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Introductory Summary Chapter to Doctoral Dissertation (KAPPA)

Abstract

The aim of this dissertation is to examine aspects of crowdfunding adoption and behavior.
Accordingly, the overarching research question answered by this dissertation is: what
influences crowdfunding backers’ contribution intentions and behaviors? The dissertation
answers this question while focusing on dimensions of trust, community, and technological
acceptance.

The dissertation is made up of three studies with one conceptual article (study 1), and two
empirical studies (study 2 and 3). The conceptual study marries marketing and trust
literatures and contextualizes their implications for the crowdfunding context. The result is
the development of a framework of trust-based marketing strategies for crowdfunding
campaigns, building on the understanding of the critical role played by trust in
crowdfunding adoption by prospective backers.

The empirical studies (i.e., study 2 and 3), are based on the analyses of empirical data
collected from actual platform users, while using Structural Equation Model techniques.
These studies examine the antecedents of backers’ contribution intentions and behavior,
specifically in the context of reward crowdfunding in Finland. Study 2 explains backers’
intention and behavior by testing the extensive version of the technology acceptance model
(TAM). It confirms the relevance of the TAM model for properly capturing influential
antecedents of backers’ financial contribution intentions and behavior and further
elaborates on the specific influences of backers’ experiences and voluntariness, which
challenge existing conceptualizations from other information and communication
technology -related contexts. Study 3 builds on the view of crowdfunding as an embedded
phenomenon in online communities, to develop a community-based crowdfunding
framework for explaining backers’ contribution intentions and behaviors, while
highlighting the roles of community identification and community trust.



Accordingly, this dissertation contributes to crowdfunding literature focusing on
understanding adoption and behavior. First, it outlines a novel framework for
crowdfunding marketing strategies aimed at overcoming trust deficits and leveraging trust
surpluses to enhance adoption and involvement of prospective backers. Second, it both
enhances the generalizability of the application of the TAM framework to a reward
crowdfunding context and highlight the limitations of generalizability where minor
adjustments of the original conceptualization are needed. Third, it develops and empirically
tests a new framework accounting for the importance of community dimensions in
explaining crowdfunding intentions and behavior. A summary of the whole thesis is
concisely captured in Table 2.

To enhance the reader’s understanding of this dissertation, | deem it important to concisely
define four key terms that are foundational in crowdfunding research. The first,
“fundraiser”, refers to any individual or organization seeking to raise funds using
crowdfunding campaigns. The second, “backer"”, refers to any individual or organization
providing finances to fundraisers' crowdfunding campaign(s) and/or sharing the
crowdfunding campaign’s information. The third, “crowdfunding campaign”, includes all
the public information provided about a fundraising effort by an individual or organization
which specifies all related objectives, plans, conditions, and rewards/expected returns of
the project and/or business seeking the funding. It involves relevant information provided
on both a dedicated website as well as via social media postings. The fourth,
“crowdfunding platform”, is defined as a dedicated website that enables interactions
between a fundraiser and a backer and acts as the platform on which funds are collected
for crowdfunding campaigns.



1. Introduction

Despite its subtle existence in various informal ways in numerous societies throughout
history, the crowdfunding phenomenon began to attract attention due to emerging novel
initiatives observed online in the late 1990s. The better known of which was when
Marillion (a British band) raised approximately US$60,000 via the internet to finance a
tour (Hoegen et al., 2018). Around the same time, charities began to raise donations
through online communities (Ordanini, Fisk, et al., 2011). In the early 2000s, online
communities such as Kiva emerged as platforms for microloans in developing economies,
and Zopa and Prosper also emerged as online platforms allowing everyone to lend money
to others for interest (Belleflamme et al., 2015).

In the late 2000s, online communities such as Indiegogo and Kickstarter enabled ventures
to collect money from the public through the internet in exchange for rewards such as
products, services, and tokens of appreciation (Cumming et al., 2021). The next
evolutionary step of the crowdfunding phenomenon started with spring-up of online
platforms including GrowthVC and Crowdcube that allowed ventures to offer equity stakes
to the public in return for monetary investments in those ventures (Ahlers et al., 2015).
Today, with the spread and relative affordability of internet access, parallel to lasting
implications of the 2008 financial crises in traditional financial channels, crowdfunding
has become a catalyst of funding globally, either by complimenting, or partially replacing
other traditional funding channels (Hoegen et al., 2018).

