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1 INTRODUCTION

With the development of the Internet, access to various kinds of information has become
simple and effortless. Gradually, online social media has developed to a degree, where users
can share freely their preferences for various products, thus, providing customer infor-
mation and feedback to producers. Nowadays, most companies have their own communities
in various social media channels, where they can get in touch with their customers and get
attention of new potential consumers. Engaging customers into conversations, exchanging
ideas, becoming a part of the consumers’ everyday life has become a common practice, lead-
ing us to the new era of marketing, where companies are no longer abstract distant entities

delivering products.

Simultaneously, channels of online distribution have developed, as well, allowing purchasing
online products that are not widely available on the market for consumers around the globe.
Eventually, consumers have got a possibility not only to discover and purchase niche prod-
ucts, but, also, to participate in funding the production online through the means of crowd-

funding, therefore, allowing the producers to come up with more original product ideas.

Customer engagement and crowdfunding are the two theoretical concepts in the core of this
study. The research aims to explore the connection of the two concepts, observing the im-
portance and implementation of customer engagement while crowdfunding a project. The

research problems are:

e How are consumers getting involved in a crowdfunding process?

e How can customer engagement concept be used to boost a campaign’s potential for

success?

The final goal of the study is to determine whether a campaign can bring marketing benefits
and to come up with relevant practical recommendations concerning campaign organizing
for the commissioning party, TJR Games OY — a video game developing company based in

Kajaani, Finland.

The research does not focus on developing an attractive project idea for customers to con-
tribute to, but rather studies the marketing elements of the way a campaign should be orga-

nized.



The thesis has attempted achieving the goal by, firstly, compiling a theoretical research on
relevant concepts. Secondly, the author has conducted a quantitative research by surveying a
sample of people with experience of funding projects through crowdfunding campaigns in

order to define tendencies in customer preferences.

The biggest difficulty in the research process was the lack of theoretical information availa-
ble. As online crowdfunding is a relatively new concept, no thorough academic studies have
been conducted yet. The field of the Internet marketing is also constantly developing, thus,
the available theoretical information is losing relevance rapidly, failing to catch up with con-
stantly emerging concepts. Therefore, presenting a clear up-to-date picture of customer en-
gagement online appeared to be challenging. Often, the information had to be obtained
from online blogs and news portals. However, hopefully, this research will become a worthy
contribution to the selection of the academic researches on the topic and be a solid founda-

tion for future studies.



2 CROWDFUNDING CONCEPT AND FUNCTIONALITY

Crowdfunding has become a widely used term relatively recently; however, the essential
concept is not new to the world. The simplest definition of crowdfunding is: “the practice
of funding a project or venture by raising many small amounts of money from a large
number of people”. Nowadays, the most talked about form of crowdfunding is raising

funds via the Internet services. This thesis will primarily be focusing on that particular area.

(Prive 2012)

The reason crowdfunding has become so widely spoken of is the passing of the JOBS
(Jumpstart Our Business Startups) Act in the U.S.A, in 2012, which brought into the legal
limits the opportunity to purchase company stock through the Internet crowdfunding
services. However, different forms of crowdfunding have been utilized successfully and

legally before the act was passed. (Prive 2012)

Nevertheless, crowdfunding presents not simply a fund-raising opportunity, but, also, most
importantly for the present research, a great marketing potential. A crowdfunding campaign
allows measuring the public interest in a certain product or service, as the online fund-
raising services allow seeing the potential customers supporting the campaign and willing to

spread the message even further.

2.1 Types of Funding Contributions

There are five main types of funding existing. Each type is applicable to different sort of
businesses and products. The first type is crowd donations - donation-basis contributions
implying that the producer is not bound to give any reward to the contributors. In some
cases, an immaterial acknowledgement can serve the purpose of reward in this case, such as
the contributor’s name in the credits or a special “Thank you” message form the producers.
Crowd sponsoring implies the promise of a certain kind of reward for the funders, such as
merchandise items. Crowd pre-selling usually lets the funders contribute in return for the
product, when it is completed. For example, the campaign is aimed to collect funds for
producing a video game. In return for their contributions, the funders receive a copy of the

game, when it is finished. Crowd lending lets funders contribute a sum of money and expect



to gain the contribution back with addition of the product profit share, if any profit is made.
The lending method often includes a risk of the business venture failing at bringing any
returns to the funders at all. Crowd entity allows the contributors to receive equity in the
funds recipient company, which can include, for example, shares, dividends or voting right.
In the given research, the focus will be on the common combination of the first three types:

crowd donation, crowd sponsoring and crowd pre-selling, as those are most relevant to the

case an. (Hemer 2012, 13-14)

2.2 A Campaign Set-up Process

So, how exactly does a crowdfunding process work via the Internet? To begin with, there are
many various online crowdfunding platforms existing, focusing on different business fields.
For instance, Kickstarter, one of the most famous crowdfunding platforms, is focusing on
funding creative projects, such as films, books, art projects. However, focuses of online
crowdfunding services may vary dramatically, from funding scientific research or helping
people in need of medical assistance, to sponsoring pornography projects. A campaign can
be started not only by a company, but also by a private petson, for his/her private needs or
charitable causes. Normally, it is required that fund recipients are a registered
company/entrepreneut, unless the campaign is for a cause of a private person. (Steinberg

2012, 24-27)

The following information is based upon the conditions of Kickstarter and Indiegogo,
which are the largest and the most relevant online crowdfunding services to the subject of

the given thesis.

Once an appropriate online service has been chosen, a campaign page is needed to be set up.
A campaign page normally includes several essential elements (see Figure 1). Firstly, there is
always a message from a company or an individual standing behind the campaign. The
message can be presented in various forms, however, the most popular and effective form is
a video-message, as it is the easiest to comprehend for the general audience. Usually,
combinations of text and video are used. The message usually contains of an introduction
of the company/individual, the project in question and the detailed explanation of how
much funding is required and what exactly it will be used for. For instance, a feature film

production requires funds for paying wages for the crew and the cast, hiring a visual effects



specialist, etc. Furthermore, the amount of funds required and the progress in reaching the
project goals are normally specified on the project page, as well as the period of time the
campaign lasts for. Also, contact information of the project developers is provided.

