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A B S T R A C T

Crowdfunding (CF) is a financial tool that has faced an impressive growth over the past few years, and provides an 
alternative form of fundraising entrepreneurial projects. However, not all CF campaigns are successful in attract-
ing the investors’ interest and obtaining the pledging goal. As CF is built over internet platforms, digital marketing 
strategies have been used to improve awareness and engage people to contribute with small amounts of money for 
a given CF campaign. 
Hence, this paper intends to study the effect of social media and electronic word of mouth (e-WOM) on the CF 
campaigns’ outcomes and whether these digital marketing strategies might influence the small investors’ decision 
to support or not a reward-based CF campaign.
Using a sample of data from the second largest American reward-based CF platform (Indiegogo), we have applied 
the multiple OLS regression analysis, to assess the causal effect of various sets of variables in the success rate of a 
CF campaign.
The findings show that social media and e-WOM strategies play a critical role and have a positive significant 
impact on a CF campaign.

Keywords: Crowdfunding; Reward-Based Crowdfunding; Social Media; Electronic Word of Mouth (e-WOM); 
IndieGoGo.

R E S U M E N

El Crowdfunding (CF) es un instrumento financiero que ha experimentado un crecimiento impresionante en los 
últimos años y ofrece una forma alternativa de captación de fondos para proyectos empresariales. Sin embargo, no 
todas las campañas de CF logran atraer la atención de los inversores y obtener el objetivo inicial de la campaña. 
Dado que las campañas de CF se construyen sobre plataformas de Internet, se han utilizado estrategias de comer-
cialización digital para mejorar la concienciación y lograr que las personas contribuyan con pequeñas cantidades 
de dinero a una determinada campaña de CF.
Por lo tanto, este documento tiene por objeto estudiar el efecto de los medios sociales y del boca a boca electrónico 
(e-WOM) en los resultados de las campañas de CF y si estas estrategias de comercialización digital podrían influir 
en la decisión de los pequeños inversores de apoyar o no una campaña de CF basada en la recompensa.
Utilizando una muestra de datos de la segunda mayor plataforma americana de CF basada en la recompensa 
(Indiegogo), hemos aplicado el análisis de regresión de mínimos cuadrados ordinarios múltiples, para evaluar el 
efecto causal de varios conjuntos de variables en la tasa de éxito de una campaña de CF.
Los resultados muestran que los medios sociales y las estrategias de e-WOM desempeñan un papel fundamental y 
tienen un impacto significativo positivo en una campaña de CF.

Palabras clave: Crowdfunding; Crowdfunding basado en la recompensa; medios sociales; boca a boca electrónico 
(e-WOM); IndieGoGo.

Management Letters / Cuadernos de Gestión 21/2 (2021) 35-48

mailto:SilvieTavOliveira@hotmail.com


36 S. Bernardino, J. Freitas Santos, S. Oliveira

1. INTRODUCTION

The definitions of crowdfunding (CF) emphasise the role of 
the “crowd” as the main contributor for funding a new entre-
preneurial venture (Belleflamme et al. 2015; Moritz and Block 
2016). For Lehner (2013), the meaning of CF is targeting a large 
dispersed audience, dubbed as the “crowd”, open to provide 
small sums of money to fund a project or a venture. Mollick 
(2014) refers to the efforts made by entrepreneurial individu-
als and groups – cultural, social, and for-profit – to fund their 
ventures by drawing on a relatively large number of individu-
als (the crowd) using the internet, without the intervention of 
traditional financial brokers. Kuppuswamy and Bayus (2018), 
considered CF a modern mechanism for financing informal 
ventures that enables entrepreneurs to directly call for finan-
cial assistance of the general public (i.e., the “crowd”) to get 
their innovative ideas off the ground. Other scholars (e.g. Ahlers 
et al. 2015) used an umbrella term to describe an increasing-
ly widespread form of fundraising via the internet, whereby 
groups of people (crowd) pool money, usually through (very) 
small individual contributions to support a specific venture. As 
stated by different authors (Gajda and Mason 2013; Agrawal 
et  al. 2015; Baumgardner et  al. 2017), there is no doubt that 
the development of internet and the spread of Information and 
Communication Technologies (ICT) increased the awareness 
and the participation of the “crowd” in financing entrepreneur-
ial projects.

Regardless of CF business models that might be considered, 
the role of the crowd is critical (Mollick 2014). For instance, in 
the donation or patronage model of CF usually used in philan-
thropy, the donations are given by the crowd without any expect-
ed direct reward. In the lending model, the concession of small 
loans was made available by the “crowd” that has the expectation 
of being repaid by the founder plus an interest rate. In the re-
ward-based model, the crowd is seen as early customers that buy 
products previously to be launched in the mass-market (André 
et al. 2017). In the equity model, the crowd acquire equity stakes 
if they support a project, and the persons are treated as equity 
investors.

The success of a CF campaign occurs when the projects to be 
financed match with what is valued by the crowd (Belleflamme 
et al. 2014). In other words, to be considered successful, a CF 
campaign has to be able to collect all the resources requested by 
the entrepreneur. To attain this objective the promoter needs to 
persuade the maximum number of people possible to complete 
the pledging goal.

The existing statistics indicate that in 2019 the success rate of 
the Kickstarter CF platform is just about 37.4% (Statista 2020). To 
increase the probability of success of the projects posted on the CF 
platforms the promoters develop digital marketing strategies in 
order to influence potential investors. In this context, the research 
aims to analyse if social media and eWOW are important drivers 
of the investors’ decision to participate in a CF campaign.

Although social media and e-WOM has been a subject of 
interest for several researchers in digital marketing, previous re-
search about the influence of social media and e-WOM on the 
success of a CF campaign has been scarce (Kaur and Gera 2017). 
Further, Thies, Wessel and Benlian (2014) claimed for additional 

research on the dynamic interaction of e-WOM and the cam-
paign contribution behavior of backers in CF, and the conse-
quences of these interactions for other CF platforms.

Therefore, the objective of this article is to investigate the 
influence of social media (Facebook shares) and e-WOM (on-
line comments) on a reward-based CF campaign, and its rel-
ative importance when project’s characteristics and founder’s 
profile are considered. The intention is to understand if par-
ticipation in online communities and the consequent genera-
tion of social buzz increase the probability of the success rate 
of a reward-based CF campaign. Moreover, most of the avail-
able studies does not take account of other variables related 
with the project (e.g. whether the project is technology based 
vs. culture and arts based), nor does it assess its influence on 
differentiating the behavior of promoters (e.g. experienced vs. 
non-experienced entrepreneurs). The analysis of the role of 
social media and e-WOM within a reward-based CF setting 
will provide practical recommendations for crowdfundees and 
platform operators, helping them raise the attention of current 
and prospective crowdfunders.

The paper is organised as follows. First, we provide the con-
cept and business models of CF, explaining in more detail the 
reward-based model. In the second section, we analyse the role 
of social media and e-WOM on CF. Additionally, the next sec-
tion examines the influence of the characteristics of the project 
and the founders’ attributes on the success rate of a CF cam-
paign. Then, we present the methodology and the model used 
in the investigation. Following this, we examine the data, as-
certain relevant factors and discuss the results. The paper clos-
es with the main conclusions, limitations and future research 
directions.

