in installments. Once it collected 
some of the funds (e.g. 25%), lighting was installed 
on the first part of the street as part of the global 
project. This is a great way to promote the 
campaign and mobilize people by demonstrating 
tangible results. It is the first project of such type in 
Moldova.

6. Campaign “Leave your mark on the Wax 
Road” (€ 2,553 = 51% funded)

The campaign was organized to launch the first album of 
local rock music band Wax Road57.

Strong points of the campaign:

a. They used crowdfunding in order to build 
community and a fan base for the band. 
Crowdfunding is not just a financial instrument, but 
one of communication. Even though 100% of the 
funds were not collected, it formed a fan-base that 
supports the band long-term and represents future 
consumers of the product (i.e. concerts).

b. The campaign is very visual and is extremely well 
illustrated on Indiegogo. It created about 110 
images, gifs, five videos, and the site was 
re-designed according to the theme of the campain. 

10.1. 

The legal framework on 
donations in Moldova
Currently the legal and fiscal framework concerning the 
collection of funds does not give any specific tough 
opposition to online fundraising. In general, as regards the 
national legal framework, although the legislature has 
provided some legal mechanisms for fundraising 
(sponsorship, the “2%” philanthropy law, tax facilities, etc.) 
legislation is not clear, is difficult to implement, is not 
harmonized, and does not provide CSOs with predictability 
for utilization.

The fact that there are no specific provisions and that 
legislation is quite liberal with regard to online fundraising 
and additional fees, may seem at first glance like an 
advantage, but with these lack of provisions comes a lack 
of mechanisms for stimulation of donations in general. An 
example of this is the fact that the current legal framework 
does not encourage acts of philanthropy and sponsorship 
among commercial organizations and individual 
companies. In practice, this leads to the fact that business 
simply "is not interested" in providing assistance to CSOs. 
Moreover, it does not create a foundation for positive 
interaction between business and CSOs in solving social 
and economic problems in the community.

All this was done by the team/band and 
consequently has cost them only "time and effort".

4 pieces of advice  
from the initiator of 
the campaign:  
Iaroslav Cojocaru

• You need to know exactly what happens every day of the 
campaign. Communication is extremely important. Choose 
good communication channels and make a concrete action 
plan. It would be great to have a few action plan scenarios, 
because there is a risk that things do not go in the way you 
want.

• You must have a concept and a well-built project. Before 
launching, it is good to consult specialists, potential donors, 
to test the product and evaluate perception.

• You should do offline events before launching the campaign. 
In the course of three events the band introduced itself, 
performed, and promoted the project.

• You should deliver guarantees and assurances through the 
attitude and materials you publish/distribute. Donors should 
sense a serious and professional approach to the campaign 
and regarding their contribution to the team.

7. Victoria Morozov – fundraiser   
(£ 80-100 mii anual)58 

3 pieces of advice from 
Victoria Morozov
 

•You should begin each campaign with the questions (1) Why 
fundraise? (2) What impact will follow the campaign? and (3) 
What change will be produced in the long term? The answers 
to these three questions will guide the campaign.

• When target amounts are larger than 10,000, consider the 
involvement of diaspora and foreign donors. Moldova 
donates less online because we still do not use online 
banking very much. Also, it is good to suggest your donation 
amount, i.e. for $ 7 you can buy three lunches in a social 
canteen.

• You should be creative in the relationship with donors. In one 
campaign, Victoria promised that, if they raise the 
fundraising target, she would parachute in spite of her fear of 
heights.59. 

10.2. 

Intellectual property
There is a series of legal risks that may turn up for initiators of 
a campaign. Together with the team AGEPI, we have analyzed 
these risks, and will explain them here:

1.  A campaign idea, once published, can be taken by 
anyone. There is no legal mechanism to protect the 
idea. This is a risk we must be aware of because you 
cannot do crowdfunding without a project made public.

2. The published material (text, written works, script, film, 
graphics, illustrations, photos) is automatically 
protected by copyright. If you have proof that you are 
the author of a text, then if anyone copies it without 
consent, they violate your copyright. In cases when the 
breach is serious, the person violating copyright may be 
sued. Software is also protected via copyright 
(automatically).

3. If a trademark is not registered, it can be taken by 
anyone. If the trademark is of special significance for 
your project, then registration is recommended. 
However, the minimum cost for this is around €245 for 
protection lasting 10 years. For crowdfunding on a 
simple project, this cost is not justified. However, if the 
trademark will be used for future projects and 
commerce, it is advisable to schedule a consultation 
with the AGEPI.

4. Patenting an invention is suitable for cases when the 
crowdfunding is for an invention (prototype) or 
innovative product. Patenting is normally expensive 
(€500), but there is a set of discounts for individual 
physical patenters. Until now, there has been no 
crowdfunding campaign in Moldova based on an 
invention, but in case this is your plan, it would be good 
to consult officers of the AGEPI.

%

While in the first case study the campaign was initiated on 
the basis of an existing community (several million people), 
here the campaign begins with a story about the letter in 
question, which became viral48. Just as in the first case, 
where the campaign motor was community, in this case the 
motor of the campaign was that many people reacted to the 
news about the letter. Even though £500 is not an extremely 
large amount, it was collected in seven days without 
identifying who had sent the letter. The idea was that Steve 
McColl, the initiator of the campaign, assumed responsibility 
for identifying the child, and for delivering the amount 
collected (or the gifts). To add credibility, Steve published a 
photo of himself via Daily Mail, a portal with 11.7 million 
visitors a day. He also left a contact email for people who 
could help identify the child.

Lessons from this campaign: 

a. Credibility is important - Daily Mail's reputation would 
suffer a lot if this news was false. Once there is a 
guarantor (Daily Mail and Steve McColl) donors have 
less suspicion and can donate with confidence.

b. The amount is not large, because it is proportional to 
the cause. The campaign is small and the target was 
exceeded (125%).

c. 'Story' that creates an emotional impact. This is a great 
example of a story that in just a few sentences made 
people care about the cause. Moreover, the 
crowdfunding campaign gave people a chance to write 
the next page or the end of the story. A good story 
makes people fight inertion.

d. The motor of the campaign was the viral news. It was 
easy to make the step from a viral piece of news to a 
crowdfunding campaign because the audience was 
already tested. Once the news caught the attention of 
millions of readers of the Daily Mail (5600 Shares on 
Facebook), it was clear that a sum of £500 would not 
be difficult to collect.

25    The price for a video can be more expensive than 2000 euros, but it is not reasonable to have a video at this price for a modest company. Exactly the same 
principle applies to the rest of the components. Item prices are calculated to be reasonable for a campaign ranging between 5,000 and 25,000 euros. 

26    Crowdfunding campaigns are time consuming activities (almost full time). It's good to have a campaign manager who can solely focus on the campaign for 
30 to 45 days. The consultant may be a manager or co-manager, which is more expensive. As an alternative, the consultant can make a plan or campaign 
agenda to be executed by the initiators. The latter would be the cheaper version of expert advice

27    https://wwwindiegogo.com/projects/drumi-the-foot



5.2
Budget
From the very beginning we must make clear that in this 
part we will be discussing budgets in parallel: the global 
budget of the project (total budget); and the component 
budget of the project for which you start a crowdfunding 
campaign (partial budget). To explain: let us take the 
example of a project to create a documentary film. This 
project is expensive because its execution can last up to 
two years and requires the renting of expensive equipment 
and the involvenment of many people during filming and 
post-production. Such a documentary film project often 
receives funding from several sources: local authorities, 
international grants, the production house’s own 
resources, loans. Only part of this project can be financed 
via crowdfunding. This is the partial budget. In the 
budgeting of a documentary film, crowdfunding can 
provide (for example) 3-5% of the overall budget, perhaps 
to cover the cost of the film’s participation in international 
festivals.

What is the sense of such a small campaign? First of all, to 
fundraise efficiently, and second of all, to promote the film 
among potential future viewers through crowdfunding. 
Donors will want to see the film at the end of the campaign, 
after reading about it (or watching a short clip/trailer). Most 
importantly in this example is to realize that as part of the 
larger documentary project, the crowdfunding campaign is 
just one step and takes a maximum of 60 days (usually 
around 45 days).
  
How do I construct the global budget 
(total project budget)?
The budget is the backbone of any project, so that when 
you look ahead, you understand how money will be spent. 
Each cost must be estimated accurately and, ideally, have 
an established agreement/pre-contract with providers to 
ensure that prices do not change in the course of the 
project. If the project includes salaries then it has to predict 
how many people will be employed full-time and how 
many part-time. In some cases, the project team will give 
up their salaries. If wages are not excluded in the global 
budget, each salary must be budgeted with both employer 
and employee taxes (27.5% + 18%). 

5.1
The unwritten contract
A crowdfunding campaign should be based on a solid 
foundation - the project. Fundraising is a relatively late stage 
in the life of a project and, even if this guide focuses only on 
funding, where a project has irregularities becomes serious in 
the course of a fundraising campaign. Like the foundation of a 
building, the project must be built around a financially viable 
idea and then developed further. If the idea and brainstorming 
process is the creative part, then the further development of a 
project idea is an almost mathematical process. The budget 
must be perfect. The project timeline and calendar must also 
be realistic and correctly estimated. The larger the amount to 
be collected, the more time and attention should be invested 
in planning and structuring. If, for example, you realize in the 
last month of the fundraising campaign that you need €2,000 
in addition to your initially-estimated €5,000 (100%), then 
your donors will become very skeptical about your capacity 
for project team management.

The unwritten contract – it is a symbol through which you 
assume obligation to the donor when you get a donation. Just 
as with a grant, the recipient of funds is obliged to carry out 
the project in accordance with the description given in the 
campaign. Otherwise, the recipient must return donations to 
donors.

In addition to incorrect planning of the project, there is the 
danger of abuse. It is worth noting that in a case of fraud, for 
example a project that fabricates a disease and raises funds 
on this basis, when the truth is revealed, the larger market will 
suffer a shock. If your organization’s campaign takes place 
during such a shock, there is a risk that donors become 
passive, cautious, or refuse to donate for an indefinite period. 
Both the abuser and collateral entities (including your 
organization) will suffer from such an incident. Be cautious - 
the confidence of donors is an exhaustible source.

In the following paragraphs, we will describe two key aspects 
of a project: budget and timetable (timeline). Use this 
opportunity to conduct a self-check before launching a 
crowdfunding campaign.

In the partial budget, what should be the 
cost of the campaign itself?
A crowdfunding campaign includes: a video, an article in 
the press, a website, commissions platform, the cost of a 
consultation with an expert, the cost of a campaign 
manager, developing the brand and graphics package, the 
cost of online advertising (Facebook Ads, Google Ads, etc.), 
the cost of offline communication campaigns, the cost of 
posters/stickers or other rewards for donors. These are 
some costs that may arise when conducting an effective 
crowdfunding campaign. Some of them do not cost money 
(sponsors, volunteers, own resources), but some costs 
should be included in the partial budget. A good 
crowdfunding campaign is not free of charge. These are 
some of the approximate costs of ingredients for a 
successful campaign.

■ Video (€ 200 - € 500)25

■ Advertising (€ 200 / lună, dar există 
metode prin care poate deveni gratuit26)

■ Brandbook + Graphics package  
(€ 150 - 300)

■ Comisionul platformei (2% pînă la 7% 
din suma colectată)

■ Costul unui comunicator/consultant 
(variabil)27

contributors. Each of the 23 projects is unique because of 
the priority concerns identified by each local community. 
Here you can view the campaign for a project for street 
lighting20 in the village of Ialoveni, at its current stage:

How do I construct the partial budget for 
the crowdfunding campaign?
The partial budget, unlike the project’s global budget, is 
the financial component of the project that will be financed 
via crowdfunding. Although the description of the 
campaign may be missing the global (total) budget, the 
partial budget should be presented and explained. In the 
case of the Ialoveni street lighting campaign, the organizers 
described only the project’s global budget, but this practice 
is not ideal. Ideally, donors will understand the overall 
project generally, and will more importantly understand 
the purpose of the €2,500 to which they contribute.

The crowdfunding campaign for the New Zealand film 
„What we do in the shadows” is an example of a correctly 
divided budget21. The overall budget of the film was $1.6 
million22. The crowdfunding campaign was conducted just 
to cover film distribution costs to theaters in the USA.

A partial budget must be made more visually prominent on 
the campaign page. Ideally, a graphic designer will present 
in pictures and colors how the collected money (the partial 
budget) will be spent. An example of a campaign in which 
the budget is successfully presented visually is Chekhov 
Square23. In this case, it is clear how many pillars, benches, 
and urns will be installed in the square. In case donors have 
suspicions, they can visit the site and count the 
installations themselves. Also, the donor can compare the 
draft of the project with the final result. Although the 
Chekhov Square project budget is good, there are better 
examples in international campaigns. Here is an example 
of a charity project for Syrian refugees stating clearly what 
will be purchased with each donation: $30 = 5 bedspreads, 
$50 = 4 mattresses, etc24.

Crowdfunding guide

28    https://wwwindiegogo.com/projects/drumi-the-foot
29    This fact was also confirmed by Victor Chironda in the interview
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5.3
Project calendar
The calendar (timeline) of a project is a thorough outline of 
project activities over time. A project plan that includes a 
budget and a calendar is almost complete. A timeline must 
start from the project’s first day and progress through its 
life, which may be 1 month or may be 10 years. We should 
mention that the duration of a crowdfunding campaign is 
only a small part of the project’s lifespan. Here you can see 
an example of an Indiegogo campaign timeline28. 

The overall project began in 2013 with development of the 
first prototype. On January 9, the campaign had collected 
224% of the planned fundraising amount. The campaign 
was completed with delivery of the product to the 
contributors. While this campaign is linked to a product, 
the timeline still shows very well where the campaign is 
situated in the overall project timeline.

Another example of a good timeline can be seen in the 
campaign of local band The Wax Road (right). Just like in 
the previous example, the crowdfunding campaign is only a 
link in the overall project.

Sometimes platforms limit the duration of campaigns (e.g. 
Kickstarter and Indiegogo limit campaigns to 60 days) or 
have higher fees for campaigns that enter extra-time (7% 
instead of 4%)29. Penalties and limits are placed as 
precautionary measures but also as a recommendation 
based on the previous experience of campaigns. It makes 
no sense to conduct a campaign for more than three 
months if contributors and donors will not be active more 
than 30 days. Therefore, the time for a campaign must be 
chosen carefully. Sometimes the best strategy is to wait for 
the right time.

 

8.2
How do I record the money?
True, to justify the origin of donations received through a 
crowdfunding platform, you need to document this 
amount of money. Later, during your organization’s 
bookkeeping, this amount is introduced in the books as a 
simple donation. For this we use the following accounts:

425 - Financing and special purpose revenue in the long term
537 - Current financing and special purpose revenue 

Also, each purchase/contract is subject to VAT. Additional 
costs that must be considered when budgeting: office rent, 
utilities, office supplies, taxes, costs of communication 
(online media, social media), accounting costs, transport 
costs, inflation. The crowdfunding campaign will not have 
to present this global budget, but making mistakes here 
can compromise the project from the start.

Also, each purchase/contract is subject to VAT18. Additional 
costs that must be considered when budgeting: office rent, 
utilities, office supplies, taxes, costs of communication 
(online media, social media), accounting costs, transport 
costs, inflation. The crowdfunding campaign will not have 
to present this global budget, but making mistakes here 
can compromise the project from the start.
  
How do I identify the project component 
to be funded via crowdfunding   
(for elaborating a partial budget)?
Of the global budget, you must first identify an amount 
that will be collected, depending on the number of 
supporters of the project or the size of the target audience. 
If the global project budget is 2-3 thousand euro, it is not 
worth a budget split. But in cases when a project costs 
more than €10,000, you should consider dividing the 
budget into chunks. The amount of €10,000 is collected 
faster when it is 100% of the fundraising target amount, 
even if the global budget of a project requires €50,000. 
The public prefers to see a project nearing completion, and 
when their donation will be the missing piece to success. A 
donor will likely get more satisfaction from donating $5 to a 
campaign that already collected €99,995 of its target € 
100,000 than they would from donating the campaign’s 
first $5. Donors are skeptical. If a campaign was started 
three months ago and has collected only 10% of its target, 

no matter the target amount, the campaign appears less 
active. An ideal campaign should last between 30 and 45 
days. Both Kickstarter and Indiegogo have a limit of 60 
days for campaigns on their platforms.

A good example of dividing the budget is a current 
community campaign on Guvern24 that is in collaboration 
with local public administrations (LPA).

Under a UNDP19 project, LPAs in Moldova were offered 
conditional grants. The condition is that some of the 
money be collected via crowdfunding and some donated 
by the LPA. In each village from the 23 grant recipients 
there is an initiative group responsible for mobilizing 
donors. The mobilizers’ objective is to explain that online 
crowdfunding is the same as traditional fundraising that is 
often conducted in villages, merely through a new 
instrument. Online crowdfunding is a transparent and 
reliable method to collect small amounts from many 

8.4
What if I have not collected 
the target amount?
Consider the case in which a project does not collect the 
target amount (not applicable for periodic donations, see 
section 4 of the guide). Usually we introduce a defined 
period of time, for example 3 months, and a predefined 
amount of money necessary to realize the project or cause 
that we are promoting, for example $10,000. Suppose we 
collected only $6,000 during the three months of the 
campaign. The scenarios that follow are:

a1) If the platform allows it (we recommend that this be 
checked before choosing a platform, see Section 4 of 
this guide), we can extract the accumulated amount 
at the time of campaign completion. Some platforms 
may charge additional fees if the target amount has 
not been met.

a2) If the platform does not allow extracting the amount 
collected, then the money will be returned to the 
persons who donated.

b1) We can review the budget or implement the project 
partially or gradually, the same solutions as when we 
receive partial funding from donors or are asked to 
economize on the project.

b2) We can extend or repeat the fundraising campaign 
offline or on another platform.

If the the accumulated amount is too small to act as a 
reduced project budget or resort to partial or gradual 
implementation, it is necessary to revisit aspects of:

■ Topicality  ■ Credibility
■ Necessity  ■ Promotion
■ Justification  ■ Communication with donors
■ etc.

However, in terms of management, our recommendation is 
that the matters listed above are also reviewed after 
successful crowdfunding campaigns, because there is always 
room for optimization.

8.3
How do I report the spent 
money
One of the things mentioned by most crowdfunding 
platforms in their terms of reference or rules of use is that 
you (not the platform or donor) are to take responsibility for 
the veracity of the information published and for realizing 
the project.

In general, most platforms do not provide a procedure for 
reporting after project implementation. However, as 
mentioned in Section 5 of this Guide, reporting to donors is 
good practice. From our point of view, reporting is a 
necessary element (even if we are not obliged to do so) to 
build a lasting relationship with the donor and to make us 
credible. Reporting is a very strong communication tool in 
the relationship with our audience.

Next we will look at some methods for reporting:

a. Individualized messages through the platform - each 
donor (except anonymous donors) can receive a 
message from you through the account, platform, or 
by email.

b. Post the report on your organization’s page - it is good 
practice to post the annual report on your 
organization’s page, then you can send donors a short 
email message.

c. Newsletter - though newsletters have lost their 
popularity, they are a convenient tool when it comes 
to regular reporting to beneficiaries, partners, 
volunteers, etc.

9.1.
Best practices in 
international campaigns
1. Humans of New York community and 

educational campaign     
($ 1.4 mil. = 1,481% funded)45

HONY (Humans of New York) is a Facebook page with 
uploaded photos of people in New York accompanied by a 
fragment of dialogue between the photographer and the 
subject of the photo. From a simple hobby, Humans of New 
York has become a global phenomenon with the mission to 
promote intercultural dialogue. The most relevant aspect is 
that HONY accumulated a community of people that in many 
cases have mobilized to help one another. In the example 
below, we will present a case that resulted in the launch of a 
crowdfunding campaign.

The photo on the right is of a student from New York who 
explains how his school’s director has positively influenced 
him. After the post (the photo) gathered 1.2 million Likes on 
Facebook (169 000 Shares), a crowdfunding campaign was 
launched. The campaign collected $1 million to bring 
students on Harvard study visits to „know the feeling of 
being on the campus of a top university and to feel that they 
are expected there.”46 The campaign’s base was the 
ready-formed HONY community and it was a success.

The lesson from this campaign: In some cases, a fundraising 
campaign can start naturally from members of ready-made 
communities. A great community is a resource.

 2. Christmas Letter    
(£ 625 = 125% funded) 
The campaign started with a Christmas letter that was found 
tied to a balloon47. From the letter, it was clear that it was 
written by a child to his father who had died. The letter 
includes a list of Christmas gifts that the child expected. The 
person who found the letter published it online (social media) 
and the world suggested that money be collected to buy the 
gifts from the list, to be delivered to the child.

8.1
What are the hidden fees 
and charges?
Normally, international platforms (see section 4 of this 
guide) charge a fee of 5% for the costs they incur managing 
the platform and a 2.9% fee that they pay the bank when the 
transfer is processed. Depending on the bank you use, an 
international transfer (depending on the legal address of the 
platform in the US, UK, etc.) can be charged extra fees by 
Moldovan banks. These commissions you can find through 
your bank.

Regarding taxation of this money in Moldova, the current tax 
code does not tax donations, and NGOs (with some 
exceptions) do not pay VAT. Other special provisions related 
to online donations are not covered by the tax code of the 
Republic of Moldova.

Respectively, these are all the commissions and fees you will 
incur. As previously mentioned, you should budget these fees 
from the start, so they do not affect the budget necessary to 
implement your project.

 Strong points of the campaign:

a. The project is very well constructed. It presents their 
request for an urbanization certificate that was 
submitted to the Ministry of Culture. Also, it confirms 
that it is a protected historic monument.

b. It presents a legend of the fountain (a story). It 
describes its link to the historical events from the 15th 
century. Just as discussed above, it offers donors an 
opportunity to write the next page of the legend 
through their contributions.

Other mentions: good presented budget, own contribution 
(20%), relatively good video (the fact that it is only in the 
Romanian language is a weakness).

3. Chekhov Square 54     
($ 15,185 = 101% funded)

The project started from a need to renovate urban public 
spaces that suffer continual degradation. Chisinau 
Municipality declared it does not have funds for such projects 
and promoters thought to collect via crowdfunding. The 
campaign collected money for 30 days, with only a half-time 
campaign manager.
  

 Strong points of the campaign:

a. A very visual campaign. They published pictures of the 
square and made a quality video that can be viewed 
on the campaign page.

b. It was a redevelopment project that includes a budget 
with components. The renovation works (cleaning, 
lighting installation) and procurement (banks, boxes, 
lampposts) are described and shown.

5 pieces of advice from 
one of the initiators of 
the Chekhov Square 
campaign: Victor 
Chironda

• It is necessary to use several communication tools. In the 
Chekhov Square campaign we used: opinion leaders 
(bloggers, journalists, civic activists, people from show 
business); Events (dedicated to the project or project 
involvement in partnership with other projects); and 

9.2. 

Good practices in local 
campaigns
1. Basketball Court in Leova    

($ 4,657 = 96% funded)

The campaign for renovating a basketball court in Leova was 
held in July 2014, initiated by a volunteer from Peace 
Corps49. The campaign started from the need to have more 
extracurricular activities in Leova for students and for young 
people so that they do not spend their time consuming 
alcohol and drugs.

Strong points of the campaign:

a. It is a visual campaign with a good video clip50 and photos 
of the stadium before renovation. At the end of the 
campaign, a comparison video was made which was 
shown to the public and donors51.

b. It has a very clear budget and explains what will be done 
with the money raised. The campaign collected 96% of the 
planned amount from 86 contributors. The project has a 
very clear budget showing the $1900 needed for materials 
and the $2600 for labor. The final amount,$4870, includes 
the 7% fee from the platform Indiegogo.

c. Regards a very important social issue – health of children 
and young people.

d. Calls on a community outside Moldova. Because the 
description and video is in English, the campaign invites 
foreign donors, such as from the American volunteer 
network. The development campaign was recorded and 
communicated through a blog52.

2. Campaign for the restoration of 15th 
century fountain ($ 4,231 = 106% funded)53

Cadin Fountain was presented because it was in a deplorable 
state, and it was finally decided that it be restored. The 
description of campaign presented the legend of the 15th 
century fountain and its connection with the history of 
Moldova and the battle of Ştefan cel Mare of Lipcani.

Testimonials promoted on Facebook (of public figures and 
opinion leaders with quotes and the amount that they have 
contributed, to maintain public interest in the project and 
show that people donate).

• It is necessary to continuously renew information about the 
project, both during the fundraising campaign and after its 
completion.

• Transparency is necessary in expenditure, and demostration 
that money donated by people reached its destination.

• You should involve volunteers to collect money and 
subsequently to carry out the works (sanitation events and 
renovation works).

• You should gather money in various ways. This project 
collected money through collection boxes, events, donation 
accounts. But the most effective was the online collection 
platform.

4. “Skate Park Chișinău” campaign 55   
(€ 5,000 = 11% funded)

Although the campaign has not yet been formally launched, it 
has informally already collected about 11% for the cause. The 
campaign will be launched via Guvern24 in spring 2017 so that 
a part of the park will be ready by summer. Project Skate Park 
is a complex that includes administrative procedures (e.g. 
urbanization certificate), therefore, preparations were 
required before the campaign launch. The campaign is 
supported by donors from Moldova and Romania.

 

4 pieces of advise from 
Skate Park Chisinau 
campaign initiator 
Dorin Lupaşcu

• It is recommended that the project originates from a problem 
in the community. In this case it is the existing community of 
skaters and artists formed around Board Shop. This 
community needs an urban area (Urban Hub) that includes 
ramps for skateboarding and sites developed for urban art.

• You should work with bloggers and public figures. Skate Park 
has is a well-known ambassador - Ilie Bivol - who has nearly 1 
million fans on YouTube.

• You should identify donors not only online, but also among 
entrepreneurs. In the case of Skate Park, we identified several 
big donors (companies). The project is promoted offline in 
Board Shop, where there is a box for donations.

• You should reward donors. In this case, give stickers in 
exchange for a donation of €2. Stickers are mailed, but there 
are still logistical problems in Moldova.

5. Campaign for installation of street lighting 
in Costeşti  56 (€ 3,845 = 70% funded)

This campaign was initiated by Municipality Costeşti in order 
to install street lighting in the village. It is a community 
project but cannot be achieved only with the participation 
and active mobilization of residents of the village Costeşti. 
The Municipality has assumed the role of mobilizer and its 
message is that money raised online is the same as in the 
past, only using new tools (Guvern24). Donations can be 
made via credit card, cash, or SMS. 

 Strong points of the campaign:

a. The project is done in installments. Once it collected 
some of the funds (e.g. 25%), lighting was installed 
on the first part of the street as part of the global 
project. This is a great way to promote the 
campaign and mobilize people by demonstrating 
tangible results. It is the first project of such type in 
Moldova.

6. Campaign “Leave your mark on the Wax 
Road” (€ 2,553 = 51% funded)

The campaign was organized to launch the first album of 
local rock music band Wax Road57.

Strong points of the campaign:

a. They used crowdfunding in order to build 
community and a fan base for the band. 
Crowdfunding is not just a financial instrument, but 
one of communication. Even though 100% of the 
funds were not collected, it formed a fan-base that 
supports the band long-term and represents future 
consumers of the product (i.e. concerts).

b. The campaign is very visual and is extremely well 
illustrated on Indiegogo. It created about 110 
images, gifs, five videos, and the site was 
re-designed according to the theme of the campain. 

10.1. 

The legal framework on 
donations in Moldova
Currently the legal and fiscal framework concerning the 
collection of funds does not give any specific tough 
opposition to online fundraising. In general, as regards the 
national legal framework, although the legislature has 
provided some legal mechanisms for fundraising 
(sponsorship, the “2%” philanthropy law, tax facilities, etc.) 
legislation is not clear, is difficult to implement, is not 
harmonized, and does not provide CSOs with predictability 
for utilization.

The fact that there are no specific provisions and that 
legislation is quite liberal with regard to online fundraising 
and additional fees, may seem at first glance like an 
advantage, but with these lack of provisions comes a lack 
of mechanisms for stimulation of donations in general. An 
example of this is the fact that the current legal framework 
does not encourage acts of philanthropy and sponsorship 
among commercial organizations and individual 
companies. In practice, this leads to the fact that business 
simply "is not interested" in providing assistance to CSOs. 
Moreover, it does not create a foundation for positive 
interaction between business and CSOs in solving social 
and economic problems in the community.

All this was done by the team/band and 
consequently has cost them only "time and effort".

4 pieces of advice  
from the initiator of 
the campaign:  
Iaroslav Cojocaru

• You need to know exactly what happens every day of the 
campaign. Communication is extremely important. Choose 
good communication channels and make a concrete action 
plan. It would be great to have a few action plan scenarios, 
because there is a risk that things do not go in the way you 
want.

• You must have a concept and a well-built project. Before 
launching, it is good to consult specialists, potential donors, 
to test the product and evaluate perception.

• You should do offline events before launching the campaign. 
In the course of three events the band introduced itself, 
performed, and promoted the project.

• You should deliver guarantees and assurances through the 
attitude and materials you publish/distribute. Donors should 
sense a serious and professional approach to the campaign 
and regarding their contribution to the team.

7. Victoria Morozov – fundraiser   
(£ 80-100 mii anual)58 

3 pieces of advice from 
Victoria Morozov
 

•You should begin each campaign with the questions (1) Why 
fundraise? (2) What impact will follow the campaign? and (3) 
What change will be produced in the long term? The answers 
to these three questions will guide the campaign.

• When target amounts are larger than 10,000, consider the 
involvement of diaspora and foreign donors. Moldova 
donates less online because we still do not use online 
banking very much. Also, it is good to suggest your donation 
amount, i.e. for $ 7 you can buy three lunches in a social 
canteen.

• You should be creative in the relationship with donors. In one 
campaign, Victoria promised that, if they raise the 
fundraising target, she would parachute in spite of her fear of 
heights.59. 

10.2. 

Intellectual property
There is a series of legal risks that may turn up for initiators of 
a campaign. Together with the team AGEPI, we have analyzed 
these risks, and will explain them here:

1.  A campaign idea, once published, can be taken by 
anyone. There is no legal mechanism to protect the 
idea. This is a risk we must be aware of because you 
cannot do crowdfunding without a project made public.

2. The published material (text, written works, script, film, 
graphics, illustrations, photos) is automatically 
protected by copyright. If you have proof that you are 
the author of a text, then if anyone copies it without 
consent, they violate your copyright. In cases when the 
breach is serious, the person violating copyright may be 
sued. Software is also protected via copyright 
(automatically).

3. If a trademark is not registered, it can be taken by 
anyone. If the trademark is of special significance for 
your project, then registration is recommended. 
However, the minimum cost for this is around €245 for 
protection lasting 10 years. For crowdfunding on a 
simple project, this cost is not justified. However, if the 
trademark will be used for future projects and 
commerce, it is advisable to schedule a consultation 
with the AGEPI.

4. Patenting an invention is suitable for cases when the 
crowdfunding is for an invention (prototype) or 
innovative product. Patenting is normally expensive 
(€500), but there is a set of discounts for individual 
physical patenters. Until now, there has been no 
crowdfunding campaign in Moldova based on an 
invention, but in case this is your plan, it would be good 
to consult officers of the AGEPI.

While in the first case study the campaign was initiated on 
the basis of an existing community (several million people), 
here the campaign begins with a story about the letter in 
question, which became viral48. Just as in the first case, 
where the campaign motor was community, in this case the 
motor of the campaign was that many people reacted to the 
news about the letter. Even though £500 is not an extremely 
large amount, it was collected in seven days without 
identifying who had sent the letter. The idea was that Steve 
McColl, the initiator of the campaign, assumed responsibility 
for identifying the child, and for delivering the amount 
collected (or the gifts). To add credibility, Steve published a 
photo of himself via Daily Mail, a portal with 11.7 million 
visitors a day. He also left a contact email for people who 
could help identify the child.

Lessons from this campaign: 

a. Credibility is important - Daily Mail's reputation would 
suffer a lot if this news was false. Once there is a 
guarantor (Daily Mail and Steve McColl) donors have 
less suspicion and can donate with confidence.

b. The amount is not large, because it is proportional to 
the cause. The campaign is small and the target was 
exceeded (125%).

c. 'Story' that creates an emotional impact. This is a great 
example of a story that in just a few sentences made 
people care about the cause. Moreover, the 
crowdfunding campaign gave people a chance to write 
the next page or the end of the story. A good story 
makes people fight inertion.

d. The motor of the campaign was the viral news. It was 
easy to make the step from a viral piece of news to a 
crowdfunding campaign because the audience was 
already tested. Once the news caught the attention of 
millions of readers of the Daily Mail (5600 Shares on 
Facebook), it was clear that a sum of £500 would not 
be difficult to collect.



6.3
Ways to address public32

a. Logos – Logic
If using logic, the story must be explained through 
rational and pragmatic arguments. This approach is 
often expressed by figures and data which demonstrate 
that your project will have a benefit or an impact. An 
example of such an approach is the local campaign 
„Make apples cool.33” Besides explaining what will be 
done with the donated money, the project explains how 
many schools and how many children will receive apple 
packets. If the project has entrepreneurial aspects, 

30    https://wwwyoucaring.com/blog/2016/storytelling-tips-success-
ful-crowdfunding-campaign

31    ibid.
32    http://goelement.com/blog/aristotle-bran
33    https://wwwindiegogo.com/projects/make-apples-cool--2#/

6.1
Introduction and 
Definitions

Storytelling - is a method which uses interactive text, 
video, and other multimedia tools to stimulate the 
imagination of the listener.

In crowdfunding, storytelling is used to move and 
mobilize people. A good story can make the difference 
between a campaign that raises 0% of its goal and 
one that collects 10 times more than planned at the 
start of the campaign.

The overall description of your campaign must be no 
longer than 3-4 paragraphs. If the viewer’s attention 
is not captured within 20-30 seconds via text or video, 
you have lost a donor. A good story is conveyed 
through both text and video.

6.2
How do we begin? 
The first sentence should introduce the team or manager 
and the personalities behind the campaign30. Then you must 
explain how the team is positioned in relation to the 
campaign narrative (for example: a mother, an entrepreneur, 
an environmentalist, a cancer survivor), and what convinced 
you to initiate the campaign31.
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products, or offers a simple and explainable method for 
solving a social problem, the „logos” approach is 
recommended.

b. Pathos - Emotions
This form of storytelling is one of the most widely used 
approaches because it appeals to emotions of potential 
donors. This category includes most campaigns related 
to charities, such as collecting money for lunches for 
the poor34, or campaigns whose beneficiaries are 
children in orphanages35.

c. Ethos - authority and credibility
This approach incorporates the credibility of the 
presenter or initiator as a guarantee. A crowdfunding 
campaign was organized in 2014 to promote worldwide 
teaching of computer science in schools, and was 
unveiled by Mark Zuckerberg and Bill Gates36. Project 
ambassadors are vital to the elements of guarantee and 
credibility.