Generally, the term crowdfunding refers to the “efforts by entrepreneurial individuals and
groups — cultural, social, and for-profit — to fund their ventures by drawing on relatively
small contributions from a relatively large number of individuals using the internet, without
standard financial intermediaries” (Mollick, 2014, p. 2). Paralleling the sequential
development of the modern digital version of the crowdfunding phenomenon,
crowdfunding is generally categorized into four models (Figure 1) elaborated as: Donation
crowdfunding— backers expect no material or monetary reward as funds are provided based
on philanthropic or civic motivations. Reward crowdfunding— provides non-monetary
reward e.g., product or service to backers in exchange for the amount provided. Peer-to-
peer lending— provides funders with interest on the funds provided which are paid in
addition to the amount invested within a given time frame. Equity crowdfunding— provides
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backers with an ownership stake in the funded project. Notably, the last two models and
the first two models are categorized as investment models and non-investment models
respectively (Ziegler et al., 2018).

Indeed, tremendous growth has been recorded in all models of crowdfunding (Ziegler et.
al., 2021) where models such as reward crowdfunding were tagged as the most familiar
(Ziegler et al., 2018) and lending models of crowdfunding as the most voluminous.
Nevertheless, there is a significant proportion of failures and unsuccessful campaigns
(Belleflamme et al., 2013; Forbes & Schaefer, 2017). For instance, Kickstarter (one of the
most popular and successful crowdfunding platforms worldwide) failed to raise
approximately two-thirds of its targeted amounts for published campaigns in 2020
(Statistica, 2021). Accordingly, a quickly growing body of research is exploring the
crowdfunding phenomenon from various perspectives seeking to uncover what affects
campaign success (Lagazio & Querci, 2018; Lukkarinen et al., 2016), backers’ decision
making (Hoegen et al., 2018), as well as investment intentions and behavior (Shneor &
Munim, 2019). These studies examine a variety of variables capturing facets of: Fundraiser
characteristics, project/campaign characteristics, backer characteristics, and platform
characteristics (Hoegen et al., 2018; Rotem Shneor & Amy Ann Vik, 2020).

What is Crowdfunding?
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Figure 1. Crowdfunding and Models



Irrespective of the crowdfunding model on which these studies are based, these studies
confirm that crowdfunding backers, on their way to pledging money to projects, first learn
about or seek interesting opportunities on one of many platforms. Next, they collect and
analyse relevant information communicated by the fundraiser and presented in the
campaign. Finally, after considering various cues and information, they decide on whether
and how much to invest/contribute. However, it is often claimed that most fundraisers are
amateurs and lack fundraising expertise (Belleflamme et al., 2015; Kim & Petrick, 2021;
Mollick & Nanda, 2016). Furthermore, it is also suggested that most backers are less
sophisticated and generally less professional investors (Hoegen et al., 2018; Mollick &
Nanda, 2016), partially explaining frequent evidence of herding behavior among the
crowdfunding community members (Mollick & Nanda, 2016). Such premises indeed
present several challenges.

Generally, novice fundraisers are more vulnerable to information problems (Carbo-
Valverde et al., 2009), hence, encounter severe challenges providing the needed
informational content when developing their campaigns (Yang et al., 2020). The
consequences of such informational problems give rise to trust issues and reflect
uncertainty regarding the fundraiser’s ability to deliver on campaign promises. Indeed,
crowdfunding is associated with some degree of risk (Shneor & Munim, 2019) either in
terms of possible deviations from plans or outright loan defaults (Lin et al., 2017; Yoon et
al., 2019), business failures and bankruptcies (Wojahn & Wilms, 2020), as well as late or
non-delivery of pre-purchased products (Appio et al., 2020).

Despite abundant incidences of failure and unsuccessful campaigns (Belleflamme et al.,
2013; Forbes & Schaefer, 2017), crowdfunding maintains strong growth in popularity
while raising substantial volumes of capital, overall estimated at USD 113 billion in global
volumes raised in 2020 (Ziegler et al., 2021). Hence, it is intriguing to understand the
drivers of crowdfunding adoption and development.

Accordingly, the current dissertation addresses some of these issues in three distinct
studies, including the following:



Study 1 (Titled: A Trust-Based Crowdfunding Campaign Marketing Framework:
Theoretical Underpinnings and Big-Data Analytics Practice) conceptually developed a
trust-based framework while suggesting a series of campaign strategies, each relevant to a
unique configuration of trust conditions prevailing at campaign launch, while aiming to
overcome trust deficits and leverage trust surpluses towards greater adoption by
prospective backers.