2. THE REWARD-BASED MODEL OF CROWDFUNDING 

Reward-based model is the most popular and widely 
known type of CF (Cho and Kim 2017; Yu et  al. 2017). The 
reward-based model allows fundraisers to attract a group of 
funders who essentially receive a reward for backing a project. 
Contributors receive a “reward” in exchange for the money 
they offered to the project (André et al. 2017). The reward de-
livered consists of an incentive system to funders and is also a 
mean by which entrepreneurs show their gratitude to the in-
vestors by supporting a given project asking for funds (Joshi 
2008; Paschen 2017). For Cruz (2018, p. 374) “reward-based 
crowdfunding consists of a financing mode where entrepre-
neurs pitch for monetary contributions to an idea in exchange 
for special prizes, appreciation tokens or early editions of 
products”. The reward embedded in a CF campaign could 
range according to the amount of the contributions offered. 
The reward often contains a beta-version of a product, the fi-
nal product (e.g. a book or a game), which may be personalised 
(signed, a thank you note, etc.), a publicly available mention, 
or a chance to meet the creators of a project (Mollick and Kup-
puswamy 2014). Alternately, the funders could be treated as 
early customers giving them priority and preference in the ac-
cess of a new product never launched in the market at a lower 
price, or with some additional attributes. The pre-purchasing 
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of products by early customers, such as software, hardware, or 
consumer products, is a pattern in this kind of projects (Mol-
lick and Kuppuswamy 2014). This scheme reduces the risks 
for crowdfundees as the potential losses are minimal, while 
the main question to crowdfunders is whether the product will 
satisfy his/her tastes.

Reward-based CF proposals cannot be measured in mon-
etary terms as funders receive tangible but non-financial ben-
efits for their contributions (Belleflamme et al. 2015). Gerber 
et al. (2012) provide some examples of the relevance of rewards 
for funders and its role in increasing the participation in CF 
communities. Also, taste heterogeneity among crowdfunders 
seems to play a prominent role as a specific creative project 
may appear to be extremely important for some funders while 
completely irrelevant to others (Belleflamme et al. 2015). Here-
in, the design of the rewards strategy is critical for the CF cam-
paign. As argued by André et al. (2017, p. 325), “rewards must 
be based on multiple logics including the capacity to generate 
connections and interactions between backers and the entre-
preneurs”.

Reward-based CF could be a very promising financial mech-
anism, that allows entrepreneurs to fundraise money for their 
projects, without incurring in debt or sacrificing equity (Yu 
et al. 2017). Besides the easy and costless access to finance, re-
ward-based CF also offers other benefits to potential entrepre-
neurs. From a market research point of view, the amount of 
funding and backers could be seen as a predictor of future de-
mand for the product. On the other hand, the success of the cam-
paign may serve as a signal for future funding rounds, possibly 
through more traditional funding channels (e.g., venture capital 
or bank loans).

Crowdfunding campaigns are designed for a specific 
amount (the pledging goal) and held during a given period of 
time (the campaign duration). If within the time horizon de-
fined the campaign was able to collect the resources asked to 
reach the funding amount (pledging goal) they will succeed; 
otherwise, they will not be considered successful. Therefore, 
the ability to attain the funding goal proposed is traditionally 
the most common measure of success of a CF campaign (Sa-
haym, Datta and Brooks 2019), although other approaches 
could either be considered, even though they are not as com-
mon in the literature.

Some of the literature has also focused on the motivations 
that led individuals to support a certain CF campaign. Choy 
and Schlagwein (2016) proposed four categories of motiva-
tional orientation based on the bifurcation into intrinsic and 
extrinsic components, and individual and social elements. 
Intrinsic motivation consists of performing an activity for 
its own sake, by the pleasure and enjoyment of the task. In 
contrast, extrinsic motivation refers to people doing some-
thing for some external goal outside the task itself (Ryan and 
Deci 2000). Individual motivation is the willingness to exert 
high levels of effort toward a goal without regard to the social 
influence of a community, while social motivation is the will-
ingness to exert a task due to the social influence of a commu-
nity in order to be accepted by that community (Forgas et al. 
2005). According to the results of the qualitative study, Choy 
and Schlagwein (2016, p. 237) found a first type of motivation 

called intrinsic-individual that “relate to donors” self-enjoy-
ment or personal satisfaction in supporting the campaign’, the 
second motivation is coined social-intrinsic and “relates to 
donors” self-enjoyment or personal satisfaction in supporting 
the campaign in the presence of an online crowd/communi-
ty’, the third is the individual-extrinsic motivation that “relate 
to donors” desire to realise a particular outcome as a result 
of supporting the campaign’, and the fourth is the social-ex-
trinsic motivation that “relate to donors” desire to realise a 
particular outcome as a result of supporting the campaign in 
the presence of an online crowd/community’. The same four 
categories are proposed by Ryu and Kim (2016) that classified 
the crowdfunders into: angelic backers (similar to tradition-
al charitable donors), reward hunters (analogous to market 
investors), avid fans (most passionate sponsor group, similar 
to members of a brand community), tasteful hermit (active 
in supporting the project as avid fans, but with lower extrin-
sic and others-oriented motivations). We can also classify the 
motives of the crowd based on the type of business model 
of CF that was used to attract contributions. For instance, 
in reward-based CF, receiving new products/services from 
entrepreneurs is an important motivation for backers. Also, 
helping others and being part of a community that support 
the development of new products might also encourage more 
backers to invest in crowdfunding projects (Gerber et  al. 
2012; Gerber and Hui 2013). In a review of literature, Kaarte-
mo (2017) found that people are driven to participate in CF 
projects by the attempt to collect rewards and financial re-
turns, help other people in need and support a cause, and to 
form relationships and be part of a community. 

The reasons that could deter crowdfunders (investor) from 
funding are associated with lack of trust in the crowdfundee 
(entrepreneur), specifically in platforms where the fund-seek-
er is allowed to keep the money even when the target is not 
met (Gerber and Hui 2013). Another problem is time, as online 
fundraising campaigns require performing a set of managerial 
tasks that could be a very time-consuming venture that repre-
sents a “full-time job” (Cruz 2017). Other major concern is re-
lated to the need of display publicly detailed information about 
the project that increases the risk of copying, especially for pro-
jects in the business domain that once imitated might reduce or 
eliminate the competitive advantage (Hommeravá 2020). An-
other problem is the disadvantageous position that the crowd-
funder has about the crowdfundee that could lead to the risk of 
moral hazard (such as fraud) and deter some people from put-
ting their money into a given project (André et al. 2017). This is 
called information asymmetry that refers to “investors lacking 
information about the risks and/or expected returns of their 
investments” resulting from the fact that “investors are likely 
to be less informed than entrepreneurs or borrowers about the 
quality of the project” (European Commission 2015, p. 25).

In a context of information asymmetry and uncertainty, the 
investors have to collect the maximum of information possible 
to reduce risk. Besides the information about the founder of the 
project, it will be helpful to obtain specific information about the 
project that could help current and prospective investors (back-
ers) make an informed investment decision.
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3.  THE ROLE OF SOCIAL MEDIA AND E-WOM ON CF 
CAMPAIGNS

There is a growing number of academic researchers that have 
started to study the role of digital marketing strategies in CF, al-
though it is still an under-exploited topic in the empirical liter-
ature (Laurell et al. 2019). Specifically, the study of social media 
and e-WOM strategies within the scope of CF are important is-
sues to analyze.