(Kickstarter 2013; Steinberg 2012, 24-27)
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Figure 1 Kickstarter Campaign Page for a Game Project Night in the Woods (Kickstarter 2013)

Funding options and the rewards are usually also specified on the project page. Potential
contributors are given options of how much they can contribute and a list of rewards
applicable for each contribution option. The rewards for contributions are, however,
optional. Frequently, a combination of donations, sponsoring and pre-selling contributions
can be found. For instance, minimum sum contributions, such as 1$, are often taken as
donations. Certain contributions offer the final product as a reward. Other rewards can
contain both tangible and intangible goods. For example, crowdfunding campaign for a

feature film “Wish I Was Here”, which was hosted at Kickstarter in 2013, among other



tangible rewards offered a poster signed by the film's director and the cast members. Among
the intangible rewards, the campaign offered contributors a part in the film and a line written
especially for them by the creators of the film. In some cases, funders get an opportunity to
have a minor impact on the product design. For instance, they get to choose a name for a

character in the funded video game. (Kickstarter 2013; Steinberg 2012, 24-27)

Online crowdfunding services, normally, offer two basic types of funding plans for fund
recipients: flexible and fixed. Flexible plan suggests that all the contributions pledged will be
received by the recipient, no matter whether the targeted goal is achieved or not. Fixed
funding plan, on the contrary, suggests that the project organizers only receive the pledged
contributions if the goal has been reached, and only receives the exact sum that was
requested, neither more nor less. In the fixed funding plan scenario, should the project not
receive the targeted amount of funds, all the contributions will be repaid to the funders. The
online crowdfunding service used for the campaign charges a commission fee on the
received funding. The commission conditions may vary, depending on the service in use. For
instance, Indiegogo charges 4% of received funds for both flexible and fixed funding plans
campaigns. Campaigns organized by non-profit organizations are entitled to discounts on

the commission fees. (Indiegogo 2013; Kickstarter 2013)

2.3 Risks Involved

As any aspect of business, following the crowdfunding path has its own risks and setbacks,
which are important to consider. Firstly, a failed campaign can damage the brand’s
reputation, not only in the eyes of the public, but also for other potential future investors.
Moreover, the costs of conveying the campaign can be unpredictably high, thus, should be
thoroughly considered. While usage of the online crowdfunding services is free, it may take
significant amount of resources to advertise the campaign itself, provide rewards for the
project funders, etc. Finally, if the finished product does not meet the expectations of the
funders or, worse, the business fails to set up production for whatever reason, the image of
the entire company can be severely damaged, including turning the public off all the
possible future products of the company or, sometimes, other future businesses involving

the failed company’s members. (Steinberg 2012, 37-39)

Nevertheless, businesses should not be discouraged by the possible risks, as those can often



be avoided by cautious consideration and thorough planning. Online crowdfunding services
still remain one of the most effective ways to kick-start innovative and creative-products
businesses, allowing the companies to get support directly from their audience. Kickstarter
has announced that there have been 2.2 million people supporting their projects in 2012. A
total of over $319 million has been contributed the same year, out of which, $83 million

were contributed to gaming projects, making games the most funded project category at

Kickstarter (see Table 1). (Kickstarter 2013)

Table 1 Kickstarter’s Statistics by Project Areas for 2012 (Kickstarter 2013)

Category Launched Successful Pledged Pledgers
Art 3,783 1,837 $10,477,939 155,782
Comics 1,170 542 $9,242,233 177,070
Dance 512 381 $1,773,304 23,807
Design 1,882 759 $50,124,041 536,469
Fashion 1,659 434 $6,317,799 83,064
Film&Video 9,600 3,891 $57,951,876 647,361
Food 1,828 688 $11,117,486 138,204
Games 2,796 911 $83,144,565 1,378,143
Music 9,086 5,067 $34,953,600 522,441
Photography 1,197 427 $3,283,635 46,550
Publishing 5,634 1,666 $15,311,251 262,738
Technology 831 312 $29,003,932 270,912
Theater 1,787 1,194 $7,084,968 95,225

Interestingly, games remain the most funded category not only over 2012, but over the
whole existence of Kickstarter, bringing in over $186 million funded out of Kickstarter’s

total of $849 million.

2.4 Project Funders’ Motivation

The main motivational forces behind giving are sympathy, empathy, guilt, happiness and
identity. These can be applied to crowdfunding, as well. Consumers tend to support ideas
that give them emotional fulfillment, therefore, the funders’ primary motivation is not

material. (Gerber, Hui & Kuo 2012)




According to a survey research conducted previously, personal identification with the
project’s subject and goals is of crucial importance for the funders’ motivation. Supporting
relevant ideas gives funders the satisfaction of belonging to a community with similar
priorities. (Hemer 2011, 13-14) This directly applies to Maslow’s hierarchy of needs as one
of the esteem needs, fulfilled by being accepted and valued by others. (Maslow 1943)

Supporting creative projects often allows funders to feel like a part of the community they
otherwise would not get a chance to be a part of. The contributors get a chance to follow
through the whole process of a creative production — an opportunity rarely accessible by

individuals not related to creative production professionally. (Gerber, Hui & Kuo, 2012)

Furthermore, a funder experiences a satisfaction of observing the eventual success of the
project, which often correlates with the satisfaction of being a part of the technology
pioneers or completing an important social mission. The enjoyment a contributor gets form

engaging in interaction with the project team is also vitally important. (Hemer 2011, 13-14)

However, sometimes, motivation can be not material, yet rather practical. For instance, a
funder might expect the project team to contribute to his/hers own future crowdfunding

project or establish personal/professional contacts. (Hemer 2011, 13-14)

2.5 The Marketing Value of Crowdfunding

The potential financial benefits of investing time and effort in an online crowdfunding
campaign are substantial. However, does it bring in any benefits form marketing

perspective? Is the nature of the perks purely financial?

The three essential marketing functions of crowdfunding are: Research, Promotion and
Engagement. The research function presumes crowdfunding as a market research tool, as a
crowdfunding campaign allows receiving feedback on a given product, as well as, estimating
the potential customer base. Some projects offer their supporters an opportunity to
participate in product design. Consumers’ input often allows adopting the product to be
more attractive for the potential market. Interacting with potential customers has been
proven to have positive influence on the product’s future success rate. (Gruner & Homburg

2000)



Belleflamme, Lambert & Schwienbacher (2013, 4-8) claim that crowdfunding services can be
used to promote a product by encouraging consumers to spread information about it

through the word of mouth.