6.4
Target audience
Like before any presentation, it is important to create a 
profile of the target audience. Who should you convince? 
Who are my campaign donors? These are the questions that 
lead to a clear picture of what the campaign message should 
be. For example, the campaign Octopus Watch was aimed at 
parents who want to teach their children (3-8 years) how to 
keep a daily schedule37.

In identifying and selecting the target audience, you must 
consider the audience that will react best to the campaign. 
For example, if a project for cleaning and improving a park 
has many categories of beneficiaries (all citizens who live in 
the area), the campaign must choose the audience that will 
respond to the campaign through donations (companies 
with offices in the area, restaurants, hotels).

8.2
How do I record the money?
True, to justify the origin of donations received through a 
crowdfunding platform, you need to document this 
amount of money. Later, during your organization’s 
bookkeeping, this amount is introduced in the books as a 
simple donation. For this we use the following accounts:

425 - Financing and special purpose revenue in the long term
537 - Current financing and special purpose revenue 

8.4
What if I have not collected 
the target amount?
Consider the case in which a project does not collect the 
target amount (not applicable for periodic donations, see 
section 4 of the guide). Usually we introduce a defined 
period of time, for example 3 months, and a predefined 
amount of money necessary to realize the project or cause 
that we are promoting, for example $10,000. Suppose we 
collected only $6,000 during the three months of the 
campaign. The scenarios that follow are:

a1) If the platform allows it (we recommend that this be 
checked before choosing a platform, see Section 4 of 
this guide), we can extract the accumulated amount 
at the time of campaign completion. Some platforms 
may charge additional fees if the target amount has 
not been met.

a2) If the platform does not allow extracting the amount 
collected, then the money will be returned to the 
persons who donated.

b1) We can review the budget or implement the project 
partially or gradually, the same solutions as when we 
receive partial funding from donors or are asked to 
economize on the project.

b2) We can extend or repeat the fundraising campaign 
offline or on another platform.

If the the accumulated amount is too small to act as a 
reduced project budget or resort to partial or gradual 
implementation, it is necessary to revisit aspects of:

■ Topicality  ■ Credibility
■ Necessity  ■ Promotion
■ Justification  ■ Communication with donors
■ etc.

However, in terms of management, our recommendation is 
that the matters listed above are also reviewed after 
successful crowdfunding campaigns, because there is always 
room for optimization.

8.3
How do I report the spent 
money
One of the things mentioned by most crowdfunding 
platforms in their terms of reference or rules of use is that 
you (not the platform or donor) are to take responsibility for 
the veracity of the information published and for realizing 
the project.

In general, most platforms do not provide a procedure for 
reporting after project implementation. However, as 
mentioned in Section 5 of this Guide, reporting to donors is 
good practice. From our point of view, reporting is a 
necessary element (even if we are not obliged to do so) to 
build a lasting relationship with the donor and to make us 
credible. Reporting is a very strong communication tool in 
the relationship with our audience.

Next we will look at some methods for reporting:

a. Individualized messages through the platform - each 
donor (except anonymous donors) can receive a 
message from you through the account, platform, or 
by email.

b. Post the report on your organization’s page - it is good 
practice to post the annual report on your 
organization’s page, then you can send donors a short 
email message.

c. Newsletter - though newsletters have lost their 
popularity, they are a convenient tool when it comes 
to regular reporting to beneficiaries, partners, 
volunteers, etc.

9.1.
Best practices in 
international campaigns
1. Humans of New York community and 

educational campaign     
($ 1.4 mil. = 1,481% funded)45

HONY (Humans of New York) is a Facebook page with 
uploaded photos of people in New York accompanied by a 
fragment of dialogue between the photographer and the 
subject of the photo. From a simple hobby, Humans of New 
York has become a global phenomenon with the mission to 
promote intercultural dialogue. The most relevant aspect is 
that HONY accumulated a community of people that in many 
cases have mobilized to help one another. In the example 
below, we will present a case that resulted in the launch of a 
crowdfunding campaign.

The photo on the right is of a student from New York who 
explains how his school’s director has positively influenced 
him. After the post (the photo) gathered 1.2 million Likes on 
Facebook (169 000 Shares), a crowdfunding campaign was 
launched. The campaign collected $1 million to bring 
students on Harvard study visits to „know the feeling of 
being on the campus of a top university and to feel that they 
are expected there.”46 The campaign’s base was the 
ready-formed HONY community and it was a success.

The lesson from this campaign: In some cases, a fundraising 
campaign can start naturally from members of ready-made 
communities. A great community is a resource.

 2. Christmas Letter    
(£ 625 = 125% funded) 
The campaign started with a Christmas letter that was found 
tied to a balloon47. From the letter, it was clear that it was 
written by a child to his father who had died. The letter 
includes a list of Christmas gifts that the child expected. The 
person who found the letter published it online (social media) 
and the world suggested that money be collected to buy the 
gifts from the list, to be delivered to the child.

6.7
Interview
with Artur Gurău41  
(entrepreneur)

How can we use storytelling in text and video?

 A: Using simple and more natural/specific language 
to the author. Personalizing and building a subject 
with introduction, climax, and conclusion, and 
absolutely using an incentive for donation at the end. 
It is also important to use some courtesy phrases, like 
„please” and „thank you”.

What are the 2-3 principles to follow when 
building a story?

A: The most important principle is that the story be 
relevant not only to the author of the crowdfunding 
campaign, but for a larger part of society. In other 
words, the story should resonate with the public. A 
potential donor should say in their mind „Hey, yeah!” 
Another important principle is the use of „proofs” that 
demonstrate the problem (statistics, photos, videos). 
Finally, I think it is important to create a vision, what 
will happen if the campaign is successful, or the 
favorable outcome that will result from this story. 
People love and want to fund a happy ending.

8.1
What are the hidden fees 
and charges?
Normally, international platforms (see section 4 of this 
guide) charge a fee of 5% for the costs they incur managing 
the platform and a 2.9% fee that they pay the bank when the 
transfer is processed. Depending on the bank you use, an 
international transfer (depending on the legal address of the 
platform in the US, UK, etc.) can be charged extra fees by 
Moldovan banks. These commissions you can find through 
your bank.

Regarding taxation of this money in Moldova, the current tax 
code does not tax donations, and NGOs (with some 
exceptions) do not pay VAT. Other special provisions related 
to online donations are not covered by the tax code of the 
Republic of Moldova.

Respectively, these are all the commissions and fees you will 
incur. As previously mentioned, you should budget these fees 
from the start, so they do not affect the budget necessary to 
implement your project.

 Strong points of the campaign:

a. The project is very well constructed. It presents their 
request for an urbanization certificate that was 
submitted to the Ministry of Culture. Also, it confirms 
that it is a protected historic monument.

b. It presents a legend of the fountain (a story). It 
describes its link to the historical events from the 15th 
century. Just as discussed above, it offers donors an 
opportunity to write the next page of the legend 
through their contributions.

Other mentions: good presented budget, own contribution 
(20%), relatively good video (the fact that it is only in the 
Romanian language is a weakness).

3. Chekhov Square 54     
($ 15,185 = 101% funded)

The project started from a need to renovate urban public 
spaces that suffer continual degradation. Chisinau 
Municipality declared it does not have funds for such projects 
and promoters thought to collect via crowdfunding. The 
campaign collected money for 30 days, with only a half-time 
campaign manager.
  

 Strong points of the campaign:

a. A very visual campaign. They published pictures of the 
square and made a quality video that can be viewed 
on the campaign page.

b. It was a redevelopment project that includes a budget 
with components. The renovation works (cleaning, 
lighting installation) and procurement (banks, boxes, 
lampposts) are described and shown.

5 pieces of advice from 
one of the initiators of 
the Chekhov Square 
campaign: Victor 
Chironda

• It is necessary to use several communication tools. In the 
Chekhov Square campaign we used: opinion leaders 
(bloggers, journalists, civic activists, people from show 
business); Events (dedicated to the project or project 
involvement in partnership with other projects); and 

9.2. 

Good practices in local 
campaigns
1. Basketball Court in Leova    

($ 4,657 = 96% funded)

The campaign for renovating a basketball court in Leova was 
held in July 2014, initiated by a volunteer from Peace 
Corps49. The campaign started from the need to have more 
extracurricular activities in Leova for students and for young 
people so that they do not spend their time consuming 
alcohol and drugs.

Strong points of the campaign:

a. It is a visual campaign with a good video clip50 and photos 
of the stadium before renovation. At the end of the 
campaign, a comparison video was made which was 
shown to the public and donors51.

b. It has a very clear budget and explains what will be done 
with the money raised. The campaign collected 96% of the 
planned amount from 86 contributors. The project has a 
very clear budget showing the $1900 needed for materials 
and the $2600 for labor. The final amount,$4870, includes 
the 7% fee from the platform Indiegogo.

c. Regards a very important social issue – health of children 
and young people.

d. Calls on a community outside Moldova. Because the 
description and video is in English, the campaign invites 
foreign donors, such as from the American volunteer 
network. The development campaign was recorded and 
communicated through a blog52.

2. Campaign for the restoration of 15th 
century fountain ($ 4,231 = 106% funded)53

Cadin Fountain was presented because it was in a deplorable 
state, and it was finally decided that it be restored. The 
description of campaign presented the legend of the 15th 
century fountain and its connection with the history of 
Moldova and the battle of Ştefan cel Mare of Lipcani.

Testimonials promoted on Facebook (of public figures and 
opinion leaders with quotes and the amount that they have 
contributed, to maintain public interest in the project and 
show that people donate).

• It is necessary to continuously renew information about the 
project, both during the fundraising campaign and after its 
completion.

• Transparency is necessary in expenditure, and demostration 
that money donated by people reached its destination.

• You should involve volunteers to collect money and 
subsequently to carry out the works (sanitation events and 
renovation works).

• You should gather money in various ways. This project 
collected money through collection boxes, events, donation 
accounts. But the most effective was the online collection 
platform.

4. “Skate Park Chișinău” campaign 55   
(€ 5,000 = 11% funded)

Although the campaign has not yet been formally launched, it 
has informally already collected about 11% for the cause. The 
campaign will be launched via Guvern24 in spring 2017 so that 
a part of the park will be ready by summer. Project Skate Park 
is a complex that includes administrative procedures (e.g. 
urbanization certificate), therefore, preparations were 
required before the campaign launch. The campaign is 
supported by donors from Moldova and Romania.

 

4 pieces of advise from 
Skate Park Chisinau 
campaign initiator 
Dorin Lupaşcu

• It is recommended that the project originates from a problem 
in the community. In this case it is the existing community of 
skaters and artists formed around Board Shop. This 
community needs an urban area (Urban Hub) that includes 
ramps for skateboarding and sites developed for urban art.

• You should work with bloggers and public figures. Skate Park 
has is a well-known ambassador - Ilie Bivol - who has nearly 1 
million fans on YouTube.

• You should identify donors not only online, but also among 
entrepreneurs. In the case of Skate Park, we identified several 
big donors (companies). The project is promoted offline in 
Board Shop, where there is a box for donations.

• You should reward donors. In this case, give stickers in 
exchange for a donation of €2. Stickers are mailed, but there 
are still logistical problems in Moldova.

5. Campaign for installation of street lighting 
in Costeşti  56 (€ 3,845 = 70% funded)

This campaign was initiated by Municipality Costeşti in order 
to install street lighting in the village. It is a community 
project but cannot be achieved only with the participation 
and active mobilization of residents of the village Costeşti. 
The Municipality has assumed the role of mobilizer and its 
message is that money raised online is the same as in the 
past, only using new tools (Guvern24). Donations can be 
made via credit card, cash, or SMS. 

 Strong points of the campaign:

a. The project is done in installments. Once it collected 
some of the funds (e.g. 25%), lighting was installed 
on the first part of the street as part of the global 
project. This is a great way to promote the 
campaign and mobilize people by demonstrating 
tangible results. It is the first project of such type in 
Moldova.

6. Campaign “Leave your mark on the Wax 
Road” (€ 2,553 = 51% funded)

The campaign was organized to launch the first album of 
local rock music band Wax Road57.

Strong points of the campaign:

a. They used crowdfunding in order to build 
community and a fan base for the band. 
Crowdfunding is not just a financial instrument, but 
one of communication. Even though 100% of the 
funds were not collected, it formed a fan-base that 
supports the band long-term and represents future 
consumers of the product (i.e. concerts).

b. The campaign is very visual and is extremely well 
illustrated on Indiegogo. It created about 110 
images, gifs, five videos, and the site was 
re-designed according to the theme of the campain. 

10.1. 

The legal framework on 
donations in Moldova
Currently the legal and fiscal framework concerning the 
collection of funds does not give any specific tough 
opposition to online fundraising. In general, as regards the 
national legal framework, although the legislature has 
provided some legal mechanisms for fundraising 
(sponsorship, the “2%” philanthropy law, tax facilities, etc.) 
legislation is not clear, is difficult to implement, is not 
harmonized, and does not provide CSOs with predictability 
for utilization.

The fact that there are no specific provisions and that 
legislation is quite liberal with regard to online fundraising 
and additional fees, may seem at first glance like an 
advantage, but with these lack of provisions comes a lack 
of mechanisms for stimulation of donations in general. An 
example of this is the fact that the current legal framework 
does not encourage acts of philanthropy and sponsorship 
among commercial organizations and individual 
companies. In practice, this leads to the fact that business 
simply "is not interested" in providing assistance to CSOs. 
Moreover, it does not create a foundation for positive 
interaction between business and CSOs in solving social 
and economic problems in the community.

All this was done by the team/band and 
consequently has cost them only "time and effort".

4 pieces of advice  
from the initiator of 
the campaign:  
Iaroslav Cojocaru

• You need to know exactly what happens every day of the 
campaign. Communication is extremely important. Choose 
good communication channels and make a concrete action 
plan. It would be great to have a few action plan scenarios, 
because there is a risk that things do not go in the way you 
want.

• You must have a concept and a well-built project. Before 
launching, it is good to consult specialists, potential donors, 
to test the product and evaluate perception.

• You should do offline events before launching the campaign. 
In the course of three events the band introduced itself, 
performed, and promoted the project.

• You should deliver guarantees and assurances through the 
attitude and materials you publish/distribute. Donors should 
sense a serious and professional approach to the campaign 
and regarding their contribution to the team.

7. Victoria Morozov – fundraiser   
(£ 80-100 mii anual)58 

3 pieces of advice from 
Victoria Morozov
 

•You should begin each campaign with the questions (1) Why 
fundraise? (2) What impact will follow the campaign? and (3) 
What change will be produced in the long term? The answers 
to these three questions will guide the campaign.

• When target amounts are larger than 10,000, consider the 
involvement of diaspora and foreign donors. Moldova 
donates less online because we still do not use online 
banking very much. Also, it is good to suggest your donation 
amount, i.e. for $ 7 you can buy three lunches in a social 
canteen.

• You should be creative in the relationship with donors. In one 
campaign, Victoria promised that, if they raise the 
fundraising target, she would parachute in spite of her fear of 
heights.59. 

10.2. 

Intellectual property
There is a series of legal risks that may turn up for initiators of 
a campaign. Together with the team AGEPI, we have analyzed 
these risks, and will explain them here:

1.  A campaign idea, once published, can be taken by 
anyone. There is no legal mechanism to protect the 
idea. This is a risk we must be aware of because you 
cannot do crowdfunding without a project made public.

2. The published material (text, written works, script, film, 
graphics, illustrations, photos) is automatically 
protected by copyright. If you have proof that you are 
the author of a text, then if anyone copies it without 
consent, they violate your copyright. In cases when the 
breach is serious, the person violating copyright may be 
sued. Software is also protected via copyright 
(automatically).

3. If a trademark is not registered, it can be taken by 
anyone. If the trademark is of special significance for 
your project, then registration is recommended. 
However, the minimum cost for this is around €245 for 
protection lasting 10 years. For crowdfunding on a 
simple project, this cost is not justified. However, if the 
trademark will be used for future projects and 
commerce, it is advisable to schedule a consultation 
with the AGEPI.

4. Patenting an invention is suitable for cases when the 
crowdfunding is for an invention (prototype) or 
innovative product. Patenting is normally expensive 
(€500), but there is a set of discounts for individual 
physical patenters. Until now, there has been no 
crowdfunding campaign in Moldova based on an 
invention, but in case this is your plan, it would be good 
to consult officers of the AGEPI.

What are good examples of storytelling in 
communication in Moldova? What are its best 
international examples?

A: The most powerful example from Moldova  was the 
recent and touching story about the firefighter who 
died on duty42. It is the best example in which a 
crowdfunding campaign became formal and within a 
matter of days and hours collected the full target 
amount. The role of media was very large in this case. 
Other examples of campaigns that have used good 
storytelling in crowdfunding campaigns were 
Technovation - funding a group of high school 
students to participate in a competition in San 
Francisco43; and one of the first crowdfunding 
campaigns from Moldova - to support the social 
brand Mara Woman44.

What is storytelling, in your view? 

A: The ability to instil a topic with emotional or 
informational value in a simple, interesting, and 
attractive way to the public at large.

What is the role of a story in crowdfunding 
campaigns?

A: A story in a crowdfunding campaign presents the 
context and motivation for an initiated campaign. It is a 
subjective explanation that can most often replace 
objective research and which has the trigger function to 
support a cause.

While in the first case study the campaign was initiated on 
the basis of an existing community (several million people), 
here the campaign begins with a story about the letter in 
question, which became viral48. Just as in the first case, 
where the campaign motor was community, in this case the 
motor of the campaign was that many people reacted to the 
news about the letter. Even though £500 is not an extremely 
large amount, it was collected in seven days without 
identifying who had sent the letter. The idea was that Steve 
McColl, the initiator of the campaign, assumed responsibility 
for identifying the child, and for delivering the amount 
collected (or the gifts). To add credibility, Steve published a 
photo of himself via Daily Mail, a portal with 11.7 million 
visitors a day. He also left a contact email for people who 
could help identify the child.

Lessons from this campaign: 

a. Credibility is important - Daily Mail's reputation would 
suffer a lot if this news was false. Once there is a 
guarantor (Daily Mail and Steve McColl) donors have 
less suspicion and can donate with confidence.

b. The amount is not large, because it is proportional to 
the cause. The campaign is small and the target was 
exceeded (125%).

c. 'Story' that creates an emotional impact. This is a great 
example of a story that in just a few sentences made 
people care about the cause. Moreover, the 
crowdfunding campaign gave people a chance to write 
the next page or the end of the story. A good story 
makes people fight inertion.

d. The motor of the campaign was the viral news. It was 
easy to make the step from a viral piece of news to a 
crowdfunding campaign because the audience was 
already tested. Once the news caught the attention of 
millions of readers of the Daily Mail (5600 Shares on 
Facebook), it was clear that a sum of £500 would not 
be difficult to collect.

6.5
Why should we care? 
After identifying the target audience, we must convince 
them to care. This is the thread that should run through the 
whole elaboration of the project and campaign. If called 
upon to raise funds following a tragedy, the story should 
display the courage and honesty of the campaign’s 
initiators38. When your child is sick, vulnerability and 
honesty allows an audience to connect with you39. In the 
campaign’s story, you must leave room for donors to feel 
that their role is to write the next page or determine how 
the story ends – either happily or tragically40.

6.6
A story to be passed on

“Good stories are a great way to entice the press to 
write about your project. Remember, the press have 
a mission to satisfy their readers.” 

Like before any presentation, it is important to create a 
profile of the target audience. Who should you convince? 
Who are my campaign donors? These are the questions 
that lead to a clear picture of what the campaign message 
should be. For example, the campaign Octopus Watch was 
aimed at parents who want to teach their children (3-8 
years) how to keep a daily schedule.

In identifying and selecting the target audience, you must 
consider the audience that will react best to the campaign. 
For example, if a project for cleaning and building a park 
has many categories of beneficiaries (all citizens who live in 
the area), the campaign must choose the audience that will 
respond to the campaign through donations (companies 
with offices in the area, restaurants, hotels).



6.3
Ways to address public32

a. Logos – Logic
If using logic, the story must be explained through 
rational and pragmatic arguments. This approach is 
often expressed by figures and data which demonstrate 
that your project will have a benefit or an impact. An 
example of such an approach is the local campaign 
„Make apples cool.33” Besides explaining what will be 
done with the donated money, the project explains how 
many schools and how many children will receive apple 
packets. If the project has entrepreneurial aspects, 

6.1
Introduction and 
Definitions

Storytelling - is a method which uses interactive text, 
video, and other multimedia tools to stimulate the 
imagination of the listener.

In crowdfunding, storytelling is used to move and 
mobilize people. A good story can make the difference 
between a campaign that raises 0% of its goal and 
one that collects 10 times more than planned at the 
start of the campaign.

The overall description of your campaign must be no 
longer than 3-4 paragraphs. If the viewer’s attention 
is not captured within 20-30 seconds via text or video, 
you have lost a donor. A good story is conveyed 
through both text and video.

6.2
How do we begin? 
The first sentence should introduce the team or manager 
and the personalities behind the campaign30. Then you must 
explain how the team is positioned in relation to the 
campaign narrative (for example: a mother, an entrepreneur, 
an environmentalist, a cancer survivor), and what convinced 
you to initiate the campaign31.
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products, or offers a simple and explainable method for 
solving a social problem, the „logos” approach is 
recommended.

b. Pathos - Emotions
This form of storytelling is one of the most widely used 
approaches because it appeals to emotions of potential 
donors. This category includes most campaigns related 
to charities, such as collecting money for lunches for 
the poor34, or campaigns whose beneficiaries are 
children in orphanages35.

c. Ethos - authority and credibility
This approach incorporates the credibility of the 
presenter or initiator as a guarantee. A crowdfunding 
campaign was organized in 2014 to promote worldwide 
teaching of computer science in schools, and was 
unveiled by Mark Zuckerberg and Bill Gates36. Project 
ambassadors are vital to the elements of guarantee and 
credibility.

6.4
Target audience
Like before any presentation, it is important to create a 
profile of the target audience. Who should you convince? 
Who are my campaign donors? These are the questions that 
lead to a clear picture of what the campaign message should 
be. For example, the campaign Octopus Watch was aimed at 
parents who want to teach their children (3-8 years) how to 
keep a daily schedule37.

In identifying and selecting the target audience, you must 
consider the audience that will react best to the campaign. 
For example, if a project for cleaning and improving a park 
has many categories of beneficiaries (all citizens who live in 
the area), the campaign must choose the audience that will 
respond to the campaign through donations (companies 
with offices in the area, restaurants, hotels).

8.2
How do I record the money?
True, to justify the origin of donations received through a 
crowdfunding platform, you need to document this 
amount of money. Later, during your organization’s 
bookkeeping, this amount is introduced in the books as a 
simple donation. For this we use the following accounts:

425 - Financing and special purpose revenue in the long term
537 - Current financing and special purpose revenue 

8.4
What if I have not collected 
the target amount?
Consider the case in which a project does not collect the 
target amount (not applicable for periodic donations, see 
section 4 of the guide). Usually we introduce a defined 
period of time, for example 3 months, and a predefined 
amount of money necessary to realize the project or cause 
that we are promoting, for example $10,000. Suppose we 
collected only $6,000 during the three months of the 
campaign. The scenarios that follow are:

a1) If the platform allows it (we recommend that this be 
checked before choosing a platform, see Section 4 of 
this guide), we can extract the accumulated amount 
at the time of campaign completion. Some platforms 
may charge additional fees if the target amount has 
not been met.

a2) If the platform does not allow extracting the amount 
collected, then the money will be returned to the 
persons who donated.

b1) We can review the budget or implement the project 
partially or gradually, the same solutions as when we 
receive partial funding from donors or are asked to 
economize on the project.

b2) We can extend or repeat the fundraising campaign 
offline or on another platform.

If the the accumulated amount is too small to act as a 
reduced project budget or resort to partial or gradual 
implementation, it is necessary to revisit aspects of:

■ Topicality  ■ Credibility
■ Necessity  ■ Promotion
■ Justification  ■ Communication with donors
■ etc.

However, in terms of management, our recommendation is 
that the matters listed above are also reviewed after 
successful crowdfunding campaigns, because there is always 
room for optimization.

8.3
How do I report the spent 
money
One of the things mentioned by most crowdfunding 
platforms in their terms of reference or rules of use is that 
you (not the platform or donor) are to take responsibility for 
the veracity of the information published and for realizing 
the project.

In general, most platforms do not provide a procedure for 
reporting after project implementation. However, as 
mentioned in Section 5 of this Guide, reporting to donors is 
good practice. From our point of view, reporting is a 
necessary element (even if we are not obliged to do so) to 
build a lasting relationship with the donor and to make us 
credible. Reporting is a very strong communication tool in 
the relationship with our audience.

Next we will look at some methods for reporting:

a. Individualized messages through the platform - each 
donor (except anonymous donors) can receive a 
message from you through the account, platform, or 
by email.

b. Post the report on your organization’s page - it is good 
practice to post the annual report on your 
organization’s page, then you can send donors a short 
email message.

c. Newsletter - though newsletters have lost their 
popularity, they are a convenient tool when it comes 
to regular reporting to beneficiaries, partners, 
volunteers, etc.

9.1.
Best practices in 
international campaigns
1. Humans of New York community and 

educational campaign     
($ 1.4 mil. = 1,481% funded)45

HONY (Humans of New York) is a Facebook page with 
uploaded photos of people in New York accompanied by a 
fragment of dialogue between the photographer and the 
subject of the photo. From a simple hobby, Humans of New 
York has become a global phenomenon with the mission to 
promote intercultural dialogue. The most relevant aspect is 
that HONY accumulated a community of people that in many 
cases have mobilized to help one another. In the example 
below, we will present a case that resulted in the launch of a 
crowdfunding campaign.

The photo on the right is of a student from New York who 
explains how his school’s director has positively influenced 
him. After the post (the photo) gathered 1.2 million Likes on 
Facebook (169 000 Shares), a crowdfunding campaign was 
launched. The campaign collected $1 million to bring 
students on Harvard study visits to „know the feeling of 
being on the campus of a top university and to feel that they 
are expected there.”46 The campaign’s base was the 
ready-formed HONY community and it was a success.

The lesson from this campaign: In some cases, a fundraising 
campaign can start naturally from members of ready-made 
communities. A great community is a resource.

 2. Christmas Letter    
(£ 625 = 125% funded) 
The campaign started with a Christmas letter that was found 
tied to a balloon47. From the letter, it was clear that it was 
written by a child to his father who had died. The letter 
includes a list of Christmas gifts that the child expected. The 
person who found the letter published it online (social media) 
and the world suggested that money be collected to buy the 
gifts from the list, to be delivered to the child.

6.7
Interview
with Artur Gurău41  
(entrepreneur)

How can we use storytelling in text and video?

 A: Using simple and more natural/specific language 
to the author. Personalizing and building a subject 
with introduction, climax, and conclusion, and 
absolutely using an incentive for donation at the end. 
It is also important to use some courtesy phrases, like 
„please” and „thank you”.

What are the 2-3 principles to follow when 
building a story?

A: The most important principle is that the story be 
relevant not only to the author of the crowdfunding 
campaign, but for a larger part of society. In other 
words, the story should resonate with the public. A 
potential donor should say in their mind „Hey, yeah!” 
Another important principle is the use of „proofs” that 
demonstrate the problem (statistics, photos, videos). 
Finally, I think it is important to create a vision, what 
will happen if the campaign is successful, or the 
favorable outcome that will result from this story. 
People love and want to fund a happy ending.

8.1
What are the hidden fees 
and charges?
Normally, international platforms (see section 4 of this 
guide) charge a fee of 5% for the costs they incur managing 
the platform and a 2.9% fee that they pay the bank when the 
transfer is processed. Depending on the bank you use, an 
international transfer (depending on the legal address of the 
platform in the US, UK, etc.) can be charged extra fees by 
Moldovan banks. These commissions you can find through 
your bank.

Regarding taxation of this money in Moldova, the current tax 
code does not tax donations, and NGOs (with some 
exceptions) do not pay VAT. Other special provisions related 
to online donations are not covered by the tax code of the 
Republic of Moldova.

Respectively, these are all the commissions and fees you will 
incur. As previously mentioned, you should budget these fees 
from the start, so they do not affect the budget necessary to 
implement your project.

 Strong points of the campaign:

a. The project is very well constructed. It presents their 
request for an urbanization certificate that was 
submitted to the Ministry of Culture. Also, it confirms 
that it is a protected historic monument.

b. It presents a legend of the fountain (a story). It 
describes its link to the historical events from the 15th 
century. Just as discussed above, it offers donors an 
opportunity to write the next page of the legend 
through their contributions.

Other mentions: good presented budget, own contribution 
(20%), relatively good video (the fact that it is only in the 
Romanian language is a weakness).

3. Chekhov Square 54     
($ 15,185 = 101% funded)

The project started from a need to renovate urban public 
spaces that suffer continual degradation. Chisinau 
Municipality declared it does not have funds for such projects 
and promoters thought to collect via crowdfunding. The 
campaign collected money for 30 days, with only a half-time 
campaign manager.
  

 Strong points of the campaign:

a. A very visual campaign. They published pictures of the 
square and made a quality video that can be viewed 
on the campaign page.

b. It was a redevelopment project that includes a budget 
with components. The renovation works (cleaning, 
lighting installation) and procurement (banks, boxes, 
lampposts) are described and shown.

5 pieces of advice from 
one of the initiators of 
the Chekhov Square 
campaign: Victor 
Chironda

• It is necessary to use several communication tools. In the 
Chekhov Square campaign we used: opinion leaders 
(bloggers, journalists, civic activists, people from show 
business); Events (dedicated to the project or project 
involvement in partnership with other projects); and 

9.2. 

Good practices in local 
campaigns
1. Basketball Court in Leova    

($ 4,657 = 96% funded)

The campaign for renovating a basketball court in Leova was 
held in July 2014, initiated by a volunteer from Peace 
Corps49. The campaign started from the need to have more 
extracurricular activities in Leova for students and for young 
people so that they do not spend their time consuming 
alcohol and drugs.

Strong points of the campaign:

a. It is a visual campaign with a good video clip50 and photos 
of the stadium before renovation. At the end of the 
campaign, a comparison video was made which was 
shown to the public and donors51.

b. It has a very clear budget and explains what will be done 
with the money raised. The campaign collected 96% of the 
planned amount from 86 contributors. The project has a 
very clear budget showing the $1900 needed for materials 
and the $2600 for labor. The final amount,$4870, includes 
the 7% fee from the platform Indiegogo.

c. Regards a very important social issue – health of children 
and young people.

d. Calls on a community outside Moldova. Because the 
description and video is in English, the campaign invites 
foreign donors, such as from the American volunteer 
network. The development campaign was recorded and 
communicated through a blog52.

2. Campaign for the restoration of 15th 
century fountain ($ 4,231 = 106% funded)53

Cadin Fountain was presented because it was in a deplorable 
state, and it was finally decided that it be restored. The 
description of campaign presented the legend of the 15th 
century fountain and its connection with the history of 
Moldova and the battle of Ştefan cel Mare of Lipcani.

Testimonials promoted on Facebook (of public figures and 
opinion leaders with quotes and the amount that they have 
contributed, to maintain public interest in the project and 
show that people donate).

• It is necessary to continuously renew information about the 
project, both during the fundraising campaign and after its 
completion.

• Transparency is necessary in expenditure, and demostration 
that money donated by people reached its destination.

• You should involve volunteers to collect money and 
subsequently to carry out the works (sanitation events and 
renovation works).

• You should gather money in various ways. This project 
collected money through collection boxes, events, donation 
accounts. But the most effective was the online collection 
platform.

4. “Skate Park Chișinău” campaign 55   
(€ 5,000 = 11% funded)

Although the campaign has not yet been formally launched, it 
has informally already collected about 11% for the cause. The 
campaign will be launched via Guvern24 in spring 2017 so that 
a part of the park will be ready by summer. Project Skate Park 
is a complex that includes administrative procedures (e.g. 
urbanization certificate), therefore, preparations were 
required before the campaign launch. The campaign is 
supported by donors from Moldova and Romania.

 

4 pieces of advise from 
Skate Park Chisinau 
campaign initiator 
Dorin Lupaşcu

• It is recommended that the project originates from a problem 
in the community. In this case it is the existing community of 
skaters and artists formed around Board Shop. This 
community needs an urban area (Urban Hub) that includes 
ramps for skateboarding and sites developed for urban art.

• You should work with bloggers and public figures. Skate Park 
has is a well-known ambassador - Ilie Bivol - who has nearly 1 
million fans on YouTube.

• You should identify donors not only online, but also among 
entrepreneurs. In the case of Skate Park, we identified several 
big donors (companies). The project is promoted offline in 
Board Shop, where there is a box for donations.

• You should reward donors. In this case, give stickers in 
exchange for a donation of €2. Stickers are mailed, but there 
are still logistical problems in Moldova.

5. Campaign for installation of street lighting 
in Costeşti  56 (€ 3,845 = 70% funded)

This campaign was initiated by Municipality Costeşti in order 
to install street lighting in the village. It is a community 
project but cannot be achieved only with the participation 
and active mobilization of residents of the village Costeşti. 
The Municipality has assumed the role of mobilizer and its 
message is that money raised online is the same as in the 
past, only using new tools (Guvern24). Donations can be 
made via credit card, cash, or SMS. 

 Strong points of the campaign:

a. The project is done in installments. Once it collected 
some of the funds (e.g. 25%), lighting was installed 
on the first part of the street as part of the global 
project. This is a great way to promote the 
campaign and mobilize people by demonstrating 
tangible results. It is the first project of such type in 
Moldova.

6. Campaign “Leave your mark on the Wax 
Road” (€ 2,553 = 51% funded)

The campaign was organized to launch the first album of 
local rock music band Wax Road57.

Strong points of the campaign:

a. They used crowdfunding in order to build 
community and a fan base for the band. 
Crowdfunding is not just a financial instrument, but 
one of communication. Even though 100% of the 
funds were not collected, it formed a fan-base that 
supports the band long-term and represents future 
consumers of the product (i.e. concerts).

b. The campaign is very visual and is extremely well 
illustrated on Indiegogo. It created about 110 
images, gifs, five videos, and the site was 
re-designed according to the theme of the campain. 