3.1. Social media

Social media has become widely used by firms to create aware-
ness for its products and projects (Sahaym et al. 2019). Social me-
dia has further been recognised as very helpful for diffusing infor-
mation, increasing exposure, improving the site traffic and also 
promoting engagement with its audience (Sahaym et al. 2019).

In CF, social media is often used to enable entrepreneurs and 
investors to disseminate information about the campaign after 
its launch, claim for support and resources, and share project up-
dates with the crowd (Hui et al. 2014). Thus, social media helps 
entrepreneurs to build ties and reinforce tie strength with ex-
isting and potential backers. Besides the improved transparency 
allowed by social media, the creation of trust is key to engage 
with prospective investors (Sahaym et al. 2019).

Thus, CF campaigns, especially for new projects in the early 
stages of development, strongly benefit from the creation of a 
virtual word of mouth marketing strategy as well as buzz, that 
positively impacts the collection of funds.

Previous studies have confirmed the relevance of social media 
on CF success in multiple social platforms (e.g. Beier and Wag-
ner 2015; Borst et al. 2017; Lu et al. 2014). At the same time, ex-
isting literature recognise that the vast majority of highly-funded 
CF projects have used social media to spread awareness among 
potential supporters and have used multiple advertisements and 
messages across different platforms (Borst et al. 2017).

To increase the likelihood of collecting funds to attain or sur-
pass the pledging goal of a CF campaign, it is necessary to reach a 
larger number of potential funders, for which the use of online CF 
communities on social media is critical (Borst et al. 2017). Social 
media facilitates the creation and maintenance of social networks 
(Laurell et al. 2019). Also, the use of social media allows entrepre-
neurs to obtain, via digital communication means, other connec-
tions that are technically available but are not yet activated (latent 
ties) (Borst et al. 2017). Thus, through social media it is possible to 
attract more distant people that otherwise would not be possible.

The number of contacts in social media (number of 
“friends”) has also been recognised as having a positive impact 
on CF success (Mollick 2014; Zheng et al. 2014). However, Borst 
et al. (2017) findings indicate that weak and latent ties are more 
important for campaign success than strong ties, that are closer 
to the entrepreneur and composed mainly of family and friends.

Therefore, social media could be key to atract the “crowd” 
and establish communication with a broader audience, neces-
sary to support the project, especially in the context of digital 
interactions where CF is strongly embedded.

Social media could either perform an important role in stim-
ulating the herd behaviour and to increase the number of sup-

porters of a given project/campaign. The empirical work carried 
out by Borst et al. (2017) confirms the presence of herd behav-
iour, that results from the influence made by peers in social net-
works. This herding bahevior contributes positively to the cam-
paigns’ success, even though that could be somewhat blurred 
by the contrary influence of the bystander effect. According to 
this latter effect, a higher network reduces the likelihood of its 
members acting and giving support to a campaign, since they are 
more prone to act as “spectators” (Borst et al. 2017).

In a different way, the investigation of Sahaym et al. (2019) 
found that entrepreneurial orientation is positively related to the 
CF campaign success, and this relationship is also mediated by 
the perceived contributions of social media. The investigation 
found that innovativeness and proactiveness stimulate compa-
nies to recognise the benefits derived from the use of social me-
dia platforms to the CF campaign (Sahaym et al. 2019).

From a marketing point of view, the backers can be convert-
ed into ambassadors by helping to promote the product in social 
media (e.g. Facebook, Instagram). As CF is mostly based on social 
media and digital communication, it is very simple to exchange 
information about a project with people across country borders. 
Viral marketing strategies can be used by backers to promote pro-
jects as sending information to friends, and other people is easier 
and faster than using traditional offline technologies. Also, due 
to the financial involvement of backers in the supported projects, 
there is an additional motivation to apply the most recent digi-
tal communication tools to enhance the awareness of the projects 
among the social media community (Gierczak et al. 2015).

Facebook is one of the most prominent social media platforms 
that could be used to promote the projects allowing people to share, 
discuss, and communicate with others. Most of the reward-based 
platforms have many accounts linked to Facebook which means 
that it is easy to determine how many Facebook connections each 
founder has, thus providing control over the extent of a founder’s 
social network. Large numbers of friends on online social networks 
have long been associated with the success of crowdfunding cam-
paigns (Mollick and Kuppuswamy 2014). Mollick (2014) drawing 
on a dataset of over 48,526 projects on Kickstarter concludes that 
the size of a fundraiser’s personal network (number of Facebook 
connections) is associated with the success of crowdfunding efforts. 
Similarly, Thies, Wessel and Benlian (2014) examine the effects of 
social networks on the likelihood of success of 6,000 crowdfund-
ed campaigns on Indiegogo to conclude that social buzz (especially 
Facebook shares) positively influences project backing. Hong, Hu 
and Burtch (2015) examine panel data from Indiegogo to conclude 
that social media activities matter in general but have a slightly 
different impact. In the case of Facebook, the messages shared are 
more influential for public goods campaigns, while on Twitter the 
impact is more on private products campaigns. Further, Lu et al. 
(2014) based on empirical evidence stress that social networking, 
especially in the early stage of the project, can significantly increase 
the probability of attracting funds for a project.

Despite the huge benefits that the use of social media can 
provide, there is also some risks to be considered, such as those 
related with privacy issues or loss of control over information 
overspread through conversations. Since social media platforms 
are active all the time and conversations can occur even without 
the presence of the responsible for the project, part of those con-
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trol is transferred to the community as a whole (Sahaym et al. 
2019; Summers et al. 2016).

A synthesis of the main impacts of social media in CF cam-
paigns is presented in Table 1.

Table 1 
Social media and the impact on reward-based CF campaigns

Factors Authors Impact

Social Media Beier and Wagner (2015)
Borst et al. (2017)
Lu et al. (2014)
Mollick (2014)
Mollick and  
Kuppuswamy (2014)
Thies et al. (2014)
Zheng et al. (2014)

— Use of social media 
increases the 
likelihood to attract 
funds

— Social media extends 
the social network 
of the entrepreneur 
and the reach of the 
campaign

— Social media 
facilitates the 
communication with 
a broader and more 
diverse audience

— Social media can 
spread the herd effect

Source: Authors’ own elaboration.

The assessment of the relevance of social media for the suc-
cess of a reward-based CF campaign lead to our first hypothesis:

H1) The presence of a project in social media has a positive 
impact on the success of a reward-based CF campaign.

3.2. Eletronic word of mouth (e-WOM)

Electronic word-of-mouth represents statements made about 
a product or service made available through social networks to a 
multitude of people and institutions via the Internet (Kietzmann 
and Canhoto 2013). Hennig-Thurau et  al. (2004 p. 39) define 
eWOM communication as “any positive or negative statement 
made by potential, actual, or former customers about a product 
or company, which is made available to a multitude of people 
and institutions via the internet’.