Previously conducted research on the topic states that the majority of the companies
interviewed for the research claimed that crowdfunding campaigns were of major
significance for their products marketing. Some of the companies organized their fund-
raising campaigns for purely marketing purpose, as it was considered the easiest and the
cheapest way of advertisement. Many of the interviewed companies state, that their
crowdfunding campaigns helped to draw attention of press and media to their products.
Furthermore, the interviewees claimed that the funding contributors tend to become active
promoters of the products themselves, as the feeling of involvement in the funded project
motivates them to spread the word around the people they know. Thus, crowdfunding

appears to be an efficient way of building up the consumer base. (Gorshkov 2011, 22-23)

Not only a crowdfunding campaign can assist in attracting new customers, it can also be a
channel for collecting feedback about the product. That is especially true for software and
game development industry, which is the primary focus of this thesis. The potential funders
get an opportunity to observe the development at the early stage, share their opinions on
whether the idea is worth the effort in the first place, or, if any aspect of the development

needs a radical change. (Gorshkov 2011, 19)

A crowdfunding campaign offers an increased social media exposure, as many potential
funders can discover the campaign at the crowdfunding service’s website, for example. On
the popular services websites, such as Kickstarter, where online traffic is particularly heavy,
the visitors get exposed to the information about new campaigns or can simply discover
them while browsing the site. The offered exposure at the campaign hosting website can, as
well, lead to further spreading of the word by users or media. Customers are often willing to
spread the information about the projects they support though social networks, allowing the
project developers to establish their own online communities. (Gerber, Hui & Kuo 2012) A
more detailed take on the importance of social media and establishing online communities is

presented in the following chapter, Customer Engagement Marketing,

Finally, engagement with the customers is achieved through rewarding them with certain

perks for their donations. As it was mentioned previously, the rewards can be both tangible
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and intangible. However, another part of customer engagement is not simply rewards, but
establishing two-way communication between the funds recipients and the funders, engaging
the customers into a community, urging them to feel a part of the group. (Gerber, Hui &

Kuo 2012)

2.6 Crowdfunding User Statistics

Several researches have been carried out in order to determine crowdfunding user de-
mographics and behavior. However, most of the demographic statistics available are divided

by certain platforms. For example, separate statistics for Kickstarter and Indiegogo.

Statistics show the gender composition among the people, who make donations to crowd-
funding campaigns is 64% male/ 36% female (see Table 2). (Mulholland 2013) Similarly, sta-
tistics comparative statistics provided by Altun (2013) show the approximate rate of 64%)/
36% on average, when comparing Kickstarter’s rate of 78% male visitors and Indiegogo’s
rate of 50%. However, gender composition of people, who view the campaign page, but do
not support the project is significantly different — 35% male/65% female. (Mulholland 2013)
Previous research had determined that males tend to be more willing to risk funding startups

and new producers unfamiliar to them previously. (oBizMedia 2013)

Table 2 Crowdfunding Contributors Gender Composition (Mullholland 2013)

Gender Percentage of the population

Male 64 %
Female 36 %

Another significant demographic variable is age. According to Mulholland (2013), the most
populous age groups among funders are 25-34, 35-44 and 45-54 years old, which comprise
25%, 21% and 21% of the total campaign contributors’ population respectively (see Table
3). Statics provided by Altun (2013) for Indiegogo and Kickstarter crowdfunding platforms,
show similar result with 18-44 years-old-group being the most active in contributing to pro-
jects. Furthermore, according to survey statistics provided by Gamasutra gaming news
source (Polson, 2012), 80% of project contributors do not personally know anyone who has

organized a crowdfunding campaign themselves.
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Table 3 Crowdfunding Contributors Age Composition (Mullholland 2013)

Age category Percentage of the population

18-24 8 %
25-34 25 %
35—-44 21 %
45-54 21 %
55—-64 17 %
65+ 8 %

Concerning the frequency of campaign participation, a survey carried out by gaming news
source, Gamasutra (Polson, 2012), among their readers states that within half a year before
the survey was conducted, most of the respondents have participated in one of more cam-

paigns. Only 15% of the respondents have not participated in any campaigns at all.

Table 4 Funder’s Campaign Participation Experience (Polson 2012)

Number of campaigns taken part in Percentage of the population

0 15 %
1-3 40%
over 4 45%

Among the supported projects, only approximately 20% of the projects do not get men-
tioned to anyone by the funders. This leaves about 80% of projects that funders wish to
share information about — the vast majority. Most commonly, funders prefer to share the
information about projects through word of mouth — 59% of funders prefer spreading the
information this way. The other popular ways of sharing information about campaigns are
Facebook posts, Twitter posts, community forums, gaming websites articles or blog posts,

email and Reddit posts (presenting in order of descending popularity). (Polson 2012)

According to the same research, among various factors influencing potential funders to turn
a project down, the most influential one is lack of interest in the project idea. However,
among the other factors are the lack of confidence in the developers’ ability to finish the

project and lack of interest in the rewards. (Polson 2012)
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2.7 Online Communities’ Role in a Campaign’s Success

According to Crowdfunding Statistics (Fundable 2013) social media has a direct effect on
the crowdfunding campaign success, as trending of the news about a given campaign,
increases the probability of success drastically. Thus, proving the point, that has been

mentioned previously, that established online presence is crucial for developers.

Online presence for a brand can be primarily established through setting up an online
community, which is becoming increasingly simpler in the current digital age. The
customers, who have given a donation to a crowdfunding campaign, will usually be sharing
information about the campaign online. The funders do so not only to share an experience,
but, also, because they are normally genuinely wishing for the campaign to succeed and are
willing to show support for it in ways other than monetary, as well. (Gerber, Hui & Kuo

2012)

Consequently, the enthusiastic customers, sharing their experiences, attract new potential
funders and, later on, form a community — the existing customers share information and tips
with each other, discussing their experiences, as well as providing product feedback for the

producers. (Fowler & Pitta 2005, 283-291)

However, managing online communities should be taken with responsibility, particularly
selection of community managers. A known case of controversy around the community
manager of crowdfunded game is project Mighty No. 9, funded on Kickstarter in 2013. The
creators of the game, Comcept USA, LLC, have appointed a community manager, Dina
Abou Karam, to handle the community duties. However, after a research has been done on
Karam’s profile in social media, many funders were dissatisfied with her aggressive views on
representation of females in video games and gender identity. Even though Karam’s
controversial views did not have direct relation to the game project, the incident let to many
contributors asking for their money back, as they were afraid that Karam might have

influence on the game’s design. (Luzar 2013)

In conclusion, using crowdfunding services can not only provide sufficient funds for
supporting a business, but, more importantly, it can help a company to get potential
consumers enthusiastic about a product, spread the word around, measure the public

interest in a product or service and collect feedback directly from the potential customer
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base. In addition to that, all the rights for the intellectual property of the projects in question
remain belonging to the initiating company. Neither the selected crowdfunding service
provider, nor any of the contributors have any rights for the intellectual property of the

project. (Steinberg 2012, 11-13; Kickstarter 2013; Indiegogo 2013)
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3 CUSTOMER ENGAGEMENT