10.1. 

The legal framework on 
donations in Moldova
Currently the legal and fiscal framework concerning the 
collection of funds does not give any specific tough 
opposition to online fundraising. In general, as regards the 
national legal framework, although the legislature has 
provided some legal mechanisms for fundraising 
(sponsorship, the “2%” philanthropy law, tax facilities, etc.) 
legislation is not clear, is difficult to implement, is not 
harmonized, and does not provide CSOs with predictability 
for utilization.

The fact that there are no specific provisions and that 
legislation is quite liberal with regard to online fundraising 
and additional fees, may seem at first glance like an 
advantage, but with these lack of provisions comes a lack 
of mechanisms for stimulation of donations in general. An 
example of this is the fact that the current legal framework 
does not encourage acts of philanthropy and sponsorship 
among commercial organizations and individual 
companies. In practice, this leads to the fact that business 
simply "is not interested" in providing assistance to CSOs. 
Moreover, it does not create a foundation for positive 
interaction between business and CSOs in solving social 
and economic problems in the community.

All this was done by the team/band and 
consequently has cost them only "time and effort".

4 pieces of advice  
from the initiator of 
the campaign:  
Iaroslav Cojocaru

• You need to know exactly what happens every day of the 
campaign. Communication is extremely important. Choose 
good communication channels and make a concrete action 
plan. It would be great to have a few action plan scenarios, 
because there is a risk that things do not go in the way you 
want.

• You must have a concept and a well-built project. Before 
launching, it is good to consult specialists, potential donors, 
to test the product and evaluate perception.

• You should do offline events before launching the campaign. 
In the course of three events the band introduced itself, 
performed, and promoted the project.

• You should deliver guarantees and assurances through the 
attitude and materials you publish/distribute. Donors should 
sense a serious and professional approach to the campaign 
and regarding their contribution to the team.

7. Victoria Morozov – fundraiser   
(£ 80-100 mii anual)58 

3 pieces of advice from 
Victoria Morozov
 

•You should begin each campaign with the questions (1) Why 
fundraise? (2) What impact will follow the campaign? and (3) 
What change will be produced in the long term? The answers 
to these three questions will guide the campaign.

• When target amounts are larger than 10,000, consider the 
involvement of diaspora and foreign donors. Moldova 
donates less online because we still do not use online 
banking very much. Also, it is good to suggest your donation 
amount, i.e. for $ 7 you can buy three lunches in a social 
canteen.

• You should be creative in the relationship with donors. In one 
campaign, Victoria promised that, if they raise the 
fundraising target, she would parachute in spite of her fear of 
heights.59. 

10.2. 

Intellectual property
There is a series of legal risks that may turn up for initiators of 
a campaign. Together with the team AGEPI, we have analyzed 
these risks, and will explain them here:

1.  A campaign idea, once published, can be taken by 
anyone. There is no legal mechanism to protect the 
idea. This is a risk we must be aware of because you 
cannot do crowdfunding without a project made public.

2. The published material (text, written works, script, film, 
graphics, illustrations, photos) is automatically 
protected by copyright. If you have proof that you are 
the author of a text, then if anyone copies it without 
consent, they violate your copyright. In cases when the 
breach is serious, the person violating copyright may be 
sued. Software is also protected via copyright 
(automatically).

3. If a trademark is not registered, it can be taken by 
anyone. If the trademark is of special significance for 
your project, then registration is recommended. 
However, the minimum cost for this is around €245 for 
protection lasting 10 years. For crowdfunding on a 
simple project, this cost is not justified. However, if the 
trademark will be used for future projects and 
commerce, it is advisable to schedule a consultation 
with the AGEPI.

4. Patenting an invention is suitable for cases when the 
crowdfunding is for an invention (prototype) or 
innovative product. Patenting is normally expensive 
(€500), but there is a set of discounts for individual 
physical patenters. Until now, there has been no 
crowdfunding campaign in Moldova based on an 
invention, but in case this is your plan, it would be good 
to consult officers of the AGEPI.

What are good examples of storytelling in 
communication in Moldova? What are its best 
international examples?

A: The most powerful example from Moldova  was the 
recent and touching story about the firefighter who 
died on duty42. It is the best example in which a 
crowdfunding campaign became formal and within a 
matter of days and hours collected the full target 
amount. The role of media was very large in this case. 
Other examples of campaigns that have used good 
storytelling in crowdfunding campaigns were 
Technovation - funding a group of high school 
students to participate in a competition in San 
Francisco43; and one of the first crowdfunding 
campaigns from Moldova - to support the social 
brand Mara Woman44.

What is storytelling, in your view? 

A: The ability to instil a topic with emotional or 
informational value in a simple, interesting, and 
attractive way to the public at large.

What is the role of a story in crowdfunding 
campaigns?

A: A story in a crowdfunding campaign presents the 
context and motivation for an initiated campaign. It is a 
subjective explanation that can most often replace 
objective research and which has the trigger function to 
support a cause.

34    https://guvern24.md/en/projects/doneaza-În-campania-masa-bucuriei/
35    https://guvern24.md/en/projects/un-copil-fericit/
36    https://wwwindiegogo.com/projects/an-hour-of-code-for-every-student#/

37    https://wwwindiegogo.com/projects/octopus-watch-the-training-wheels-for-good-habits-kids
38    https://wwwyoucaring.com/blog/2016/storytelling-tips-successful-crowdfunding-campaign
39   ibid.
40    https://wwwgofundme.com/sergius-medical-fund

While in the first case study the campaign was initiated on 
the basis of an existing community (several million people), 
here the campaign begins with a story about the letter in 
question, which became viral48. Just as in the first case, 
where the campaign motor was community, in this case the 
motor of the campaign was that many people reacted to the 
news about the letter. Even though £500 is not an extremely 
large amount, it was collected in seven days without 
identifying who had sent the letter. The idea was that Steve 
McColl, the initiator of the campaign, assumed responsibility 
for identifying the child, and for delivering the amount 
collected (or the gifts). To add credibility, Steve published a 
photo of himself via Daily Mail, a portal with 11.7 million 
visitors a day. He also left a contact email for people who 
could help identify the child.

Lessons from this campaign: 

a. Credibility is important - Daily Mail's reputation would 
suffer a lot if this news was false. Once there is a 
guarantor (Daily Mail and Steve McColl) donors have 
less suspicion and can donate with confidence.

b. The amount is not large, because it is proportional to 
the cause. The campaign is small and the target was 
exceeded (125%).

c. 'Story' that creates an emotional impact. This is a great 
example of a story that in just a few sentences made 
people care about the cause. Moreover, the 
crowdfunding campaign gave people a chance to write 
the next page or the end of the story. A good story 
makes people fight inertion.

d. The motor of the campaign was the viral news. It was 
easy to make the step from a viral piece of news to a 
crowdfunding campaign because the audience was 
already tested. Once the news caught the attention of 
millions of readers of the Daily Mail (5600 Shares on 
Facebook), it was clear that a sum of £500 would not 
be difficult to collect.

6.5
Why should we care? 
After identifying the target audience, we must convince 
them to care. This is the thread that should run through the 
whole elaboration of the project and campaign. If called 
upon to raise funds following a tragedy, the story should 
display the courage and honesty of the campaign’s 
initiators38. When your child is sick, vulnerability and 
honesty allows an audience to connect with you39. In the 
campaign’s story, you must leave room for donors to feel 
that their role is to write the next page or determine how 
the story ends – either happily or tragically40.

6.6
A story to be passed on

“Good stories are a great way to entice the press to 
write about your project. Remember, the press have 
a mission to satisfy their readers.” 

Like before any presentation, it is important to create a 
profile of the target audience. Who should you convince? 
Who are my campaign donors? These are the questions 
that lead to a clear picture of what the campaign message 
should be. For example, the campaign Octopus Watch was 
aimed at parents who want to teach their children (3-8 
years) how to keep a daily schedule.

In identifying and selecting the target audience, you must 
consider the audience that will react best to the campaign. 
For example, if a project for cleaning and building a park 
has many categories of beneficiaries (all citizens who live in 
the area), the campaign must choose the audience that will 
respond to the campaign through donations (companies 
with offices in the area, restaurants, hotels).



6.3
Ways to address public32

a. Logos – Logic
If using logic, the story must be explained through 
rational and pragmatic arguments. This approach is 
often expressed by figures and data which demonstrate 
that your project will have a benefit or an impact. An 
example of such an approach is the local campaign 
„Make apples cool.33” Besides explaining what will be 
done with the donated money, the project explains how 
many schools and how many children will receive apple 
packets. If the project has entrepreneurial aspects, 

6.1
Introduction and 
Definitions

Storytelling - is a method which uses interactive text, 
video, and other multimedia tools to stimulate the 
imagination of the listener.

In crowdfunding, storytelling is used to move and 
mobilize people. A good story can make the difference 
between a campaign that raises 0% of its goal and 
one that collects 10 times more than planned at the 
start of the campaign.

The overall description of your campaign must be no 
longer than 3-4 paragraphs. If the viewer’s attention 
is not captured within 20-30 seconds via text or video, 
you have lost a donor. A good story is conveyed 
through both text and video.

6.2
How do we begin? 
The first sentence should introduce the team or manager 
and the personalities behind the campaign30. Then you must 
explain how the team is positioned in relation to the 
campaign narrative (for example: a mother, an entrepreneur, 
an environmentalist, a cancer survivor), and what convinced 
you to initiate the campaign31.

products, or offers a simple and explainable method for 
solving a social problem, the „logos” approach is 
recommended.

b. Pathos - Emotions
This form of storytelling is one of the most widely used 
approaches because it appeals to emotions of potential 
donors. This category includes most campaigns related 
to charities, such as collecting money for lunches for 
the poor34, or campaigns whose beneficiaries are 
children in orphanages35.

c. Ethos - authority and credibility
This approach incorporates the credibility of the 
presenter or initiator as a guarantee. A crowdfunding 
campaign was organized in 2014 to promote worldwide 
teaching of computer science in schools, and was 
unveiled by Mark Zuckerberg and Bill Gates36. Project 
ambassadors are vital to the elements of guarantee and 
credibility.

6.4
Target audience
Like before any presentation, it is important to create a 
profile of the target audience. Who should you convince? 
Who are my campaign donors? These are the questions that 
lead to a clear picture of what the campaign message should 
be. For example, the campaign Octopus Watch was aimed at 
parents who want to teach their children (3-8 years) how to 
keep a daily schedule37.

In identifying and selecting the target audience, you must 
consider the audience that will react best to the campaign. 
For example, if a project for cleaning and improving a park 
has many categories of beneficiaries (all citizens who live in 
the area), the campaign must choose the audience that will 
respond to the campaign through donations (companies 
with offices in the area, restaurants, hotels).
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41      Artur Gurau is the founder of the digital communications company (www.granat.md).

8.2
How do I record the money?
True, to justify the origin of donations received through a 
crowdfunding platform, you need to document this 
amount of money. Later, during your organization’s 
bookkeeping, this amount is introduced in the books as a 
simple donation. For this we use the following accounts:

425 - Financing and special purpose revenue in the long term
537 - Current financing and special purpose revenue 

8.4
What if I have not collected 
the target amount?
Consider the case in which a project does not collect the 
target amount (not applicable for periodic donations, see 
section 4 of the guide). Usually we introduce a defined 
period of time, for example 3 months, and a predefined 
amount of money necessary to realize the project or cause 
that we are promoting, for example $10,000. Suppose we 
collected only $6,000 during the three months of the 
campaign. The scenarios that follow are:

a1) If the platform allows it (we recommend that this be 
checked before choosing a platform, see Section 4 of 
this guide), we can extract the accumulated amount 
at the time of campaign completion. Some platforms 
may charge additional fees if the target amount has 
not been met.

a2) If the platform does not allow extracting the amount 
collected, then the money will be returned to the 
persons who donated.

b1) We can review the budget or implement the project 
partially or gradually, the same solutions as when we 
receive partial funding from donors or are asked to 
economize on the project.

b2) We can extend or repeat the fundraising campaign 
offline or on another platform.

If the the accumulated amount is too small to act as a 
reduced project budget or resort to partial or gradual 
implementation, it is necessary to revisit aspects of:

■ Topicality  ■ Credibility
■ Necessity  ■ Promotion
■ Justification  ■ Communication with donors
■ etc.

However, in terms of management, our recommendation is 
that the matters listed above are also reviewed after 
successful crowdfunding campaigns, because there is always 
room for optimization.

8.3
How do I report the spent 
money
One of the things mentioned by most crowdfunding 
platforms in their terms of reference or rules of use is that 
you (not the platform or donor) are to take responsibility for 
the veracity of the information published and for realizing 
the project.

In general, most platforms do not provide a procedure for 
reporting after project implementation. However, as 
mentioned in Section 5 of this Guide, reporting to donors is 
good practice. From our point of view, reporting is a 
necessary element (even if we are not obliged to do so) to 
build a lasting relationship with the donor and to make us 
credible. Reporting is a very strong communication tool in 
the relationship with our audience.

Next we will look at some methods for reporting:

a. Individualized messages through the platform - each 
donor (except anonymous donors) can receive a 
message from you through the account, platform, or 
by email.

b. Post the report on your organization’s page - it is good 
practice to post the annual report on your 
organization’s page, then you can send donors a short 
email message.

c. Newsletter - though newsletters have lost their 
popularity, they are a convenient tool when it comes 
to regular reporting to beneficiaries, partners, 
volunteers, etc.

9.1.
Best practices in 
international campaigns
1. Humans of New York community and 

educational campaign     
($ 1.4 mil. = 1,481% funded)45

HONY (Humans of New York) is a Facebook page with 
uploaded photos of people in New York accompanied by a 
fragment of dialogue between the photographer and the 
subject of the photo. From a simple hobby, Humans of New 
York has become a global phenomenon with the mission to 
promote intercultural dialogue. The most relevant aspect is 
that HONY accumulated a community of people that in many 
cases have mobilized to help one another. In the example 
below, we will present a case that resulted in the launch of a 
crowdfunding campaign.

The photo on the right is of a student from New York who 
explains how his school’s director has positively influenced 
him. After the post (the photo) gathered 1.2 million Likes on 
Facebook (169 000 Shares), a crowdfunding campaign was 
launched. The campaign collected $1 million to bring 
students on Harvard study visits to „know the feeling of 
being on the campus of a top university and to feel that they 
are expected there.”46 The campaign’s base was the 
ready-formed HONY community and it was a success.

The lesson from this campaign: In some cases, a fundraising 
campaign can start naturally from members of ready-made 
communities. A great community is a resource.

 2. Christmas Letter    
(£ 625 = 125% funded) 
The campaign started with a Christmas letter that was found 
tied to a balloon47. From the letter, it was clear that it was 
written by a child to his father who had died. The letter 
includes a list of Christmas gifts that the child expected. The 
person who found the letter published it online (social media) 
and the world suggested that money be collected to buy the 
gifts from the list, to be delivered to the child.

6.7
Interview
with Artur Gurău41  
(entrepreneur)

How can we use storytelling in text and video?

 A: Using simple and more natural/specific language 
to the author. Personalizing and building a subject 
with introduction, climax, and conclusion, and 
absolutely using an incentive for donation at the end. 
It is also important to use some courtesy phrases, like 
„please” and „thank you”.

What are the 2-3 principles to follow when 
building a story?

A: The most important principle is that the story be 
relevant not only to the author of the crowdfunding 
campaign, but for a larger part of society. In other 
words, the story should resonate with the public. A 
potential donor should say in their mind „Hey, yeah!” 
Another important principle is the use of „proofs” that 
demonstrate the problem (statistics, photos, videos). 
Finally, I think it is important to create a vision, what 
will happen if the campaign is successful, or the 
favorable outcome that will result from this story. 
People love and want to fund a happy ending.

8.1
What are the hidden fees 
and charges?
Normally, international platforms (see section 4 of this 
guide) charge a fee of 5% for the costs they incur managing 
the platform and a 2.9% fee that they pay the bank when the 
transfer is processed. Depending on the bank you use, an 
international transfer (depending on the legal address of the 
platform in the US, UK, etc.) can be charged extra fees by 
Moldovan banks. These commissions you can find through 
your bank.

Regarding taxation of this money in Moldova, the current tax 
code does not tax donations, and NGOs (with some 
exceptions) do not pay VAT. Other special provisions related 
to online donations are not covered by the tax code of the 
Republic of Moldova.

Respectively, these are all the commissions and fees you will 
incur. As previously mentioned, you should budget these fees 
from the start, so they do not affect the budget necessary to 
implement your project.

 Strong points of the campaign:

a. The project is very well constructed. It presents their 
request for an urbanization certificate that was 
submitted to the Ministry of Culture. Also, it confirms 
that it is a protected historic monument.

b. It presents a legend of the fountain (a story). It 
describes its link to the historical events from the 15th 
century. Just as discussed above, it offers donors an 
opportunity to write the next page of the legend 
through their contributions.

Other mentions: good presented budget, own contribution 
(20%), relatively good video (the fact that it is only in the 
Romanian language is a weakness).

3. Chekhov Square 54     
($ 15,185 = 101% funded)

The project started from a need to renovate urban public 
spaces that suffer continual degradation. Chisinau 
Municipality declared it does not have funds for such projects 
and promoters thought to collect via crowdfunding. The 
campaign collected money for 30 days, with only a half-time 
campaign manager.
  

 Strong points of the campaign:

a. A very visual campaign. They published pictures of the 
square and made a quality video that can be viewed 
on the campaign page.

b. It was a redevelopment project that includes a budget 
with components. The renovation works (cleaning, 
lighting installation) and procurement (banks, boxes, 
lampposts) are described and shown.

5 pieces of advice from 
one of the initiators of 
the Chekhov Square 
campaign: Victor 
Chironda

• It is necessary to use several communication tools. In the 
Chekhov Square campaign we used: opinion leaders 
(bloggers, journalists, civic activists, people from show 
business); Events (dedicated to the project or project 
involvement in partnership with other projects); and 

9.2. 

Good practices in local 
campaigns
1. Basketball Court in Leova    

($ 4,657 = 96% funded)

The campaign for renovating a basketball court in Leova was 
held in July 2014, initiated by a volunteer from Peace 
Corps49. The campaign started from the need to have more 
extracurricular activities in Leova for students and for young 
people so that they do not spend their time consuming 
alcohol and drugs.

Strong points of the campaign:

a. It is a visual campaign with a good video clip50 and photos 
of the stadium before renovation. At the end of the 
campaign, a comparison video was made which was 
shown to the public and donors51.

b. It has a very clear budget and explains what will be done 
with the money raised. The campaign collected 96% of the 
planned amount from 86 contributors. The project has a 
very clear budget showing the $1900 needed for materials 
and the $2600 for labor. The final amount,$4870, includes 
the 7% fee from the platform Indiegogo.

c. Regards a very important social issue – health of children 
and young people.

d. Calls on a community outside Moldova. Because the 
description and video is in English, the campaign invites 
foreign donors, such as from the American volunteer 
network. The development campaign was recorded and 
communicated through a blog52.

2. Campaign for the restoration of 15th 
century fountain ($ 4,231 = 106% funded)53

Cadin Fountain was presented because it was in a deplorable 
state, and it was finally decided that it be restored. The 
description of campaign presented the legend of the 15th 
century fountain and its connection with the history of 
Moldova and the battle of Ştefan cel Mare of Lipcani.

Testimonials promoted on Facebook (of public figures and 
opinion leaders with quotes and the amount that they have 
contributed, to maintain public interest in the project and 
show that people donate).

• It is necessary to continuously renew information about the 
project, both during the fundraising campaign and after its 
completion.

• Transparency is necessary in expenditure, and demostration 
that money donated by people reached its destination.

• You should involve volunteers to collect money and 
subsequently to carry out the works (sanitation events and 
renovation works).

• You should gather money in various ways. This project 
collected money through collection boxes, events, donation 
accounts. But the most effective was the online collection 
platform.

4. “Skate Park Chișinău” campaign 55   
(€ 5,000 = 11% funded)

Although the campaign has not yet been formally launched, it 
has informally already collected about 11% for the cause. The 
campaign will be launched via Guvern24 in spring 2017 so that 
a part of the park will be ready by summer. Project Skate Park 
is a complex that includes administrative procedures (e.g. 
urbanization certificate), therefore, preparations were 
required before the campaign launch. The campaign is 
supported by donors from Moldova and Romania.

 

4 pieces of advise from 
Skate Park Chisinau 
campaign initiator 
Dorin Lupaşcu

• It is recommended that the project originates from a problem 
in the community. In this case it is the existing community of 
skaters and artists formed around Board Shop. This 
community needs an urban area (Urban Hub) that includes 
ramps for skateboarding and sites developed for urban art.

• You should work with bloggers and public figures. Skate Park 
has is a well-known ambassador - Ilie Bivol - who has nearly 1 
million fans on YouTube.

• You should identify donors not only online, but also among 
entrepreneurs. In the case of Skate Park, we identified several 
big donors (companies). The project is promoted offline in 
Board Shop, where there is a box for donations.

• You should reward donors. In this case, give stickers in 
exchange for a donation of €2. Stickers are mailed, but there 
are still logistical problems in Moldova.

5. Campaign for installation of street lighting 
in Costeşti  56 (€ 3,845 = 70% funded)

This campaign was initiated by Municipality Costeşti in order 
to install street lighting in the village. It is a community 
project but cannot be achieved only with the participation 
and active mobilization of residents of the village Costeşti. 
The Municipality has assumed the role of mobilizer and its 
message is that money raised online is the same as in the 
past, only using new tools (Guvern24). Donations can be 
made via credit card, cash, or SMS. 

 Strong points of the campaign:

a. The project is done in installments. Once it collected 
some of the funds (e.g. 25%), lighting was installed 
on the first part of the street as part of the global 
project. This is a great way to promote the 
campaign and mobilize people by demonstrating 
tangible results. It is the first project of such type in 
Moldova.

6. Campaign “Leave your mark on the Wax 
Road” (€ 2,553 = 51% funded)

The campaign was organized to launch the first album of 
local rock music band Wax Road57.

Strong points of the campaign:

a. They used crowdfunding in order to build 
community and a fan base for the band. 
Crowdfunding is not just a financial instrument, but 
one of communication. Even though 100% of the 
funds were not collected, it formed a fan-base that 
supports the band long-term and represents future 
consumers of the product (i.e. concerts).

b. The campaign is very visual and is extremely well 
illustrated on Indiegogo. It created about 110 
images, gifs, five videos, and the site was 
re-designed according to the theme of the campain. 

10.1. 

The legal framework on 
donations in Moldova
Currently the legal and fiscal framework concerning the 
collection of funds does not give any specific tough 
opposition to online fundraising. In general, as regards the 
national legal framework, although the legislature has 
provided some legal mechanisms for fundraising 
(sponsorship, the “2%” philanthropy law, tax facilities, etc.) 
legislation is not clear, is difficult to implement, is not 
harmonized, and does not provide CSOs with predictability 
for utilization.

The fact that there are no specific provisions and that 
legislation is quite liberal with regard to online fundraising 
and additional fees, may seem at first glance like an 
advantage, but with these lack of provisions comes a lack 
of mechanisms for stimulation of donations in general. An 
example of this is the fact that the current legal framework 
does not encourage acts of philanthropy and sponsorship 
among commercial organizations and individual 
companies. In practice, this leads to the fact that business 
simply "is not interested" in providing assistance to CSOs. 
Moreover, it does not create a foundation for positive 
interaction between business and CSOs in solving social 
and economic problems in the community.

All this was done by the team/band and 
consequently has cost them only "time and effort".

4 pieces of advice  
from the initiator of 
the campaign:  
Iaroslav Cojocaru

• You need to know exactly what happens every day of the 
campaign. Communication is extremely important. Choose 
good communication channels and make a concrete action 
plan. It would be great to have a few action plan scenarios, 
because there is a risk that things do not go in the way you 
want.

• You must have a concept and a well-built project. Before 
launching, it is good to consult specialists, potential donors, 
to test the product and evaluate perception.

• You should do offline events before launching the campaign. 
In the course of three events the band introduced itself, 
performed, and promoted the project.

• You should deliver guarantees and assurances through the 
attitude and materials you publish/distribute. Donors should 
sense a serious and professional approach to the campaign 
and regarding their contribution to the team.

7. Victoria Morozov – fundraiser   
(£ 80-100 mii anual)58 

3 pieces of advice from 
Victoria Morozov
 

•You should begin each campaign with the questions (1) Why 
fundraise? (2) What impact will follow the campaign? and (3) 
What change will be produced in the long term? The answers 
to these three questions will guide the campaign.

• When target amounts are larger than 10,000, consider the 
involvement of diaspora and foreign donors. Moldova 
donates less online because we still do not use online 
banking very much. Also, it is good to suggest your donation 
amount, i.e. for $ 7 you can buy three lunches in a social 
canteen.

• You should be creative in the relationship with donors. In one 
campaign, Victoria promised that, if they raise the 
fundraising target, she would parachute in spite of her fear of 
heights.59. 

10.2. 

Intellectual property
There is a series of legal risks that may turn up for initiators of 
a campaign. Together with the team AGEPI, we have analyzed 
these risks, and will explain them here:

1.  A campaign idea, once published, can be taken by 
anyone. There is no legal mechanism to protect the 
idea. This is a risk we must be aware of because you 
cannot do crowdfunding without a project made public.

2. The published material (text, written works, script, film, 
graphics, illustrations, photos) is automatically 
protected by copyright. If you have proof that you are 
the author of a text, then if anyone copies it without 
consent, they violate your copyright. In cases when the 
breach is serious, the person violating copyright may be 
sued. Software is also protected via copyright 
(automatically).

3. If a trademark is not registered, it can be taken by 
anyone. If the trademark is of special significance for 
your project, then registration is recommended. 
However, the minimum cost for this is around €245 for 
protection lasting 10 years. For crowdfunding on a 
simple project, this cost is not justified. However, if the 
trademark will be used for future projects and 
commerce, it is advisable to schedule a consultation 
with the AGEPI.

4. Patenting an invention is suitable for cases when the 
crowdfunding is for an invention (prototype) or 
innovative product. Patenting is normally expensive 
(€500), but there is a set of discounts for individual 
physical patenters. Until now, there has been no 
crowdfunding campaign in Moldova based on an 
invention, but in case this is your plan, it would be good 
to consult officers of the AGEPI.

What are good examples of storytelling in 
communication in Moldova? What are its best 
international examples?

A: The most powerful example from Moldova  was the 
recent and touching story about the firefighter who 
died on duty42. It is the best example in which a 
crowdfunding campaign became formal and within a 
matter of days and hours collected the full target 
amount. The role of media was very large in this case. 
Other examples of campaigns that have used good 
storytelling in crowdfunding campaigns were 
Technovation - funding a group of high school 
students to participate in a competition in San 
Francisco43; and one of the first crowdfunding 
campaigns from Moldova - to support the social 
brand Mara Woman44.

What is storytelling, in your view? 

A: The ability to instil a topic with emotional or 
informational value in a simple, interesting, and 
attractive way to the public at large.

What is the role of a story in crowdfunding 
campaigns?

A: A story in a crowdfunding campaign presents the 
context and motivation for an initiated campaign. It is a 
subjective explanation that can most often replace 
objective research and which has the trigger function to 
support a cause.

While in the first case study the campaign was initiated on 
the basis of an existing community (several million people), 
here the campaign begins with a story about the letter in 
question, which became viral48. Just as in the first case, 
where the campaign motor was community, in this case the 
motor of the campaign was that many people reacted to the 
news about the letter. Even though £500 is not an extremely 
large amount, it was collected in seven days without 
identifying who had sent the letter. The idea was that Steve 
McColl, the initiator of the campaign, assumed responsibility 
for identifying the child, and for delivering the amount 
collected (or the gifts). To add credibility, Steve published a 
photo of himself via Daily Mail, a portal with 11.7 million 
visitors a day. He also left a contact email for people who 
could help identify the child.

Lessons from this campaign: 

a. Credibility is important - Daily Mail's reputation would 
suffer a lot if this news was false. Once there is a 
guarantor (Daily Mail and Steve McColl) donors have 
less suspicion and can donate with confidence.

b. The amount is not large, because it is proportional to 
the cause. The campaign is small and the target was 
exceeded (125%).

c. 'Story' that creates an emotional impact. This is a great 
example of a story that in just a few sentences made 
people care about the cause. Moreover, the 
crowdfunding campaign gave people a chance to write 
the next page or the end of the story. A good story 
makes people fight inertion.

d. The motor of the campaign was the viral news. It was 
easy to make the step from a viral piece of news to a 
crowdfunding campaign because the audience was 
already tested. Once the news caught the attention of 
millions of readers of the Daily Mail (5600 Shares on 
Facebook), it was clear that a sum of £500 would not 
be difficult to collect.

6.5
Why should we care? 
After identifying the target audience, we must convince 
them to care. This is the thread that should run through the 
whole elaboration of the project and campaign. If called 
upon to raise funds following a tragedy, the story should 
display the courage and honesty of the campaign’s 
initiators38. When your child is sick, vulnerability and 
honesty allows an audience to connect with you39. In the 
campaign’s story, you must leave room for donors to feel 
that their role is to write the next page or determine how 
the story ends – either happily or tragically40.

6.6
A story to be passed on

“Good stories are a great way to entice the press to 
write about your project. Remember, the press have 
a mission to satisfy their readers.” 

Like before any presentation, it is important to create a 
profile of the target audience. Who should you convince? 
Who are my campaign donors? These are the questions 
that lead to a clear picture of what the campaign message 
should be. For example, the campaign Octopus Watch was 
aimed at parents who want to teach their children (3-8 
years) how to keep a daily schedule.

In identifying and selecting the target audience, you must 
consider the audience that will react best to the campaign. 
For example, if a project for cleaning and building a park 
has many categories of beneficiaries (all citizens who live in 
the area), the campaign must choose the audience that will 
respond to the campaign through donations (companies 
with offices in the area, restaurants, hotels).



6.3
Ways to address public32

a. Logos – Logic
If using logic, the story must be explained through 
rational and pragmatic arguments. This approach is 
often expressed by figures and data which demonstrate 
that your project will have a benefit or an impact. An 
example of such an approach is the local campaign 
„Make apples cool.33” Besides explaining what will be 
done with the donated money, the project explains how 
many schools and how many children will receive apple 
packets. If the project has entrepreneurial aspects, 

6.1
Introduction and 
Definitions

Storytelling - is a method which uses interactive text, 
video, and other multimedia tools to stimulate the 
imagination of the listener.

In crowdfunding, storytelling is used to move and 
mobilize people. A good story can make the difference 
between a campaign that raises 0% of its goal and 
one that collects 10 times more than planned at the 
start of the campaign.

The overall description of your campaign must be no 
longer than 3-4 paragraphs. If the viewer’s attention 
is not captured within 20-30 seconds via text or video, 
you have lost a donor. A good story is conveyed 
through both text and video.

6.2
How do we begin? 
The first sentence should introduce the team or manager 
and the personalities behind the campaign30. Then you must 
explain how the team is positioned in relation to the 
campaign narrative (for example: a mother, an entrepreneur, 
an environmentalist, a cancer survivor), and what convinced 
you to initiate the campaign31.

products, or offers a simple and explainable method for 
solving a social problem, the „logos” approach is 
recommended.

b. Pathos - Emotions
This form of storytelling is one of the most widely used 
approaches because it appeals to emotions of potential 
donors. This category includes most campaigns related 
to charities, such as collecting money for lunches for 
the poor34, or campaigns whose beneficiaries are 
children in orphanages35.

c. Ethos - authority and credibility
This approach incorporates the credibility of the 
presenter or initiator as a guarantee. A crowdfunding 
campaign was organized in 2014 to promote worldwide 
teaching of computer science in schools, and was 
unveiled by Mark Zuckerberg and Bill Gates36. Project 
ambassadors are vital to the elements of guarantee and 
credibility.

6.4
Target audience
Like before any presentation, it is important to create a 
profile of the target audience. Who should you convince? 
Who are my campaign donors? These are the questions that 
lead to a clear picture of what the campaign message should 
be. For example, the campaign Octopus Watch was aimed at 
parents who want to teach their children (3-8 years) how to 
keep a daily schedule37.

In identifying and selecting the target audience, you must 
consider the audience that will react best to the campaign. 
For example, if a project for cleaning and improving a park 
has many categories of beneficiaries (all citizens who live in 
the area), the campaign must choose the audience that will 
respond to the campaign through donations (companies 
with offices in the area, restaurants, hotels).

Crowdfunding guide

42       https://guvern24.md/en/projects/ajutor-familiei-tanarului-pompier-ion-nagailic/
43       https://wwwindiegogo.com/projects/send-technovation-moldova-team-to-san-francisco-education#/
44       https://wwwindiegogo.com/projects/knits-with-social-impact#/
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8.2
How do I record the money?
True, to justify the origin of donations received through a 
crowdfunding platform, you need to document this 
amount of money. Later, during your organization’s 
bookkeeping, this amount is introduced in the books as a 
simple donation. For this we use the following accounts:

425 - Financing and special purpose revenue in the long term
537 - Current financing and special purpose revenue 

8.4
What if I have not collected 
the target amount?
Consider the case in which a project does not collect the 
target amount (not applicable for periodic donations, see 
section 4 of the guide). Usually we introduce a defined 
period of time, for example 3 months, and a predefined 
amount of money necessary to realize the project or cause 
that we are promoting, for example $10,000. Suppose we 
collected only $6,000 during the three months of the 
campaign. The scenarios that follow are:

a1) If the platform allows it (we recommend that this be 
checked before choosing a platform, see Section 4 of 
this guide), we can extract the accumulated amount 
at the time of campaign completion. Some platforms 
may charge additional fees if the target amount has 
not been met.

a2) If the platform does not allow extracting the amount 
collected, then the money will be returned to the 
persons who donated.

b1) We can review the budget or implement the project 
partially or gradually, the same solutions as when we 
receive partial funding from donors or are asked to 
economize on the project.

b2) We can extend or repeat the fundraising campaign 
offline or on another platform.

If the the accumulated amount is too small to act as a 
reduced project budget or resort to partial or gradual 
implementation, it is necessary to revisit aspects of:

■ Topicality  ■ Credibility
■ Necessity  ■ Promotion
■ Justification  ■ Communication with donors
■ etc.

However, in terms of management, our recommendation is 
that the matters listed above are also reviewed after 
successful crowdfunding campaigns, because there is always 
room for optimization.

