
LEADER GUIDE TO BUILDING YOUR TRACK 
TEAM & GETTING COMMITMENTS

It’s critical your entire track team attends ioby Campaign Essentials together. A 
smart way to make sure everyone’s time is used wisely is to schedule a two-hour 
meeting. Make Campaign Essentials be the first 30 minutes of the agenda, and then 
use the following hour and 30 minutes to  fill out prospect charts, decide on a budget 
goal and create a campaign plan together. All of this occurs before you begin creating 
your ioby campaign page. 

Every successful ioby campaign has a core group of leaders on the fundraising 
track team. ioby campaigns led by two or more people are funded six times faster 
than those with only one leader.  When you’re building your team, there’s a few key 
characters you’ll want to have. 

 
The Socialite. 

People who seem to know everyone are very useful 
in fundraising because they have a lot of people 
they can ask to contribute to the 
campaign. These bubbly, extroverted 
party people are comfortable chatting, 
sharing stories and, more often than 
not, accustomed to asking people for 
things, like money.

The Politico.

People who are well connected in government, with potential 
partners and allies and with key decision makers help bring 
legitimacy to your campaign and make it much easier to get 
things implemented when it’s time. 
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The Marketer.

People who are professionals in marketing and 
communications are a blessing to campaigns, but 
you don’t have to have professionals. You can just 
rely on people who are naturally good at marketing 
and make sure they know they’re on your track 
team for that role. 

The Digital Native.

Not everyone feels comfortable 
using online tools. If you’re easily frustrated by Facebook, 
ask a friend, niece, or granddaughter to help you manage 
your ioby campaign and online communications. 

Responsibilities

In addition to these roles, there are responsibilities that 
each team member should have. Be sure that someone on 
your team is responsible for the following.

1. The Nudge: One person has to be the internal leader who reminds everyone about 
deadlines and upcoming events.

2. ioby Point Person: One person should always be the one who works with ioby staff 
directly.

3. Manager: One person has to keep all the lists and contacts and donations 
organized.



LEADER GUIDE TO BUILDING YOUR TRACK 
TEAM & GETTING COMMITMENTS

Commitments

Members of your ioby track team are committing to an active role in your fundraising 
campaign. 

At a minimum, your track team should be prepared to do the following:

1. Attend ioby Campaign Essentials, the ioby fundraising training webinar, with the 
rest of the track team.

2. Create a personal prospect chart of likely supporters and commit to making direct 
asks (in person, over the phone, or by personal email) of a minimum of 30-50 
individuals in their own personal and professional network. 

3. Plan the campaign communications
4. Commit a minimum of 2 hours a week during the ioby campaign, an estimated 4-6 

weeks.

For large campaigns, you may want your track team members to make additional 
commitments, such as:

5. Asking their prospects who donate to tell others about the campaign, thus 
becoming fundraisers themselves. 

6. Asking a foundation or local company to provide a larger gift that could be used as 
a match campaign.

7. Participating in a video your team produces about the ioby campaign.
8. Hosting a house party to increase face time with potential supporters. 
9. For those track team members who are part of or represent an organization, a 

commitment to send a dedicated email blast to the organization’s house file or 
segment thereof.
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Perks 

Sometimes supporters can commit to doing things that seem like 
commitments of a track team member but rarely are. These include 
agreeing to tweet or share on facebook or sending a generic email. It can 
also include pitching a story to a local news organization. These are useful 
engagement activities but have a very low rate of return on fundraising 
requests. Include these super fans in your campaign planning, but reserve 
spots on your track team for people who are serious about making asks. 

Celebrities

While they probably won’t be 
great members of your track 
team, celebrities in your field 
can be great ways for your 
campaign to get attention. 
Most likely, their highest use 
will be in broadcasting your 
campaign to a wide net of fans. 
This is a great way to build buzz and excitement and make the people in your network 
feel like “everyone” is talking about your campaign. 

Use these celebrity endorsements wisely. Build endorsements into your campaign 
page from the beginning. If you have a close relationship with a celebrity, have their 
voice or face in your campaign video or campaign photo. Include quotes from them. 

Broadcast endorsements should be saved near the end of campaigns to express 
urgency and reinforce asks for campaigns that are more than 60% funded. 