Engagement process mainly consists of providing customers with a memorable experience
that would encourage the consumers to spread the word of mouth about the company’s
products. Essentially, it builds up a special connection between the company and its
customers, thus, providing the customers with additional value to the products. The key
path to establishing communication is sharing content that encourages customers to contact

and interact with the company. (Goodman 2012, p xv)

3.1 Customer Engagement Concept and Its Significance Today

Seemingly, just like crowdfunding, costumer engagement concept is not a novelty and,
essentially, has always existed as a part of the market economy. However, in the current
consumer era, the engagement concept has become more important than ever, which is
caused by several factors. To begin with, nowadays, customer loyalty is significantly reduced,
when compared to previous decades, which is caused by media fragmentation. A consumer
nowadays has a wide selection of products to choose from, therefore, even a satisfied
customer might not necessarily stay loyal to the brand. Highly developed media has also
broadened opportunities of delivering marketing content, thus, shifted customer
expectations. The new media can allow customer experiences to be increasingly more
interactive, hence, more meaningful to consumers. Development technology and social
media in particular has affected the consumers’ behavior patterns. For instance, popularity
of traditional media, such as radio, TV, printed press, has dropped significantly, in

comparison to online media. (Chaffey 2007)

Customer involvement with the product consists of five main components. The first
component is consumer’s personal interest in the given product category, which brings the
consumer to the product in the first place. Secondly, consumer considers possible negative
impact caused by a wrong choice of a product, as it is perceived by the consumer. The other
three influential factors are the probability of making a bad purchase, the pleasure value of
the product category and the degree of how closely the product category is related to the
consumer self. (Solomon 2004, 127-131)
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In the case of this research, among the consumers who are to be involved in the
crowdfunding campaign, the opinions and factors forming the listed above components are
supposedly already formed as a part of the consumer profile. The campaign is aimed to be
targeted to a certain category of consumers: gamers, who play games on a regular basis

(hardcore gamers).

The aim of the campaign is to develop a bond with the consumers. That can be done by
maintaining an ongoing relationship, repeating interactions with them. Researches show that
an ongoing relationship with consumers helps them to feel more involved, thus, making the
product/service more meaningful. Feeling more related to a product encourages customers

to stay loyal to the brand. (Solomon 2004, 127-131)

3.2 Customer Engagement Marketing Cycle

Customer engagement marketing cycle consists of four main stages (see Figure 2). The first
stage is providing an experience for customers. Creating a memorable experience for the
customer can consist of different elements. For example, it can mean providing an
exceptional service, or it can be simply remembering a customer’s name. A great experience

is what lets the customer differentiate a certain company form numerous others. (Goodman

2012)
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Figure 2 Customer Engagement Marketing Cycle (Goodman 2012)
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After the experience is provided, the next stage is enticing the customers to stay in touch. As
established communication is the key element of customer engagement, providing the
customer with means of supporting the communication is essential. The stated above can be
done by simply providing the customer with contact information, encourage to follow the
company at social networks, or numerous other ways. However, Goodman states that it is
vitally important to consider the ways of enticing the consumer to connect in the meantime

or immediately after the business interaction is completed. (Goodman 2012)

Once the customers are provided with the path for communication, the next stage is the
actual engagement into communication. After delivering the service experience for the
customers and encouraging them to connect with the company, the engagement phase
begins. The consumers are invited to participate in the conversation with the company.
Communication can be, and most frequently is, set up in relation to the content, shared by
the company. In the online marketing perspective, the content can be easily shared through

social networks (see 3.3 Customer engagement online). (Goodman 2012)

As the result, consumers often get more enthusiastic about the product or brand, which
leads to spreading the word-of-mouth — the ultimate goal of the customer engagement
process, as the customers share their service experiences with others, thus, attracting new

potential customers. (Goodman 2012)

3.3 Customer Engagement Online

Nowadays, the Internet is often the most efficient platform for companies marketing, which
is caused by several factors. Firstly, it is an open network, which any consumer can join to
get engaged in marketing process. Hence, a company can access consumers at virtually any
location in the world, without compromising the richness of communication, allowing
communication to be more direct and precise. Moreover, with the development of
technology, joining in is becoming increasingly easier, as more and more consumers get
access to the Internet. Secondly, usage of the Internet is cost-efficient, as the expenses on

material aspects of the marketing campaigns are reduced. Lastly, the communication process
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is sufficiently accelerated, as the problems of physical delivery of the message are eliminated.

(Sawhney, Verona & Prandelli 2005)

The key idea behind customer engagement online is utilization of online social media tools
in order to carry out conversations with customers. The most important difference between
the traditional customer involvement and the involvement in the online era is that today’s
media means allow companies talking with customers, instead of simply talking # them.
Therefore, establishing a two-way communication, that allows taking a closer look at the

customers’ needs and expectations. (Goodman 2012, 4-5)

There is a wide range of possibilities for establishing connections with customers online, as
there is a great variety of social networks, with different profiles. The range varies from
generally popular and common social networks, such as Facebook, with active users totaling
1.9 billion, to smaller networks, devoted to a certain theme, such as IndieDB — a niche social
network uniting gamers, who enjoy games made by independent developers. The number of
IndieDB users is currently over 400,000. The listed above and other social networks allow
the companies not only sharing their own content with their customer-subscribers, but,
more than that, to let the customer-subscribers themselves to share their related content.
For example, users can share with their friends the news about the latest game they bought

(see Figure 3). (Facebook 2013; IndieDB 2013)
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Weeeeeeee! @ #Raymanlegends #xbox360

Like - Comment - Share - Yesterday at 1:06am -

e 5 people like this.

. Write a comment...

Figure 3. A Facebook User Sharing a Box Picture of a Purchased Game. (Facebook 2013)

Word of mouth is often considered to be the most efficient way of marketing
communication, as it is perceived to be more reliable and significant by the consumer.
Researches show that consumers tend to trust experiences of their peers more than any
other type of advertisement. With the use of the social networks, word of mouth is spread
through multiple exchanges, giving the potential for the message to influence numerous

receivers. (Brown, Broderick & Lee 2007)
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4 CROWDFUNDING AS CUSTOMER ENGAGEMENT CHANNEL

Independent video game industry, as a relatively new phenomenon, has its own specifics and
features that make crowdfunding particularly significant for developers and the audiences. In
the recent years, online crowdfunding has become not only possible, but fairly common for

various game projects.