8.3
How do I report the spent 
money
One of the things mentioned by most crowdfunding 
platforms in their terms of reference or rules of use is that 
you (not the platform or donor) are to take responsibility for 
the veracity of the information published and for realizing 
the project.

In general, most platforms do not provide a procedure for 
reporting after project implementation. However, as 
mentioned in Section 5 of this Guide, reporting to donors is 
good practice. From our point of view, reporting is a 
necessary element (even if we are not obliged to do so) to 
build a lasting relationship with the donor and to make us 
credible. Reporting is a very strong communication tool in 
the relationship with our audience.

Next we will look at some methods for reporting:

a. Individualized messages through the platform - each 
donor (except anonymous donors) can receive a 
message from you through the account, platform, or 
by email.

b. Post the report on your organization’s page - it is good 
practice to post the annual report on your 
organization’s page, then you can send donors a short 
email message.

c. Newsletter - though newsletters have lost their 
popularity, they are a convenient tool when it comes 
to regular reporting to beneficiaries, partners, 
volunteers, etc.

9.1.
Best practices in 
international campaigns
1. Humans of New York community and 

educational campaign     
($ 1.4 mil. = 1,481% funded)45

HONY (Humans of New York) is a Facebook page with 
uploaded photos of people in New York accompanied by a 
fragment of dialogue between the photographer and the 
subject of the photo. From a simple hobby, Humans of New 
York has become a global phenomenon with the mission to 
promote intercultural dialogue. The most relevant aspect is 
that HONY accumulated a community of people that in many 
cases have mobilized to help one another. In the example 
below, we will present a case that resulted in the launch of a 
crowdfunding campaign.

The photo on the right is of a student from New York who 
explains how his school’s director has positively influenced 
him. After the post (the photo) gathered 1.2 million Likes on 
Facebook (169 000 Shares), a crowdfunding campaign was 
launched. The campaign collected $1 million to bring 
students on Harvard study visits to „know the feeling of 
being on the campus of a top university and to feel that they 
are expected there.”46 The campaign’s base was the 
ready-formed HONY community and it was a success.

The lesson from this campaign: In some cases, a fundraising 
campaign can start naturally from members of ready-made 
communities. A great community is a resource.

 2. Christmas Letter    
(£ 625 = 125% funded) 
The campaign started with a Christmas letter that was found 
tied to a balloon47. From the letter, it was clear that it was 
written by a child to his father who had died. The letter 
includes a list of Christmas gifts that the child expected. The 
person who found the letter published it online (social media) 
and the world suggested that money be collected to buy the 
gifts from the list, to be delivered to the child.

6.7
Interview
with Artur Gurău41  
(entrepreneur)

How can we use storytelling in text and video?

 A: Using simple and more natural/specific language 
to the author. Personalizing and building a subject 
with introduction, climax, and conclusion, and 
absolutely using an incentive for donation at the end. 
It is also important to use some courtesy phrases, like 
„please” and „thank you”.

What are the 2-3 principles to follow when 
building a story?

A: The most important principle is that the story be 
relevant not only to the author of the crowdfunding 
campaign, but for a larger part of society. In other 
words, the story should resonate with the public. A 
potential donor should say in their mind „Hey, yeah!” 
Another important principle is the use of „proofs” that 
demonstrate the problem (statistics, photos, videos). 
Finally, I think it is important to create a vision, what 
will happen if the campaign is successful, or the 
favorable outcome that will result from this story. 
People love and want to fund a happy ending.

8.1
What are the hidden fees 
and charges?
Normally, international platforms (see section 4 of this 
guide) charge a fee of 5% for the costs they incur managing 
the platform and a 2.9% fee that they pay the bank when the 
transfer is processed. Depending on the bank you use, an 
international transfer (depending on the legal address of the 
platform in the US, UK, etc.) can be charged extra fees by 
Moldovan banks. These commissions you can find through 
your bank.

Regarding taxation of this money in Moldova, the current tax 
code does not tax donations, and NGOs (with some 
exceptions) do not pay VAT. Other special provisions related 
to online donations are not covered by the tax code of the 
Republic of Moldova.

Respectively, these are all the commissions and fees you will 
incur. As previously mentioned, you should budget these fees 
from the start, so they do not affect the budget necessary to 
implement your project.

 Strong points of the campaign:

a. The project is very well constructed. It presents their 
request for an urbanization certificate that was 
submitted to the Ministry of Culture. Also, it confirms 
that it is a protected historic monument.

b. It presents a legend of the fountain (a story). It 
describes its link to the historical events from the 15th 
century. Just as discussed above, it offers donors an 
opportunity to write the next page of the legend 
through their contributions.

Other mentions: good presented budget, own contribution 
(20%), relatively good video (the fact that it is only in the 
Romanian language is a weakness).

3. Chekhov Square 54     
($ 15,185 = 101% funded)

The project started from a need to renovate urban public 
spaces that suffer continual degradation. Chisinau 
Municipality declared it does not have funds for such projects 
and promoters thought to collect via crowdfunding. The 
campaign collected money for 30 days, with only a half-time 
campaign manager.
  

 Strong points of the campaign:

a. A very visual campaign. They published pictures of the 
square and made a quality video that can be viewed 
on the campaign page.

b. It was a redevelopment project that includes a budget 
with components. The renovation works (cleaning, 
lighting installation) and procurement (banks, boxes, 
lampposts) are described and shown.

5 pieces of advice from 
one of the initiators of 
the Chekhov Square 
campaign: Victor 
Chironda

• It is necessary to use several communication tools. In the 
Chekhov Square campaign we used: opinion leaders 
(bloggers, journalists, civic activists, people from show 
business); Events (dedicated to the project or project 
involvement in partnership with other projects); and 

9.2. 

Good practices in local 
campaigns
1. Basketball Court in Leova    

($ 4,657 = 96% funded)

The campaign for renovating a basketball court in Leova was 
held in July 2014, initiated by a volunteer from Peace 
Corps49. The campaign started from the need to have more 
extracurricular activities in Leova for students and for young 
people so that they do not spend their time consuming 
alcohol and drugs.

Strong points of the campaign:

a. It is a visual campaign with a good video clip50 and photos 
of the stadium before renovation. At the end of the 
campaign, a comparison video was made which was 
shown to the public and donors51.

b. It has a very clear budget and explains what will be done 
with the money raised. The campaign collected 96% of the 
planned amount from 86 contributors. The project has a 
very clear budget showing the $1900 needed for materials 
and the $2600 for labor. The final amount,$4870, includes 
the 7% fee from the platform Indiegogo.

c. Regards a very important social issue – health of children 
and young people.

d. Calls on a community outside Moldova. Because the 
description and video is in English, the campaign invites 
foreign donors, such as from the American volunteer 
network. The development campaign was recorded and 
communicated through a blog52.

2. Campaign for the restoration of 15th 
century fountain ($ 4,231 = 106% funded)53

Cadin Fountain was presented because it was in a deplorable 
state, and it was finally decided that it be restored. The 
description of campaign presented the legend of the 15th 
century fountain and its connection with the history of 
Moldova and the battle of Ştefan cel Mare of Lipcani.

Testimonials promoted on Facebook (of public figures and 
opinion leaders with quotes and the amount that they have 
contributed, to maintain public interest in the project and 
show that people donate).

• It is necessary to continuously renew information about the 
project, both during the fundraising campaign and after its 
completion.

• Transparency is necessary in expenditure, and demostration 
that money donated by people reached its destination.

• You should involve volunteers to collect money and 
subsequently to carry out the works (sanitation events and 
renovation works).

• You should gather money in various ways. This project 
collected money through collection boxes, events, donation 
accounts. But the most effective was the online collection 
platform.

4. “Skate Park Chișinău” campaign 55   
(€ 5,000 = 11% funded)

Although the campaign has not yet been formally launched, it 
has informally already collected about 11% for the cause. The 
campaign will be launched via Guvern24 in spring 2017 so that 
a part of the park will be ready by summer. Project Skate Park 
is a complex that includes administrative procedures (e.g. 
urbanization certificate), therefore, preparations were 
required before the campaign launch. The campaign is 
supported by donors from Moldova and Romania.

 

4 pieces of advise from 
Skate Park Chisinau 
campaign initiator 
Dorin Lupaşcu

• It is recommended that the project originates from a problem 
in the community. In this case it is the existing community of 
skaters and artists formed around Board Shop. This 
community needs an urban area (Urban Hub) that includes 
ramps for skateboarding and sites developed for urban art.

• You should work with bloggers and public figures. Skate Park 
has is a well-known ambassador - Ilie Bivol - who has nearly 1 
million fans on YouTube.

• You should identify donors not only online, but also among 
entrepreneurs. In the case of Skate Park, we identified several 
big donors (companies). The project is promoted offline in 
Board Shop, where there is a box for donations.

• You should reward donors. In this case, give stickers in 
exchange for a donation of €2. Stickers are mailed, but there 
are still logistical problems in Moldova.

5. Campaign for installation of street lighting 
in Costeşti  56 (€ 3,845 = 70% funded)

This campaign was initiated by Municipality Costeşti in order 
to install street lighting in the village. It is a community 
project but cannot be achieved only with the participation 
and active mobilization of residents of the village Costeşti. 
The Municipality has assumed the role of mobilizer and its 
message is that money raised online is the same as in the 
past, only using new tools (Guvern24). Donations can be 
made via credit card, cash, or SMS. 

 Strong points of the campaign:

a. The project is done in installments. Once it collected 
some of the funds (e.g. 25%), lighting was installed 
on the first part of the street as part of the global 
project. This is a great way to promote the 
campaign and mobilize people by demonstrating 
tangible results. It is the first project of such type in 
Moldova.

6. Campaign “Leave your mark on the Wax 
Road” (€ 2,553 = 51% funded)

The campaign was organized to launch the first album of 
local rock music band Wax Road57.

Strong points of the campaign:

a. They used crowdfunding in order to build 
community and a fan base for the band. 
Crowdfunding is not just a financial instrument, but 
one of communication. Even though 100% of the 
funds were not collected, it formed a fan-base that 
supports the band long-term and represents future 
consumers of the product (i.e. concerts).

b. The campaign is very visual and is extremely well 
illustrated on Indiegogo. It created about 110 
images, gifs, five videos, and the site was 
re-designed according to the theme of the campain. 

10.1. 

The legal framework on 
donations in Moldova
Currently the legal and fiscal framework concerning the 
collection of funds does not give any specific tough 
opposition to online fundraising. In general, as regards the 
national legal framework, although the legislature has 
provided some legal mechanisms for fundraising 
(sponsorship, the “2%” philanthropy law, tax facilities, etc.) 
legislation is not clear, is difficult to implement, is not 
harmonized, and does not provide CSOs with predictability 
for utilization.

The fact that there are no specific provisions and that 
legislation is quite liberal with regard to online fundraising 
and additional fees, may seem at first glance like an 
advantage, but with these lack of provisions comes a lack 
of mechanisms for stimulation of donations in general. An 
example of this is the fact that the current legal framework 
does not encourage acts of philanthropy and sponsorship 
among commercial organizations and individual 
companies. In practice, this leads to the fact that business 
simply "is not interested" in providing assistance to CSOs. 
Moreover, it does not create a foundation for positive 
interaction between business and CSOs in solving social 
and economic problems in the community.

All this was done by the team/band and 
consequently has cost them only "time and effort".

4 pieces of advice  
from the initiator of 
the campaign:  
Iaroslav Cojocaru

• You need to know exactly what happens every day of the 
campaign. Communication is extremely important. Choose 
good communication channels and make a concrete action 
plan. It would be great to have a few action plan scenarios, 
because there is a risk that things do not go in the way you 
want.

• You must have a concept and a well-built project. Before 
launching, it is good to consult specialists, potential donors, 
to test the product and evaluate perception.

• You should do offline events before launching the campaign. 
In the course of three events the band introduced itself, 
performed, and promoted the project.

• You should deliver guarantees and assurances through the 
attitude and materials you publish/distribute. Donors should 
sense a serious and professional approach to the campaign 
and regarding their contribution to the team.

7. Victoria Morozov – fundraiser   
(£ 80-100 mii anual)58 

3 pieces of advice from 
Victoria Morozov
 

•You should begin each campaign with the questions (1) Why 
fundraise? (2) What impact will follow the campaign? and (3) 
What change will be produced in the long term? The answers 
to these three questions will guide the campaign.

• When target amounts are larger than 10,000, consider the 
involvement of diaspora and foreign donors. Moldova 
donates less online because we still do not use online 
banking very much. Also, it is good to suggest your donation 
amount, i.e. for $ 7 you can buy three lunches in a social 
canteen.

• You should be creative in the relationship with donors. In one 
campaign, Victoria promised that, if they raise the 
fundraising target, she would parachute in spite of her fear of 
heights.59. 

10.2. 

Intellectual property
There is a series of legal risks that may turn up for initiators of 
a campaign. Together with the team AGEPI, we have analyzed 
these risks, and will explain them here:

1.  A campaign idea, once published, can be taken by 
anyone. There is no legal mechanism to protect the 
idea. This is a risk we must be aware of because you 
cannot do crowdfunding without a project made public.

2. The published material (text, written works, script, film, 
graphics, illustrations, photos) is automatically 
protected by copyright. If you have proof that you are 
the author of a text, then if anyone copies it without 
consent, they violate your copyright. In cases when the 
breach is serious, the person violating copyright may be 
sued. Software is also protected via copyright 
(automatically).

3. If a trademark is not registered, it can be taken by 
anyone. If the trademark is of special significance for 
your project, then registration is recommended. 
However, the minimum cost for this is around €245 for 
protection lasting 10 years. For crowdfunding on a 
simple project, this cost is not justified. However, if the 
trademark will be used for future projects and 
commerce, it is advisable to schedule a consultation 
with the AGEPI.

4. Patenting an invention is suitable for cases when the 
crowdfunding is for an invention (prototype) or 
innovative product. Patenting is normally expensive 
(€500), but there is a set of discounts for individual 
physical patenters. Until now, there has been no 
crowdfunding campaign in Moldova based on an 
invention, but in case this is your plan, it would be good 
to consult officers of the AGEPI.

What are good examples of storytelling in 
communication in Moldova? What are its best 
international examples?

A: The most powerful example from Moldova  was the 
recent and touching story about the firefighter who 
died on duty42. It is the best example in which a 
crowdfunding campaign became formal and within a 
matter of days and hours collected the full target 
amount. The role of media was very large in this case. 
Other examples of campaigns that have used good 
storytelling in crowdfunding campaigns were 
Technovation - funding a group of high school 
students to participate in a competition in San 
Francisco43; and one of the first crowdfunding 
campaigns from Moldova - to support the social 
brand Mara Woman44.

What is storytelling, in your view? 

A: The ability to instil a topic with emotional or 
informational value in a simple, interesting, and 
attractive way to the public at large.

What is the role of a story in crowdfunding 
campaigns?

A: A story in a crowdfunding campaign presents the 
context and motivation for an initiated campaign. It is a 
subjective explanation that can most often replace 
objective research and which has the trigger function to 
support a cause.

While in the first case study the campaign was initiated on 
the basis of an existing community (several million people), 
here the campaign begins with a story about the letter in 
question, which became viral48. Just as in the first case, 
where the campaign motor was community, in this case the 
motor of the campaign was that many people reacted to the 
news about the letter. Even though £500 is not an extremely 
large amount, it was collected in seven days without 
identifying who had sent the letter. The idea was that Steve 
McColl, the initiator of the campaign, assumed responsibility 
for identifying the child, and for delivering the amount 
collected (or the gifts). To add credibility, Steve published a 
photo of himself via Daily Mail, a portal with 11.7 million 
visitors a day. He also left a contact email for people who 
could help identify the child.

Lessons from this campaign: 

a. Credibility is important - Daily Mail's reputation would 
suffer a lot if this news was false. Once there is a 
guarantor (Daily Mail and Steve McColl) donors have 
less suspicion and can donate with confidence.

b. The amount is not large, because it is proportional to 
the cause. The campaign is small and the target was 
exceeded (125%).

c. 'Story' that creates an emotional impact. This is a great 
example of a story that in just a few sentences made 
people care about the cause. Moreover, the 
crowdfunding campaign gave people a chance to write 
the next page or the end of the story. A good story 
makes people fight inertion.

d. The motor of the campaign was the viral news. It was 
easy to make the step from a viral piece of news to a 
crowdfunding campaign because the audience was 
already tested. Once the news caught the attention of 
millions of readers of the Daily Mail (5600 Shares on 
Facebook), it was clear that a sum of £500 would not 
be difficult to collect.

6.5
Why should we care? 
After identifying the target audience, we must convince 
them to care. This is the thread that should run through the 
whole elaboration of the project and campaign. If called 
upon to raise funds following a tragedy, the story should 
display the courage and honesty of the campaign’s 
initiators38. When your child is sick, vulnerability and 
honesty allows an audience to connect with you39. In the 
campaign’s story, you must leave room for donors to feel 
that their role is to write the next page or determine how 
the story ends – either happily or tragically40.

6.6
A story to be passed on

“Good stories are a great way to entice the press to 
write about your project. Remember, the press have 
a mission to satisfy their readers.” 

Like before any presentation, it is important to create a 
profile of the target audience. Who should you convince? 
Who are my campaign donors? These are the questions 
that lead to a clear picture of what the campaign message 
should be. For example, the campaign Octopus Watch was 
aimed at parents who want to teach their children (3-8 
years) how to keep a daily schedule.

In identifying and selecting the target audience, you must 
consider the audience that will react best to the campaign. 
For example, if a project for cleaning and building a park 
has many categories of beneficiaries (all citizens who live in 
the area), the campaign must choose the audience that will 
respond to the campaign through donations (companies 
with offices in the area, restaurants, hotels).



In general, there is no recipe for a perfect campaign. In all, the campaign is a creative and original product, so we urge you to 
surprise, and to surpass expectations and our recommendations. As mentioned in section „4. How do I choose the right 
platform for crowdfunding,” money from initial donors is collected through a crowdfunding platform account (with some 
exceptions in which platforms enable attachment of a virtual currency account such as PayPal and allow donations to be 
transferred directly to that account). Some platforms may require your bank requisites from the outset, others will require 
them at the completion of the campaign. Subsequently, at your request, the money is transferred to your organization’s bank 
account.

In general, there is no recipe for a perfect campaign. In all, the campaign is a creative and original product, so we urge you to 
surprise, and to surpass expectations and our recommendations. As mentioned in section „4. How do I choose the right 
platform for crowdfunding,” money from initial donors is collected through a crowdfunding platform account (with some 
exceptions in which platforms enable attachment of a virtual currency account such as PayPal and allow donations to be 
transferred directly to that account). Some platforms may require your bank requisites from the outset, others will require 
them at the completion of the campaign. Subsequently, at your request, the money is transferred to your organization’s bank 
account.
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7. CAMPAIGN
  MANAGEMENT

8.2
How do I record the money?
True, to justify the origin of donations received through a 
crowdfunding platform, you need to document this 
amount of money. Later, during your organization’s 
bookkeeping, this amount is introduced in the books as a 
simple donation. For this we use the following accounts:

425 - Financing and special purpose revenue in the long term
537 - Current financing and special purpose revenue 

8.4
What if I have not collected 
the target amount?
Consider the case in which a project does not collect the 
target amount (not applicable for periodic donations, see 
section 4 of the guide). Usually we introduce a defined 
period of time, for example 3 months, and a predefined 
amount of money necessary to realize the project or cause 
that we are promoting, for example $10,000. Suppose we 
collected only $6,000 during the three months of the 
campaign. The scenarios that follow are:

a1) If the platform allows it (we recommend that this be 
checked before choosing a platform, see Section 4 of 
this guide), we can extract the accumulated amount 
at the time of campaign completion. Some platforms 
may charge additional fees if the target amount has 
not been met.

a2) If the platform does not allow extracting the amount 
collected, then the money will be returned to the 
persons who donated.

b1) We can review the budget or implement the project 
partially or gradually, the same solutions as when we 
receive partial funding from donors or are asked to 
economize on the project.

b2) We can extend or repeat the fundraising campaign 
offline or on another platform.

If the the accumulated amount is too small to act as a 
reduced project budget or resort to partial or gradual 
implementation, it is necessary to revisit aspects of:

■ Topicality  ■ Credibility
■ Necessity  ■ Promotion
■ Justification  ■ Communication with donors
■ etc.

However, in terms of management, our recommendation is 
that the matters listed above are also reviewed after 
successful crowdfunding campaigns, because there is always 
room for optimization.

8.3
How do I report the spent 
money
One of the things mentioned by most crowdfunding 
platforms in their terms of reference or rules of use is that 
you (not the platform or donor) are to take responsibility for 
the veracity of the information published and for realizing 
the project.

In general, most platforms do not provide a procedure for 
reporting after project implementation. However, as 
mentioned in Section 5 of this Guide, reporting to donors is 
good practice. From our point of view, reporting is a 
necessary element (even if we are not obliged to do so) to 
build a lasting relationship with the donor and to make us 
credible. Reporting is a very strong communication tool in 
the relationship with our audience.

Next we will look at some methods for reporting:

a. Individualized messages through the platform - each 
donor (except anonymous donors) can receive a 
message from you through the account, platform, or 
by email.

b. Post the report on your organization’s page - it is good 
practice to post the annual report on your 
organization’s page, then you can send donors a short 
email message.

c. Newsletter - though newsletters have lost their 
popularity, they are a convenient tool when it comes 
to regular reporting to beneficiaries, partners, 
volunteers, etc.

9.1.
Best practices in 
international campaigns
1. Humans of New York community and 

educational campaign     
($ 1.4 mil. = 1,481% funded)45

HONY (Humans of New York) is a Facebook page with 
uploaded photos of people in New York accompanied by a 
fragment of dialogue between the photographer and the 
subject of the photo. From a simple hobby, Humans of New 
York has become a global phenomenon with the mission to 
promote intercultural dialogue. The most relevant aspect is 
that HONY accumulated a community of people that in many 
cases have mobilized to help one another. In the example 
below, we will present a case that resulted in the launch of a 
crowdfunding campaign.

The photo on the right is of a student from New York who 
explains how his school’s director has positively influenced 
him. After the post (the photo) gathered 1.2 million Likes on 
Facebook (169 000 Shares), a crowdfunding campaign was 
launched. The campaign collected $1 million to bring 
students on Harvard study visits to „know the feeling of 
being on the campus of a top university and to feel that they 
are expected there.”46 The campaign’s base was the 
ready-formed HONY community and it was a success.

The lesson from this campaign: In some cases, a fundraising 
campaign can start naturally from members of ready-made 
communities. A great community is a resource.

 2. Christmas Letter    
(£ 625 = 125% funded) 
The campaign started with a Christmas letter that was found 
tied to a balloon47. From the letter, it was clear that it was 
written by a child to his father who had died. The letter 
includes a list of Christmas gifts that the child expected. The 
person who found the letter published it online (social media) 
and the world suggested that money be collected to buy the 
gifts from the list, to be delivered to the child.

If there is a good plan for the campaign, it will run effortlessly. If the plan is bad or does not exist, the campaign will be at 
0%. This can be observed in the volume of work involved at the planning stage (shown below).
If there is a good plan for the campaign, it will run effortlessly. If the plan is bad or does not exist, the campaign will be at 
0%. This can be observed in the volume of work involved at the planning stage (shown below).

8.1
What are the hidden fees 
and charges?
Normally, international platforms (see section 4 of this 
guide) charge a fee of 5% for the costs they incur managing 
the platform and a 2.9% fee that they pay the bank when the 
transfer is processed. Depending on the bank you use, an 
international transfer (depending on the legal address of the 
platform in the US, UK, etc.) can be charged extra fees by 
Moldovan banks. These commissions you can find through 
your bank.

Regarding taxation of this money in Moldova, the current tax 
code does not tax donations, and NGOs (with some 
exceptions) do not pay VAT. Other special provisions related 
to online donations are not covered by the tax code of the 
Republic of Moldova.

Respectively, these are all the commissions and fees you will 
incur. As previously mentioned, you should budget these fees 
from the start, so they do not affect the budget necessary to 
implement your project.

 Strong points of the campaign:

a. The project is very well constructed. It presents their 
request for an urbanization certificate that was 
submitted to the Ministry of Culture. Also, it confirms 
that it is a protected historic monument.

b. It presents a legend of the fountain (a story). It 
describes its link to the historical events from the 15th 
century. Just as discussed above, it offers donors an 
opportunity to write the next page of the legend 
through their contributions.

Other mentions: good presented budget, own contribution 
(20%), relatively good video (the fact that it is only in the 
Romanian language is a weakness).

3. Chekhov Square 54     
($ 15,185 = 101% funded)

The project started from a need to renovate urban public 
spaces that suffer continual degradation. Chisinau 
Municipality declared it does not have funds for such projects 
and promoters thought to collect via crowdfunding. The 
campaign collected money for 30 days, with only a half-time 
campaign manager.
  

 Strong points of the campaign:

a. A very visual campaign. They published pictures of the 
square and made a quality video that can be viewed 
on the campaign page.

b. It was a redevelopment project that includes a budget 
with components. The renovation works (cleaning, 
lighting installation) and procurement (banks, boxes, 
lampposts) are described and shown.

5 pieces of advice from 
one of the initiators of 
the Chekhov Square 
campaign: Victor 
Chironda

• It is necessary to use several communication tools. In the 
Chekhov Square campaign we used: opinion leaders 
(bloggers, journalists, civic activists, people from show 
business); Events (dedicated to the project or project 
involvement in partnership with other projects); and 

9.2. 

Good practices in local 
campaigns
1. Basketball Court in Leova    

($ 4,657 = 96% funded)

The campaign for renovating a basketball court in Leova was 
held in July 2014, initiated by a volunteer from Peace 
Corps49. The campaign started from the need to have more 
extracurricular activities in Leova for students and for young 
people so that they do not spend their time consuming 
alcohol and drugs.

Strong points of the campaign:

a. It is a visual campaign with a good video clip50 and photos 
of the stadium before renovation. At the end of the 
campaign, a comparison video was made which was 
shown to the public and donors51.

b. It has a very clear budget and explains what will be done 
with the money raised. The campaign collected 96% of the 
planned amount from 86 contributors. The project has a 
very clear budget showing the $1900 needed for materials 
and the $2600 for labor. The final amount,$4870, includes 
the 7% fee from the platform Indiegogo.

c. Regards a very important social issue – health of children 
and young people.

d. Calls on a community outside Moldova. Because the 
description and video is in English, the campaign invites 
foreign donors, such as from the American volunteer 
network. The development campaign was recorded and 
communicated through a blog52.

2. Campaign for the restoration of 15th 
century fountain ($ 4,231 = 106% funded)53

Cadin Fountain was presented because it was in a deplorable 
state, and it was finally decided that it be restored. The 
description of campaign presented the legend of the 15th 
century fountain and its connection with the history of 
Moldova and the battle of Ştefan cel Mare of Lipcani.

Testimonials promoted on Facebook (of public figures and 
opinion leaders with quotes and the amount that they have 
contributed, to maintain public interest in the project and 
show that people donate).

• It is necessary to continuously renew information about the 
project, both during the fundraising campaign and after its 
completion.

• Transparency is necessary in expenditure, and demostration 
that money donated by people reached its destination.

• You should involve volunteers to collect money and 
subsequently to carry out the works (sanitation events and 
renovation works).

• You should gather money in various ways. This project 
collected money through collection boxes, events, donation 
accounts. But the most effective was the online collection 
platform.

4. “Skate Park Chișinău” campaign 55   
(€ 5,000 = 11% funded)

Although the campaign has not yet been formally launched, it 
has informally already collected about 11% for the cause. The 
campaign will be launched via Guvern24 in spring 2017 so that 
a part of the park will be ready by summer. Project Skate Park 
is a complex that includes administrative procedures (e.g. 
urbanization certificate), therefore, preparations were 
required before the campaign launch. The campaign is 
supported by donors from Moldova and Romania.

 

4 pieces of advise from 
Skate Park Chisinau 
campaign initiator 
Dorin Lupaşcu

• It is recommended that the project originates from a problem 
in the community. In this case it is the existing community of 
skaters and artists formed around Board Shop. This 
community needs an urban area (Urban Hub) that includes 
ramps for skateboarding and sites developed for urban art.

• You should work with bloggers and public figures. Skate Park 
has is a well-known ambassador - Ilie Bivol - who has nearly 1 
million fans on YouTube.

• You should identify donors not only online, but also among 
entrepreneurs. In the case of Skate Park, we identified several 
big donors (companies). The project is promoted offline in 
Board Shop, where there is a box for donations.

• You should reward donors. In this case, give stickers in 
exchange for a donation of €2. Stickers are mailed, but there 
are still logistical problems in Moldova.

5. Campaign for installation of street lighting 
in Costeşti  56 (€ 3,845 = 70% funded)

This campaign was initiated by Municipality Costeşti in order 
to install street lighting in the village. It is a community 
project but cannot be achieved only with the participation 
and active mobilization of residents of the village Costeşti. 
The Municipality has assumed the role of mobilizer and its 
message is that money raised online is the same as in the 
past, only using new tools (Guvern24). Donations can be 
made via credit card, cash, or SMS. 

 Strong points of the campaign:

a. The project is done in installments. Once it collected 
some of the funds (e.g. 25%), lighting was installed 
on the first part of the street as part of the global 
project. This is a great way to promote the 
campaign and mobilize people by demonstrating 
tangible results. It is the first project of such type in 
Moldova.

6. Campaign “Leave your mark on the Wax 
Road” (€ 2,553 = 51% funded)

The campaign was organized to launch the first album of 
local rock music band Wax Road57.

Strong points of the campaign:

a. They used crowdfunding in order to build 
community and a fan base for the band. 
Crowdfunding is not just a financial instrument, but 
one of communication. Even though 100% of the 
funds were not collected, it formed a fan-base that 
supports the band long-term and represents future 
consumers of the product (i.e. concerts).

b. The campaign is very visual and is extremely well 
illustrated on Indiegogo. It created about 110 
images, gifs, five videos, and the site was 
re-designed according to the theme of the campain. 

10.1. 

The legal framework on 
donations in Moldova
Currently the legal and fiscal framework concerning the 
collection of funds does not give any specific tough 
opposition to online fundraising. In general, as regards the 
national legal framework, although the legislature has 
provided some legal mechanisms for fundraising 
(sponsorship, the “2%” philanthropy law, tax facilities, etc.) 
legislation is not clear, is difficult to implement, is not 
harmonized, and does not provide CSOs with predictability 
for utilization.

The fact that there are no specific provisions and that 
legislation is quite liberal with regard to online fundraising 
and additional fees, may seem at first glance like an 
advantage, but with these lack of provisions comes a lack 
of mechanisms for stimulation of donations in general. An 
example of this is the fact that the current legal framework 
does not encourage acts of philanthropy and sponsorship 
among commercial organizations and individual 
companies. In practice, this leads to the fact that business 
simply "is not interested" in providing assistance to CSOs. 
Moreover, it does not create a foundation for positive 
interaction between business and CSOs in solving social 
and economic problems in the community.

All this was done by the team/band and 
consequently has cost them only "time and effort".

4 pieces of advice  
from the initiator of 
the campaign:  
Iaroslav Cojocaru

• You need to know exactly what happens every day of the 
campaign. Communication is extremely important. Choose 
good communication channels and make a concrete action 
plan. It would be great to have a few action plan scenarios, 
because there is a risk that things do not go in the way you 
want.

• You must have a concept and a well-built project. Before 
launching, it is good to consult specialists, potential donors, 
to test the product and evaluate perception.

• You should do offline events before launching the campaign. 
In the course of three events the band introduced itself, 
performed, and promoted the project.

• You should deliver guarantees and assurances through the 
attitude and materials you publish/distribute. Donors should 
sense a serious and professional approach to the campaign 
and regarding their contribution to the team.

7. Victoria Morozov – fundraiser   
(£ 80-100 mii anual)58 

3 pieces of advice from 
Victoria Morozov
 

•You should begin each campaign with the questions (1) Why 
fundraise? (2) What impact will follow the campaign? and (3) 
What change will be produced in the long term? The answers 
to these three questions will guide the campaign.

• When target amounts are larger than 10,000, consider the 
involvement of diaspora and foreign donors. Moldova 
donates less online because we still do not use online 
banking very much. Also, it is good to suggest your donation 
amount, i.e. for $ 7 you can buy three lunches in a social 
canteen.

• You should be creative in the relationship with donors. In one 
campaign, Victoria promised that, if they raise the 
fundraising target, she would parachute in spite of her fear of 
heights.59. 

10.2. 

Intellectual property
There is a series of legal risks that may turn up for initiators of 
a campaign. Together with the team AGEPI, we have analyzed 
these risks, and will explain them here:

1.  A campaign idea, once published, can be taken by 
anyone. There is no legal mechanism to protect the 
idea. This is a risk we must be aware of because you 
cannot do crowdfunding without a project made public.

2. The published material (text, written works, script, film, 
graphics, illustrations, photos) is automatically 
protected by copyright. If you have proof that you are 
the author of a text, then if anyone copies it without 
consent, they violate your copyright. In cases when the 
breach is serious, the person violating copyright may be 
sued. Software is also protected via copyright 
(automatically).

3. If a trademark is not registered, it can be taken by 
anyone. If the trademark is of special significance for 
your project, then registration is recommended. 
However, the minimum cost for this is around €245 for 
protection lasting 10 years. For crowdfunding on a 
simple project, this cost is not justified. However, if the 
trademark will be used for future projects and 
commerce, it is advisable to schedule a consultation 
with the AGEPI.

4. Patenting an invention is suitable for cases when the 
crowdfunding is for an invention (prototype) or 
innovative product. Patenting is normally expensive 
(€500), but there is a set of discounts for individual 
physical patenters. Until now, there has been no 
crowdfunding campaign in Moldova based on an 
invention, but in case this is your plan, it would be good 
to consult officers of the AGEPI.

While in the first case study the campaign was initiated on 
the basis of an existing community (several million people), 
here the campaign begins with a story about the letter in 
question, which became viral48. Just as in the first case, 
where the campaign motor was community, in this case the 
motor of the campaign was that many people reacted to the 
news about the letter. Even though £500 is not an extremely 
large amount, it was collected in seven days without 
identifying who had sent the letter. The idea was that Steve 
McColl, the initiator of the campaign, assumed responsibility 
for identifying the child, and for delivering the amount 
collected (or the gifts). To add credibility, Steve published a 
photo of himself via Daily Mail, a portal with 11.7 million 
visitors a day. He also left a contact email for people who 
could help identify the child.