Several studies performed in different industries conclude 
that on-line reccomendations or reviews made by consumers 
have a positive impact on other consumer purchasing behaviour 
(e.g. Senecal and Nantel 2004; Chevalier and Mayzlin 2006; Xia 
and Bechwati, 2008; Xiaofen and Yiling 2009). Analysing specif-
ically the WOM referrals, Trusov et al. (2009) detected a twofold 
positive impact: in the short term, a very strong direct effect on 
new customer acquisition; and, a larger and enduring effect of 
WOM in the mind of the consumer.

The increasing relevance of eWOM is part of a general process 
of social transformation, where customers are becoming active 
participants in the business processes. Wherein, they share their 
ideas and experiences in different platforms (e.g. social networks, 
blogs, review sites, among others), rather than just having a passive 
attitude (Summers et al. 2016). Leveraging online word of mouth 
is important either to spread brand-related information and also 
to get some feedback from potential supporters and consumers. 

Also, e-WOM enables consumers (or other relevant stakeholders) 
to improve communication and increase the brand popularity of 
a company or project (Hennig-Thurau et al. 2004). For instance, 
the comments about the project included in the CF platform allow 
backers to interact with the founder of the project and other pro-
spective investors generating e-WOM via the Internet.

Empirical evidence shows that lack of information directly 
related with the quality of the project may lead prospective back-
ers to rely on e-WOM generated by the friends of the fundraiser 
to clarify some aspects of the project (Belleflamme et al. 2015). 
The e-WOM has been found to be influential in driving opinions 
in CF context. Kaminski, Hopp and Lukas (2018) provide empir-
ical evidence that a higher quality campaign in Kickstarter ben-
efits from user-generated e-WOM (online comments) and mass 
personal e-WOM (Facebook shares) although the social media 
activity follows the success of the campaign but does not affect 
the probability of success. Therefore, they recommend that CF 
campaigns approach their social media activities with caution to 
attain their campaign goal (Kaminski et al. 2018). Kaur and Gera 
(2017) confirm the results of previous research stressing that so-
cial interaction and connectivity have a positive impact on at-
tracting funds for a CF project. Aggarwal et al. (2012), based on 
the volume of conversation generated through social media, also 
find that eWOM has a positive impact on venturing’s financing.

Differently, the investigation performed by Summers et  al. 
(2016) indicates that social media buzz has no direct effects on 
funding, although significant moderating effects were found on 
the relationship between project signals and funding outcomes. 
The research also reveals that the influence of social media in CF 
is a very complex process. Herein, nor all social media buzz has 
exactly the same contribution, since some buzz is just “noise” 
and others are “buzzworthy” and influence fundraising. Accord-
ing to Summers et al. (2016), the differential effect of “buzz”, de-
pends mainly on the social platform used and the kind of signal 
embedded, where the broadly diffused and hybrid varieties of 
buzz leverage the commitments signals. The authors identify a 
positive impact of “tweets” and Google+ “shares”, that is not sig-
nificantly reached through Facebook “shares”.

A summary of the main impacts of e-WOM in CF campaigns 
could be seen in Table 2.

Table 2 
E-WOM and the impact on reward-based CF campaigns

Factors Authors Impact

e-WOM Hennig-Thurau et al. (2004)
Belleflame et al. (2015)
Kaminski et al. (2018)
Summers et al. (2016)

— The e-WOM effect 
improves project 
popularity and 
recognition

— The e-WOM expands the 
“wisdom of the crowd”

— The e-WOM positively 
influences the attainment 
of funding goals

— The e-WOM 
positively influences 
the commitment 
signalisation

Source: Authors’ own elaboration.
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The assessment of the importance of e-WOM for the success 
of a reward-based CF campaign lead to our second hypothesis:

H2) The extent of eWOM generated to a project has a positive 
impact on the success of a reward-based CF campaign.

4.  VARIABLES RELATED TO PROJECT’S 
CHARACTERISTICS AND FOUNDER’S PROFILE

The content of a CF campaign includes the pitch, the fund-
ing goal, the time frame, the reward-tiers and the communication 
(Young 2013). The pitch is the first contact point to the audience 
and contains the project introduction to the project that could be 
displayed in written and/or video format. The funding goal is the 
total amount of money that is needed to make the project work. 
The time frame begins when the campaign is launched and ends 
when it finishes independently of the required funding goal is at-
tained or not. The reward-tiers are defined according to the strat-
egy of the founder with multiple options in varying price ranges 
attracting more people. Several researchers (e.g. Koch and Siering 
2015; Kraus et al. 2016; Giudici et al. 2017) identified the main 

influential factors that determine the success of a CF campaign. 
They could be grouped in two components: the project related 
factors include the length of the video pitch, the depth of the pro-
ject’s description, project’s updates availability, the typology of the 
project, and the pledging goal target. The promoter related factors 
encompass the way promoters present themselves on the website 
of the project, the number of backers, the team and the previous 
experience of projects on the CF platform.

4.1. Variables related to project’s charateristics

These variables refer to the project’s characteristics that in-
cludes the existence and length of the video pitch, the detailed 
description of the project, the number of updates to the project 
that are posted on the platform, the technological nature of the 
project, and the amount of the pledging goal. The empirical evi-
dence provided by Table 3 shows that these variables significant-
ly influence the investment choices of the prospective investors.

Therefore, we hypothesise:
H3) The variables related to the characteristics of the project 

have a positive impact on the success rate of a CF campaign.

Table 3 
Project’s related variables and the impact on reward-based CF campaigns

Factors Authors Impact

Length of the video pitch Park and Hopkins (1993)
Jiang and Benbasat (2007)
Young (2013)
Mollick (2014)
Colombo et al. (2015)
Kraus et al. (2016)
Hobbs et al. (2016)
Kaartemo (2017)
Bi et al. (2017)
Courtney et al. (2017) 
Zhou et al. (2018) 
Koch and Siering (2015; 2019)

— Visual display of information is more effective if it is dynamic 
rather than static;

— Visitors perceived websites with video content as more useful than 
static-picture formats only;

— Absence of a video was negatively associated with CF success;
— Videos are 100% more successful than the ones that don’t have a video;
— Videos, pictures, and other digital marketing activities are relevant in a 

CF campaign;
— Videos may increase project acceptance.

Depth of the project description Koch and Siering (2015; 2019)
Hobbs et al. (2016)
Kaartemo (2017)
Hossain and Oparaocha (2017)

— Level of the description of the project has a positive effect on a CF 
campaign.

Availability of project updates Xu et al. (2014)
Mollick (2014)
Block et al. (2018)
Kuppuswamy and Bayus (2018)
Shahab et al. (2019)

— Updating information about a project with pertinent posts has a 
significant positive contribution to the success of a CF campaign;

— Number of updates is a key motivating factor in investment decision;
— Updating frequently the information about the projects can almost 

double the probability of funding.

Typology of the project Mollick (2014)
Hörisch (2015)
Chan et al. (2018)
Zhang and Chen (2019)

— Majority of technology projects that failed to reach their funding goals;
— Different product categories show systematic variations in the 

attraction of funds.