4.1 Independent Game Industry Distribution

Video game business as we know it started to emerge only in 1970s (although, the starting
point of the industry can be debated), therefore, it is still a relatively young industry. With
the digital distribution gaining scale in the latest years, game business has been changing
dramatically and will continue to change in the following years, according to major progno-

sis’, as games increasingly become a digital product. (Kent 2001, 6-20; NASDAQ 2013)

The increase of digital distribution usage has allowed decreasing the production and distribu-
tion costs for games, which, consequently, allowed the existence of independent, or so called
“indie”, game developers. The key idea of independent developers is creating games without
involvement of publishers, giving the developers more artistic freedom. As a result, develop-
ers create a greater variety of products, which allows fulfilling the needs of niche markets.

(Parker 2011)

An optimal way to gain necessary funding for developing such niche products is crowdfund-
ing, as it allows reaching out to the audience with demand for the products. A bright exam-
ple is the case of a game called Broken Age, developed by the Double Fine Productions and
its crowdfunding campaign on Kickstarter. As the genre of the game, point-and-click adven-
ture, has been essentially a niche market product in the recent years, creating the game in the
way the developers wished to would be problematic, if publishers would be involved. There-
fore, the financial support was requested from the audience directly. As a result, the cam-
paign has grossed $3, 336, 371 with the help of 87, 142 funders. The first chapter of the
game was successfully released in early 2014. The Broken Age success is partially responsible
for the dramatically increased popularity of online crowdfunding in the recent years, particu-

larly for video games. (Kickstarter 2012)
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However, there are more ways of making profit with independent games, which is a so-
called Free-to-Play format. The format presumes the games being distributed for free. How-
ever, there are various ways of monetizing such games. Firstly, the game might involve mi-
cropayments for various additions to the core game. While the game itself is free to play,
some upgrades or items might be purchased within the game by the player. An example of

such model can be observed in World of Tanks by WarGaming.net. (LeJacq 2012)

Another way of monetization is offering a non-complete game to the players for free with a
possibility of purchasing a premium version. The free version might content advertisements
or be missing certain functions or parts of the game. An example for such model can be
seen in Angry Birds by Rovio Entertainment Ltd. The key idea of Free-to-Play model is en-
gaging players into the game to the degree, where they would be willing to pay. (LeJacq
2012)

4.2 The Commissioning Party

The commissioning party for the given thesis is TJG Games OY - a small-sized video game
developing company based in Kajaani, Finland. The company has previously been working
on developing mobile games for Windows Phone platform. Starting from 2013, the team
has taken up the work on their first major game project — Interplanetary, which is a turn-
based strategy for Windows, Mac and Linux operating systems; its release is anticipated in

2014.

A plan for a crowdfunding campaign for Interplanetary is the ultimate purpose of this re-
search. However, it the research outcomes are expected to useful in fund-raising campaigns
for future projects of the company, as well. The commissioning party expects the campaign
to be not only financially successful, but, more importantly, marketing-efficient, helping to
spread around the word about the game project and creating a base of loyal customers not

only in Finland, but world-wide.

The company has not arranged any other crowdfunding campaigns previously. Therefore,
the outcomes of the campaign in question are essentially important for the company image

and further projects.
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4.3 Methodology

The selected study method involves two types of quantitative research: descriptive and
cause-comparative. The data collection is implemented by carrying out online survey among
the people who have had experience of supporting projects on various crowdfunding plat-

forms.

4.3.1 Population and Population Sample

The target audience of the game is hardcore gamers. Fritsch, Voigt and Schiller (2006) define
a hardcore gamers as someone, who takes the game seriously and puts an effort into it,

which is above average. The genre of the game is turn-based strategy.

The company wishes to arrange a crowdfunding campaign not only in order to find assis-
tance with financing the production, but, also, in order to establish deeper customer en-

gagement, enlarger the existing customer base.

The final product will be available in English language, which makes the target audience rela-
tively global. However, the company will also release a localized version for Russia and its
neighboring Russian-speaking countries, translated into Russian language. The localized ver-
sion will be released due to existing requests for the translation, received from Russian-

speaking gamers.

The author has determined that an efficient population sample could be obtained among the
game development students of Kajaani University of Applied Sciences, not only as it is con-
venient to reach, but also as the sample would include hardcore gamers, who rather proba-
bly have experience in crowdfunding campaigns participation, and have sufficient level of
English language knowledge and belong to the appropriate age group. However, other
sources of respondents are taken into account as well. For instance, the commissioning party

1s partially providing responses by publishing the survey through its social media channels.

The selected population sample size is determined to be one hundred respondents, as the

number is both realistic to acquire and sufficient to work with while analyzing the data.
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4.3.2 Developing and Conducting the Survey

In order to determine the questions to be included in the survey questionnaire, the author
has conducted research concerning the demographics and consumer behavior statistics
available concerning crowdfunding contributors. In particular, the author was looking for
statistics which provide understandings of what to expect form contributors, how to attract
their attention better and what channels to use for communicating with them. After acquir-
ing the data, the most relevant statistics were selected to be tested in the questionnaire and

the questions were composed.

After the first questionnaire draft was completed, it was tested with multiple respondents in
order to determine possible flows in the way questions were composed. Two respondents
with varying crowdfunding experiences have filled the survey form and were asked questions
about the responding process. One of the test-respondents was questioned in a more de-
tailed manner about his experience with crowdfunding in an oral interview, including many
questions that did not get included in the final questionnaire. This was done in order to de-
termine whether the author should pay attention to any more aspects of crowdfunding expe-
rience. The second test-respondent was given the survey form and was asked questions
about the clarity of the questions, after he has completed it. After the testing sessions out-

comes were analyzed, several changes were made to the survey form.

The questionnaire form consists of nine questions. All the questions are multiple choice
questions. Some of the questions allow selecting multiple answer options; others only allow
a single answer option. The questions allowing one answer option only do so because
choosing one option automatically excludes possibility of other options. The full question-

naire form can be found in Appendix 1.

It was decided to make all the questions in the survey compulsory to answer. Therefore, it is
not possible for respondents to skip any questions and yet complete the survey. This was
done so by the recommendation of the statistics supervising teacher, justified by the fact that
the short continuity of the survey and multiple choice nature of the questions will prevent
the respondents from having difficulties with answering any particular questions and, conse-

quently, not completing the entire survey.
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The author has determined that the most time-efficient and convenient way of conducting
the survey is by sending out online questionnaire. The service chosen for this purpose is
Survey Monkey. It has been chosen, because of its user-friendly interface, allowing combin-
ing survey forms. In addition to that, the service is free to use and the author had previous
experience of working with it. To analyze the received survey responses, SPSS (Statistical
Package for the Social Sciences) statistical software was chosen, as it corresponds to the aca-
demic standards of the Kajaani University of Applied Sciences. The cause-comparative seg-

ment of the research is implemented by calculating Pearson’s correlation coefficient.