Lessons from this campaign: 

a. Credibility is important - Daily Mail's reputation would 
suffer a lot if this news was false. Once there is a 
guarantor (Daily Mail and Steve McColl) donors have 
less suspicion and can donate with confidence.

b. The amount is not large, because it is proportional to 
the cause. The campaign is small and the target was 
exceeded (125%).

c. 'Story' that creates an emotional impact. This is a great 
example of a story that in just a few sentences made 
people care about the cause. Moreover, the 
crowdfunding campaign gave people a chance to write 
the next page or the end of the story. A good story 
makes people fight inertion.

d. The motor of the campaign was the viral news. It was 
easy to make the step from a viral piece of news to a 
crowdfunding campaign because the audience was 
already tested. Once the news caught the attention of 
millions of readers of the Daily Mail (5600 Shares on 
Facebook), it was clear that a sum of £500 would not 
be difficult to collect.
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Indiegogo Prep Calendar: 
Running and Managing Your Campaign
Sunday Monday Tuesday Wednesday Thursday Friday Saturday
Divide your email list 
into bucketed groups 
(ex: friends and family, 
networking contacts, 
in�uencers)

SOFT LAUNCH 

•  Outreach to host 
committee and early 
contributors

• Host soft launch event 

PUBLIC LAUNCH 

• Email blast Group 1
• Post on social media

Reply to comments on 
campaign & send thank 
you emails

Post shareable update. 

Reply to comments & 
send thank you emails

Reply to comments & 
send thank you emails

Post new gallery images. 

Reply to comments & 
send thank you emails

Sunday Monday Tuesday Wednesday Thursday Friday Saturday
If you reached 40-50% 
of your goal, send press 
release to larger media 
outlets. 

Send email blast to 
Group 2. 

Reply to comments & 
send thank you emails

Post shareable update. 

Reply to comments & 
send thank you emails

Reply to comments & 
send thank you emails

Post shareable update.

Reply to comments & 
send thank you emails

Post new gallery images. 

Reply to comments & 
send thank you emails

Reply to comments & 
send thank you emails 

Sunday Monday Tuesday Wednesday Thursday Friday Saturday
Send press releases 
to larger media outlets 
(if you have another 
milestone to announce). 

Post shareable update. 

Reply to comments & 
send thank you emails

Launch new perk.

Reply to comments & 
send thank you emails

Post new gallery images. 

Reply to comments & 
send thank you emails

Post shareable update. 

Reply to comments & 
send thank you emails

Launch new perk.

Reply to comments & 
send thank you emails

Reply to comments & 
send thank you emails 

Sunday Monday Tuesday Wednesday Thursday Friday Saturday
Post shareable update. 

Reply to comments & 
send thank you emails

Launch referral contest. 

Reply to comments & 
send thank you emails

Reply to comments & 
send thank you emails

Reply to comments & 
send thank you emails

Post shareable update. 

Reply to comments & 
send thank you emails

Reply to comments & 
send thank you emails

Reply to comments & 
send thank you emails

Sunday Monday Tuesday Wednesday Thursday Friday Saturday
Reply to comments & 
send thank you emails

Launch �nal promotion 
push based on previous 
successful tactics.

Reply to comments & 
send thank you emails

Enter bank account 
information in campaign. 
Call bank to con�rm 
details, and learn about 
when to expect funds.

Send “48 hour 
countdown” update via 
campaign page, social 
media, and email. 

Reply to comments & 
send thank you emails

Send “24 hour 
countdown” update. 

Reply to comments & 
send thank you emails

CAMPAIGN ENDS. 
WOOHOO!

Reply to comments & 
send thank you emails

Post Thank You Update. 

Reply to comments 
& send last thank you 
emails
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8.2
How do I record the money?
True, to justify the origin of donations received through a 
crowdfunding platform, you need to document this 
amount of money. Later, during your organization’s 
bookkeeping, this amount is introduced in the books as a 
simple donation. For this we use the following accounts:

425 - Financing and special purpose revenue in the long term
537 - Current financing and special purpose revenue 

8.4
What if I have not collected 
the target amount?
Consider the case in which a project does not collect the 
target amount (not applicable for periodic donations, see 
section 4 of the guide). Usually we introduce a defined 
period of time, for example 3 months, and a predefined 
amount of money necessary to realize the project or cause 
that we are promoting, for example $10,000. Suppose we 
collected only $6,000 during the three months of the 
campaign. The scenarios that follow are:

a1) If the platform allows it (we recommend that this be 
checked before choosing a platform, see Section 4 of 
this guide), we can extract the accumulated amount 
at the time of campaign completion. Some platforms 
may charge additional fees if the target amount has 
not been met.

a2) If the platform does not allow extracting the amount 
collected, then the money will be returned to the 
persons who donated.

b1) We can review the budget or implement the project 
partially or gradually, the same solutions as when we 
receive partial funding from donors or are asked to 
economize on the project.

b2) We can extend or repeat the fundraising campaign 
offline or on another platform.

If the the accumulated amount is too small to act as a 
reduced project budget or resort to partial or gradual 
implementation, it is necessary to revisit aspects of:

■ Topicality  ■ Credibility
■ Necessity  ■ Promotion
■ Justification  ■ Communication with donors
■ etc.

However, in terms of management, our recommendation is 
that the matters listed above are also reviewed after 
successful crowdfunding campaigns, because there is always 
room for optimization.

8.3
How do I report the spent 
money
One of the things mentioned by most crowdfunding 
platforms in their terms of reference or rules of use is that 
you (not the platform or donor) are to take responsibility for 
the veracity of the information published and for realizing 
the project.

In general, most platforms do not provide a procedure for 
reporting after project implementation. However, as 
mentioned in Section 5 of this Guide, reporting to donors is 
good practice. From our point of view, reporting is a 
necessary element (even if we are not obliged to do so) to 
build a lasting relationship with the donor and to make us 
credible. Reporting is a very strong communication tool in 
the relationship with our audience.

Next we will look at some methods for reporting:

a. Individualized messages through the platform - each 
donor (except anonymous donors) can receive a 
message from you through the account, platform, or 
by email.

b. Post the report on your organization’s page - it is good 
practice to post the annual report on your 
organization’s page, then you can send donors a short 
email message.

c. Newsletter - though newsletters have lost their 
popularity, they are a convenient tool when it comes 
to regular reporting to beneficiaries, partners, 
volunteers, etc.

9.1.
Best practices in 
international campaigns
1. Humans of New York community and 

educational campaign     
($ 1.4 mil. = 1,481% funded)45

HONY (Humans of New York) is a Facebook page with 
uploaded photos of people in New York accompanied by a 
fragment of dialogue between the photographer and the 
subject of the photo. From a simple hobby, Humans of New 
York has become a global phenomenon with the mission to 
promote intercultural dialogue. The most relevant aspect is 
that HONY accumulated a community of people that in many 
cases have mobilized to help one another. In the example 
below, we will present a case that resulted in the launch of a 
crowdfunding campaign.

The photo on the right is of a student from New York who 
explains how his school’s director has positively influenced 
him. After the post (the photo) gathered 1.2 million Likes on 
Facebook (169 000 Shares), a crowdfunding campaign was 
launched. The campaign collected $1 million to bring 
students on Harvard study visits to „know the feeling of 
being on the campus of a top university and to feel that they 
are expected there.”46 The campaign’s base was the 
ready-formed HONY community and it was a success.

The lesson from this campaign: In some cases, a fundraising 
campaign can start naturally from members of ready-made 
communities. A great community is a resource.

 2. Christmas Letter    
(£ 625 = 125% funded) 
The campaign started with a Christmas letter that was found 
tied to a balloon47. From the letter, it was clear that it was 
written by a child to his father who had died. The letter 
includes a list of Christmas gifts that the child expected. The 
person who found the letter published it online (social media) 
and the world suggested that money be collected to buy the 
gifts from the list, to be delivered to the child.

8.1
What are the hidden fees 
and charges?
Normally, international platforms (see section 4 of this 
guide) charge a fee of 5% for the costs they incur managing 
the platform and a 2.9% fee that they pay the bank when the 
transfer is processed. Depending on the bank you use, an 
international transfer (depending on the legal address of the 
platform in the US, UK, etc.) can be charged extra fees by 
Moldovan banks. These commissions you can find through 
your bank.

Regarding taxation of this money in Moldova, the current tax 
code does not tax donations, and NGOs (with some 
exceptions) do not pay VAT. Other special provisions related 
to online donations are not covered by the tax code of the 
Republic of Moldova.

Respectively, these are all the commissions and fees you will 
incur. As previously mentioned, you should budget these fees 
from the start, so they do not affect the budget necessary to 
implement your project.

 Strong points of the campaign:

a. The project is very well constructed. It presents their 
request for an urbanization certificate that was 
submitted to the Ministry of Culture. Also, it confirms 
that it is a protected historic monument.

b. It presents a legend of the fountain (a story). It 
describes its link to the historical events from the 15th 
century. Just as discussed above, it offers donors an 
opportunity to write the next page of the legend 
through their contributions.

Other mentions: good presented budget, own contribution 
(20%), relatively good video (the fact that it is only in the 
Romanian language is a weakness).

3. Chekhov Square 54     
($ 15,185 = 101% funded)

The project started from a need to renovate urban public 
spaces that suffer continual degradation. Chisinau 
Municipality declared it does not have funds for such projects 
and promoters thought to collect via crowdfunding. The 
campaign collected money for 30 days, with only a half-time 
campaign manager.
  

 Strong points of the campaign:

a. A very visual campaign. They published pictures of the 
square and made a quality video that can be viewed 
on the campaign page.

b. It was a redevelopment project that includes a budget 
with components. The renovation works (cleaning, 
lighting installation) and procurement (banks, boxes, 
lampposts) are described and shown.

5 pieces of advice from 
one of the initiators of 
the Chekhov Square 
campaign: Victor 
Chironda

• It is necessary to use several communication tools. In the 
Chekhov Square campaign we used: opinion leaders 
(bloggers, journalists, civic activists, people from show 
business); Events (dedicated to the project or project 
involvement in partnership with other projects); and 

9.2. 

Good practices in local 
campaigns
1. Basketball Court in Leova    

($ 4,657 = 96% funded)

The campaign for renovating a basketball court in Leova was 
held in July 2014, initiated by a volunteer from Peace 
Corps49. The campaign started from the need to have more 
extracurricular activities in Leova for students and for young 
people so that they do not spend their time consuming 
alcohol and drugs.

Strong points of the campaign:

a. It is a visual campaign with a good video clip50 and photos 
of the stadium before renovation. At the end of the 
campaign, a comparison video was made which was 
shown to the public and donors51.

b. It has a very clear budget and explains what will be done 
with the money raised. The campaign collected 96% of the 
planned amount from 86 contributors. The project has a 
very clear budget showing the $1900 needed for materials 
and the $2600 for labor. The final amount,$4870, includes 
the 7% fee from the platform Indiegogo.

c. Regards a very important social issue – health of children 
and young people.

d. Calls on a community outside Moldova. Because the 
description and video is in English, the campaign invites 
foreign donors, such as from the American volunteer 
network. The development campaign was recorded and 
communicated through a blog52.

2. Campaign for the restoration of 15th 
century fountain ($ 4,231 = 106% funded)53

Cadin Fountain was presented because it was in a deplorable 
state, and it was finally decided that it be restored. The 
description of campaign presented the legend of the 15th 
century fountain and its connection with the history of 
Moldova and the battle of Ştefan cel Mare of Lipcani.

Testimonials promoted on Facebook (of public figures and 
opinion leaders with quotes and the amount that they have 
contributed, to maintain public interest in the project and 
show that people donate).

• It is necessary to continuously renew information about the 
project, both during the fundraising campaign and after its 
completion.

• Transparency is necessary in expenditure, and demostration 
that money donated by people reached its destination.

• You should involve volunteers to collect money and 
subsequently to carry out the works (sanitation events and 
renovation works).

• You should gather money in various ways. This project 
collected money through collection boxes, events, donation 
accounts. But the most effective was the online collection 
platform.

4. “Skate Park Chișinău” campaign 55   
(€ 5,000 = 11% funded)

Although the campaign has not yet been formally launched, it 
has informally already collected about 11% for the cause. The 
campaign will be launched via Guvern24 in spring 2017 so that 
a part of the park will be ready by summer. Project Skate Park 
is a complex that includes administrative procedures (e.g. 
urbanization certificate), therefore, preparations were 
required before the campaign launch. The campaign is 
supported by donors from Moldova and Romania.

 

4 pieces of advise from 
Skate Park Chisinau 
campaign initiator 
Dorin Lupaşcu

• It is recommended that the project originates from a problem 
in the community. In this case it is the existing community of 
skaters and artists formed around Board Shop. This 
community needs an urban area (Urban Hub) that includes 
ramps for skateboarding and sites developed for urban art.

• You should work with bloggers and public figures. Skate Park 
has is a well-known ambassador - Ilie Bivol - who has nearly 1 
million fans on YouTube.

• You should identify donors not only online, but also among 
entrepreneurs. In the case of Skate Park, we identified several 
big donors (companies). The project is promoted offline in 
Board Shop, where there is a box for donations.

• You should reward donors. In this case, give stickers in 
exchange for a donation of €2. Stickers are mailed, but there 
are still logistical problems in Moldova.

5. Campaign for installation of street lighting 
in Costeşti  56 (€ 3,845 = 70% funded)

This campaign was initiated by Municipality Costeşti in order 
to install street lighting in the village. It is a community 
project but cannot be achieved only with the participation 
and active mobilization of residents of the village Costeşti. 
The Municipality has assumed the role of mobilizer and its 
message is that money raised online is the same as in the 
past, only using new tools (Guvern24). Donations can be 
made via credit card, cash, or SMS. 

 Strong points of the campaign:

a. The project is done in installments. Once it collected 
some of the funds (e.g. 25%), lighting was installed 
on the first part of the street as part of the global 
project. This is a great way to promote the 
campaign and mobilize people by demonstrating 
tangible results. It is the first project of such type in 
Moldova.

6. Campaign “Leave your mark on the Wax 
Road” (€ 2,553 = 51% funded)

The campaign was organized to launch the first album of 
local rock music band Wax Road57.

Strong points of the campaign:

a. They used crowdfunding in order to build 
community and a fan base for the band. 
Crowdfunding is not just a financial instrument, but 
one of communication. Even though 100% of the 
funds were not collected, it formed a fan-base that 
supports the band long-term and represents future 
consumers of the product (i.e. concerts).

b. The campaign is very visual and is extremely well 
illustrated on Indiegogo. It created about 110 
images, gifs, five videos, and the site was 
re-designed according to the theme of the campain. 

10.1. 

The legal framework on 
donations in Moldova
Currently the legal and fiscal framework concerning the 
collection of funds does not give any specific tough 
opposition to online fundraising. In general, as regards the 
national legal framework, although the legislature has 
provided some legal mechanisms for fundraising 
(sponsorship, the “2%” philanthropy law, tax facilities, etc.) 
legislation is not clear, is difficult to implement, is not 
harmonized, and does not provide CSOs with predictability 
for utilization.

The fact that there are no specific provisions and that 
legislation is quite liberal with regard to online fundraising 
and additional fees, may seem at first glance like an 
advantage, but with these lack of provisions comes a lack 
of mechanisms for stimulation of donations in general. An 
example of this is the fact that the current legal framework 
does not encourage acts of philanthropy and sponsorship 
among commercial organizations and individual 
companies. In practice, this leads to the fact that business 
simply "is not interested" in providing assistance to CSOs. 
Moreover, it does not create a foundation for positive 
interaction between business and CSOs in solving social 
and economic problems in the community.

All this was done by the team/band and 
consequently has cost them only "time and effort".

4 pieces of advice  
from the initiator of 
the campaign:  
Iaroslav Cojocaru

• You need to know exactly what happens every day of the 
campaign. Communication is extremely important. Choose 
good communication channels and make a concrete action 
plan. It would be great to have a few action plan scenarios, 
because there is a risk that things do not go in the way you 
want.

• You must have a concept and a well-built project. Before 
launching, it is good to consult specialists, potential donors, 
to test the product and evaluate perception.

• You should do offline events before launching the campaign. 
In the course of three events the band introduced itself, 
performed, and promoted the project.

• You should deliver guarantees and assurances through the 
attitude and materials you publish/distribute. Donors should 
sense a serious and professional approach to the campaign 
and regarding their contribution to the team.

7. Victoria Morozov – fundraiser   
(£ 80-100 mii anual)58 

3 pieces of advice from 
Victoria Morozov
 

•You should begin each campaign with the questions (1) Why 
fundraise? (2) What impact will follow the campaign? and (3) 
What change will be produced in the long term? The answers 
to these three questions will guide the campaign.

• When target amounts are larger than 10,000, consider the 
involvement of diaspora and foreign donors. Moldova 
donates less online because we still do not use online 
banking very much. Also, it is good to suggest your donation 
amount, i.e. for $ 7 you can buy three lunches in a social 
canteen.

• You should be creative in the relationship with donors. In one 
campaign, Victoria promised that, if they raise the 
fundraising target, she would parachute in spite of her fear of 
heights.59. 

10.2. 

Intellectual property
There is a series of legal risks that may turn up for initiators of 
a campaign. Together with the team AGEPI, we have analyzed 
these risks, and will explain them here:

1.  A campaign idea, once published, can be taken by 
anyone. There is no legal mechanism to protect the 
idea. This is a risk we must be aware of because you 
cannot do crowdfunding without a project made public.

2. The published material (text, written works, script, film, 
graphics, illustrations, photos) is automatically 
protected by copyright. If you have proof that you are 
the author of a text, then if anyone copies it without 
consent, they violate your copyright. In cases when the 
breach is serious, the person violating copyright may be 
sued. Software is also protected via copyright 
(automatically).

3. If a trademark is not registered, it can be taken by 
anyone. If the trademark is of special significance for 
your project, then registration is recommended. 
However, the minimum cost for this is around €245 for 
protection lasting 10 years. For crowdfunding on a 
simple project, this cost is not justified. However, if the 
trademark will be used for future projects and 
commerce, it is advisable to schedule a consultation 
with the AGEPI.

4. Patenting an invention is suitable for cases when the 
crowdfunding is for an invention (prototype) or 
innovative product. Patenting is normally expensive 
(€500), but there is a set of discounts for individual 
physical patenters. Until now, there has been no 
crowdfunding campaign in Moldova based on an 
invention, but in case this is your plan, it would be good 
to consult officers of the AGEPI.

While in the first case study the campaign was initiated on 
the basis of an existing community (several million people), 
here the campaign begins with a story about the letter in 
question, which became viral48. Just as in the first case, 
where the campaign motor was community, in this case the 
motor of the campaign was that many people reacted to the 
news about the letter. Even though £500 is not an extremely 
large amount, it was collected in seven days without 
identifying who had sent the letter. The idea was that Steve 
McColl, the initiator of the campaign, assumed responsibility 
for identifying the child, and for delivering the amount 
collected (or the gifts). To add credibility, Steve published a 
photo of himself via Daily Mail, a portal with 11.7 million 
visitors a day. He also left a contact email for people who 
could help identify the child.

Lessons from this campaign: 

a. Credibility is important - Daily Mail's reputation would 
suffer a lot if this news was false. Once there is a 
guarantor (Daily Mail and Steve McColl) donors have 
less suspicion and can donate with confidence.

b. The amount is not large, because it is proportional to 
the cause. The campaign is small and the target was 
exceeded (125%).

c. 'Story' that creates an emotional impact. This is a great 
example of a story that in just a few sentences made 
people care about the cause. Moreover, the 
crowdfunding campaign gave people a chance to write 
the next page or the end of the story. A good story 
makes people fight inertion.

d. The motor of the campaign was the viral news. It was 
easy to make the step from a viral piece of news to a 
crowdfunding campaign because the audience was 
already tested. Once the news caught the attention of 
millions of readers of the Daily Mail (5600 Shares on 
Facebook), it was clear that a sum of £500 would not 
be difficult to collect.

1. INITIATION 
a. Testing the idea – determine 

feasability of idea 
b. Assemble the team - assemble the 

team (the manager, communication 
officers, accountant, volunteers, etc.)

c. Identify the audience – the target 
audience, the audience that will 
identify with the cause and is 
motivated to donate (entrepreneurs, 
activists, youth, mothers of youth, etc.)

3. EXECUTION

a. Register account on a 
platform - each platform 
has its own, but most are 
available in several 
languages, are user-friendly, 
and can be completed 
intuitively.

b. Upload content to the 
platform - take care of text, 
pictures, references, video 
clips and clear formatting. 
This page is our 
communication tool with 
donors.

c. Promotion of 
campaign - 
implementing promotion 
plan. Do not limit yourself 
to online media.

d. Communication with 
donors – it is good when 
donors are satisfied with 
the message and meaning 
of the donation (even 
when the campaign is not 
based on remuneration).

4. MONITORING

a. Monitoring the collection - obviously one of the main 
monitoring indicators is the amount collected and the 
remaining time. If things go wrong, the communication plan, 
positioning, and other related issues should be reevaluated.

b. Adjusting items for improvement - for example: the 
promotion campaign, the audience, the remuneration system, 
among others.

5. FINALIZATION

a. Request to withdraw the amount collected - at the end 
of the campaign, according to the rules of the platform that we 
used, we request transfer of the collected amount to our 
organization’s bank account.

b. Deduction of platform management fees and 
commissions - as previously stated, it is advisable to consider 
and include these from the starting budget.

a. Budgeting - calculate the target 
amount taking into account hidden fees 
and commissions

b. Purpose and Objectives - donors 
must understand clearly and in brief 
the purpose of the crowdfunding 
campaign

c. Activities and the activities 
calendar - a calendar of the campaign 
outlining activities for each day

d. Deciding on the type of 
campaign – will the campaign be 
based on rewards or not? What are 
reward systems?

e. Identify suitable platform – will 
we choose a local or international 
position? Or on multiple platforms 
simultaneously?

f. Planning communication 
campaign and promoting the 
project - use social networks, emails, 
press conferences, media 
partnerships, partner organizations, 
volunteers, posters and flyers, 
flash-mobs, viral campaigns, etc.

2. PLANNING



8.2
How do I record the money?
True, to justify the origin of donations received through a 
crowdfunding platform, you need to document this 
amount of money. Later, during your organization’s 
bookkeeping, this amount is introduced in the books as a 
simple donation. For this we use the following accounts:

425 - Financing and special purpose revenue in the long term
537 - Current financing and special purpose revenue 

8.4
What if I have not collected 
the target amount?
Consider the case in which a project does not collect the 
target amount (not applicable for periodic donations, see 
section 4 of the guide). Usually we introduce a defined 
period of time, for example 3 months, and a predefined 
amount of money necessary to realize the project or cause 
that we are promoting, for example $10,000. Suppose we 
collected only $6,000 during the three months of the 
campaign. The scenarios that follow are:

a1) If the platform allows it (we recommend that this be 
checked before choosing a platform, see Section 4 of 
this guide), we can extract the accumulated amount 
at the time of campaign completion. Some platforms 
may charge additional fees if the target amount has 
not been met.

a2) If the platform does not allow extracting the amount 
collected, then the money will be returned to the 
persons who donated.

b1) We can review the budget or implement the project 
partially or gradually, the same solutions as when we 
receive partial funding from donors or are asked to 
economize on the project.

b2) We can extend or repeat the fundraising campaign 
offline or on another platform.

If the the accumulated amount is too small to act as a 
reduced project budget or resort to partial or gradual 
implementation, it is necessary to revisit aspects of:

■ Topicality  ■ Credibility
■ Necessity  ■ Promotion
■ Justification  ■ Communication with donors
■ etc.

However, in terms of management, our recommendation is 
that the matters listed above are also reviewed after 
successful crowdfunding campaigns, because there is always 
room for optimization.

8.3
How do I report the spent 
money
One of the things mentioned by most crowdfunding 
platforms in their terms of reference or rules of use is that 
you (not the platform or donor) are to take responsibility for 
the veracity of the information published and for realizing 
the project.

In general, most platforms do not provide a procedure for 
reporting after project implementation. However, as 
mentioned in Section 5 of this Guide, reporting to donors is 
good practice. From our point of view, reporting is a 
necessary element (even if we are not obliged to do so) to 
build a lasting relationship with the donor and to make us 
credible. Reporting is a very strong communication tool in 
the relationship with our audience.

Next we will look at some methods for reporting:

a. Individualized messages through the platform - each 
donor (except anonymous donors) can receive a 
message from you through the account, platform, or 
by email.

b. Post the report on your organization’s page - it is good 
practice to post the annual report on your 
organization’s page, then you can send donors a short 
email message.

c. Newsletter - though newsletters have lost their 
popularity, they are a convenient tool when it comes 
to regular reporting to beneficiaries, partners, 
volunteers, etc.
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9.1.
Best practices in 
international campaigns
1. Humans of New York community and 

educational campaign     
($ 1.4 mil. = 1,481% funded)45

HONY (Humans of New York) is a Facebook page with 
uploaded photos of people in New York accompanied by a 
fragment of dialogue between the photographer and the 
subject of the photo. From a simple hobby, Humans of New 
York has become a global phenomenon with the mission to 
promote intercultural dialogue. The most relevant aspect is 
that HONY accumulated a community of people that in many 
cases have mobilized to help one another. In the example 
below, we will present a case that resulted in the launch of a 
crowdfunding campaign.

The photo on the right is of a student from New York who 
explains how his school’s director has positively influenced 
him. After the post (the photo) gathered 1.2 million Likes on 
Facebook (169 000 Shares), a crowdfunding campaign was 
launched. The campaign collected $1 million to bring 
students on Harvard study visits to „know the feeling of 
being on the campus of a top university and to feel that they 
are expected there.”46 The campaign’s base was the 
ready-formed HONY community and it was a success.

The lesson from this campaign: In some cases, a fundraising 
campaign can start naturally from members of ready-made 
communities. A great community is a resource.

 2. Christmas Letter    
(£ 625 = 125% funded) 
The campaign started with a Christmas letter that was found 
tied to a balloon47. From the letter, it was clear that it was 
written by a child to his father who had died. The letter 
includes a list of Christmas gifts that the child expected. The 
person who found the letter published it online (social media) 
and the world suggested that money be collected to buy the 
gifts from the list, to be delivered to the child.

8.1
What are the hidden fees 
and charges?
Normally, international platforms (see section 4 of this 
guide) charge a fee of 5% for the costs they incur managing 
the platform and a 2.9% fee that they pay the bank when the 
transfer is processed. Depending on the bank you use, an 
international transfer (depending on the legal address of the 
platform in the US, UK, etc.) can be charged extra fees by 
Moldovan banks. These commissions you can find through 
your bank.

Regarding taxation of this money in Moldova, the current tax 
code does not tax donations, and NGOs (with some 
exceptions) do not pay VAT. Other special provisions related 
to online donations are not covered by the tax code of the 
Republic of Moldova.

Respectively, these are all the commissions and fees you will 
incur. As previously mentioned, you should budget these fees 
from the start, so they do not affect the budget necessary to 
implement your project.

8. WHAT DO I DO WITH THE
  MONEY FROM THE
  VIRTUAL ACCOUNT?

 Strong points of the campaign:

a. The project is very well constructed. It presents their 
request for an urbanization certificate that was 
submitted to the Ministry of Culture. Also, it confirms 
that it is a protected historic monument.

b. It presents a legend of the fountain (a story). It 
describes its link to the historical events from the 15th 
century. Just as discussed above, it offers donors an 
opportunity to write the next page of the legend 
through their contributions.

Other mentions: good presented budget, own contribution 
(20%), relatively good video (the fact that it is only in the 
Romanian language is a weakness).

3. Chekhov Square 54     
($ 15,185 = 101% funded)

The project started from a need to renovate urban public 
spaces that suffer continual degradation. Chisinau 
Municipality declared it does not have funds for such projects 
and promoters thought to collect via crowdfunding. The 
campaign collected money for 30 days, with only a half-time 
campaign manager.
  

 Strong points of the campaign:

a. A very visual campaign. They published pictures of the 
square and made a quality video that can be viewed 
on the campaign page.

b. It was a redevelopment project that includes a budget 
with components. The renovation works (cleaning, 
lighting installation) and procurement (banks, boxes, 
lampposts) are described and shown.

5 pieces of advice from 
one of the initiators of 
the Chekhov Square 
campaign: Victor 
Chironda

• It is necessary to use several communication tools. In the 
Chekhov Square campaign we used: opinion leaders 
(bloggers, journalists, civic activists, people from show 
business); Events (dedicated to the project or project 
involvement in partnership with other projects); and 

9.2. 

Good practices in local 
campaigns
1. Basketball Court in Leova    

($ 4,657 = 96% funded)

The campaign for renovating a basketball court in Leova was 
held in July 2014, initiated by a volunteer from Peace 
Corps49. The campaign started from the need to have more 
extracurricular activities in Leova for students and for young 
people so that they do not spend their time consuming 
alcohol and drugs.

Strong points of the campaign:

a. It is a visual campaign with a good video clip50 and photos 
of the stadium before renovation. At the end of the 
campaign, a comparison video was made which was 
shown to the public and donors51.

b. It has a very clear budget and explains what will be done 
with the money raised. The campaign collected 96% of the 
planned amount from 86 contributors. The project has a 
very clear budget showing the $1900 needed for materials 
and the $2600 for labor. The final amount,$4870, includes 
the 7% fee from the platform Indiegogo.

c. Regards a very important social issue – health of children 
and young people.

d. Calls on a community outside Moldova. Because the 
description and video is in English, the campaign invites 
foreign donors, such as from the American volunteer 
network. The development campaign was recorded and 
communicated through a blog52.

2. Campaign for the restoration of 15th 
century fountain ($ 4,231 = 106% funded)53

Cadin Fountain was presented because it was in a deplorable 
state, and it was finally decided that it be restored. The 
description of campaign presented the legend of the 15th 
century fountain and its connection with the history of 
Moldova and the battle of Ştefan cel Mare of Lipcani.

Testimonials promoted on Facebook (of public figures and 
opinion leaders with quotes and the amount that they have 
contributed, to maintain public interest in the project and 
show that people donate).

• It is necessary to continuously renew information about the 
project, both during the fundraising campaign and after its 
completion.

• Transparency is necessary in expenditure, and demostration 
that money donated by people reached its destination.

• You should involve volunteers to collect money and 
subsequently to carry out the works (sanitation events and 
renovation works).

• You should gather money in various ways. This project 
collected money through collection boxes, events, donation 
accounts. But the most effective was the online collection 
platform.

4. “Skate Park Chișinău” campaign 55   
(€ 5,000 = 11% funded)

Although the campaign has not yet been formally launched, it 
has informally already collected about 11% for the cause. The 
campaign will be launched via Guvern24 in spring 2017 so that 
a part of the park will be ready by summer. Project Skate Park 
is a complex that includes administrative procedures (e.g. 
urbanization certificate), therefore, preparations were 
required before the campaign launch. The campaign is 
supported by donors from Moldova and Romania.

 

4 pieces of advise from 
Skate Park Chisinau 
campaign initiator 
Dorin Lupaşcu

• It is recommended that the project originates from a problem 
in the community. In this case it is the existing community of 
skaters and artists formed around Board Shop. This 
community needs an urban area (Urban Hub) that includes 
ramps for skateboarding and sites developed for urban art.

• You should work with bloggers and public figures. Skate Park 
has is a well-known ambassador - Ilie Bivol - who has nearly 1 
million fans on YouTube.

• You should identify donors not only online, but also among 
entrepreneurs. In the case of Skate Park, we identified several 
big donors (companies). The project is promoted offline in 
Board Shop, where there is a box for donations.

• You should reward donors. In this case, give stickers in 
exchange for a donation of €2. Stickers are mailed, but there 
are still logistical problems in Moldova.

5. Campaign for installation of street lighting 
in Costeşti  56 (€ 3,845 = 70% funded)

This campaign was initiated by Municipality Costeşti in order 
to install street lighting in the village. It is a community 
project but cannot be achieved only with the participation 
and active mobilization of residents of the village Costeşti. 
The Municipality has assumed the role of mobilizer and its 
message is that money raised online is the same as in the 
past, only using new tools (Guvern24). Donations can be 
made via credit card, cash, or SMS. 

 Strong points of the campaign:

a. The project is done in installments. Once it collected 
some of the funds (e.g. 25%), lighting was installed 
on the first part of the street as part of the global 
project. This is a great way to promote the 
campaign and mobilize people by demonstrating 
tangible results. It is the first project of such type in 
Moldova.

6. Campaign “Leave your mark on the Wax 
Road” (€ 2,553 = 51% funded)

The campaign was organized to launch the first album of 
local rock music band Wax Road57.

Strong points of the campaign:

a. They used crowdfunding in order to build 
community and a fan base for the band. 
Crowdfunding is not just a financial instrument, but 
one of communication. Even though 100% of the 
funds were not collected, it formed a fan-base that 
supports the band long-term and represents future 
consumers of the product (i.e. concerts).

b. The campaign is very visual and is extremely well 
illustrated on Indiegogo. It created about 110 
images, gifs, five videos, and the site was 
re-designed according to the theme of the campain. 

10.1. 

The legal framework on 
donations in Moldova
Currently the legal and fiscal framework concerning the 
collection of funds does not give any specific tough 
opposition to online fundraising. In general, as regards the 
national legal framework, although the legislature has 
provided some legal mechanisms for fundraising 
(sponsorship, the “2%” philanthropy law, tax facilities, etc.) 
legislation is not clear, is difficult to implement, is not 
harmonized, and does not provide CSOs with predictability 
for utilization.

The fact that there are no specific provisions and that 
legislation is quite liberal with regard to online fundraising 
and additional fees, may seem at first glance like an 
advantage, but with these lack of provisions comes a lack 
of mechanisms for stimulation of donations in general. An 
example of this is the fact that the current legal framework 
does not encourage acts of philanthropy and sponsorship 
among commercial organizations and individual 
companies. In practice, this leads to the fact that business 
simply "is not interested" in providing assistance to CSOs. 
Moreover, it does not create a foundation for positive 
interaction between business and CSOs in solving social 
and economic problems in the community.

All this was done by the team/band and 
consequently has cost them only "time and effort".

4 pieces of advice  
from the initiator of 
the campaign:  
Iaroslav Cojocaru

• You need to know exactly what happens every day of the 
campaign. Communication is extremely important. Choose 
good communication channels and make a concrete action 
plan. It would be great to have a few action plan scenarios, 
because there is a risk that things do not go in the way you 
want.