Amount of pledging goal Mollick (2014)
Frydrych et al. (2014)
Colombo et al. (2015)
Kaartemo (2017)
Gangi and Daniele (2017)
Zhou et al. (2018) 
Janku and Kucerova (2018)
Koch and Siering (2015; 2019).

— Lower pledging goals are more likely to be successful

Source: Authors’ own elaboration.
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4.2. Variables related to founders’s profile

The profile of the promoter of the project can play an im-
portant role in influencing prospective investors. Evidence in 
previous studies (Table 4) shows that the way founder presents 
himself, the number of backers that attracts to the project, the 

nature of the team, and the previous experience of the founder 
act as driving forces to attract investments.

Therefore, we hypothesise:
H4) The variables related to the founder’s profile have a posi-

tive impact on the success rate of a CF campaign.

Table 4 
Founder’s related variables and the impact on reward-based CF campaign

Factors Authors Impact

Founder’s presentation Egger (2001)
Fogg et al. (2001)
Boeuf et al. (2014)
Colombo et al. (2015)
Koch and Siering (2015)
Gafni et al. (2018)

— Picture of the project owner boosts the probability of 
obtaining success;

— Name of entrepreneurs on the pages of projects are 
positively and significantly related to CF success;

— Presenting authentic people from a company in a campaign 
gives a “real-world feeling” and enhances credibility.

Number of backers Bikhchandani et al. (1992)
Shen et al. (2010)
Herzenstein et al. (2011)
Lee et al. (2011)
Lee and Lee (2012)
Zhang and Liu (2012)
Colombo et al. (2015)
Agrawal et al. (2015)
Hobbs et al. (2016)
Wang and Tu (2016)
Gangi and Daniele (2017)
Kuppuswamy and Bayus (2018)
Mezei (2018)

— Evidence of a strong herding behaviour;
— Higher participation rate attracts more bids;
— The number of backers is a positive predictor of the 

probability of success of a CF campaign;
— Strong community support for a venture signals that the project 

is perceived as having high quality;
— Funders’ propensity to invest in a given artist increases as 

capital on the platform accumulates;
— The success of a CF campaign depends highly on the early 

support given by backers; 
— Past investments made by other backers may increase the 

propensity to fund;
— The dynamic pattern of backer support over the project 

funding cycle is U-shaped. 

Founder’s team Lagazio and Querci (2018) — Projects that present a large number of team members had a 
higher probability of succeeding in fundraising

Previous experience of the founder Courtney et al. (2017)
Zhou et al. (2018)
Janku and Kucerova (2018)
Koch and Siering (2015; 2019)

— Founders that have a higher number of previous projects 
funded might increase the probability of having more 
success in the subsequent projects’ campaigns

Source: Authors’ own elaboration.

5. METHODOLOGY

This study focuses on the projects launched by entrepreneurs 
to raise money from backers to start their new venture within a 
limited time window, providing prospective investors with dif-
ferent reward schemes. The backers interested in a certain pro-
ject choose an appropriate reward scheme and pay the backing 
prices to support the project. A project will be funded if the total 
money of committed purchases from backers exceeds a specified 
goal within a predetermined time window.

The purpose of the investigation is to empirically examine the 
influence of social media and e-WOM on the success of a CF cam-
paign. To that purpose, we extracted a unique dataset from the 
Indiegogo platform. Indiegogo was created, in 2008, in the United 
States (San Francisco) and according to the information displayed 
on their website since the beginning of the operations the platform 
has helped more than 800,000 innovative ideas come to life. The 
number of people that visit the platform is impressive (ten million 

each month), geographically diversified (235 countries and terri-
tories) with around 19,000 campaigns launched by month (www.
indiegogo.com). Projects fall into three main groups: i) Tech and 
Innovation; ii) Creative Works; iii) Community Projects. The first 
group includes audio, camera gear, education, energy & green tech, 
fashion & wearables, food & beverages, health & fitness, home, 
phones & accessories, productivity, transportation, and travel & 
outdoors. The second group encompasses art, comics, dance & 
theatre, film, music, photography, podcasts, blogs & vlogs, table-
top games, videogames, web series & TV shows, and writing & 
publishing. The last group includes culture, environment, human 
rights, local businesses, and wellness. For empirical analysis we 
have excluded the last group as the projects are mainly related to 
social causes and social CF, that is led by different motivations.

To perform the study, secondary data about different charac-
teristics of the founder and the project were collected from the 
platform IndieGoGo (www.IndieGoGo.com). Then, we proceed 
to the process of content analysis by analysing a random strat-
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ified sample of the projects displayed on the platform between 
March and September of 2019. The sample includes both suc-
cessful and unsuccessful projects and is limited to two strata 
– technology, and arts and culture. The final sample was com-
posed of 125 technological and 125 arts and culture projects, that 
were conjointly analysed, given the research aims.

The data were codified and examined using several statisti-
cal techniques from the software package IBM SPSS, version 24. 
Specifically, firstly, we have employed descriptive statistics, that 
were followed by correlation analysis to detect problems of mul-
ticollinearity. After some tests, we proceed to the OLS multiple 
regression analysis to assess the causal effect of the different var-
iables in the success rate of the project. The model to be used is 
presented in the next section.

6. MODEL

To estimate a response model, we use a multiple regression 
analysis (OLS). This is a statistical technique that allows a re-
searcher to analyse the impact of each independent variable in 
an output. In this case, the formula assumes that the outcome 
(dependent variable), the success rate of a project, is a function 
of the factors (independent variables). The variables regarding 
the rate of success (SUC), the total amount of the pledging goal 
(AMOU) the number of likes on Facebook’s page (LIKE) and the 
number of online comments (COMM) used in the analysis were 
logarithmised to render the distribution nearly normal.

The generic equation is the following:

Log (SUC) = a  + β1LogLIKE + β2LogCOMM + β3VIDD + β4PROT + β5UPD + β6NAT 
+β7LogAMOU + β8PRES + β9LogBACK + β10TEAM + β11PREV + e

In this model, the dependent variable is the Success of a CF 
project (SUC). This variable takes the value given by the percent-
age of the pledging goal that could be above or below 100%. The 
projects that attain values above 100% (attain the pledging goal) 
are considered successful, while projects with values below 100% 
are considered a failure. The higher the value above 100%, the 
more successful is the project.

The key independent variables related to social media and 
e-WOM are:

— The logarithm of the number of Facebook friends (LogLIKE) 
is the number of likes that the Facebook page of the campaign 
displays;

— The logarithm of the number of comments (LogCOMM) is the 
number of comments posted by the followers of the project in 
the project feed of the CF platform, in a logarithmised form. 

The key independent variables related to the project are:

— Length of the video pitch (VIDD), measured in minutes;
— Depth of the project description (PROT) is a dummy variable 

that takes the value of 1 when there is a detailed description that 
allows deriving a prototype of the project (such as images, an ex-
planation of the evolution of the product/idea); and 0 otherwise; 

— Availability of project updates (UPD) is a dummy variable that 
takes the value of 1 when have been registered updates for the 
project and 0 otherwise; 

— Typology of the project (NAT) is a dummy variable and takes val-
ue 1 for technology projects and 0 for arts and culture projects;

— The logarithm of the amount of pledging goal (LogAMOU) 
is the total amount of the pledging goal, in US dollars, in a 
logarithmised form.