The survey was distributed through various online channels. To begin with, the survey form
was published through the commissioning company’s social media channels. However, that
method did not appear to be very effective. Further on, the author has continued to distrib-
ute the survey form through social media personally. The survey was posted to Twitter, Fa-
cebook and Reddit, not only to the author’s personal page, but also to community groups
dedicated to the research-relative areas: crowdfunding and video games. The method has
shown to be effective, bringing more responses that the originally selected method. Fur-
thermore, with the help of KAMO student organization, the survey was sent out to the stu-
dents of KUAS (Kajaani University of Applied Sciences) through school email. This method
appeared to be the most efficient, if considering the amount of responses received through a

single channel.

4.4 Results

The final number of responses received for the survey is one hundred. The responses were
collected within approximately one-month period of time. Further on, the author will dis-
cuss the survey data trends and compare them to the information received from previously
conducted surveys on the topic (detailed information on the previous statistics can be found
in 2.4 Crowdfunding Customer Statistics). For convenience, the following survey data is pre-

sented divided into sub-chapters by each question.
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4.4.1 Age

The most common age categories among the crowdfunding audiences (see Appendix 2) are
18-24 and 25-34 years old, comprising 47% and 44% respectively of the total population
sample. The given numbers vary dramatically from the previously available statistics, which
show that the most numerous age groups are 25-34, 35-44 and 45-54 years old amounting to
25%, 21% and 21% respectively. (Mulholland 2013) According to the authot’s survey re-
sults, 45-54 years old occurs to be the least populous age group, being the only age group
with no respondents falling into it at all. The difference can partially be explained by the dif-
ferent nature of target audience of both surveys. The current research was mainly targeted
towards the potential customers of the commissioning party, meaning people who have ex-
pressed interest in the commissioning party’s product and generally people who play video
games regularly. The previous research was targeted towards a more general audience of
people with experience of supporting crowdfunding campaigns in any area of projects, for

various purposes.

4.4.2 Gender

Gender division of the respondents goes as follows: females comprise 22% and males com-
prise 78% of the total sample (see Appendix 3). The numbers resemble generally the same
tendency as found by the previous researches — males do tend to participate in crowdfund-
ing campaigns more often than females. However, in the given research case this can also be
explained by the fact that the commissioning party’s potential customer base is mostly male,

as is gaming audience in general.

4.4.3 Crowdfunding Experience

The general tendencies concerning the frequency of campaign participation is similar to the
tendencies in previously available statistics. Significant majority of the respondents has par-
ticipated in multiple funding campaigns (see Appendix 4). This shows that people generally
are willing to participate regularly, on condition that the campaign interests them. This can

be partially explained by the funding process at most crowdfunding platforms. The services
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normally require funders to setup an account in order to be able to participate. Once an ac-
count is set up, the funder would receive regular updates from the service about new pro-

jects to fund, thus, being encouraged to participate in more campaigns.

4.4.4 Supporting New Developers

The survey showed that majority of respondents is willing to participate in campaign by de-
velopers they have not been familiar with previously (see Appendix 5). This shows that the
appeal of idea is more significant to the funders than the developer’s name. The result is rel-
atively similar to the data provided by the previously carried out survey, which showed that
80% of the surveyed campaign participants did not know any developers organizing cam-
paigns. The data confirms the efficiency of crowdfunding as a funding method for startup

companies, which do not have solid customer base. (Polson 2012)

4.4.5 Discovering a Campaign

This question provided the respondents with multiple options to choose for an answer.
Most of the surveyed people have chosen “Social Media (Facebook, Twitter, etc.)” for an
answer. The result confirms the statement discussed in chapter 2.5. Online Communities’
Role in a Campaign’s Success — online communities affect potential for success of a funding
campaign. Therefore, it is essential for a campaign-organizing company to have solid social
media presence. The second most popular source of information about new campaigns

appears to be news websites. See the full question data on the graph in Appendix 6.

However, in the process of collecting the responses, it appeared so that the question was not
completely clear to some of the respondents. Five of the respondents who have selected the
“Other” option, have specified “Other” as online forums, the Reddit social networking
service and YouTube videos, all of which fall into the social media category; simultaneously
those respondents did not pick the “Social media” answer option. The author can conclude
that some of the respondents were confused by the definition of social media. In the answer
option, the given examples of social media were Facebook and Twitter, which are the most

widely known examples of social media. However, it would have been more efficient to
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include a wider range of examples of social media, e.g. “Social media (e.g. Facebook, online

forums)”.

4.4.6 Crowdfunding Service

This question had option of choosing multiple answers as well, for the respondents who
have supported multiple campaigns. The responses showed the same tendency as described
in previous researches — the most popular platform is Kickstarter. The vast majority stated
that they had experience of funding projects on this platform. This can be explained by the
fact that the survey was mainly targeted towards gaming audience and, as Kickstarter is posi-
tioned as crowdfunding platform for creative projects (Kickstarter’s project categories can
be seen on Figure 2) , most of the game projects’ campaigns tend to be funded on this plat-
form. Second most popular platform is Indiegogo, however, only less than third of all re-

spondents have picked the option (see Appendix 7).

4.4.7 Communication with Project Developers

This question was put into place in order to define the most efficient ways of communi-
cating with the funders in order to keep them up to date with the project process and en-
courage them to spread the word about the project. The respondents were allowed to

choose more than one answer option.

The most popular communication channels appeared to be updates by email and the pro-
ject’s campaign page at the crowdfunding. Possibly, the options were most popular because
of their convenience and no involvement required from the funders. However, most of the
other options were also moderately popular (see Appendix 8). Nevertheless, the least popu-
lar option, chosen only by 10% of all the respondents, is the option “I do not like to have
any communication with the developers”. This is a positive tendency, showing that, indeed,
funders would like to stay in touch with the project developers. Moreover, several respond-
ents have left comments claiming that they find lack communication with developers dis-
couraging from supporting a project, as it creates an impression that the project creators do

not value the funders’ support and do not take the project responsibly.
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4.4.8 Spreading the Word about the Project

The majority of the respondents have claimed to have shared information through social
media, in private conversations or, often, both. However, 17% of the respondents prefer not
to spread the word about the projects they support in any way. This generally corresponds
to the data of the research carried out by Gamasutra gaming news portal. The research
claimed that approximately 20% of supported projects do not get mentioned to anyone
(Polson, 2012). However, the claim that the most popular way of sharing campaign infor-
mation is through word of mouth did not get confirmed. According to the thesis survey da-
ta, the most popular way of sharing the information is through social media. Nevertheless,
the percentage difference between the word of mouth and social media sharing is not signif-
icant. Also, some of the respondents claimed to have created original content promoting the
projects they had supported. For example, some respondents created product demonstra-
tional videos. Overall, the question responses data confirms the efficiency of crowdfunding
as promotional tool, as many funders do spread the word around about the projects. See full

results in Appendix 9.