Study 2 (Titled: Explaining Reward Crowdfunding Backers’ Intentions and Behavior)
empirically explains backers’ contribution intentions and behavior by testing the
technology acceptance model — TAM. Here, a focus is placed on perceptions of usefulness
and ease-of-use and their respective antecedents in explaining backers’ contributions and
behaviors. The paper finds both evidence for confirming the roles by some of these, as well
as a lack of association with others. The latter highlight limitations for the relevance of
some of the factors assumed to affect adoption intentions and behavior in the original
framework.

Study 3 (Titled: The Influences of Community Identification and Trust on
Crowdfunding Campaign Information-Sharing Intentions and Behaviors) takes a
different route, by building and testing a new and alternative framework that draws on
dimensions of community identification and trust for explaining backers’ contribution
intentions and behavior. This approach argues for the centrality of community aspects for
the well-functioning of online crowdfunding communities, which have largely been
overlooked in earlier studies.

Accordingly, each study represents a different angle and complimentary insight into better
understanding crowdfunding backer intentionality and behaviour in general, and in the
reward crowdfunding context in particular. Study 2 and 3 present empirical evidence for
the roles played by different antecedents of intentions and behaviour. Study 2 brings
insights from the well-established TAM framework and exhibits the extent of its
applicability in understanding backer acceptance of reward crowdfunding platforms. Study
3 provides different insights which pertain to the community aspects of backer behaviour,
and by incorporating community identification and trust, as well as their own antecedents,
it clearly shows that crowdfunding backer behaviour is not only about accepting a
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technology, but also about community membership and engagement. Study 1 takes a
different approach and builds on earlier research already showing sufficient empirical
evidence for the importance of achieving prospective backers’ trust for the well-
functioning of crowdfunding practice. Accordingly, relevant insights are then converted
into strategic formulations for campaign marketing practices that can help enhance
prospective backers’ trust under different conditions. In this respect, study 1 addresses
issues of backer relationship and perceptions of the fundraiser (relational and
informational/calculative trust), study 2 addresses issues of backer relations and
perceptions of the platform/technology provider (focus on ease-of-use and usefulness), and
study 3 addresses issues of backer relations and perceptions of the crowdfunding
community of backers (focus on community identification and community trust).

Overall, the findings of this dissertation present several contributions. First, it goes beyond
the notion of the importance of trust in crowdfunding and presents a concrete set of
campaign marketing strategies to address different pre-launch market trust configurations.
Second, the study both confirms and presents the limitations of a well-established
framework for explaining ICT system adoption by contextualizing its testing in the reward
crowdfunding context. Third, the study suggests a novel framework for explaining
crowdfunding intention and behavior building on online community aspects of community
identification and community trust, which have been largely overlooked in earlier studies
of crowdfunding platform users.

The remaining part of this introductory summary chapter to doctoral dissertation (KAPPA)
is organized as follows. Section 2 presents an overview of contribution intention and
behavior in crowdfunding. Here, the current state of knowledge is presented while
identifying relevant gaps. Section 3 presents the research design of the dissertation. Here,
the philosophical position adopted for this dissertation, the study context, the data sources,
the data analyses procedures, and their quality checks are highlighted. Section 4 presents
the key findings of the dissertation. Section 5 presents the key contributions of each study
followed by section 6 highlighting the limitations of each study and their related
implications for prospective future research. Section 7 presents how the studies included
in this dissertation have been disseminated for valuable peer-review and feedback.



2. Overview of Crowdfunding Contribution Intention and Behavior

2.1. Current state of affairs

The interest in better understanding backer intentions and behavior in crowdfunding is
growing. Drawing on a wide range of theories, various researchers have suggested different
explanations as to what affects backer intentionality and behavior. One group of studies
mostly employ signalling theory, viewing it as a mechanism for limiting information
asymmetry between backers and fundraisers in backers’ decision making (e.g., Cappa et
al., 2021; Kleinert et al., 2020; Kunz et al., 2017; Steigenberger & Wilhelm, 2018). Here,
most studies identify various campaign elements as signal carriers, and examine their
effects on campaign performance as an indicator for more and less successful convincing
of backers.