The key independent variables related to the founder are:

— Presentation of the project’s promoter (PRES) is a dummy var-
iable that takes the value of 1 when the founder of the project 
appear (name and photo) and 0 otherwise;

— The logarithm of the number of backers (LogBACK) includes 
the number of backers registered on the platform for a given 
project, in a logarithmised form;

— Nature of the founders (TEAM) is a dummy variable with 1 
for a campaign developed by a team and 0 by an individual;

— Previous experience of the entrepreneur (PREV): it is a dum-
my variable that when the promoter has previous experience 
on a CF campaign the value is 1 and 0 otherwise.

7. RESULTS

The analysis of Table 5 shows that the dependent variable 
that measures the success of each CF campaign in the Indiego-
go platform has a minimum value of 4 and a maximum value 
of 20600. Overall, of the 250 campaigns inspected we can see 
that at least one of them was exceptionally successful surpassing 
the pledging goal by far (20600%), while on the other extreme 
one campaign has failed to obtain only 4% of the pledging goal. 
To avoid problems of skewness of the data, the variable LogSUC 
presents the values in a logarithmised form.

Table 5 
Descriptive Statistics

Variables Mean Standard Deviation Minimum Maximum

SUC   846.34  2051.668    4   20600
LogSUC     5.43      1.55 1.39     9.93
LIKE 24068.23 124743.47    2 1315968
Log LIKE   7.0294   2.25665 0.69    14.09
COMM   364.61   1704.85    0   20647
Log COMM   2.0731   2.58394    0     9.94
VIDD     2.09      1.64    0       11
PROT     0.78     0.418    0        1
UPD     0.76     0.425    0        1
NAT     0.52     0.500    0        1
AMOU 35598.53  81306.02  500  669086
Log AMOU   9.2821   1.63452 6.21    17.17
PRES     0.63     0.484    0        1
BACK  2400.57   6712.49    3   46285
Log BACK   5.4616   2.16049 1.10    10.74
TEAM     0.58     0.494    0        1
PREV     0.32     0.467    0        1

Note: N=250.
Source: Authors’ own elaboration.
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The CF campaign facebook page got on average 24,068 Likes; 
some projects have only 2 likes on Facebook, whether others ob-
tained an impressive number of 1,315,968 (M= 24,000). The number 
of comments on the project feed also has a high variability between 
projects, ranging from the absence of comments at all observed in 
some projects to a maximum of 20,647 comments (M=364.61).

The independent variables VIDD (video duration) has a 
maximum of 11 minutes and a mean of 2 minutes. The pledging 
goal for the projects is positioned between 500 and 669,086 US 
dollars (M=36,000USD). The number of backers varies between 
3 and 46,285 (M=2,400). 

The correlation matrix for the variables used in the study 
is provided in Table 6. An inspection of the different correla-
tions shows low coefficients in most of the variables, although 
some values merit our attention as some of them are higher than 
0.50. Consequently, we determine if there were multicollinearity 
problems with the independent variables by applying the meth-
ods recommended by Hair et al. (1995) and O’Brien (2007). The 
variance inflation factors (VIF) found for the different variables 
are all well below the threshold value of 10, and most of them 
below 2. Therefore, we proceed with our analysis as multicollin-
earity was not a problem.

Table 6 
Correlation Matrix

Variables (1) (2) (3) (4) (5) (6) (7) (8) (9) (10) (11) (12)

LogSUC
(1)

1 0.462
(**)

0.692
(**)

0.049 0.313
(**)

0.299
(**)

0.47
(**)

0.236
(**)

0.03 0.723
(**)

0.36
(**)

0.244
(**)

LogLIKE
(2)

0.462
(**)

1 0.574
(**)

0.207
(**)

0.128
(*)

0.311
(**)

0.153
(*)

0.479
(**)

0.006 0.616*(*) 0.256
(**)

0.155
(*)

LogCOMM
(3) 

0.692
(**)

0.574
(**)

1 0.247
(**)

0.222
(**)

0.374
(**)

0.374
(**)

0.627
(**)

0.049 0.863
(**)

0.393
(**)

0.20
(**)

VIDD 
(4)

0.049 0.207
(**)

0.247
(**)

1 0.075 0.30
(**)

0.012 0.44
(**)

0.153
(*)

0.296
(**)

0.069 -0.02

PROT 
(5)

0.313
(**)

0.128
(*)

0.222
(**)

0.075 1 0.085 0.237
(**)

0.156
(*)

-0.235
(**)

0.265
(**)

0.268
(**)

0.101

UPD 
(6)

0.299
(**)

0.311
(**)

0.374
(**)

0.30
(**)

0.085 1 0.093 0.36
(**)

0.118 0.399
(**)

0.104 0.038

NAT 
(7)

0.47
(**)

0.153
(*)

0.281
(**)

0.012 0.237
(**)

0.093 1 0.241
(**)

-0.154
(*)

0.326
(**)

0.398
(**)

0.07

LogAMOU
(8)

0.236
(**)

0.479
(**)

0.627
(**)

0.44
(**)

0.156
(*)

0.36
(**)

0.241
(**)

1 0.085 0.678
(**)

0.269
(**)

-0.005

PRES 
(9)

0.03 0.006 0.049 0.153
(*)

-0.235
(**)

0.118 -0.154
(**)

0.085 1 0.10 -0.012 -0.04

LogBACK
(10)

0.723
(**)

0.616
(**)

0.863
(**)

0.296
(**)

0.265
(**)

0.399
(**)

0.326
(**)

0.678
(**)

0.10 1 0.418
(**)

0.139
(*)

TEAM
(11)

0.36
(**)

0.256
(**)

0.393
(**)

0.069 0.286
(**)

0.104 0.398
(**)

0.269
(**)

-0.12 0.418
(**)

1 0.092

PREV
(12)

0.244
(**)

0.155
(*)

0.20
(**)

-0.022 0.101 0.038 0.07 -0.005 -0.04 0.139
(**)

0.092 1

Note: N = 250. Significance: (**)p<0.01;(*) p<0.05.
Source: Authors’ own elaboration.

To assess the impact of each of the independent variables on the 
success rate of a CF campaign, we conducted multiple OLS regres-
sion analysis according to the general model presented before. To 
evaluate the impacts separately, we create four models: a full model 
contemplates all the variables, and three restricted models grouped 
the independent variables related with social media and e-WOM, the 
project and the founder. A global analysis of all the models shows 
that the coefficient of the adjusted R2 is high (between 0.736 and 
0.314) and the values of Snedecor’s F statistically significant (p<0.01).

The empirical results for CF campaign success are presented 
in Table 7. The full model explains 73.6% of the variance that 
could be considered very effective at predicting the success of 
a CF campaign. Even if this model represents only a general 
exploratory investigation of the variables, it confirms their in-
fluence on the dependent variable. The results of Model 1 in-
dicate that of the 11 variables under consideration, only VIDD, 
PRES and TEAM have no significant effects on CF success. The 
variables regarding the social media (LIKE) and the e-WOM 
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(COMM) are statistically significant (p<0.10; p<0.05, respective-
ly) indicating that gaining comments and likes to the project in-
creases the probability of success of the campaign.