4.4.9 Factors Influencing Negative Funding Decision

The two most popular turn-off factors have appeared to be “Lack of trust in the develop-
ers” and “Unreasonable goals set by developers”. Fach of the factors influenced almost half
of all the respondents. While some of the respondents find unreasonable goals the reason of
mistrust in the developers, for some of the respondents the factors represent different
meaning. For example, according to one of the respondents’ comment, she was interested in
the project and confident in the skills of the project’s developers, however, she found the
way the creators were promoting the project alienating. She felt that excessively active adver-

tising was intrusive.

The question results also demonstrate the fact that for majority of project funders the re-
wards are not the priority factor in funding decision. Dissatisfaction with pricing of rewards
is only the third most popular out of the four provided options. However, according to
some respondents’ comments, rewards’ pricing often appears problematic because of the

funders’ personal financial situation and inability to afford the rewards. Dissatisfaction with
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rewards’ content is a significant factor for only approximately one fifth of all the respond-
ents. Therefore, the data proves the statement by Gerber, Hui & Kuo (2012) that the prima-
ry motivation factors for project funders are the pursuit of belonging and expressing one’s

self through supporting projects with ideas one relates to. See full results in Appendix 10.

4.4.10 Gender and Crowdfunding Risk-Taking

It was attempted to see if there is a correlation between the respondents’ gender and their
willingness to support project developers previously unfamiliar to them, in order to deter-
mine which gender representatives will be more suiting to promote a startup company cam-
paign to. The result values for questions about gender and about the experience of support-
ing unfamiliar developers were compared. Pearson’s correlation coefficient for the two vari-
ables was determined to be -, 054. Therefore, no clear dependency between the two variables
exists (see Appendix 11). It can be concluded that the willingness to take the risk of support-
ing a startup company project is not influenced by the investors’ gender. The results contra-
dict the data claiming that males tend to be more risk-taking and willing to support new de-
velopers. (oBizMedia 2013) However, the difference may be explained by the differences in
the sample population. As this thesis’ research sample is fairly limited, the results should be

interpreted with caution.

4.4.11 Gender and Promoting Supported Projects

The variables of contributors’ gender and the preferred way of spreading information about
supported projects was tested for dependency in order to determine whether women can be
more active promoters for campaigns they support. The assumption is based upon the fact
that generally, women tend to be more active in social media, comprising the majority of

social networks’ users. (Nielsen Media Research 2011)

Respondents’ gender was compared to the ways they have claimed to use to spread the word
of mouth about the campaigns they have participated in. Pearson’s correlation coefficient
was found to be -, 090 (see Appendix 12). Therefore, no dependency was observed. Gender

does not influence funders’ willingness to promote the projects and the ways they choose to
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do so. However, the results cannot be considered reliable, as they are limited by the research
population sample. Unfortunately, no previous researches on the subject were found in or-

der to support the statement.
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5 CONCLUSIONS AND RECOMMENDATIONS

The initial goal of the research was to find out by what means are customer engagement
principals are and can be used for boosting a crowdfunding campaign’s potential for success,
as well as determining whether a potential for marketing benefits out of a campaign exists at
all. The results of the carried out customer survey have shown that a crowdfunding cam-
paign can be an efficient marketing and engagement platform for startup companies. Not
only funders are willing to support projects of unfamiliar brands, they are also, in most cas-
es, are willing to promote the projects they support to other potential funders. On condition
that the product idea is appealing and the campaign is carried out appropriately, a new com-

pany can acquire necessarily customer base and funding.

Given demographical statistics on gender and age, we can conclude that the target audience
for the campaign should be males of 18-34 years old. The information can be used in mar-
keting practices, such as targeted advertising in social networks (e.g. Facebook). However,
social media usage should not be limited to simply targeted advertising, but also should be
utilized actively for communication with the consumers. The majority of respondents stated
that they find out about crowdfunding campaigns through social media. Therefore, the
company’s pages on all the social media channels should be thoroughly and regularly updat-
ed on the news of the preparation, launch and process, thus, increasing the chance of poten-
tial funders discovering the campaign. Moreover, social media presence is necessary to keep
in touch with the contributors after they pledge the funds. Also, relevant news websites
should be contacted and informed about the campaign launch on time. Furthermore, the
updates should be published on the company’s website and on the project page at the
crowdfunding service website. The updates should be frequent and regular, as lack of up-
dates discourages potential funders from participating. However, too frequent updates are
also not recommended, as potential customers can find that intrusive (e.g. daily updates are
not recommended). In addition, choosing community manager should be done with caution,

making sure that the manager’s personal views do not overshadow the project’s values.

It is strongly advised for the commissioning party to set up the campaigns on Kickstarter, as
vast majority of the respondents stated funding projects using Kickstarter, not any other

crowdfunding service.
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It is recommended to conduct further research in order to determine the most stimulating
types of rewards for the contributors. Even though the rewards selection was shown to be a
less significant factor when making a funding decision, it can still be stimulating for potential
contributors. The given research was focused on customer communication, therefore, it did
not study the reward-based stimulation. In addition to that, it is also recommended to re-
search the potential of involving customers by allowing them to have minor impact on the

product.



32

SOURCES

Literary sources

Belleflamme, P., Lambert, T., Schwienbacher, A. 2013. Crowdfunding: Tapping the right

crowd. Centre for Operations Research and Econometrics. 4-8

Brown, J., Broderick, A.J., Lee, N. 2007. Word of mouth communication within online

communities: Conceptualizing the online social network. Journal of Interactive Marketing. 2-

20

Fowler, D., Pitta, D.A. 2005. Online consumer communities and their value to new product

developers. University of Baltimore. 283-291

Gerber, E.M., Hui, J.S., Kuo, P.Y.2012. Crowdfunding: Why People are Motivated to Post
and Fund Projects on Crowdfunding Platforms. Northwestern University. Volume 21, Issue

3,1-10

Goodman, G.F. 2012. Engagement Marketing: How Small Business Wins in a Socially Con-
nected World.

Gorshkov, E. 2011. Crowdfunding: a concept beyond finance. University of Amsterdam.
p19, 22-23

Gruner, K.E., Homburg, C. 2000. Does Customer Interaction Enhance New Product Suc-

cess? Journal of Business Research, 49, Nel, 1-14

Hemer, J. 2011. A snapshot on crowdfunding. Working papers firms and region, no.