• You must have a concept and a well-built project. Before 
launching, it is good to consult specialists, potential donors, 
to test the product and evaluate perception.

• You should do offline events before launching the campaign. 
In the course of three events the band introduced itself, 
performed, and promoted the project.

• You should deliver guarantees and assurances through the 
attitude and materials you publish/distribute. Donors should 
sense a serious and professional approach to the campaign 
and regarding their contribution to the team.

7. Victoria Morozov – fundraiser   
(£ 80-100 mii anual)58 

3 pieces of advice from 
Victoria Morozov
 

•You should begin each campaign with the questions (1) Why 
fundraise? (2) What impact will follow the campaign? and (3) 
What change will be produced in the long term? The answers 
to these three questions will guide the campaign.

• When target amounts are larger than 10,000, consider the 
involvement of diaspora and foreign donors. Moldova 
donates less online because we still do not use online 
banking very much. Also, it is good to suggest your donation 
amount, i.e. for $ 7 you can buy three lunches in a social 
canteen.

• You should be creative in the relationship with donors. In one 
campaign, Victoria promised that, if they raise the 
fundraising target, she would parachute in spite of her fear of 
heights.59. 

10.2. 

Intellectual property
There is a series of legal risks that may turn up for initiators of 
a campaign. Together with the team AGEPI, we have analyzed 
these risks, and will explain them here:

1.  A campaign idea, once published, can be taken by 
anyone. There is no legal mechanism to protect the 
idea. This is a risk we must be aware of because you 
cannot do crowdfunding without a project made public.

2. The published material (text, written works, script, film, 
graphics, illustrations, photos) is automatically 
protected by copyright. If you have proof that you are 
the author of a text, then if anyone copies it without 
consent, they violate your copyright. In cases when the 
breach is serious, the person violating copyright may be 
sued. Software is also protected via copyright 
(automatically).

3. If a trademark is not registered, it can be taken by 
anyone. If the trademark is of special significance for 
your project, then registration is recommended. 
However, the minimum cost for this is around €245 for 
protection lasting 10 years. For crowdfunding on a 
simple project, this cost is not justified. However, if the 
trademark will be used for future projects and 
commerce, it is advisable to schedule a consultation 
with the AGEPI.

4. Patenting an invention is suitable for cases when the 
crowdfunding is for an invention (prototype) or 
innovative product. Patenting is normally expensive 
(€500), but there is a set of discounts for individual 
physical patenters. Until now, there has been no 
crowdfunding campaign in Moldova based on an 
invention, but in case this is your plan, it would be good 
to consult officers of the AGEPI.

While in the first case study the campaign was initiated on 
the basis of an existing community (several million people), 
here the campaign begins with a story about the letter in 
question, which became viral48. Just as in the first case, 
where the campaign motor was community, in this case the 
motor of the campaign was that many people reacted to the 
news about the letter. Even though £500 is not an extremely 
large amount, it was collected in seven days without 
identifying who had sent the letter. The idea was that Steve 
McColl, the initiator of the campaign, assumed responsibility 
for identifying the child, and for delivering the amount 
collected (or the gifts). To add credibility, Steve published a 
photo of himself via Daily Mail, a portal with 11.7 million 
visitors a day. He also left a contact email for people who 
could help identify the child.

Lessons from this campaign: 

a. Credibility is important - Daily Mail's reputation would 
suffer a lot if this news was false. Once there is a 
guarantor (Daily Mail and Steve McColl) donors have 
less suspicion and can donate with confidence.

b. The amount is not large, because it is proportional to 
the cause. The campaign is small and the target was 
exceeded (125%).

c. 'Story' that creates an emotional impact. This is a great 
example of a story that in just a few sentences made 
people care about the cause. Moreover, the 
crowdfunding campaign gave people a chance to write 
the next page or the end of the story. A good story 
makes people fight inertion.

d. The motor of the campaign was the viral news. It was 
easy to make the step from a viral piece of news to a 
crowdfunding campaign because the audience was 
already tested. Once the news caught the attention of 
millions of readers of the Daily Mail (5600 Shares on 
Facebook), it was clear that a sum of £500 would not 
be difficult to collect.



8.2
How do I record the money?
True, to justify the origin of donations received through a 
crowdfunding platform, you need to document this 
amount of money. Later, during your organization’s 
bookkeeping, this amount is introduced in the books as a 
simple donation. For this we use the following accounts:

425 - Financing and special purpose revenue in the long term
537 - Current financing and special purpose revenue 

8.4
What if I have not collected 
the target amount?
Consider the case in which a project does not collect the 
target amount (not applicable for periodic donations, see 
section 4 of the guide). Usually we introduce a defined 
period of time, for example 3 months, and a predefined 
amount of money necessary to realize the project or cause 
that we are promoting, for example $10,000. Suppose we 
collected only $6,000 during the three months of the 
campaign. The scenarios that follow are:

a1) If the platform allows it (we recommend that this be 
checked before choosing a platform, see Section 4 of 
this guide), we can extract the accumulated amount 
at the time of campaign completion. Some platforms 
may charge additional fees if the target amount has 
not been met.

a2) If the platform does not allow extracting the amount 
collected, then the money will be returned to the 
persons who donated.

b1) We can review the budget or implement the project 
partially or gradually, the same solutions as when we 
receive partial funding from donors or are asked to 
economize on the project.

b2) We can extend or repeat the fundraising campaign 
offline or on another platform.

If the the accumulated amount is too small to act as a 
reduced project budget or resort to partial or gradual 
implementation, it is necessary to revisit aspects of:

■ Topicality  ■ Credibility
■ Necessity  ■ Promotion
■ Justification  ■ Communication with donors
■ etc.

However, in terms of management, our recommendation is 
that the matters listed above are also reviewed after 
successful crowdfunding campaigns, because there is always 
room for optimization.

8.3
How do I report the spent 
money
One of the things mentioned by most crowdfunding 
platforms in their terms of reference or rules of use is that 
you (not the platform or donor) are to take responsibility for 
the veracity of the information published and for realizing 
the project.

In general, most platforms do not provide a procedure for 
reporting after project implementation. However, as 
mentioned in Section 5 of this Guide, reporting to donors is 
good practice. From our point of view, reporting is a 
necessary element (even if we are not obliged to do so) to 
build a lasting relationship with the donor and to make us 
credible. Reporting is a very strong communication tool in 
the relationship with our audience.

Next we will look at some methods for reporting:

a. Individualized messages through the platform - each 
donor (except anonymous donors) can receive a 
message from you through the account, platform, or 
by email.

b. Post the report on your organization’s page - it is good 
practice to post the annual report on your 
organization’s page, then you can send donors a short 
email message.

c. Newsletter - though newsletters have lost their 
popularity, they are a convenient tool when it comes 
to regular reporting to beneficiaries, partners, 
volunteers, etc.

Crowdfunding guide
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9.1.
Best practices in 
international campaigns
1. Humans of New York community and 

educational campaign     
($ 1.4 mil. = 1,481% funded)45

HONY (Humans of New York) is a Facebook page with 
uploaded photos of people in New York accompanied by a 
fragment of dialogue between the photographer and the 
subject of the photo. From a simple hobby, Humans of New 
York has become a global phenomenon with the mission to 
promote intercultural dialogue. The most relevant aspect is 
that HONY accumulated a community of people that in many 
cases have mobilized to help one another. In the example 
below, we will present a case that resulted in the launch of a 
crowdfunding campaign.

The photo on the right is of a student from New York who 
explains how his school’s director has positively influenced 
him. After the post (the photo) gathered 1.2 million Likes on 
Facebook (169 000 Shares), a crowdfunding campaign was 
launched. The campaign collected $1 million to bring 
students on Harvard study visits to „know the feeling of 
being on the campus of a top university and to feel that they 
are expected there.”46 The campaign’s base was the 
ready-formed HONY community and it was a success.

The lesson from this campaign: In some cases, a fundraising 
campaign can start naturally from members of ready-made 
communities. A great community is a resource.

 2. Christmas Letter    
(£ 625 = 125% funded) 
The campaign started with a Christmas letter that was found 
tied to a balloon47. From the letter, it was clear that it was 
written by a child to his father who had died. The letter 
includes a list of Christmas gifts that the child expected. The 
person who found the letter published it online (social media) 
and the world suggested that money be collected to buy the 
gifts from the list, to be delivered to the child.

8.1
What are the hidden fees 
and charges?
Normally, international platforms (see section 4 of this 
guide) charge a fee of 5% for the costs they incur managing 
the platform and a 2.9% fee that they pay the bank when the 
transfer is processed. Depending on the bank you use, an 
international transfer (depending on the legal address of the 
platform in the US, UK, etc.) can be charged extra fees by 
Moldovan banks. These commissions you can find through 
your bank.

Regarding taxation of this money in Moldova, the current tax 
code does not tax donations, and NGOs (with some 
exceptions) do not pay VAT. Other special provisions related 
to online donations are not covered by the tax code of the 
Republic of Moldova.

Respectively, these are all the commissions and fees you will 
incur. As previously mentioned, you should budget these fees 
from the start, so they do not affect the budget necessary to 
implement your project.

 Strong points of the campaign:

a. The project is very well constructed. It presents their 
request for an urbanization certificate that was 
submitted to the Ministry of Culture. Also, it confirms 
that it is a protected historic monument.

b. It presents a legend of the fountain (a story). It 
describes its link to the historical events from the 15th 
century. Just as discussed above, it offers donors an 
opportunity to write the next page of the legend 
through their contributions.

Other mentions: good presented budget, own contribution 
(20%), relatively good video (the fact that it is only in the 
Romanian language is a weakness).

3. Chekhov Square 54     
($ 15,185 = 101% funded)

The project started from a need to renovate urban public 
spaces that suffer continual degradation. Chisinau 
Municipality declared it does not have funds for such projects 
and promoters thought to collect via crowdfunding. The 
campaign collected money for 30 days, with only a half-time 
campaign manager.
  

 Strong points of the campaign:

a. A very visual campaign. They published pictures of the 
square and made a quality video that can be viewed 
on the campaign page.

b. It was a redevelopment project that includes a budget 
with components. The renovation works (cleaning, 
lighting installation) and procurement (banks, boxes, 
lampposts) are described and shown.

5 pieces of advice from 
one of the initiators of 
the Chekhov Square 
campaign: Victor 
Chironda

• It is necessary to use several communication tools. In the 
Chekhov Square campaign we used: opinion leaders 
(bloggers, journalists, civic activists, people from show 
business); Events (dedicated to the project or project 
involvement in partnership with other projects); and 

9.2. 

Good practices in local 
campaigns
1. Basketball Court in Leova    

($ 4,657 = 96% funded)

The campaign for renovating a basketball court in Leova was 
held in July 2014, initiated by a volunteer from Peace 
Corps49. The campaign started from the need to have more 
extracurricular activities in Leova for students and for young 
people so that they do not spend their time consuming 
alcohol and drugs.

Strong points of the campaign:

a. It is a visual campaign with a good video clip50 and photos 
of the stadium before renovation. At the end of the 
campaign, a comparison video was made which was 
shown to the public and donors51.

b. It has a very clear budget and explains what will be done 
with the money raised. The campaign collected 96% of the 
planned amount from 86 contributors. The project has a 
very clear budget showing the $1900 needed for materials 
and the $2600 for labor. The final amount,$4870, includes 
the 7% fee from the platform Indiegogo.

c. Regards a very important social issue – health of children 
and young people.

d. Calls on a community outside Moldova. Because the 
description and video is in English, the campaign invites 
foreign donors, such as from the American volunteer 
network. The development campaign was recorded and 
communicated through a blog52.

2. Campaign for the restoration of 15th 
century fountain ($ 4,231 = 106% funded)53

Cadin Fountain was presented because it was in a deplorable 
state, and it was finally decided that it be restored. The 
description of campaign presented the legend of the 15th 
century fountain and its connection with the history of 
Moldova and the battle of Ştefan cel Mare of Lipcani.

Testimonials promoted on Facebook (of public figures and 
opinion leaders with quotes and the amount that they have 
contributed, to maintain public interest in the project and 
show that people donate).

• It is necessary to continuously renew information about the 
project, both during the fundraising campaign and after its 
completion.

• Transparency is necessary in expenditure, and demostration 
that money donated by people reached its destination.

• You should involve volunteers to collect money and 
subsequently to carry out the works (sanitation events and 
renovation works).

• You should gather money in various ways. This project 
collected money through collection boxes, events, donation 
accounts. But the most effective was the online collection 
platform.

4. “Skate Park Chișinău” campaign 55   
(€ 5,000 = 11% funded)

Although the campaign has not yet been formally launched, it 
has informally already collected about 11% for the cause. The 
campaign will be launched via Guvern24 in spring 2017 so that 
a part of the park will be ready by summer. Project Skate Park 
is a complex that includes administrative procedures (e.g. 
urbanization certificate), therefore, preparations were 
required before the campaign launch. The campaign is 
supported by donors from Moldova and Romania.

 

4 pieces of advise from 
Skate Park Chisinau 
campaign initiator 
Dorin Lupaşcu

• It is recommended that the project originates from a problem 
in the community. In this case it is the existing community of 
skaters and artists formed around Board Shop. This 
community needs an urban area (Urban Hub) that includes 
ramps for skateboarding and sites developed for urban art.

• You should work with bloggers and public figures. Skate Park 
has is a well-known ambassador - Ilie Bivol - who has nearly 1 
million fans on YouTube.

• You should identify donors not only online, but also among 
entrepreneurs. In the case of Skate Park, we identified several 
big donors (companies). The project is promoted offline in 
Board Shop, where there is a box for donations.

• You should reward donors. In this case, give stickers in 
exchange for a donation of €2. Stickers are mailed, but there 
are still logistical problems in Moldova.

5. Campaign for installation of street lighting 
in Costeşti  56 (€ 3,845 = 70% funded)

This campaign was initiated by Municipality Costeşti in order 
to install street lighting in the village. It is a community 
project but cannot be achieved only with the participation 
and active mobilization of residents of the village Costeşti. 
The Municipality has assumed the role of mobilizer and its 
message is that money raised online is the same as in the 
past, only using new tools (Guvern24). Donations can be 
made via credit card, cash, or SMS. 

 Strong points of the campaign:

a. The project is done in installments. Once it collected 
some of the funds (e.g. 25%), lighting was installed 
on the first part of the street as part of the global 
project. This is a great way to promote the 
campaign and mobilize people by demonstrating 
tangible results. It is the first project of such type in 
Moldova.

6. Campaign “Leave your mark on the Wax 
Road” (€ 2,553 = 51% funded)

The campaign was organized to launch the first album of 
local rock music band Wax Road57.

Strong points of the campaign:

a. They used crowdfunding in order to build 
community and a fan base for the band. 
Crowdfunding is not just a financial instrument, but 
one of communication. Even though 100% of the 
funds were not collected, it formed a fan-base that 
supports the band long-term and represents future 
consumers of the product (i.e. concerts).

b. The campaign is very visual and is extremely well 
illustrated on Indiegogo. It created about 110 
images, gifs, five videos, and the site was 
re-designed according to the theme of the campain. 

10.1. 

The legal framework on 
donations in Moldova
Currently the legal and fiscal framework concerning the 
collection of funds does not give any specific tough 
opposition to online fundraising. In general, as regards the 
national legal framework, although the legislature has 
provided some legal mechanisms for fundraising 
(sponsorship, the “2%” philanthropy law, tax facilities, etc.) 
legislation is not clear, is difficult to implement, is not 
harmonized, and does not provide CSOs with predictability 
for utilization.

The fact that there are no specific provisions and that 
legislation is quite liberal with regard to online fundraising 
and additional fees, may seem at first glance like an 
advantage, but with these lack of provisions comes a lack 
of mechanisms for stimulation of donations in general. An 
example of this is the fact that the current legal framework 
does not encourage acts of philanthropy and sponsorship 
among commercial organizations and individual 
companies. In practice, this leads to the fact that business 
simply "is not interested" in providing assistance to CSOs. 
Moreover, it does not create a foundation for positive 
interaction between business and CSOs in solving social 
and economic problems in the community.

All this was done by the team/band and 
consequently has cost them only "time and effort".

4 pieces of advice  
from the initiator of 
the campaign:  
Iaroslav Cojocaru

• You need to know exactly what happens every day of the 
campaign. Communication is extremely important. Choose 
good communication channels and make a concrete action 
plan. It would be great to have a few action plan scenarios, 
because there is a risk that things do not go in the way you 
want.

• You must have a concept and a well-built project. Before 
launching, it is good to consult specialists, potential donors, 
to test the product and evaluate perception.

• You should do offline events before launching the campaign. 
In the course of three events the band introduced itself, 
performed, and promoted the project.

• You should deliver guarantees and assurances through the 
attitude and materials you publish/distribute. Donors should 
sense a serious and professional approach to the campaign 
and regarding their contribution to the team.

7. Victoria Morozov – fundraiser   
(£ 80-100 mii anual)58 

3 pieces of advice from 
Victoria Morozov
 

•You should begin each campaign with the questions (1) Why 
fundraise? (2) What impact will follow the campaign? and (3) 
What change will be produced in the long term? The answers 
to these three questions will guide the campaign.

• When target amounts are larger than 10,000, consider the 
involvement of diaspora and foreign donors. Moldova 
donates less online because we still do not use online 
banking very much. Also, it is good to suggest your donation 
amount, i.e. for $ 7 you can buy three lunches in a social 
canteen.

• You should be creative in the relationship with donors. In one 
campaign, Victoria promised that, if they raise the 
fundraising target, she would parachute in spite of her fear of 
heights.59. 

10.2. 

Intellectual property
There is a series of legal risks that may turn up for initiators of 
a campaign. Together with the team AGEPI, we have analyzed 
these risks, and will explain them here:

1.  A campaign idea, once published, can be taken by 
anyone. There is no legal mechanism to protect the 
idea. This is a risk we must be aware of because you 
cannot do crowdfunding without a project made public.

2. The published material (text, written works, script, film, 
graphics, illustrations, photos) is automatically 
protected by copyright. If you have proof that you are 
the author of a text, then if anyone copies it without 
consent, they violate your copyright. In cases when the 
breach is serious, the person violating copyright may be 
sued. Software is also protected via copyright 
(automatically).

3. If a trademark is not registered, it can be taken by 
anyone. If the trademark is of special significance for 
your project, then registration is recommended. 
However, the minimum cost for this is around €245 for 
protection lasting 10 years. For crowdfunding on a 
simple project, this cost is not justified. However, if the 
trademark will be used for future projects and 
commerce, it is advisable to schedule a consultation 
with the AGEPI.

4. Patenting an invention is suitable for cases when the 
crowdfunding is for an invention (prototype) or 
innovative product. Patenting is normally expensive 
(€500), but there is a set of discounts for individual 
physical patenters. Until now, there has been no 
crowdfunding campaign in Moldova based on an 
invention, but in case this is your plan, it would be good 
to consult officers of the AGEPI.

While in the first case study the campaign was initiated on 
the basis of an existing community (several million people), 
here the campaign begins with a story about the letter in 
question, which became viral48. Just as in the first case, 
where the campaign motor was community, in this case the 
motor of the campaign was that many people reacted to the 
news about the letter. Even though £500 is not an extremely 
large amount, it was collected in seven days without 
identifying who had sent the letter. The idea was that Steve 
McColl, the initiator of the campaign, assumed responsibility 
for identifying the child, and for delivering the amount 
collected (or the gifts). To add credibility, Steve published a 
photo of himself via Daily Mail, a portal with 11.7 million 
visitors a day. He also left a contact email for people who 
could help identify the child.

Lessons from this campaign: 

a. Credibility is important - Daily Mail's reputation would 
suffer a lot if this news was false. Once there is a 
guarantor (Daily Mail and Steve McColl) donors have 
less suspicion and can donate with confidence.

b. The amount is not large, because it is proportional to 
the cause. The campaign is small and the target was 
exceeded (125%).

c. 'Story' that creates an emotional impact. This is a great 
example of a story that in just a few sentences made 
people care about the cause. Moreover, the 
crowdfunding campaign gave people a chance to write 
the next page or the end of the story. A good story 
makes people fight inertion.

d. The motor of the campaign was the viral news. It was 
easy to make the step from a viral piece of news to a 
crowdfunding campaign because the audience was 
already tested. Once the news caught the attention of 
millions of readers of the Daily Mail (5600 Shares on 
Facebook), it was clear that a sum of £500 would not 
be difficult to collect.



8.2
How do I record the money?
True, to justify the origin of donations received through a 
crowdfunding platform, you need to document this 
amount of money. Later, during your organization’s 
bookkeeping, this amount is introduced in the books as a 
simple donation. For this we use the following accounts:

425 - Financing and special purpose revenue in the long term
537 - Current financing and special purpose revenue 

8.4
What if I have not collected 
the target amount?
Consider the case in which a project does not collect the 
target amount (not applicable for periodic donations, see 
section 4 of the guide). Usually we introduce a defined 
period of time, for example 3 months, and a predefined 
amount of money necessary to realize the project or cause 
that we are promoting, for example $10,000. Suppose we 
collected only $6,000 during the three months of the 
campaign. The scenarios that follow are:

a1) If the platform allows it (we recommend that this be 
checked before choosing a platform, see Section 4 of 
this guide), we can extract the accumulated amount 
at the time of campaign completion. Some platforms 
may charge additional fees if the target amount has 
not been met.

a2) If the platform does not allow extracting the amount 
collected, then the money will be returned to the 
persons who donated.

b1) We can review the budget or implement the project 
partially or gradually, the same solutions as when we 
receive partial funding from donors or are asked to 
economize on the project.

b2) We can extend or repeat the fundraising campaign 
offline or on another platform.

If the the accumulated amount is too small to act as a 
reduced project budget or resort to partial or gradual 
implementation, it is necessary to revisit aspects of:

■ Topicality  ■ Credibility
■ Necessity  ■ Promotion
■ Justification  ■ Communication with donors
■ etc.

However, in terms of management, our recommendation is 
that the matters listed above are also reviewed after 
successful crowdfunding campaigns, because there is always 
room for optimization.

8.3
How do I report the spent 
money
One of the things mentioned by most crowdfunding 
platforms in their terms of reference or rules of use is that 
you (not the platform or donor) are to take responsibility for 
the veracity of the information published and for realizing 
the project.

In general, most platforms do not provide a procedure for 
reporting after project implementation. However, as 
mentioned in Section 5 of this Guide, reporting to donors is 
good practice. From our point of view, reporting is a 
necessary element (even if we are not obliged to do so) to 
build a lasting relationship with the donor and to make us 
credible. Reporting is a very strong communication tool in 
the relationship with our audience.

Next we will look at some methods for reporting:

a. Individualized messages through the platform - each 
donor (except anonymous donors) can receive a 
message from you through the account, platform, or 
by email.

b. Post the report on your organization’s page - it is good 
practice to post the annual report on your 
organization’s page, then you can send donors a short 
email message.

c. Newsletter - though newsletters have lost their 
popularity, they are a convenient tool when it comes 
to regular reporting to beneficiaries, partners, 
volunteers, etc.

9.1.
Best practices in 
international campaigns
1. Humans of New York community and 

educational campaign     
($ 1.4 mil. = 1,481% funded)45

HONY (Humans of New York) is a Facebook page with 
uploaded photos of people in New York accompanied by a 
fragment of dialogue between the photographer and the 
subject of the photo. From a simple hobby, Humans of New 
York has become a global phenomenon with the mission to 
promote intercultural dialogue. The most relevant aspect is 
that HONY accumulated a community of people that in many 
cases have mobilized to help one another. In the example 
below, we will present a case that resulted in the launch of a 
crowdfunding campaign.

The photo on the right is of a student from New York who 
explains how his school’s director has positively influenced 
him. After the post (the photo) gathered 1.2 million Likes on 
Facebook (169 000 Shares), a crowdfunding campaign was 
launched. The campaign collected $1 million to bring 
students on Harvard study visits to „know the feeling of 
being on the campus of a top university and to feel that they 
are expected there.”46 The campaign’s base was the 
ready-formed HONY community and it was a success.

The lesson from this campaign: In some cases, a fundraising 
campaign can start naturally from members of ready-made 
communities. A great community is a resource.

 2. Christmas Letter    
(£ 625 = 125% funded) 
The campaign started with a Christmas letter that was found 
tied to a balloon47. From the letter, it was clear that it was 
written by a child to his father who had died. The letter 
includes a list of Christmas gifts that the child expected. The 
person who found the letter published it online (social media) 
and the world suggested that money be collected to buy the 
gifts from the list, to be delivered to the child.

8.1
What are the hidden fees 
and charges?
Normally, international platforms (see section 4 of this 
guide) charge a fee of 5% for the costs they incur managing 
the platform and a 2.9% fee that they pay the bank when the 
transfer is processed. Depending on the bank you use, an 
international transfer (depending on the legal address of the 
platform in the US, UK, etc.) can be charged extra fees by 
Moldovan banks. These commissions you can find through 
your bank.

Regarding taxation of this money in Moldova, the current tax 
code does not tax donations, and NGOs (with some 
exceptions) do not pay VAT. Other special provisions related 
to online donations are not covered by the tax code of the 
Republic of Moldova.

Respectively, these are all the commissions and fees you will 
incur. As previously mentioned, you should budget these fees 
from the start, so they do not affect the budget necessary to 
implement your project.

 Strong points of the campaign:

a. The project is very well constructed. It presents their 
request for an urbanization certificate that was 
submitted to the Ministry of Culture. Also, it confirms 
that it is a protected historic monument.

b. It presents a legend of the fountain (a story). It 
describes its link to the historical events from the 15th 
century. Just as discussed above, it offers donors an 
opportunity to write the next page of the legend 
through their contributions.

Other mentions: good presented budget, own contribution 
(20%), relatively good video (the fact that it is only in the 
Romanian language is a weakness).

3. Chekhov Square 54     
($ 15,185 = 101% funded)

The project started from a need to renovate urban public 
spaces that suffer continual degradation. Chisinau 
Municipality declared it does not have funds for such projects 
and promoters thought to collect via crowdfunding. The 
campaign collected money for 30 days, with only a half-time 
campaign manager.
  

 Strong points of the campaign:

a. A very visual campaign. They published pictures of the 
square and made a quality video that can be viewed 
on the campaign page.

b. It was a redevelopment project that includes a budget 
with components. The renovation works (cleaning, 
lighting installation) and procurement (banks, boxes, 
lampposts) are described and shown.

5 pieces of advice from 
one of the initiators of 
the Chekhov Square 
campaign: Victor 
Chironda

• It is necessary to use several communication tools. In the 
Chekhov Square campaign we used: opinion leaders 
(bloggers, journalists, civic activists, people from show 
business); Events (dedicated to the project or project 
involvement in partnership with other projects); and 

9.2. 

Good practices in local 
campaigns
1. Basketball Court in Leova    

($ 4,657 = 96% funded)

The campaign for renovating a basketball court in Leova was 
held in July 2014, initiated by a volunteer from Peace 
Corps49. The campaign started from the need to have more 
extracurricular activities in Leova for students and for young 
people so that they do not spend their time consuming 
alcohol and drugs.

Strong points of the campaign:

a. It is a visual campaign with a good video clip50 and photos 
of the stadium before renovation. At the end of the 
campaign, a comparison video was made which was 
shown to the public and donors51.

b. It has a very clear budget and explains what will be done 
with the money raised. The campaign collected 96% of the 
planned amount from 86 contributors. The project has a 
very clear budget showing the $1900 needed for materials 
and the $2600 for labor. The final amount,$4870, includes 
the 7% fee from the platform Indiegogo.

c. Regards a very important social issue – health of children 
and young people.

d. Calls on a community outside Moldova. Because the 
description and video is in English, the campaign invites 
foreign donors, such as from the American volunteer 
network. The development campaign was recorded and 
communicated through a blog52.

2. Campaign for the restoration of 15th 
century fountain ($ 4,231 = 106% funded)53

Cadin Fountain was presented because it was in a deplorable 
state, and it was finally decided that it be restored. The 
description of campaign presented the legend of the 15th 
century fountain and its connection with the history of 
Moldova and the battle of Ştefan cel Mare of Lipcani.
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Testimonials promoted on Facebook (of public figures and 
opinion leaders with quotes and the amount that they have 
contributed, to maintain public interest in the project and 
show that people donate).

• It is necessary to continuously renew information about the 
project, both during the fundraising campaign and after its 
completion.

• Transparency is necessary in expenditure, and demostration 
that money donated by people reached its destination.

• You should involve volunteers to collect money and 
subsequently to carry out the works (sanitation events and 
renovation works).

• You should gather money in various ways. This project 
collected money through collection boxes, events, donation 
accounts. But the most effective was the online collection 
platform.

4. “Skate Park Chișinău” campaign 55   
(€ 5,000 = 11% funded)

Although the campaign has not yet been formally launched, it 
has informally already collected about 11% for the cause. The 
campaign will be launched via Guvern24 in spring 2017 so that 
a part of the park will be ready by summer. Project Skate Park 
is a complex that includes administrative procedures (e.g. 
urbanization certificate), therefore, preparations were 
required before the campaign launch. The campaign is 
supported by donors from Moldova and Romania.

 

4 pieces of advise from 
Skate Park Chisinau 
campaign initiator 
Dorin Lupaşcu

• It is recommended that the project originates from a problem 
in the community. In this case it is the existing community of 
skaters and artists formed around Board Shop. This 
community needs an urban area (Urban Hub) that includes 
ramps for skateboarding and sites developed for urban art.

• You should work with bloggers and public figures. Skate Park 
has is a well-known ambassador - Ilie Bivol - who has nearly 1 
million fans on YouTube.

• You should identify donors not only online, but also among 
entrepreneurs. In the case of Skate Park, we identified several 
big donors (companies). The project is promoted offline in 
Board Shop, where there is a box for donations.

• You should reward donors. In this case, give stickers in 
exchange for a donation of €2. Stickers are mailed, but there 
are still logistical problems in Moldova.

5. Campaign for installation of street lighting 
in Costeşti  56 (€ 3,845 = 70% funded)

This campaign was initiated by Municipality Costeşti in order 
to install street lighting in the village. It is a community 
project but cannot be achieved only with the participation 
and active mobilization of residents of the village Costeşti. 
The Municipality has assumed the role of mobilizer and its 
message is that money raised online is the same as in the 
past, only using new tools (Guvern24). Donations can be 
made via credit card, cash, or SMS. 

 Strong points of the campaign:

a. The project is done in installments. Once it collected 
some of the funds (e.g. 25%), lighting was installed 
on the first part of the street as part of the global 
project. This is a great way to promote the 
campaign and mobilize people by demonstrating 
tangible results. It is the first project of such type in 
Moldova.

6. Campaign “Leave your mark on the Wax 
Road” (€ 2,553 = 51% funded)

The campaign was organized to launch the first album of 
local rock music band Wax Road57.

Strong points of the campaign:

a. They used crowdfunding in order to build 
community and a fan base for the band. 
Crowdfunding is not just a financial instrument, but 
one of communication. Even though 100% of the 
funds were not collected, it formed a fan-base that 
supports the band long-term and represents future 
consumers of the product (i.e. concerts).

b. The campaign is very visual and is extremely well 
illustrated on Indiegogo. It created about 110 
images, gifs, five videos, and the site was 
re-designed according to the theme of the campain. 

10.1. 

The legal framework on 
donations in Moldova
Currently the legal and fiscal framework concerning the 
collection of funds does not give any specific tough 
opposition to online fundraising. In general, as regards the 
national legal framework, although the legislature has 
provided some legal mechanisms for fundraising 
(sponsorship, the “2%” philanthropy law, tax facilities, etc.) 
legislation is not clear, is difficult to implement, is not 
harmonized, and does not provide CSOs with predictability 
for utilization.

The fact that there are no specific provisions and that 
legislation is quite liberal with regard to online fundraising 
and additional fees, may seem at first glance like an 
advantage, but with these lack of provisions comes a lack 
of mechanisms for stimulation of donations in general. An 
example of this is the fact that the current legal framework 
does not encourage acts of philanthropy and sponsorship 
among commercial organizations and individual 
companies. In practice, this leads to the fact that business 
simply "is not interested" in providing assistance to CSOs. 
Moreover, it does not create a foundation for positive 
interaction between business and CSOs in solving social 
and economic problems in the community.

All this was done by the team/band and 
consequently has cost them only "time and effort".

4 pieces of advice  
from the initiator of 
the campaign:  
Iaroslav Cojocaru

• You need to know exactly what happens every day of the 
campaign. Communication is extremely important. Choose 
good communication channels and make a concrete action 
plan. It would be great to have a few action plan scenarios, 
because there is a risk that things do not go in the way you 
want.

• You must have a concept and a well-built project. Before 
launching, it is good to consult specialists, potential donors, 
to test the product and evaluate perception.

• You should do offline events before launching the campaign. 
In the course of three events the band introduced itself, 
performed, and promoted the project.

• You should deliver guarantees and assurances through the 
attitude and materials you publish/distribute. Donors should 
sense a serious and professional approach to the campaign 
and regarding their contribution to the team.

7. Victoria Morozov – fundraiser   
(£ 80-100 mii anual)58 

3 pieces of advice from 
Victoria Morozov
 

•You should begin each campaign with the questions (1) Why 
fundraise? (2) What impact will follow the campaign? and (3) 
What change will be produced in the long term? The answers 
to these three questions will guide the campaign.

• When target amounts are larger than 10,000, consider the 
involvement of diaspora and foreign donors. Moldova 
donates less online because we still do not use online 
banking very much. Also, it is good to suggest your donation 
amount, i.e. for $ 7 you can buy three lunches in a social 
canteen.

• You should be creative in the relationship with donors. In one 
campaign, Victoria promised that, if they raise the 
fundraising target, she would parachute in spite of her fear of 
heights.59. 

10.2. 

Intellectual property
There is a series of legal risks that may turn up for initiators of 
a campaign. Together with the team AGEPI, we have analyzed 
these risks, and will explain them here:

1.  A campaign idea, once published, can be taken by 
anyone. There is no legal mechanism to protect the 
idea. This is a risk we must be aware of because you 
cannot do crowdfunding without a project made public.

2. The published material (text, written works, script, film, 
graphics, illustrations, photos) is automatically 
protected by copyright. If you have proof that you are 
the author of a text, then if anyone copies it without 
consent, they violate your copyright. In cases when the 
breach is serious, the person violating copyright may be 
sued. Software is also protected via copyright 
(automatically).