Table 7 
Results of the OLS multiple regression (dependent variable Log (SUC)

Variables Model 1  
(All 

variables)

Model 2 
(Digital 

marketing 
related 

variables)

Model 3 
(Project 
related 

variables)

Model 4 
(Founder 

related 
variables)

Intercept 5.252*** 4.169*** 0.3211*** 2.751***
LIKE 0.078* 0.097*
COMM 0.218** 0.637**
VIDD -0.05 -0.068
PROT 0.103** 0.196***
UPD 0.067* 0.247***
NAT 0.257*** 0.405***
AMOU -0.482** 0.053
PRES 0.055 -0.032
BACK 0.696*** 0.681***
TEAM 0.048 -0.062
PREV 0.064* 0.143**
Adjusted R2 0.736 0.481 0.314 0.541
F 64.048*** 116.512** 23.743*** 74.401***

Note: (***) p<0.01; (**) p<0.05; (*) p<0.10.
Source: Authors’ own elaboration.

The length of the video, although with the correct signal has 
no statistical significance, meaning that excessive duration of the 
video pitch could be more harmful than positive to the campaign. 
The non-significance of the variable TEAM implies that a project 
conducted by a single or a team of entrepreneurs do not enhance 
or reduce the rate of success of the campaign. The same applies to 
PRES regarding the founder’s presentation. Additionally, the full 
model shows that when all variables are included the critical factors 
for a successful campaign of CF are the existence of an extensive 
description of the project (p<0.05), the appropriate updates that are 
added to the project (p<0.10), the technological nature of the project 
(p<0.01), the number of funders that already invested in the project 
(backers) (p<0.01), the previous experience of the founder on the 
platform (p<0.10). The amount of the project is inversely related to 
the success of the campaign, meaning that the higher the pledging 
goal for a project, the lower is the probability of success (p<0.05).

The partial Model 2 consists of just the variables related to 
social media and eWOM, show consistency with the full model. 
The decrease in the adjusted R2 over Model 1 (0.255) is also sig-
nificant (p<0.01) but acceptable as the partial model maintain 
the predictive power (48.1% of the variance explained). Accord-
ing to the results, the likes shared on Facebook’s page (LIKE) 
and the comments posted on the platform about the project 
(COMM) seems to be relevant (p<0.05; p<0.01, respectively) to 
attract more funders to the project. This evidence strongly sup-
ports hypothesis H1 and H2.

Model 3 evaluate the sole impact of the characteristics of the 
project on the success of the campaign. The decrease in the ad-

justed R2 over Model 1 (0.422) is also significant (p<0.01), but 
acceptable as 31.4% of the variance is explained by the model. 
As in the full model, the existence of a detailed description of the 
project (PROT) increases the chance of funding (p<0.01). The 
same occurs with the posting of updates to the project (UPD) 
and the technological nature of the project (NAT) that are both 
statistically significant (p<0.01). On the contrary, none of the 
variables related to the pledging goal fixed for a project (AMOU) 
and the length of the video pitch (VIDD) was statistically sig-
nificant. These results show that only variables PROT, UPD and 
NAT contribute significantly to the success rate of the campaign 
and thus partially supporting H3.

Model 4 drops the variables related to the project and the 
social media and e-WOM to evaluate the impact of founder re-
lated factors on the success of the campaign. The decrease in the 
adjusted R2 over Model 1 (0.195) is also significant (p<0.01) and 
effective at predicting the success of a CF’ campaign as the vari-
ance explained is 54.1%. To attract more funds to their projects, 
founders have to rely on the backers (BACK) and the herding ef-
fect (p<0.01) and in the previous experience (PREV) on the plat-
form with other ventures. The variables PRES and TEAM show 
no statistical significance. Therefore, as only variables BACK 
and PREV significantly contribute to the success rate of the cam-
paign, the hypothesis H4 is only partially confirmed.

8. DISCUSSION AND PRACTICAL IMPLICATIONS

Several interesting results were found regarding the factors 
that might increase the rate of success of a CF campaign. Perhaps 
the most noteworthy finding in this study is that the participa-
tion in online communities (Facebook) and the e-WOM gener-
ated by the comments posted on the website of the project are 
important to be successful. This corroborates with the basic con-
clusions of the studies which found that that a campaign benefits 
from user-generated e-WOM (online comments) and social me-
dia (Facebook shares) (e.g. Beier and Wagner 2015; Borst et al. 
2017; Kaminski et al. 2018; Lu et al. 2014). However, the intensity 
of the impact of e-WOM is higher than the social media effect. 
Clearly, the relative importance of the e-WOM suggests that 
lack of information directly related to the quality of the project 
may lead prospective backers to rely on e-WOM (Belleflamme 
et al. 2015). Within this perspective, the comments made about 
a project through social networks can enhance social interaction 
and connectivity generating a positive e-WOM (Kaur and Gera 
2017) and therefore attracting more supporters to the campaign.

The effect of social media on the success rate of the campaign 
seems to be more limited than anticipated by other studies. Even 
though a large numbers of friends on online social networks 
(Mollick and Kuppuswamy 2014) or the size of a fundraiser’s 
personal network (number of Facebook connections) (Mollick 
2014) have long been associated with the success of CF cam-
paigns. However, it should be noted that as mentioned by Sum-
mers et al. (2016) and Borst et al. (2017), the influence of social 
media on the investors decision-making process could be shaped 
by the type of platforms used.

Also, social buzz (especially Facebook shares) and social media 
activities positively influence project backing (Thies et al. 2014; 
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Lu et al. 2014; Hong et al. 2015). Therefore, social media should 
be frequently used by the promoters of the project to spread in-
formation, ask for support and resources, and share project up-
dates (Hui et al. 2014). Facebook, as the main social network, is 
particularly important to promote the project by sharing, dis-
cuss, and communicate with prospective backers.

The positive contribution of social media and eWOM on the 
campaign success could either derive from the massive commu-
nication that is established with a broader audience, only made 
possible through the use of multiple digital communication plat-
forms. 

Even so, the specific impact of eWOM on the ability to obtain 
financial support to the project could be justified by the “inde-
pendent messages”, that are produced by others and not by the 
promoter. As the comments generated by eWOM are not con-
trolled by the founder, apparently create a very positive impact 
on crowdfunders’ behavior and decision-making process. 

Further, the use of social media and eWOM could signal 
some additional transparency to potential investors (Sahaym 
et al. 2019), since the founder is willing to display more informa-
tion to people and accept to be exposed to higher public scruti-
ny, to those who participate in social platforms. In a scenario of 
information asymmetry that CF involves, this signalling effect 
could be especially important to convince investors to give sup-
port to a specific campaign, over many others for which very 
little information is available.

The findings suggest some herd behavior of the investors 
that is triggered by the buzz caused by a higher number of com-
ments on social media, as stated by Borst et al. (2017). Further, 
the study highlights the importance of social media and eWOM 
as predictors of a campaign success rate. As mentioned before, 
the partial model used (Model 1), explains 48.1% of all data 
variance, while the full model that comprised eleven (11) inde-
pendent variable has an explanatory power of 73.6%. Thus, the 
investigation suggests that to be successful in the CF campaign 
it is imperative to pay a careful attention to the formulation of 
the fundraising operation (project-related attributes and found-
ers profile), as well as to the design of the digital communica-
tion strategy.

