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It is important for CrowdRise to put in place effective measures that will ensure that the issue of fraud is totally addressed and that the investors have full confidence in the firm. One of the most effective ‘calls to action’ public relation measures that should be implemented immediately includes ensuring that all the needed information regarding the campaigns is available to the donors (Gerber & Hui, 2013). This will be pivotal in improving the confidence of the donors towards the company and they will therefore place their money with the confidence that it will be protected and that it will serve its intended purpose.
Making all the contributions public is another effective way that should be used by the company in order to instill confidence to the donors. When there is a public forum where donors can verify whether their money reached the company is one sure way of augmenting their confidence (Moriah & Bird, 2015). It is lucid from the case study that the donors are more concerned with their reputation as opposed to the returns and declaring or portraying their contributions in public will be one sure way of increasing their reputation and also their confidence in CrowdRise.
The company should further take a swift action in order to make the public to offer their contributions as part of the fundraisers. Moreover, portraying the intentions of the funds and how the funds were really used will also go a long way in increasing the confidence of the donors towards the company including the public (Nicole, 2011). In addition, the request of the fundraiser should be properly explained in the profile of the company; a factors that will also be able it to attract funds from other quarters and maintain the loyalty of their current investors. Finally, CrowdRise should make good use of the social media avenues in order to foster the popularity of their fundraiser campaigns (Mollick, 2014).   
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