A second group builds on trust theory as a mechanism for unlocking resources in the
community by highlighting campaign features, user interactions, and community dynamics
that enhance trusting relations (e.g., Alharbey & Van Hemmen, 2021; Chen et al., 2014;
Kang et al., 2016; Liang et al., 2019). Here, studies examined the effects of different types
of trust (i.e., calculative vs. affective) as well as the degree of trust towards different objects
(i.e., towards platform, campaign, campaign creator, etc.).

A third group draws on social psychology by employing the theory of planned behavior,
while highlighting the cognitive antecedents underlying backer intentionality and behavior
(e.g., Baber, 2022; Chen et al., 2019; Shneor & Munim, 2019; Shneor, Munim, et al., 2021).
Such studies mostly highlight the role of favourable attitudes and social norms, and to a
lesser extent that of self-efficacy and perceived behavioral control in influencing intentions
towards campaign support, as well as their resulting behaviors.

Finally, a fourth group has argued that backer engagement in crowdfunding behaviors
depends on the extent to which such actions are congruent with the enhancement of the
backer’s well-being (e.g., Efrat, Gilboa, & Wald, 2020; Efrat et al., 2021; Sherman &
Axelrad, 2020). Such studies show that contribution behavior is tightly associated with
campaigns that enhance positive emotions, engagement, relationships, sense of meaning,
and sense of accomplishment. Nevertheless, there are gaps remaining in understanding



campaign success, contribution intentions and behavior, as well as crowdfunding adoption
by would-be backers/investors.

2.2. ldentified gaps and unexploited areas

The dynamics of the crowdfunding phenomenon, and its tremendous growth in both
popularity and volumes, presents researchers with interesting gaps left to be explored.
Relatedly, this dissertation aims to covers some of these areas.

First, research on trust in crowdfunding practice largely remains untapped. Current
literature on trust only empirically validates its critical relevance in enhancing
crowdfunding contribution intentionality in both investment and non-investment models
(Chen et al., 2014; Kang et al., 2016; Liang et al., 2019; Zhang et al., 2020), as well as
campaign success (Zhao & Vinig, 2019) but often falls short in translating findings into
holistic strategic approaches. However, the act of crowdfunding implies that fundraisers
actively engage in online marketing of their projects to prospective backers (Belleflamme
et al., 2015; Chen et al., 2016) and, yet, campaigns are often designed based on intuition
rather than on strategy (Valtteri Kaartemo, 2017; Thiirridl & Kamleitner, 2016). Therefore,
understanding the elements of what fundraisers can do to enhance the trust of prospective
backers? And how do such actions vary under different initial trust conditions? is deemed
especially relevant for crowdfunding practice. Accordingly, study 1 of this dissertation fills
this gap. Specifically, building on existing knowledge and insights and translating them
into a typology of different marketing strategies relevant under different trust conditions.

Second, a defining aspect common across crowdfunding models is their embeddedness and
inherent dependency on exchanges between members of an online community. Earlier on,
crowdfunding was suggested to reflect community-enabled financing channels built on
principles of crowdsourcing (Schwienbacher & Larralde, 2012), which incorporate
community-based experiences that generate community benefits for contributors
(Belleflamme et al., 2014). Equating active platform users with the crowdfunding
community, most studies refer to crowdfunding community as the population of backers
of campaigns on a specific platform (e.g., Colombo et al., 2015; Ryu & Suh, 2021; Zheng
etal., 2014).



Furthermore, since a crowdfunding platform provides the technical infrastructure for
exchanges, sets the rules for them, and ensures transaction integrity and legal compliance
(Shneor & Torjesen, 2020) just as e-commerce platforms, their roles becomes very critical
for crowdfunding practice. Nevertheless, crowdfunding platforms, as conduits of investing
is novel, systematically deviating from the traditional channels of investing (Mollick, 2014)
although mimicking traditional online commerce (Djimesah et al., 2022). As confirmed in
traditional online transactions, consumers’ buying behavior on internet platforms is
dependent on their acceptance of the platform technology (Pavlou, 2003). Accordingly, it
i1s highly possible that backers’ contribution intentions and behaviors are similarly
dependent on their acceptance of the technological solutions created by the crowdfunding
platforms. Therefore, understanding; what drives the adoption of crowdfunding platforms?
is deemed relevant for crowdfunding practice. In this context, earlier studies confirmed that
platform-related factors significantly influence campaign success (Kaartemo, 2017; Rotem
Shneor & Amy Ann Vik, 2020).