The results regarding the project related variables and the 
positive impact on the rate of success of a CF campaign are in 
line for the importance of displaying detailed information about 
the product (prototype, pictures, photos, schemes) (Koch and 
Siering 2015, 2019; Hobbs et al. 2016; Hossain and Oparaocha 
2017). Also, the importance of posting updates about the pro-
ject has been confirmed as generating a positive effect on the 
success of the CF campaign (Mollick 2014; Cho and Kim 2017; 
Kuppuswamy and Bayus 2018; Shahab et  al. 2019). The same 
happens with the technological nature of the projects that are 
more valued by crowdfunders that seem to feel more comfort-
able in supporting technological projects rather than cultural 
ones (Hörisch 2015; Chan et  al. 2018). The variables amount 
of pledging goal and length of the video pitch are negligible 
(non-statistical significance). Conversely, the empirical litera-
ture reports a negative impact for higher pledging goals (Mol-
lick 2014; Frydrych et al. 2014; Colombo et al. 2015; Kaartemo 
2017) that is validated in the full model but not in the second, 
thus meaning that no definitive conclusion can be obtained. On 

the other hand, a positive effect for the video pitch was expected 
(Jiang and Benbasat 2007; Mollick 2014; Koch and Siering 2019) 
but not confirmed. A possible explanation is that the variable 
measures the duration of the video pitch instead of its availability 
on the platform, and therefore the negative effect is for longer 
rather than shorter videos that might be effective in attracting 
potential funders.

Concerning the founders’ profile, the results indicate a pos-
itive effect of backers’ support and previous experience. These 
two predictive impacts are in line with the literature. Firstly, the 
positive impact of the number of backers suggests that each in-
vestor is not completely independent, but is influenced by the 
behaviour of other crowdfunders (Lee et al. 2011). Secondly, the 
previous experience of the founder is recognised by the empir-
ical literature as significant for the success of the CF campaign 
(Courtney et al. 2017; Zou et al. 2018; Janku and Kucerova 2018; 
Koch and Siering 2015, 2019). The presentation of the founder 
and the single or collective nature of the founder is not support-
ed by the data. The first finding is surprising as most of the liter-
ature argues that founders should present themselves to reduce 
uncertainty, increase transparency (Koch and Siering 2015) and 
credibility (Egger 2001; Fogg et  al. 2001). One possible expla-
nation is that prospective investors put more emphasis on the 
number of backers (herding effect) and the previous experience 
of the founder than on the way the founder presents himself to 
the audience or the elements of the team.

From the findings it is possible to derive some important 
practical implications to people who are thinking about launch-
ing a CF campaign. First of all, to be successful in getting funds 
through CF platforms requires a constant presence in social me-
dia to generate social buzz and engage with prospective investors. 
Herein, it is highly recommended the definition of an integrated 
digital marketing strategy conducted by professionals or people 
technically prepared. The results pointed out that crowdfunding 
campaigner creators should make use of direct pieces of commu-
nication, since people (the crowd) positively values the provision 
of regular but also brief information in order to generate user 
content word of mouth. Also, entrepreneurs’ commitment to po-
tential investors, made through regular interaction and informa-
tion provision, is a strategic asset that entrepreneurs should bear 
in mind once they had decided to use crowdfunding as a vehicle 
for funding their projects.

Another practical implication is the critical role that com-
munication plays on CF success. The communications should be 
held internally, trough the elaboration of communication materi-
al, and the constant interaction through the provision of regular 
updates. However, to be able to attract more funds entrepreneurs 
have to stimulate “an external communication”, through the gen-
eration of comments by supporters, that have a more powerful 
impact on the “crowd behavior”, than the formal information pre-
pared and controlled by the founder. Being able to create a digital 
debate around the campaign and an emotional commitment to 
the project will be critical to the success of the campaign.

Another practical implication that could be derived is that 
for taking advantage of all the social media potential it is impor-
tant to get an in-depth knowledge of the audience the campaign 
intents to engage, that could be more sensitive to the work devel-
oped in some social platforms than others.
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9. CONCLUSIONS

Crowdfunding has been recognised as a very promising 
fundraising tool for new ventures. However, not all campaigns 
have the same potential in terms of resource mobilisation, since 
some of them are successful in terms of funds collected and oth-
ers not. In this scenario, it is critical to have a deeper understand-
ing of the factors that are able to drive the success of a given 
campaign, specifically social media and e-WOM.

The results indicate that it is possible to find an explanation 
for the different levels of success of reward CF campaigns based 
on the analysis of network factors, the characteristics of the pro-
ject and its founder. The results show that social media and, es-
pecially, e-WOM have a positive impact on the success rate of 
a campaign. Also, factors related to the project (detailed infor-
mation of the future product, project updates, and the nature 
of the project, specifically if it has a technological orientation) 
have demonstrated a positive impact. By contrast, the length of 
the video pitch and a higher pledging goal affects negatively the 
campaign success. In the founder’s profile, the most important 
factors were the number of backers supporting the project and 
the existence of a previous campaign on the platform, while the 
presentation of the founder and his team have been devaluated.

As can be seen by the results, the success of a CF campaign 
is based on multiple criteria that include the presence in social 
platforms, the digital networking of the founder with its follow-
ers and backers , the characteristics of the project as well as the 
founder profile. Thus, a deeper understanding of the critical suc-
cess factors of a campaign should include and not isolate all the 
elements that have been studied.

The results obtained suggest that in the investor’s deci-
sion-making process, potential funders (crowdfunders) highlight 
the importance of the attributes that signal the quality of the pro-
ject for which funds are called, and thus mitigate some of the risks 
arising from information asymmetry. The research carried out in-
dicate that the fears about information are major constrain of CF 
although the reward-based CF was a non-investment model.

The investigation assessed the contribution of social media 
and eWOM on a CF campaign success, regardless of the content 
of the messages shared. In the future, it would be positive to sepa-
rate the effect of different types of buzz (positive or negative com-
ments), as well as evaluating the impact of different kind of traffic 
(such as organic and paid). In the study of social media, we have 
considered the use of Facebook, as it is one of the most important 
and researched social platforms. Even so, the use of a unique so-
cial platform is a limitation of the study. In the future, it would be 
interesting to extend the research model to other social platforms.

The investigation unfolds some important issues that are 
worthy of being further studied. One example of that is the role 
played by entrepreneurs’ previous experience on the success of 
CF campaigns and how this past experience can leverage the 
fundraising outcomes. Some qualitative research (in-depth in-
terviews) would probably bring new insights into this issue.

In the future, it would be worthy of extending the investigation 
to other platforms and countries, since most of the empirical stud-
ies have been performed under the most well-known American 
platforms, such as Kickstarter or Indiegogo. It would be interesting 
to study the success factors of CF campaigns in other platforms of 

more peripheral countries and with different economic develop-
ment levels. It would also be quite interesting to understand if the 
major factors that influence CF success are the same in different 
business models of CF. As the research suggests that investors are 
highly concerned with asymmetry information risks, it would be 
worthy of performing additional research on the topic, and study 
in-depth the main fears affecting potential investors.
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