3. If a trademark is not registered, it can be taken by 
anyone. If the trademark is of special significance for 
your project, then registration is recommended. 
However, the minimum cost for this is around €245 for 
protection lasting 10 years. For crowdfunding on a 
simple project, this cost is not justified. However, if the 
trademark will be used for future projects and 
commerce, it is advisable to schedule a consultation 
with the AGEPI.

4. Patenting an invention is suitable for cases when the 
crowdfunding is for an invention (prototype) or 
innovative product. Patenting is normally expensive 
(€500), but there is a set of discounts for individual 
physical patenters. Until now, there has been no 
crowdfunding campaign in Moldova based on an 
invention, but in case this is your plan, it would be good 
to consult officers of the AGEPI.

9. GOOD PRACTICES While in the first case study the campaign was initiated on 
the basis of an existing community (several million people), 
here the campaign begins with a story about the letter in 
question, which became viral48. Just as in the first case, 
where the campaign motor was community, in this case the 
motor of the campaign was that many people reacted to the 
news about the letter. Even though £500 is not an extremely 
large amount, it was collected in seven days without 
identifying who had sent the letter. The idea was that Steve 
McColl, the initiator of the campaign, assumed responsibility 
for identifying the child, and for delivering the amount 
collected (or the gifts). To add credibility, Steve published a 
photo of himself via Daily Mail, a portal with 11.7 million 
visitors a day. He also left a contact email for people who 
could help identify the child.

Lessons from this campaign: 

a. Credibility is important - Daily Mail's reputation would 
suffer a lot if this news was false. Once there is a 
guarantor (Daily Mail and Steve McColl) donors have 
less suspicion and can donate with confidence.

b. The amount is not large, because it is proportional to 
the cause. The campaign is small and the target was 
exceeded (125%).

c. 'Story' that creates an emotional impact. This is a great 
example of a story that in just a few sentences made 
people care about the cause. Moreover, the 
crowdfunding campaign gave people a chance to write 
the next page or the end of the story. A good story 
makes people fight inertion.

d. The motor of the campaign was the viral news. It was 
easy to make the step from a viral piece of news to a 
crowdfunding campaign because the audience was 
already tested. Once the news caught the attention of 
millions of readers of the Daily Mail (5600 Shares on 
Facebook), it was clear that a sum of £500 would not 
be difficult to collect.

45      https://wwwgenerosity.com/community-fundraising/let-s-send-kids-to-harvard-vidal-scholarship-fund
46      https://wwwbluestatedigital.com/ideas/digital-storytelling-crowdfunding-and-social-media-how-hony-raised-1000000/
47      http://wwwcrowdfunder.co.uk/the-christmas-list



8.2
How do I record the money?
True, to justify the origin of donations received through a 
crowdfunding platform, you need to document this 
amount of money. Later, during your organization’s 
bookkeeping, this amount is introduced in the books as a 
simple donation. For this we use the following accounts:

425 - Financing and special purpose revenue in the long term
537 - Current financing and special purpose revenue 

8.4
What if I have not collected 
the target amount?
Consider the case in which a project does not collect the 
target amount (not applicable for periodic donations, see 
section 4 of the guide). Usually we introduce a defined 
period of time, for example 3 months, and a predefined 
amount of money necessary to realize the project or cause 
that we are promoting, for example $10,000. Suppose we 
collected only $6,000 during the three months of the 
campaign. The scenarios that follow are:

a1) If the platform allows it (we recommend that this be 
checked before choosing a platform, see Section 4 of 
this guide), we can extract the accumulated amount 
at the time of campaign completion. Some platforms 
may charge additional fees if the target amount has 
not been met.

a2) If the platform does not allow extracting the amount 
collected, then the money will be returned to the 
persons who donated.

b1) We can review the budget or implement the project 
partially or gradually, the same solutions as when we 
receive partial funding from donors or are asked to 
economize on the project.

b2) We can extend or repeat the fundraising campaign 
offline or on another platform.

If the the accumulated amount is too small to act as a 
reduced project budget or resort to partial or gradual 
implementation, it is necessary to revisit aspects of:

■ Topicality  ■ Credibility
■ Necessity  ■ Promotion
■ Justification  ■ Communication with donors
■ etc.

However, in terms of management, our recommendation is 
that the matters listed above are also reviewed after 
successful crowdfunding campaigns, because there is always 
room for optimization.

8.3
How do I report the spent 
money
One of the things mentioned by most crowdfunding 
platforms in their terms of reference or rules of use is that 
you (not the platform or donor) are to take responsibility for 
the veracity of the information published and for realizing 
the project.

In general, most platforms do not provide a procedure for 
reporting after project implementation. However, as 
mentioned in Section 5 of this Guide, reporting to donors is 
good practice. From our point of view, reporting is a 
necessary element (even if we are not obliged to do so) to 
build a lasting relationship with the donor and to make us 
credible. Reporting is a very strong communication tool in 
the relationship with our audience.

Next we will look at some methods for reporting:

a. Individualized messages through the platform - each 
donor (except anonymous donors) can receive a 
message from you through the account, platform, or 
by email.

b. Post the report on your organization’s page - it is good 
practice to post the annual report on your 
organization’s page, then you can send donors a short 
email message.

c. Newsletter - though newsletters have lost their 
popularity, they are a convenient tool when it comes 
to regular reporting to beneficiaries, partners, 
volunteers, etc.

9.1.
Best practices in 
international campaigns
1. Humans of New York community and 

educational campaign     
($ 1.4 mil. = 1,481% funded)45

HONY (Humans of New York) is a Facebook page with 
uploaded photos of people in New York accompanied by a 
fragment of dialogue between the photographer and the 
subject of the photo. From a simple hobby, Humans of New 
York has become a global phenomenon with the mission to 
promote intercultural dialogue. The most relevant aspect is 
that HONY accumulated a community of people that in many 
cases have mobilized to help one another. In the example 
below, we will present a case that resulted in the launch of a 
crowdfunding campaign.

The photo on the right is of a student from New York who 
explains how his school’s director has positively influenced 
him. After the post (the photo) gathered 1.2 million Likes on 
Facebook (169 000 Shares), a crowdfunding campaign was 
launched. The campaign collected $1 million to bring 
students on Harvard study visits to „know the feeling of 
being on the campus of a top university and to feel that they 
are expected there.”46 The campaign’s base was the 
ready-formed HONY community and it was a success.

The lesson from this campaign: In some cases, a fundraising 
campaign can start naturally from members of ready-made 
communities. A great community is a resource.

 2. Christmas Letter    
(£ 625 = 125% funded) 
The campaign started with a Christmas letter that was found 
tied to a balloon47. From the letter, it was clear that it was 
written by a child to his father who had died. The letter 
includes a list of Christmas gifts that the child expected. The 
person who found the letter published it online (social media) 
and the world suggested that money be collected to buy the 
gifts from the list, to be delivered to the child.

8.1
What are the hidden fees 
and charges?
Normally, international platforms (see section 4 of this 
guide) charge a fee of 5% for the costs they incur managing 
the platform and a 2.9% fee that they pay the bank when the 
transfer is processed. Depending on the bank you use, an 
international transfer (depending on the legal address of the 
platform in the US, UK, etc.) can be charged extra fees by 
Moldovan banks. These commissions you can find through 
your bank.

Regarding taxation of this money in Moldova, the current tax 
code does not tax donations, and NGOs (with some 
exceptions) do not pay VAT. Other special provisions related 
to online donations are not covered by the tax code of the 
Republic of Moldova.

Respectively, these are all the commissions and fees you will 
incur. As previously mentioned, you should budget these fees 
from the start, so they do not affect the budget necessary to 
implement your project.

 Strong points of the campaign:

a. The project is very well constructed. It presents their 
request for an urbanization certificate that was 
submitted to the Ministry of Culture. Also, it confirms 
that it is a protected historic monument.

b. It presents a legend of the fountain (a story). It 
describes its link to the historical events from the 15th 
century. Just as discussed above, it offers donors an 
opportunity to write the next page of the legend 
through their contributions.

Other mentions: good presented budget, own contribution 
(20%), relatively good video (the fact that it is only in the 
Romanian language is a weakness).

3. Chekhov Square 54     
($ 15,185 = 101% funded)

The project started from a need to renovate urban public 
spaces that suffer continual degradation. Chisinau 
Municipality declared it does not have funds for such projects 
and promoters thought to collect via crowdfunding. The 
campaign collected money for 30 days, with only a half-time 
campaign manager.
  

 Strong points of the campaign:

a. A very visual campaign. They published pictures of the 
square and made a quality video that can be viewed 
on the campaign page.

b. It was a redevelopment project that includes a budget 
with components. The renovation works (cleaning, 
lighting installation) and procurement (banks, boxes, 
lampposts) are described and shown.

5 pieces of advice from 
one of the initiators of 
the Chekhov Square 
campaign: Victor 
Chironda

• It is necessary to use several communication tools. In the 
Chekhov Square campaign we used: opinion leaders 
(bloggers, journalists, civic activists, people from show 
business); Events (dedicated to the project or project 
involvement in partnership with other projects); and 

9.2. 

Good practices in local 
campaigns
1. Basketball Court in Leova    

($ 4,657 = 96% funded)

The campaign for renovating a basketball court in Leova was 
held in July 2014, initiated by a volunteer from Peace 
Corps49. The campaign started from the need to have more 
extracurricular activities in Leova for students and for young 
people so that they do not spend their time consuming 
alcohol and drugs.

Strong points of the campaign:

a. It is a visual campaign with a good video clip50 and photos 
of the stadium before renovation. At the end of the 
campaign, a comparison video was made which was 
shown to the public and donors51.

b. It has a very clear budget and explains what will be done 
with the money raised. The campaign collected 96% of the 
planned amount from 86 contributors. The project has a 
very clear budget showing the $1900 needed for materials 
and the $2600 for labor. The final amount,$4870, includes 
the 7% fee from the platform Indiegogo.

c. Regards a very important social issue – health of children 
and young people.

d. Calls on a community outside Moldova. Because the 
description and video is in English, the campaign invites 
foreign donors, such as from the American volunteer 
network. The development campaign was recorded and 
communicated through a blog52.

2. Campaign for the restoration of 15th 
century fountain ($ 4,231 = 106% funded)53

Cadin Fountain was presented because it was in a deplorable 
state, and it was finally decided that it be restored. The 
description of campaign presented the legend of the 15th 
century fountain and its connection with the history of 
Moldova and the battle of Ştefan cel Mare of Lipcani.
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Testimonials promoted on Facebook (of public figures and 
opinion leaders with quotes and the amount that they have 
contributed, to maintain public interest in the project and 
show that people donate).

• It is necessary to continuously renew information about the 
project, both during the fundraising campaign and after its 
completion.

• Transparency is necessary in expenditure, and demostration 
that money donated by people reached its destination.

• You should involve volunteers to collect money and 
subsequently to carry out the works (sanitation events and 
renovation works).

• You should gather money in various ways. This project 
collected money through collection boxes, events, donation 
accounts. But the most effective was the online collection 
platform.

4. “Skate Park Chișinău” campaign 55   
(€ 5,000 = 11% funded)

Although the campaign has not yet been formally launched, it 
has informally already collected about 11% for the cause. The 
campaign will be launched via Guvern24 in spring 2017 so that 
a part of the park will be ready by summer. Project Skate Park 
is a complex that includes administrative procedures (e.g. 
urbanization certificate), therefore, preparations were 
required before the campaign launch. The campaign is 
supported by donors from Moldova and Romania.

 

4 pieces of advise from 
Skate Park Chisinau 
campaign initiator 
Dorin Lupaşcu

• It is recommended that the project originates from a problem 
in the community. In this case it is the existing community of 
skaters and artists formed around Board Shop. This 
community needs an urban area (Urban Hub) that includes 
ramps for skateboarding and sites developed for urban art.

• You should work with bloggers and public figures. Skate Park 
has is a well-known ambassador - Ilie Bivol - who has nearly 1 
million fans on YouTube.

• You should identify donors not only online, but also among 
entrepreneurs. In the case of Skate Park, we identified several 
big donors (companies). The project is promoted offline in 
Board Shop, where there is a box for donations.

• You should reward donors. In this case, give stickers in 
exchange for a donation of €2. Stickers are mailed, but there 
are still logistical problems in Moldova.

5. Campaign for installation of street lighting 
in Costeşti  56 (€ 3,845 = 70% funded)

This campaign was initiated by Municipality Costeşti in order 
to install street lighting in the village. It is a community 
project but cannot be achieved only with the participation 
and active mobilization of residents of the village Costeşti. 
The Municipality has assumed the role of mobilizer and its 
message is that money raised online is the same as in the 
past, only using new tools (Guvern24). Donations can be 
made via credit card, cash, or SMS. 

 Strong points of the campaign:

a. The project is done in installments. Once it collected 
some of the funds (e.g. 25%), lighting was installed 
on the first part of the street as part of the global 
project. This is a great way to promote the 
campaign and mobilize people by demonstrating 
tangible results. It is the first project of such type in 
Moldova.

6. Campaign “Leave your mark on the Wax 
Road” (€ 2,553 = 51% funded)

The campaign was organized to launch the first album of 
local rock music band Wax Road57.

Strong points of the campaign:

a. They used crowdfunding in order to build 
community and a fan base for the band. 
Crowdfunding is not just a financial instrument, but 
one of communication. Even though 100% of the 
funds were not collected, it formed a fan-base that 
supports the band long-term and represents future 
consumers of the product (i.e. concerts).

b. The campaign is very visual and is extremely well 
illustrated on Indiegogo. It created about 110 
images, gifs, five videos, and the site was 
re-designed according to the theme of the campain. 

10.1. 

The legal framework on 
donations in Moldova
Currently the legal and fiscal framework concerning the 
collection of funds does not give any specific tough 
opposition to online fundraising. In general, as regards the 
national legal framework, although the legislature has 
provided some legal mechanisms for fundraising 
(sponsorship, the “2%” philanthropy law, tax facilities, etc.) 
legislation is not clear, is difficult to implement, is not 
harmonized, and does not provide CSOs with predictability 
for utilization.

The fact that there are no specific provisions and that 
legislation is quite liberal with regard to online fundraising 
and additional fees, may seem at first glance like an 
advantage, but with these lack of provisions comes a lack 
of mechanisms for stimulation of donations in general. An 
example of this is the fact that the current legal framework 
does not encourage acts of philanthropy and sponsorship 
among commercial organizations and individual 
companies. In practice, this leads to the fact that business 
simply "is not interested" in providing assistance to CSOs. 
Moreover, it does not create a foundation for positive 
interaction between business and CSOs in solving social 
and economic problems in the community.

All this was done by the team/band and 
consequently has cost them only "time and effort".

4 pieces of advice  
from the initiator of 
the campaign:  
Iaroslav Cojocaru

• You need to know exactly what happens every day of the 
campaign. Communication is extremely important. Choose 
good communication channels and make a concrete action 
plan. It would be great to have a few action plan scenarios, 
because there is a risk that things do not go in the way you 
want.

• You must have a concept and a well-built project. Before 
launching, it is good to consult specialists, potential donors, 
to test the product and evaluate perception.

• You should do offline events before launching the campaign. 
In the course of three events the band introduced itself, 
performed, and promoted the project.

• You should deliver guarantees and assurances through the 
attitude and materials you publish/distribute. Donors should 
sense a serious and professional approach to the campaign 
and regarding their contribution to the team.

7. Victoria Morozov – fundraiser   
(£ 80-100 mii anual)58 

3 pieces of advice from 
Victoria Morozov
 

•You should begin each campaign with the questions (1) Why 
fundraise? (2) What impact will follow the campaign? and (3) 
What change will be produced in the long term? The answers 
to these three questions will guide the campaign.

• When target amounts are larger than 10,000, consider the 
involvement of diaspora and foreign donors. Moldova 
donates less online because we still do not use online 
banking very much. Also, it is good to suggest your donation 
amount, i.e. for $ 7 you can buy three lunches in a social 
canteen.

• You should be creative in the relationship with donors. In one 
campaign, Victoria promised that, if they raise the 
fundraising target, she would parachute in spite of her fear of 
heights.59. 

10.2. 

Intellectual property
There is a series of legal risks that may turn up for initiators of 
a campaign. Together with the team AGEPI, we have analyzed 
these risks, and will explain them here:

1.  A campaign idea, once published, can be taken by 
anyone. There is no legal mechanism to protect the 
idea. This is a risk we must be aware of because you 
cannot do crowdfunding without a project made public.

2. The published material (text, written works, script, film, 
graphics, illustrations, photos) is automatically 
protected by copyright. If you have proof that you are 
the author of a text, then if anyone copies it without 
consent, they violate your copyright. In cases when the 
breach is serious, the person violating copyright may be 
sued. Software is also protected via copyright 
(automatically).

3. If a trademark is not registered, it can be taken by 
anyone. If the trademark is of special significance for 
your project, then registration is recommended. 
However, the minimum cost for this is around €245 for 
protection lasting 10 years. For crowdfunding on a 
simple project, this cost is not justified. However, if the 
trademark will be used for future projects and 
commerce, it is advisable to schedule a consultation 
with the AGEPI.

4. Patenting an invention is suitable for cases when the 
crowdfunding is for an invention (prototype) or 
innovative product. Patenting is normally expensive 
(€500), but there is a set of discounts for individual 
physical patenters. Until now, there has been no 
crowdfunding campaign in Moldova based on an 
invention, but in case this is your plan, it would be good 
to consult officers of the AGEPI.

While in the first case study the campaign was initiated on 
the basis of an existing community (several million people), 
here the campaign begins with a story about the letter in 
question, which became viral48. Just as in the first case, 
where the campaign motor was community, in this case the 
motor of the campaign was that many people reacted to the 
news about the letter. Even though £500 is not an extremely 
large amount, it was collected in seven days without 
identifying who had sent the letter. The idea was that Steve 
McColl, the initiator of the campaign, assumed responsibility 
for identifying the child, and for delivering the amount 
collected (or the gifts). To add credibility, Steve published a 
photo of himself via Daily Mail, a portal with 11.7 million 
visitors a day. He also left a contact email for people who 
could help identify the child.

Lessons from this campaign: 

a. Credibility is important - Daily Mail's reputation would 
suffer a lot if this news was false. Once there is a 
guarantor (Daily Mail and Steve McColl) donors have 
less suspicion and can donate with confidence.

b. The amount is not large, because it is proportional to 
the cause. The campaign is small and the target was 
exceeded (125%).

c. 'Story' that creates an emotional impact. This is a great 
example of a story that in just a few sentences made 
people care about the cause. Moreover, the 
crowdfunding campaign gave people a chance to write 
the next page or the end of the story. A good story 
makes people fight inertion.

d. The motor of the campaign was the viral news. It was 
easy to make the step from a viral piece of news to a 
crowdfunding campaign because the audience was 
already tested. Once the news caught the attention of 
millions of readers of the Daily Mail (5600 Shares on 
Facebook), it was clear that a sum of £500 would not 
be difficult to collect.

48      http://wwwdailymail.co.uk/news/article-4032246/I-know-heaven-Child-s-heartbreaking-Christmas-letter-dead-father-sparks-online-appeal-field-attached-balloon-tied-to.html
49      https://wwwindiegogo.com/projects/bring-basketball-to-leova-moldova#/
50      https://wwwyoutube.com/watch?time_continue=74&v=_saWceqsXCw
51      https://wwwyoutube.com/watch?v=LKo1R5ISs_k
52      https://southeastdispatch.com/2014/01/19/how-to-create-an-indiegogo-campaign/
53      https://wwwindiegogo.com/projects/restoring-a-15th-century-well-from-moldova#/



8.2
How do I record the money?
True, to justify the origin of donations received through a 
crowdfunding platform, you need to document this 
amount of money. Later, during your organization’s 
bookkeeping, this amount is introduced in the books as a 
simple donation. For this we use the following accounts:

425 - Financing and special purpose revenue in the long term
537 - Current financing and special purpose revenue 

8.4
What if I have not collected 
the target amount?
Consider the case in which a project does not collect the 
target amount (not applicable for periodic donations, see 
section 4 of the guide). Usually we introduce a defined 
period of time, for example 3 months, and a predefined 
amount of money necessary to realize the project or cause 
that we are promoting, for example $10,000. Suppose we 
collected only $6,000 during the three months of the 
campaign. The scenarios that follow are:

a1) If the platform allows it (we recommend that this be 
checked before choosing a platform, see Section 4 of 
this guide), we can extract the accumulated amount 
at the time of campaign completion. Some platforms 
may charge additional fees if the target amount has 
not been met.

a2) If the platform does not allow extracting the amount 
collected, then the money will be returned to the 
persons who donated.

b1) We can review the budget or implement the project 
partially or gradually, the same solutions as when we 
receive partial funding from donors or are asked to 
economize on the project.

b2) We can extend or repeat the fundraising campaign 
offline or on another platform.

If the the accumulated amount is too small to act as a 
reduced project budget or resort to partial or gradual 
implementation, it is necessary to revisit aspects of:

■ Topicality  ■ Credibility
■ Necessity  ■ Promotion
■ Justification  ■ Communication with donors
■ etc.

However, in terms of management, our recommendation is 
that the matters listed above are also reviewed after 
successful crowdfunding campaigns, because there is always 
room for optimization.

8.3
How do I report the spent 
money
One of the things mentioned by most crowdfunding 
platforms in their terms of reference or rules of use is that 
you (not the platform or donor) are to take responsibility for 
the veracity of the information published and for realizing 
the project.

In general, most platforms do not provide a procedure for 
reporting after project implementation. However, as 
mentioned in Section 5 of this Guide, reporting to donors is 
good practice. From our point of view, reporting is a 
necessary element (even if we are not obliged to do so) to 
build a lasting relationship with the donor and to make us 
credible. Reporting is a very strong communication tool in 
the relationship with our audience.

Next we will look at some methods for reporting:

a. Individualized messages through the platform - each 
donor (except anonymous donors) can receive a 
message from you through the account, platform, or 
by email.

b. Post the report on your organization’s page - it is good 
practice to post the annual report on your 
organization’s page, then you can send donors a short 
email message.

c. Newsletter - though newsletters have lost their 
popularity, they are a convenient tool when it comes 
to regular reporting to beneficiaries, partners, 
volunteers, etc.

9.1.
Best practices in 
international campaigns
1. Humans of New York community and 

educational campaign     
($ 1.4 mil. = 1,481% funded)45

HONY (Humans of New York) is a Facebook page with 
uploaded photos of people in New York accompanied by a 
fragment of dialogue between the photographer and the 
subject of the photo. From a simple hobby, Humans of New 
York has become a global phenomenon with the mission to 
promote intercultural dialogue. The most relevant aspect is 
that HONY accumulated a community of people that in many 
cases have mobilized to help one another. In the example 
below, we will present a case that resulted in the launch of a 
crowdfunding campaign.

The photo on the right is of a student from New York who 
explains how his school’s director has positively influenced 
him. After the post (the photo) gathered 1.2 million Likes on 
Facebook (169 000 Shares), a crowdfunding campaign was 
launched. The campaign collected $1 million to bring 
students on Harvard study visits to „know the feeling of 
being on the campus of a top university and to feel that they 
are expected there.”46 The campaign’s base was the 
ready-formed HONY community and it was a success.

The lesson from this campaign: In some cases, a fundraising 
campaign can start naturally from members of ready-made 
communities. A great community is a resource.

 2. Christmas Letter    
(£ 625 = 125% funded) 
The campaign started with a Christmas letter that was found 
tied to a balloon47. From the letter, it was clear that it was 
written by a child to his father who had died. The letter 
includes a list of Christmas gifts that the child expected. The 
person who found the letter published it online (social media) 
and the world suggested that money be collected to buy the 
gifts from the list, to be delivered to the child.

8.1
What are the hidden fees 
and charges?
Normally, international platforms (see section 4 of this 
guide) charge a fee of 5% for the costs they incur managing 
the platform and a 2.9% fee that they pay the bank when the 
transfer is processed. Depending on the bank you use, an 
international transfer (depending on the legal address of the 
platform in the US, UK, etc.) can be charged extra fees by 
Moldovan banks. These commissions you can find through 
your bank.

Regarding taxation of this money in Moldova, the current tax 
code does not tax donations, and NGOs (with some 
exceptions) do not pay VAT. Other special provisions related 
to online donations are not covered by the tax code of the 
Republic of Moldova.

Respectively, these are all the commissions and fees you will 
incur. As previously mentioned, you should budget these fees 
from the start, so they do not affect the budget necessary to 
implement your project.

 Strong points of the campaign:

a. The project is very well constructed. It presents their 
request for an urbanization certificate that was 
submitted to the Ministry of Culture. Also, it confirms 
that it is a protected historic monument.

b. It presents a legend of the fountain (a story). It 
describes its link to the historical events from the 15th 
century. Just as discussed above, it offers donors an 
opportunity to write the next page of the legend 
through their contributions.

Other mentions: good presented budget, own contribution 
(20%), relatively good video (the fact that it is only in the 
Romanian language is a weakness).

3. Chekhov Square 54     
($ 15,185 = 101% funded)

The project started from a need to renovate urban public 
spaces that suffer continual degradation. Chisinau 
Municipality declared it does not have funds for such projects 
and promoters thought to collect via crowdfunding. The 
campaign collected money for 30 days, with only a half-time 
campaign manager.
  

 Strong points of the campaign:

a. A very visual campaign. They published pictures of the 
square and made a quality video that can be viewed 
on the campaign page.

b. It was a redevelopment project that includes a budget 
with components. The renovation works (cleaning, 
lighting installation) and procurement (banks, boxes, 
lampposts) are described and shown.

5 pieces of advice from 
one of the initiators of 
the Chekhov Square 
campaign: Victor 
Chironda

• It is necessary to use several communication tools. In the 
Chekhov Square campaign we used: opinion leaders 
(bloggers, journalists, civic activists, people from show 
business); Events (dedicated to the project or project 
involvement in partnership with other projects); and 

9.2. 

Good practices in local 
campaigns
1. Basketball Court in Leova    

($ 4,657 = 96% funded)

The campaign for renovating a basketball court in Leova was 
held in July 2014, initiated by a volunteer from Peace 
Corps49. The campaign started from the need to have more 
extracurricular activities in Leova for students and for young 
people so that they do not spend their time consuming 
alcohol and drugs.

Strong points of the campaign:

a. It is a visual campaign with a good video clip50 and photos 
of the stadium before renovation. At the end of the 
campaign, a comparison video was made which was 
shown to the public and donors51.

b. It has a very clear budget and explains what will be done 
with the money raised. The campaign collected 96% of the 
planned amount from 86 contributors. The project has a 
very clear budget showing the $1900 needed for materials 
and the $2600 for labor. The final amount,$4870, includes 
the 7% fee from the platform Indiegogo.

c. Regards a very important social issue – health of children 
and young people.

d. Calls on a community outside Moldova. Because the 
description and video is in English, the campaign invites 
foreign donors, such as from the American volunteer 
network. The development campaign was recorded and 
communicated through a blog52.

2. Campaign for the restoration of 15th 
century fountain ($ 4,231 = 106% funded)53

Cadin Fountain was presented because it was in a deplorable 
state, and it was finally decided that it be restored. The 
description of campaign presented the legend of the 15th 
century fountain and its connection with the history of 
Moldova and the battle of Ştefan cel Mare of Lipcani.

Testimonials promoted on Facebook (of public figures and 
opinion leaders with quotes and the amount that they have 
contributed, to maintain public interest in the project and 
show that people donate).

• It is necessary to continuously renew information about the 
project, both during the fundraising campaign and after its 
completion.

• Transparency is necessary in expenditure, and demostration 
that money donated by people reached its destination.

• You should involve volunteers to collect money and 
subsequently to carry out the works (sanitation events and 
renovation works).

• You should gather money in various ways. This project 
collected money through collection boxes, events, donation 
accounts. But the most effective was the online collection 
platform.

4. “Skate Park Chișinău” campaign 55   
(€ 5,000 = 11% funded)

Although the campaign has not yet been formally launched, it 
has informally already collected about 11% for the cause. The 
campaign will be launched via Guvern24 in spring 2017 so that 
a part of the park will be ready by summer. Project Skate Park 
is a complex that includes administrative procedures (e.g. 
urbanization certificate), therefore, preparations were 
required before the campaign launch. The campaign is 
supported by donors from Moldova and Romania.

 

4 pieces of advise from 
Skate Park Chisinau 
campaign initiator 
Dorin Lupaşcu

• It is recommended that the project originates from a problem 
in the community. In this case it is the existing community of 
skaters and artists formed around Board Shop. This 
community needs an urban area (Urban Hub) that includes 
ramps for skateboarding and sites developed for urban art.

• You should work with bloggers and public figures. Skate Park 
has is a well-known ambassador - Ilie Bivol - who has nearly 1 
million fans on YouTube.

• You should identify donors not only online, but also among 
entrepreneurs. In the case of Skate Park, we identified several 
big donors (companies). The project is promoted offline in 
Board Shop, where there is a box for donations.

• You should reward donors. In this case, give stickers in 
exchange for a donation of €2. Stickers are mailed, but there 
are still logistical problems in Moldova.

5. Campaign for installation of street lighting 
in Costeşti  56 (€ 3,845 = 70% funded)

This campaign was initiated by Municipality Costeşti in order 
to install street lighting in the village. It is a community 
project but cannot be achieved only with the participation 
and active mobilization of residents of the village Costeşti. 
The Municipality has assumed the role of mobilizer and its 
message is that money raised online is the same as in the 
past, only using new tools (Guvern24). Donations can be 
made via credit card, cash, or SMS. 

 Strong points of the campaign:

a. The project is done in installments. Once it collected 
some of the funds (e.g. 25%), lighting was installed 
on the first part of the street as part of the global 
project. This is a great way to promote the 
campaign and mobilize people by demonstrating 
tangible results. It is the first project of such type in 
Moldova.

6. Campaign “Leave your mark on the Wax 
Road” (€ 2,553 = 51% funded)

The campaign was organized to launch the first album of 
local rock music band Wax Road57.

Strong points of the campaign:

a. They used crowdfunding in order to build 
community and a fan base for the band. 
Crowdfunding is not just a financial instrument, but 
one of communication. Even though 100% of the 
funds were not collected, it formed a fan-base that 
supports the band long-term and represents future 
consumers of the product (i.e. concerts).

b. The campaign is very visual and is extremely well 
illustrated on Indiegogo. It created about 110 
images, gifs, five videos, and the site was 
re-designed according to the theme of the campain. 

10.1. 

The legal framework on 
donations in Moldova
Currently the legal and fiscal framework concerning the 
collection of funds does not give any specific tough 
opposition to online fundraising. In general, as regards the 
national legal framework, although the legislature has 
provided some legal mechanisms for fundraising 
(sponsorship, the “2%” philanthropy law, tax facilities, etc.) 
legislation is not clear, is difficult to implement, is not 
harmonized, and does not provide CSOs with predictability 
for utilization.

The fact that there are no specific provisions and that 
legislation is quite liberal with regard to online fundraising 
and additional fees, may seem at first glance like an 
advantage, but with these lack of provisions comes a lack 
of mechanisms for stimulation of donations in general. An 
example of this is the fact that the current legal framework 
does not encourage acts of philanthropy and sponsorship 
among commercial organizations and individual 
companies. In practice, this leads to the fact that business 
simply "is not interested" in providing assistance to CSOs. 
Moreover, it does not create a foundation for positive 
interaction between business and CSOs in solving social 
and economic problems in the community.

All this was done by the team/band and 
consequently has cost them only "time and effort".

4 pieces of advice  
from the initiator of 
the campaign:  
Iaroslav Cojocaru

• You need to know exactly what happens every day of the 
campaign. Communication is extremely important. Choose 
good communication channels and make a concrete action 
plan. It would be great to have a few action plan scenarios, 
because there is a risk that things do not go in the way you 
want.

• You must have a concept and a well-built project. Before 
launching, it is good to consult specialists, potential donors, 
to test the product and evaluate perception.

• You should do offline events before launching the campaign. 
In the course of three events the band introduced itself, 
performed, and promoted the project.

• You should deliver guarantees and assurances through the 
attitude and materials you publish/distribute. Donors should 
sense a serious and professional approach to the campaign 
and regarding their contribution to the team.

7. Victoria Morozov – fundraiser   
(£ 80-100 mii anual)58 

3 pieces of advice from 
Victoria Morozov
 

•You should begin each campaign with the questions (1) Why 
fundraise? (2) What impact will follow the campaign? and (3) 
What change will be produced in the long term? The answers 
to these three questions will guide the campaign.

• When target amounts are larger than 10,000, consider the 
involvement of diaspora and foreign donors. Moldova 
donates less online because we still do not use online 
banking very much. Also, it is good to suggest your donation 
amount, i.e. for $ 7 you can buy three lunches in a social 
canteen.

• You should be creative in the relationship with donors. In one 
campaign, Victoria promised that, if they raise the 
fundraising target, she would parachute in spite of her fear of 
heights.59. 
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10.2. 

Intellectual property
There is a series of legal risks that may turn up for initiators of 
a campaign. Together with the team AGEPI, we have analyzed 
these risks, and will explain them here:

1.  A campaign idea, once published, can be taken by 
anyone. There is no legal mechanism to protect the 
idea. This is a risk we must be aware of because you 
cannot do crowdfunding without a project made public.

2. The published material (text, written works, script, film, 
graphics, illustrations, photos) is automatically 
protected by copyright. If you have proof that you are 
the author of a text, then if anyone copies it without 
consent, they violate your copyright. In cases when the 
breach is serious, the person violating copyright may be 
sued. Software is also protected via copyright 
(automatically).

3. If a trademark is not registered, it can be taken by 
anyone. If the trademark is of special significance for 
your project, then registration is recommended. 
However, the minimum cost for this is around €245 for 
protection lasting 10 years. For crowdfunding on a 
simple project, this cost is not justified. However, if the 
trademark will be used for future projects and 
commerce, it is advisable to schedule a consultation 
with the AGEPI.

4. Patenting an invention is suitable for cases when the 
crowdfunding is for an invention (prototype) or 
innovative product. Patenting is normally expensive 
(€500), but there is a set of discounts for individual 
physical patenters. Until now, there has been no 
crowdfunding campaign in Moldova based on an 
invention, but in case this is your plan, it would be good 
to consult officers of the AGEPI.

While in the first case study the campaign was initiated on 
the basis of an existing community (several million people), 
here the campaign begins with a story about the letter in 
question, which became viral48. Just as in the first case, 
where the campaign motor was community, in this case the 
motor of the campaign was that many people reacted to the 
news about the letter. Even though £500 is not an extremely 
large amount, it was collected in seven days without 
identifying who had sent the letter. The idea was that Steve 
McColl, the initiator of the campaign, assumed responsibility 
for identifying the child, and for delivering the amount 
collected (or the gifts). To add credibility, Steve published a 
photo of himself via Daily Mail, a portal with 11.7 million 
visitors a day. He also left a contact email for people who 
could help identify the child.