Nevertheless, empirical studies on the acceptance of crowdfunding as a novel funding
mechanism have received less attention. The limited studies available only examine few
components of technology acceptance models while overlooking the more complex nature
and setting of relations underlying such frameworks (Djimesah et al., 2022; Jaziri &
Miralam, 2019; Lacan & Desmet, 2017; Thaker et al., 2018). To fill this gap, the current
study examines a more extensive version of Technology Acceptance Model (TAM)
including factors capturing both cognitive instrumental processes and social influencing
processes (Davis et al., 1989; Venkatesh & Davis, 2000) in explaining crowdfunding
contribution intentions and behavior. Accordingly, this dissertation fills this gap under
study 2. Specifically, testing the full TAM model rather than selected parts of it. Such effort
helps assess the extent to which the model applies to reward crowdfunding realities, and
the few deviations evident from the original framework.

Third, aspects related to the crowdfunding community may serve as both antecedents to-
and outcomes of- providing support for crowdfunding campaigns. Accordingly, studies
incorporating community aspects have often done so by suggesting it as triggers to
contribution, as in the case of community identification (Gunawan et al., 2019; Rodriguez-
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Ricardo et al., 2018) or self-image congruence (Ryu & Suh, 2021), as well as the reward
for contributions made, as in the case of community belonging (Bao & Huang, 2017;
Colombo et al.,, 2015). Acknowledging the critical role played by community in
crowdfunding practice, it is prudent to identify and examine the influence of various
antecedents of crowdfunding community. Therefore, understanding first; whether
crowdfunding community identification and trust are positively associated with
crowdfunding contribution attitudes broadly, and information-sharing intentions and
behaviors more specifically? Second, does a series of theoretically identified variables
serve as antecedents of community identification and trust? Third, is the effect of identified
antecedents on crowdfunding contribution attitudes, information-sharing intentions and
behaviors mediated by community identification and trust? is deemed especially relevant
for crowdfunding practice. Accordingly, a model integrating these antecedents with
community-based variables, such as crowdfunding community trust and community
identification is developed and tested for explaining backers’ contribution attitudes broadly
and intentions and behaviors. This line of inquiry is found to offer a better explanation for
backers’ actual contribution behavior, supporting earlier theoretical claims about
crowdfunding as a community-embedded phenomenon (Belleflamme et al., 2014;
Schwienbacher & Larralde, 2012). Accordingly, this dissertation fills this gap under study
3. Specifically, it offers a new framework and compares its explanatory power with that of
a similar framework focused on cognitive antecedents of crowdfunding intentions and
behavior.

3. Research design

The choice of a research design is inspired by the assumptions about the existence of things
in the world (ontology) and, a researcher’s perspective of the creation of scientific
knowledge (epistemology). Thus, in this section, | present the philosophical foundation |
adopted as well as the related methodology

3.1. Philosophical position

Positivism, critical realism, and constructivism which are also termed as objectivism,
transcendentalism, and subjectivity respectively, are the main different school of thoughts
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in social sciences (Morgan & Smircich, 1980) (Figure 1). Among these three positions,
positivism dominates the social science context (Piekkari et al., 2009).

Positivism Critical realism Constructivism

»
>

<
<

Figure 2: Different Schools of Thought in Social Sciences.

The positivist’s aim is at developing testable hypotheses and theories which are
generalizable across contexts (Eisenhardt, 1989). Therefore, the positivists argue that,
irrespective of the observer, there is one truth i.e., reality (Yin, 2013). This thought is
variable-based (Ragin & Becker, 1992) and universal casual rules (i.e., not considering
contexts) are used to explain relationships between variables (Eisenhardt, 1989).

From Figure 2, on the opposite side of the continuum is constructivism, which centres the
creation of scientific knowledge around human imagination, which is captured from a
phenomenon based oration. (Jarvensivu & Tdrnroos, 2010; Piekkari et al., 2009). That is,
constructivism argues that scientific knowledge is culturally and socially created through
“interpreting perceptual experiences of the external world” (Jonassen, 1991, p. 10) in their

context, which requires the researcher’s interaction with the unit of analysis.

These two extreme paradigms, i.e., positivism and constructivism have their pros and cons.
While positivism is objective and theories and findings aim to be generalizable to
populations, it often underplays the study context, and hence, in the process of creating
scientific knowledge, may overlook relevant unobserved concepts. On the other hand,
constructivism gives room for the researcher to conduct an in-depth exploration of the
phenomenon under investigation, but nevertheless, the findings emerging from such an
appr