Lessons from this campaign: 

a. Credibility is important - Daily Mail's reputation would 
suffer a lot if this news was false. Once there is a 
guarantor (Daily Mail and Steve McColl) donors have 
less suspicion and can donate with confidence.

b. The amount is not large, because it is proportional to 
the cause. The campaign is small and the target was 
exceeded (125%).

c. 'Story' that creates an emotional impact. This is a great 
example of a story that in just a few sentences made 
people care about the cause. Moreover, the 
crowdfunding campaign gave people a chance to write 
the next page or the end of the story. A good story 
makes people fight inertion.

d. The motor of the campaign was the viral news. It was 
easy to make the step from a viral piece of news to a 
crowdfunding campaign because the audience was 
already tested. Once the news caught the attention of 
millions of readers of the Daily Mail (5600 Shares on 
Facebook), it was clear that a sum of £500 would not 
be difficult to collect.

54      https://wwwindiegogo.com/projects/o-via-a-noua-pentru-scuarul-cehov#/
55      https://wwwfacebook.com/skateparkchisinau/?fref=ts



8.2
How do I record the money?
True, to justify the origin of donations received through a 
crowdfunding platform, you need to document this 
amount of money. Later, during your organization’s 
bookkeeping, this amount is introduced in the books as a 
simple donation. For this we use the following accounts:

425 - Financing and special purpose revenue in the long term
537 - Current financing and special purpose revenue 

8.4
What if I have not collected 
the target amount?
Consider the case in which a project does not collect the 
target amount (not applicable for periodic donations, see 
section 4 of the guide). Usually we introduce a defined 
period of time, for example 3 months, and a predefined 
amount of money necessary to realize the project or cause 
that we are promoting, for example $10,000. Suppose we 
collected only $6,000 during the three months of the 
campaign. The scenarios that follow are:

a1) If the platform allows it (we recommend that this be 
checked before choosing a platform, see Section 4 of 
this guide), we can extract the accumulated amount 
at the time of campaign completion. Some platforms 
may charge additional fees if the target amount has 
not been met.

a2) If the platform does not allow extracting the amount 
collected, then the money will be returned to the 
persons who donated.

b1) We can review the budget or implement the project 
partially or gradually, the same solutions as when we 
receive partial funding from donors or are asked to 
economize on the project.

b2) We can extend or repeat the fundraising campaign 
offline or on another platform.

If the the accumulated amount is too small to act as a 
reduced project budget or resort to partial or gradual 
implementation, it is necessary to revisit aspects of:

■ Topicality  ■ Credibility
■ Necessity  ■ Promotion
■ Justification  ■ Communication with donors
■ etc.

However, in terms of management, our recommendation is 
that the matters listed above are also reviewed after 
successful crowdfunding campaigns, because there is always 
room for optimization.

8.3
How do I report the spent 
money
One of the things mentioned by most crowdfunding 
platforms in their terms of reference or rules of use is that 
you (not the platform or donor) are to take responsibility for 
the veracity of the information published and for realizing 
the project.

In general, most platforms do not provide a procedure for 
reporting after project implementation. However, as 
mentioned in Section 5 of this Guide, reporting to donors is 
good practice. From our point of view, reporting is a 
necessary element (even if we are not obliged to do so) to 
build a lasting relationship with the donor and to make us 
credible. Reporting is a very strong communication tool in 
the relationship with our audience.

Next we will look at some methods for reporting:

a. Individualized messages through the platform - each 
donor (except anonymous donors) can receive a 
message from you through the account, platform, or 
by email.

b. Post the report on your organization’s page - it is good 
practice to post the annual report on your 
organization’s page, then you can send donors a short 
email message.

c. Newsletter - though newsletters have lost their 
popularity, they are a convenient tool when it comes 
to regular reporting to beneficiaries, partners, 
volunteers, etc.

9.1.
Best practices in 
international campaigns
1. Humans of New York community and 

educational campaign     
($ 1.4 mil. = 1,481% funded)45

HONY (Humans of New York) is a Facebook page with 
uploaded photos of people in New York accompanied by a 
fragment of dialogue between the photographer and the 
subject of the photo. From a simple hobby, Humans of New 
York has become a global phenomenon with the mission to 
promote intercultural dialogue. The most relevant aspect is 
that HONY accumulated a community of people that in many 
cases have mobilized to help one another. In the example 
below, we will present a case that resulted in the launch of a 
crowdfunding campaign.

The photo on the right is of a student from New York who 
explains how his school’s director has positively influenced 
him. After the post (the photo) gathered 1.2 million Likes on 
Facebook (169 000 Shares), a crowdfunding campaign was 
launched. The campaign collected $1 million to bring 
students on Harvard study visits to „know the feeling of 
being on the campus of a top university and to feel that they 
are expected there.”46 The campaign’s base was the 
ready-formed HONY community and it was a success.

The lesson from this campaign: In some cases, a fundraising 
campaign can start naturally from members of ready-made 
communities. A great community is a resource.

 2. Christmas Letter    
(£ 625 = 125% funded) 
The campaign started with a Christmas letter that was found 
tied to a balloon47. From the letter, it was clear that it was 
written by a child to his father who had died. The letter 
includes a list of Christmas gifts that the child expected. The 
person who found the letter published it online (social media) 
and the world suggested that money be collected to buy the 
gifts from the list, to be delivered to the child.

8.1
What are the hidden fees 
and charges?
Normally, international platforms (see section 4 of this 
guide) charge a fee of 5% for the costs they incur managing 
the platform and a 2.9% fee that they pay the bank when the 
transfer is processed. Depending on the bank you use, an 
international transfer (depending on the legal address of the 
platform in the US, UK, etc.) can be charged extra fees by 
Moldovan banks. These commissions you can find through 
your bank.

Regarding taxation of this money in Moldova, the current tax 
code does not tax donations, and NGOs (with some 
exceptions) do not pay VAT. Other special provisions related 
to online donations are not covered by the tax code of the 
Republic of Moldova.

Respectively, these are all the commissions and fees you will 
incur. As previously mentioned, you should budget these fees 
from the start, so they do not affect the budget necessary to 
implement your project.

 Strong points of the campaign:

a. The project is very well constructed. It presents their 
request for an urbanization certificate that was 
submitted to the Ministry of Culture. Also, it confirms 
that it is a protected historic monument.

b. It presents a legend of the fountain (a story). It 
describes its link to the historical events from the 15th 
century. Just as discussed above, it offers donors an 
opportunity to write the next page of the legend 
through their contributions.

Other mentions: good presented budget, own contribution 
(20%), relatively good video (the fact that it is only in the 
Romanian language is a weakness).

3. Chekhov Square 54     
($ 15,185 = 101% funded)

The project started from a need to renovate urban public 
spaces that suffer continual degradation. Chisinau 
Municipality declared it does not have funds for such projects 
and promoters thought to collect via crowdfunding. The 
campaign collected money for 30 days, with only a half-time 
campaign manager.
  

 Strong points of the campaign:

a. A very visual campaign. They published pictures of the 
square and made a quality video that can be viewed 
on the campaign page.

b. It was a redevelopment project that includes a budget 
with components. The renovation works (cleaning, 
lighting installation) and procurement (banks, boxes, 
lampposts) are described and shown.

5 pieces of advice from 
one of the initiators of 
the Chekhov Square 
campaign: Victor 
Chironda

• It is necessary to use several communication tools. In the 
Chekhov Square campaign we used: opinion leaders 
(bloggers, journalists, civic activists, people from show 
business); Events (dedicated to the project or project 
involvement in partnership with other projects); and 

9.2. 

Good practices in local 
campaigns
1. Basketball Court in Leova    

($ 4,657 = 96% funded)

The campaign for renovating a basketball court in Leova was 
held in July 2014, initiated by a volunteer from Peace 
Corps49. The campaign started from the need to have more 
extracurricular activities in Leova for students and for young 
people so that they do not spend their time consuming 
alcohol and drugs.

Strong points of the campaign:

a. It is a visual campaign with a good video clip50 and photos 
of the stadium before renovation. At the end of the 
campaign, a comparison video was made which was 
shown to the public and donors51.

b. It has a very clear budget and explains what will be done 
with the money raised. The campaign collected 96% of the 
planned amount from 86 contributors. The project has a 
very clear budget showing the $1900 needed for materials 
and the $2600 for labor. The final amount,$4870, includes 
the 7% fee from the platform Indiegogo.

c. Regards a very important social issue – health of children 
and young people.

d. Calls on a community outside Moldova. Because the 
description and video is in English, the campaign invites 
foreign donors, such as from the American volunteer 
network. The development campaign was recorded and 
communicated through a blog52.

2. Campaign for the restoration of 15th 
century fountain ($ 4,231 = 106% funded)53

Cadin Fountain was presented because it was in a deplorable 
state, and it was finally decided that it be restored. The 
description of campaign presented the legend of the 15th 
century fountain and its connection with the history of 
Moldova and the battle of Ştefan cel Mare of Lipcani.

Testimonials promoted on Facebook (of public figures and 
opinion leaders with quotes and the amount that they have 
contributed, to maintain public interest in the project and 
show that people donate).

• It is necessary to continuously renew information about the 
project, both during the fundraising campaign and after its 
completion.

• Transparency is necessary in expenditure, and demostration 
that money donated by people reached its destination.

• You should involve volunteers to collect money and 
subsequently to carry out the works (sanitation events and 
renovation works).

• You should gather money in various ways. This project 
collected money through collection boxes, events, donation 
accounts. But the most effective was the online collection 
platform.

4. “Skate Park Chișinău” campaign 55   
(€ 5,000 = 11% funded)

Although the campaign has not yet been formally launched, it 
has informally already collected about 11% for the cause. The 
campaign will be launched via Guvern24 in spring 2017 so that 
a part of the park will be ready by summer. Project Skate Park 
is a complex that includes administrative procedures (e.g. 
urbanization certificate), therefore, preparations were 
required before the campaign launch. The campaign is 
supported by donors from Moldova and Romania.

 

4 pieces of advise from 
Skate Park Chisinau 
campaign initiator 
Dorin Lupaşcu

• It is recommended that the project originates from a problem 
in the community. In this case it is the existing community of 
skaters and artists formed around Board Shop. This 
community needs an urban area (Urban Hub) that includes 
ramps for skateboarding and sites developed for urban art.

• You should work with bloggers and public figures. Skate Park 
has is a well-known ambassador - Ilie Bivol - who has nearly 1 
million fans on YouTube.

• You should identify donors not only online, but also among 
entrepreneurs. In the case of Skate Park, we identified several 
big donors (companies). The project is promoted offline in 
Board Shop, where there is a box for donations.

• You should reward donors. In this case, give stickers in 
exchange for a donation of €2. Stickers are mailed, but there 
are still logistical problems in Moldova.

5. Campaign for installation of street lighting 
in Costeşti  56 (€ 3,845 = 70% funded)

This campaign was initiated by Municipality Costeşti in order 
to install street lighting in the village. It is a community 
project but cannot be achieved only with the participation 
and active mobilization of residents of the village Costeşti. 
The Municipality has assumed the role of mobilizer and its 
message is that money raised online is the same as in the 
past, only using new tools (Guvern24). Donations can be 
made via credit card, cash, or SMS. 

 Strong points of the campaign:

a. The project is done in installments. Once it collected 
some of the funds (e.g. 25%), lighting was installed 
on the first part of the street as part of the global 
project. This is a great way to promote the 
campaign and mobilize people by demonstrating 
tangible results. It is the first project of such type in 
Moldova.

6. Campaign “Leave your mark on the Wax 
Road” (€ 2,553 = 51% funded)

The campaign was organized to launch the first album of 
local rock music band Wax Road57.

Strong points of the campaign:

a. They used crowdfunding in order to build 
community and a fan base for the band. 
Crowdfunding is not just a financial instrument, but 
one of communication. Even though 100% of the 
funds were not collected, it formed a fan-base that 
supports the band long-term and represents future 
consumers of the product (i.e. concerts).

b. The campaign is very visual and is extremely well 
illustrated on Indiegogo. It created about 110 
images, gifs, five videos, and the site was 
re-designed according to the theme of the campain. 

10.1. 

The legal framework on 
donations in Moldova
Currently the legal and fiscal framework concerning the 
collection of funds does not give any specific tough 
opposition to online fundraising. In general, as regards the 
national legal framework, although the legislature has 
provided some legal mechanisms for fundraising 
(sponsorship, the “2%” philanthropy law, tax facilities, etc.) 
legislation is not clear, is difficult to implement, is not 
harmonized, and does not provide CSOs with predictability 
for utilization.

The fact that there are no specific provisions and that 
legislation is quite liberal with regard to online fundraising 
and additional fees, may seem at first glance like an 
advantage, but with these lack of provisions comes a lack 
of mechanisms for stimulation of donations in general. An 
example of this is the fact that the current legal framework 
does not encourage acts of philanthropy and sponsorship 
among commercial organizations and individual 
companies. In practice, this leads to the fact that business 
simply "is not interested" in providing assistance to CSOs. 
Moreover, it does not create a foundation for positive 
interaction between business and CSOs in solving social 
and economic problems in the community.

All this was done by the team/band and 
consequently has cost them only "time and effort".

4 pieces of advice  
from the initiator of 
the campaign:  
Iaroslav Cojocaru

• You need to know exactly what happens every day of the 
campaign. Communication is extremely important. Choose 
good communication channels and make a concrete action 
plan. It would be great to have a few action plan scenarios, 
because there is a risk that things do not go in the way you 
want.

• You must have a concept and a well-built project. Before 
launching, it is good to consult specialists, potential donors, 
to test the product and evaluate perception.

• You should do offline events before launching the campaign. 
In the course of three events the band introduced itself, 
performed, and promoted the project.

• You should deliver guarantees and assurances through the 
attitude and materials you publish/distribute. Donors should 
sense a serious and professional approach to the campaign 
and regarding their contribution to the team.

7. Victoria Morozov – fundraiser   
(£ 80-100 mii anual)58 

3 pieces of advice from 
Victoria Morozov
 

•You should begin each campaign with the questions (1) Why 
fundraise? (2) What impact will follow the campaign? and (3) 
What change will be produced in the long term? The answers 
to these three questions will guide the campaign.

• When target amounts are larger than 10,000, consider the 
involvement of diaspora and foreign donors. Moldova 
donates less online because we still do not use online 
banking very much. Also, it is good to suggest your donation 
amount, i.e. for $ 7 you can buy three lunches in a social 
canteen.

• You should be creative in the relationship with donors. In one 
campaign, Victoria promised that, if they raise the 
fundraising target, she would parachute in spite of her fear of 
heights.59. 

Crowdfunding guide

10.2. 

Intellectual property
There is a series of legal risks that may turn up for initiators of 
a campaign. Together with the team AGEPI, we have analyzed 
these risks, and will explain them here:

1.  A campaign idea, once published, can be taken by 
anyone. There is no legal mechanism to protect the 
idea. This is a risk we must be aware of because you 
cannot do crowdfunding without a project made public.

2. The published material (text, written works, script, film, 
graphics, illustrations, photos) is automatically 
protected by copyright. If you have proof that you are 
the author of a text, then if anyone copies it without 
consent, they violate your copyright. In cases when the 
breach is serious, the person violating copyright may be 
sued. Software is also protected via copyright 
(automatically).

3. If a trademark is not registered, it can be taken by 
anyone. If the trademark is of special significance for 
your project, then registration is recommended. 
However, the minimum cost for this is around €245 for 
protection lasting 10 years. For crowdfunding on a 
simple project, this cost is not justified. However, if the 
trademark will be used for future projects and 
commerce, it is advisable to schedule a consultation 
with the AGEPI.

4. Patenting an invention is suitable for cases when the 
crowdfunding is for an invention (prototype) or 
innovative product. Patenting is normally expensive 
(€500), but there is a set of discounts for individual 
physical patenters. Until now, there has been no 
crowdfunding campaign in Moldova based on an 
invention, but in case this is your plan, it would be good 
to consult officers of the AGEPI.

While in the first case study the campaign was initiated on 
the basis of an existing community (several million people), 
here the campaign begins with a story about the letter in 
question, which became viral48. Just as in the first case, 
where the campaign motor was community, in this case the 
motor of the campaign was that many people reacted to the 
news about the letter. Even though £500 is not an extremely 
large amount, it was collected in seven days without 
identifying who had sent the letter. The idea was that Steve 
McColl, the initiator of the campaign, assumed responsibility 
for identifying the child, and for delivering the amount 
collected (or the gifts). To add credibility, Steve published a 
photo of himself via Daily Mail, a portal with 11.7 million 
visitors a day. He also left a contact email for people who 
could help identify the child.

Lessons from this campaign: 

a. Credibility is important - Daily Mail's reputation would 
suffer a lot if this news was false. Once there is a 
guarantor (Daily Mail and Steve McColl) donors have 
less suspicion and can donate with confidence.

b. The amount is not large, because it is proportional to 
the cause. The campaign is small and the target was 
exceeded (125%).

c. 'Story' that creates an emotional impact. This is a great 
example of a story that in just a few sentences made 
people care about the cause. Moreover, the 
crowdfunding campaign gave people a chance to write 
the next page or the end of the story. A good story 
makes people fight inertion.

d. The motor of the campaign was the viral news. It was 
easy to make the step from a viral piece of news to a 
crowdfunding campaign because the audience was 
already tested. Once the news caught the attention of 
millions of readers of the Daily Mail (5600 Shares on 
Facebook), it was clear that a sum of £500 would not 
be difficult to collect.

56      https://guvern24.md/en/projects/iluminare-stradala-pentru-satul-costesti-siguranta-pentru/
57      https://wwwindiegogo.com/projects/the-wax-road-s-debut-album-rock
58       https://www.kindlink.com/ch/volunteering-moldova-cio/241/fundraising (2) https://www.justgiving.com/fundraising/VictoriaMorozov
59      https://www.youtube.com/watch?v=wsFvBu_2934
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8.2
How do I record the money?
True, to justify the origin of donations received through a 
crowdfunding platform, you need to document this 
amount of money. Later, during your organization’s 
bookkeeping, this amount is introduced in the books as a 
simple donation. For this we use the following accounts:

425 - Financing and special purpose revenue in the long term
537 - Current financing and special purpose revenue 

8.4
What if I have not collected 
the target amount?
Consider the case in which a project does not collect the 
target amount (not applicable for periodic donations, see 
section 4 of the guide). Usually we introduce a defined 
period of time, for example 3 months, and a predefined 
amount of money necessary to realize the project or cause 
that we are promoting, for example $10,000. Suppose we 
collected only $6,000 during the three months of the 
campaign. The scenarios that follow are:

a1) If the platform allows it (we recommend that this be 
checked before choosing a platform, see Section 4 of 
this guide), we can extract the accumulated amount 
at the time of campaign completion. Some platforms 
may charge additional fees if the target amount has 
not been met.

a2) If the platform does not allow extracting the amount 
collected, then the money will be returned to the 
persons who donated.

b1) We can review the budget or implement the project 
partially or gradually, the same solutions as when we 
receive partial funding from donors or are asked to 
economize on the project.

b2) We can extend or repeat the fundraising campaign 
offline or on another platform.

If the the accumulated amount is too small to act as a 
reduced project budget or resort to partial or gradual 
implementation, it is necessary to revisit aspects of:

■ Topicality  ■ Credibility
■ Necessity  ■ Promotion
■ Justification  ■ Communication with donors
■ etc.

However, in terms of management, our recommendation is 
that the matters listed above are also reviewed after 
successful crowdfunding campaigns, because there is always 
room for optimization.

8.3
How do I report the spent 
money
One of the things mentioned by most crowdfunding 
platforms in their terms of reference or rules of use is that 
you (not the platform or donor) are to take responsibility for 
the veracity of the information published and for realizing 
the project.

In general, most platforms do not provide a procedure for 
reporting after project implementation. However, as 
mentioned in Section 5 of this Guide, reporting to donors is 
good practice. From our point of view, reporting is a 
necessary element (even if we are not obliged to do so) to 
build a lasting relationship with the donor and to make us 
credible. Reporting is a very strong communication tool in 
the relationship with our audience.

Next we will look at some methods for reporting:

a. Individualized messages through the platform - each 
donor (except anonymous donors) can receive a 
message from you through the account, platform, or 
by email.

b. Post the report on your organization’s page - it is good 
practice to post the annual report on your 
organization’s page, then you can send donors a short 
email message.

c. Newsletter - though newsletters have lost their 
popularity, they are a convenient tool when it comes 
to regular reporting to beneficiaries, partners, 
volunteers, etc.

9.1.
Best practices in 
international campaigns
1. Humans of New York community and 

educational campaign     
($ 1.4 mil. = 1,481% funded)45

HONY (Humans of New York) is a Facebook page with 
uploaded photos of people in New York accompanied by a 
fragment of dialogue between the photographer and the 
subject of the photo. From a simple hobby, Humans of New 
York has become a global phenomenon with the mission to 
promote intercultural dialogue. The most relevant aspect is 
that HONY accumulated a community of people that in many 
cases have mobilized to help one another. In the example 
below, we will present a case that resulted in the launch of a 
crowdfunding campaign.

The photo on the right is of a student from New York who 
explains how his school’s director has positively influenced 
him. After the post (the photo) gathered 1.2 million Likes on 
Facebook (169 000 Shares), a crowdfunding campaign was 
launched. The campaign collected $1 million to bring 
students on Harvard study visits to „know the feeling of 
being on the campus of a top university and to feel that they 
are expected there.”46 The campaign’s base was the 
ready-formed HONY community and it was a success.

The lesson from this campaign: In some cases, a fundraising 
campaign can start naturally from members of ready-made 
communities. A great community is a resource.

 2. Christmas Letter    
(£ 625 = 125% funded) 
The campaign started with a Christmas letter that was found 
tied to a balloon47. From the letter, it was clear that it was 
written by a child to his father who had died. The letter 
includes a list of Christmas gifts that the child expected. The 
person who found the letter published it online (social media) 
and the world suggested that money be collected to buy the 
gifts from the list, to be delivered to the child.

8.1
What are the hidden fees 
and charges?
Normally, international platforms (see section 4 of this 
guide) charge a fee of 5% for the costs they incur managing 
the platform and a 2.9% fee that they pay the bank when the 
transfer is processed. Depending on the bank you use, an 
international transfer (depending on the legal address of the 
platform in the US, UK, etc.) can be charged extra fees by 
Moldovan banks. These commissions you can find through 
your bank.

Regarding taxation of this money in Moldova, the current tax 
code does not tax donations, and NGOs (with some 
exceptions) do not pay VAT. Other special provisions related 
to online donations are not covered by the tax code of the 
Republic of Moldova.

Respectively, these are all the commissions and fees you will 
incur. As previously mentioned, you should budget these fees 
from the start, so they do not affect the budget necessary to 
implement your project.

 Strong points of the campaign:

a. The project is very well constructed. It presents their 
request for an urbanization certificate that was 
submitted to the Ministry of Culture. Also, it confirms 
that it is a protected historic monument.

b. It presents a legend of the fountain (a story). It 
describes its link to the historical events from the 15th 
century. Just as discussed above, it offers donors an 
opportunity to write the next page of the legend 
through their contributions.

Other mentions: good presented budget, own contribution 
(20%), relatively good video (the fact that it is only in the 
Romanian language is a weakness).

3. Chekhov Square 54     
($ 15,185 = 101% funded)

The project started from a need to renovate urban public 
spaces that suffer continual degradation. Chisinau 
Municipality declared it does not have funds for such projects 
and promoters thought to collect via crowdfunding. The 
campaign collected money for 30 days, with only a half-time 
campaign manager.
  

 Strong points of the campaign:

a. A very visual campaign. They published pictures of the 
square and made a quality video that can be viewed 
on the campaign page.

b. It was a redevelopment project that includes a budget 
with components. The renovation works (cleaning, 
lighting installation) and procurement (banks, boxes, 
lampposts) are described and shown.

5 pieces of advice from 
one of the initiators of 
the Chekhov Square 
campaign: Victor 
Chironda

• It is necessary to use several communication tools. In the 
Chekhov Square campaign we used: opinion leaders 
(bloggers, journalists, civic activists, people from show 
business); Events (dedicated to the project or project 
involvement in partnership with other projects); and 

9.2. 

Good practices in local 
campaigns
1. Basketball Court in Leova    

($ 4,657 = 96% funded)

The campaign for renovating a basketball court in Leova was 
held in July 2014, initiated by a volunteer from Peace 
Corps49. The campaign started from the need to have more 
extracurricular activities in Leova for students and for young 
people so that they do not spend their time consuming 
alcohol and drugs.

Strong points of the campaign:

a. It is a visual campaign with a good video clip50 and photos 
of the stadium before renovation. At the end of the 
campaign, a comparison video was made which was 
shown to the public and donors51.

b. It has a very clear budget and explains what will be done 
with the money raised. The campaign collected 96% of the 
planned amount from 86 contributors. The project has a 
very clear budget showing the $1900 needed for materials 
and the $2600 for labor. The final amount,$4870, includes 
the 7% fee from the platform Indiegogo.

c. Regards a very important social issue – health of children 
and young people.

d. Calls on a community outside Moldova. Because the 
description and video is in English, the campaign invites 
foreign donors, such as from the American volunteer 
network. The development campaign was recorded and 
communicated through a blog52.

2. Campaign for the restoration of 15th 
century fountain ($ 4,231 = 106% funded)53

Cadin Fountain was presented because it was in a deplorable 
state, and it was finally decided that it be restored. The 
description of campaign presented the legend of the 15th 
century fountain and its connection with the history of 
Moldova and the battle of Ştefan cel Mare of Lipcani.

Testimonials promoted on Facebook (of public figures and 
opinion leaders with quotes and the amount that they have 
contributed, to maintain public interest in the project and 
show that people donate).

• It is necessary to continuously renew information about the 
project, both during the fundraising campaign and after its 
completion.

• Transparency is necessary in expenditure, and demostration 
that money donated by people reached its destination.

• You should involve volunteers to collect money and 
subsequently to carry out the works (sanitation events and 
renovation works).

• You should gather money in various ways. This project 
collected money through collection boxes, events, donation 
accounts. But the most effective was the online collection 
platform.

4. “Skate Park Chișinău” campaign 55   
(€ 5,000 = 11% funded)

Although the campaign has not yet been formally launched, it 
has informally already collected about 11% for the cause. The 
campaign will be launched via Guvern24 in spring 2017 so that 
a part of the park will be ready by summer. Project Skate Park 
is a complex that includes administrative procedures (e.g. 
urbanization certificate), therefore, preparations were 
required before the campaign launch. The campaign is 
supported by donors from Moldova and Romania.

 

4 pieces of advise from 
Skate Park Chisinau 
campaign initiator 
Dorin Lupaşcu

• It is recommended that the project originates from a problem 
in the community. In this case it is the existing community of 
skaters and artists formed around Board Shop. This 
community needs an urban area (Urban Hub) that includes 
ramps for skateboarding and sites developed for urban art.

• You should work with bloggers and public figures. Skate Park 
has is a well-known ambassador - Ilie Bivol - who has nearly 1 
million fans on YouTube.

• You should identify donors not only online, but also among 
entrepreneurs. In the case of Skate Park, we identified several 
big donors (companies). The project is promoted offline in 
Board Shop, where there is a box for donations.

• You should reward donors. In this case, give stickers in 
exchange for a donation of €2. Stickers are mailed, but there 
are still logistical problems in Moldova.

5. Campaign for installation of street lighting 
in Costeşti  56 (€ 3,845 = 70% funded)

This campaign was initiated by Municipality Costeşti in order 
to install street lighting in the village. It is a community 
project but cannot be achieved only with the participation 
and active mobilization of residents of the village Costeşti. 
The Municipality has assumed the role of mobilizer and its 
message is that money raised online is the same as in the 
past, only using new tools (Guvern24). Donations can be 
made via credit card, cash, or SMS. 

 Strong points of the campaign:

a. The project is done in installments. Once it collected 
some of the funds (e.g. 25%), lighting was installed 
on the first part of the street as part of the global 
project. This is a great way to promote the 
campaign and mobilize people by demonstrating 
tangible results. It is the first project of such type in 
Moldova.

6. Campaign “Leave your mark on the Wax 
Road” (€ 2,553 = 51% funded)

The campaign was organized to launch the first album of 
local rock music band Wax Road57.

Strong points of the campaign:

a. They used crowdfunding in order to build 
community and a fan base for the band. 
Crowdfunding is not just a financial instrument, but 
one of communication. Even though 100% of the 
funds were not collected, it formed a fan-base that 
supports the band long-term and represents future 
consumers of the product (i.e. concerts).

b. The campaign is very visual and is extremely well 
illustrated on Indiegogo. It created about 110 
images, gifs, five videos, and the site was 
re-designed according to the theme of the campain. 

10.1. 

The legal framework on 
donations in Moldova
Currently the legal and fiscal framework concerning the 
collection of funds does not give any specific tough 
opposition to online fundraising. In general, as regards the 
national legal framework, although the legislature has 
provided some legal mechanisms for fundraising 
(sponsorship, the “2%” philanthropy law, tax facilities, etc.) 
legislation is not clear, is difficult to implement, is not 
harmonized, and does not provide CSOs with predictability 
for utilization.

The fact that there are no specific provisions and that 
legislation is quite liberal with regard to online fundraising 
and additional fees, may seem at first glance like an 
advantage, but with these lack of provisions comes a lack 
of mechanisms for stimulation of donations in general. An 
example of this is the fact that the current legal framework 
does not encourage acts of philanthropy and sponsorship 
among commercial organizations and individual 
companies. In practice, this leads to the fact that business 
simply "is not interested" in providing assistance to CSOs. 
Moreover, it does not create a foundation for positive 
interaction between business and CSOs in solving social 
and economic problems in the community.

All this was done by the team/band and 
consequently has cost them only "time and effort".

4 pieces of advice  
from the initiator of 
the campaign:  
Iaroslav Cojocaru

• You need to know exactly what happens every day of the 
campaign. Communication is extremely important. Choose 
good communication channels and make a concrete action 
plan. It would be great to have a few action plan scenarios, 
because there is a risk that things do not go in the way you 
want.

• You must have a concept and a well-built project. Before 
launching, it is good to consult specialists, potential donors, 
to test the product and evaluate perception.

• You should do offline events before launching the campaign. 
In the course of three events the band introduced itself, 
performed, and promoted the project.

• You should deliver guarantees and assurances through the 
attitude and materials you publish/distribute. Donors should 
sense a serious and professional approach to the campaign 
and regarding their contribution to the team.

7. Victoria Morozov – fundraiser   
(£ 80-100 mii anual)58 

3 pieces of advice from 
Victoria Morozov
 

•You should begin each campaign with the questions (1) Why 
fundraise? (2) What impact will follow the campaign? and (3) 
What change will be produced in the long term? The answers 
to these three questions will guide the campaign.

• When target amounts are larger than 10,000, consider the 
involvement of diaspora and foreign donors. Moldova 
donates less online because we still do not use online 
banking very much. Also, it is good to suggest your donation 
amount, i.e. for $ 7 you can buy three lunches in a social 
canteen.

• You should be creative in the relationship with donors. In one 
campaign, Victoria promised that, if they raise the 
fundraising target, she would parachute in spite of her fear of 
heights.59. 

10.2. 

Intellectual property
There is a series of legal risks that may turn up for initiators of 
a campaign. Together with the team AGEPI, we have analyzed 
these risks, and will explain them here:

1.  A campaign idea, once published, can be taken by 
anyone. There is no legal mechanism to protect the 
idea. This is a risk we must be aware of because you 
cannot do crowdfunding without a project made public.

2. The published material (text, written works, script, film, 
graphics, illustrations, photos) is automatically 
protected by copyright. If you have proof that you are 
the author of a text, then if anyone copies it without 
consent, they violate your copyright. In cases when the 
breach is serious, the person violating copyright may be 
sued. Software is also protected via copyright 
(automatically).

3. If a trademark is not registered, it can be taken by 
anyone. If the trademark is of special significance for 
your project, then registration is recommended. 
However, the minimum cost for this is around €245 for 
protection lasting 10 years. For crowdfunding on a 
simple project, this cost is not justified. However, if the 
trademark will be used for future projects and 
commerce, it is advisable to schedule a consultation 
with the AGEPI.

4. Patenting an invention is suitable for cases when the 
crowdfunding is for an invention (prototype) or 
innovative product. Patenting is normally expensive 
(€500), but there is a set of discounts for individual 
physical patenters. Until now, there has been no 
crowdfunding campaign in Moldova based on an 
invention, but in case this is your plan, it would be good 
to consult officers of the AGEPI.
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10. RELATED ISSUES 

Other suggestions:

Just as copyright protects you, it protects other 
authors. In your campaign, do not use photos, images, 
illustrations without the consent of the authors. 
Photos taken from Google should be published only 
with permission.

While in the first case study the campaign was initiated on 
the basis of an existing community (several million people), 
here the campaign begins with a story about the letter in 
question, which became viral48. Just as in the first case, 
where the campaign motor was community, in this case the 
motor of the campaign was that many people reacted to the 
news about the letter. Even though £500 is not an extremely 
large amount, it was collected in seven days without 
identifying who had sent the letter. The idea was that Steve 
McColl, the initiator of the campaign, assumed responsibility 
for identifying the child, and for delivering the amount 
collected (or the gifts). To add credibility, Steve published a 
photo of himself via Daily Mail, a portal with 11.7 million 
visitors a day. He also left a contact email for people who 
could help identify the child.

Lessons from this campaign: 

a. Credibility is important - Daily Mail's reputation would 
suffer a lot if this news was false. Once there is a 
guarantor (Daily Mail and Steve McColl) donors have 
less suspicion and can donate with confidence.

b. The amount is not large, because it is proportional to 
the cause. The campaign is small and the target was 
exceeded (125%).

c. 'Story' that creates an emotional impact. This is a great 
example of a story that in just a few sentences made 
people care about the cause. Moreover, the 
crowdfunding campaign gave people a chance to write 
the next page or the end of the story. A good story 
makes people fight inertion.

d. The motor of the campaign was the viral news. It was 
easy to make the step from a viral piece of news to a 
crowdfunding campaign because the audience was 
already tested. Once the news caught the attention of 
millions of readers of the Daily Mail (5600 Shares on 
Facebook), it was clear that a sum of £500 would not 
be difficult to collect.
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