R2/2011. Leibniz Information Centre for Economics.

Kent, S. 2001. The Ultimate History of Video Games from Pong to Pokémon and beyond:

the story behind the craze that touched our lives and changed the world.

Maslow, A.H. 1943. A Theory of Human Motivation. Psychological Review, 50, 370-396



33

Sawhney, M., Verona, G., Prandelli, E. 2005. Collaborating to Create: The Internet as a Plat-
form for Customer Engagement in Product Innovation. Journal of Interactive Marketing,

19, Ned, 2-13

Solomon, M.S., 2004. Consumer Behavior: Buying, Having and Being. 4™ edition. Pearson

Prentice Hall

Steinberg, S. 2012. The Crowdfunding Bible. Overload Entertainment, LLC.

Web sources

Altun, O. 2013 Indiegogo vs. Kickstarter crowdfunding comparison behind closed doors.

[online], available:

http:/ /www.slideshare.net/ocaltun/indiegogo-vs-kickstarter-crowdfunding-comparison-

behind-closed-doors-24518249 [accessed 24 February 2014]

Chaffey, D. 2007. Customer Engagement Interview with Richard Sedley of cScape [online],

available:

Www.smartinsights.com/customer—engagement/customer—engagement—strategv/custorner—

engagement-interview-with-richard-sedley-of-cscape/ [accessed 11 November 2013]

Facebook. 2013. Key Facts [online], available:

http://newsroom.fb.com/Key-Facts [accessed 15 November 2013]

Fritsch, T., Voigt, B., Schiller, J. 2006. Distribution of Online Hardcore Gaming Behavior
(How Hardcore Are You?) [Online], available:

citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.94.6256&rep=repl&

[accessed 6 April 2014]

Fundable. 2013. Crowdfunding Statistics [online], available:

www.fundable.com/crowdfunding101/crowdfunding-statistics/ [accessed 7 February 2014]

IndieDB. 2013. About Us [online], available:


http://www.slideshare.net/ocaltun/indiegogo-vs-kickstarter-crowdfunding-comparison-behind-closed-doors-24518249
http://www.slideshare.net/ocaltun/indiegogo-vs-kickstarter-crowdfunding-comparison-behind-closed-doors-24518249
http://www.smartinsights.com/customer-engagement/customer-engagement-strategy/customer-engagement-interview-with-richard-sedley-of-cscape/
http://www.smartinsights.com/customer-engagement/customer-engagement-strategy/customer-engagement-interview-with-richard-sedley-of-cscape/
http://newsroom.fb.com/Key-Facts
http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.94.6256&rep=rep1&type=pdf
http://www.fundable.com/crowdfunding101/crowdfunding-statistics/

34

www.indiedb.com/groups/indiedb/about/ [accessed 6 February 2014]

Ingiegogo. 2013. How Pricing Works on Indiegogo [online], available:

http://www.indiegogo.com/how-pricing-works-on-indiegogo [accessed 31 January 2014]

Indiegogo. 2013. Angel — the first open sensor for health and fitness [online], available:

http://www.indiegogo.com/projects/angel-the-first-open-sensot-for-health-and-fitness [ac-

cessed 20 November 2013]

Kickstarter. 2012. Double Fine Adventure [online], available:

https://www.kickstarter.com/projects/doublefine/double-fine-adventurerref=live [ac-

cessed 6 March 2014

Kickstarter. 2013. What is Kickstarter? [online], available:

https://www.kickstarter.com/hello?ref=nav [accessed 31 January 2014]
Kickstarter. 2013. Wish I Was Here by Zach Braff [online], available:

https://www.kickstarter.com/projects /1869987317 /wish-i-was-here-12ref=live [accessed 31

January 2014]

Kickstarter. 2013. Night In the Woods by Infinite Fall [online], available:

rojects/1307515311 /night-in-the-woods?ref=search [ac-

cessed 30 October 2013]

Kickstarter. 2013. The Best of 2012 [online], available:

https://www.kickstarter.com/year/2012 [accessed 21 October 2013]

LeJacq, Y. 2012. Something For Nothing: How The Videogame Industry Is Adapting To A

“Freemium” World [online], available:

http:/ /www.ibtimes.com/something-nothing-how-videogame-industry-adapting-freemium-

world-789466 [accessed 6 March 2014]


http://www.indiedb.com/groups/indiedb/about/
http://www.indiegogo.com/how-pricing-works-on-indiegogo
http://www.indiegogo.com/projects/angel-the-first-open-sensor-for-health-and-fitness
http://www.ibtimes.com/something-nothing-how-videogame-industry-adapting-freemium-world-789466
http://www.ibtimes.com/something-nothing-how-videogame-industry-adapting-freemium-world-789466

35

Luzar, C. 2013. WATCH: Kickstarter Alum Mighty No. 9 Takes Heat Over Community

Manager Hire. Crowdfund Insider [online], available:

www.crowdfundinsider.com/2013/12/28331-watch-kickstarter-alum-mighty-9-

takes-heat-community-manager-hire/ [accessed 6 April 2014]

Mulholland, B. 2013. Crowdfunding 2013 Recap. [online], available:

http://blog.fundrazr.com/about-crowdfunding/crowdfunding-2013-recap-are-women-

more-generous-than-men-infographic-sheds-light/ [accessed 24 February 2014]

NASDAQ. 2013. Video Game Retail Sales Decline, Digital Up in July [online], available:

blog-cm269262 [accessed 6 March 2014]

Nielsen Media Research. 2011. State of the Media: The Social Media Report [online], availa-
ble:

http://cn.nielsen.com/documents/Nielsen-Social-Media-Report FINAL 090911.pdf [ac-
cessed 15 April 2014]

oBizMedia. 2013. Crowdfunding: Where dollars and dreams meet. [online], available:
http://www.bestaccountingdegrees.net/crowdfunding/ [accessed 24 February 2013]

Parker, L. 2011. The Rise of the Indie Developer [online], available:

cessed 6 March 2014

Polson, J. 2012. Gamasutra’s Kickstarter Survey: The Results. [online], available:

http:/ /www.camasutra.com/view/feature/176839/oamasutras kickstarter survey .php?pri

nt=1 [accessed 24 February 2014]

Prive, T. 2012. What Is Crowdfunding And How Does It Benefit The Economy [online],

available:


http://www.crowdfundinsider.com/2013/12/28331-watch-kickstarter-alum-mighty-9-takes-heat-community-manager-hire/
http://www.crowdfundinsider.com/2013/12/28331-watch-kickstarter-alum-mighty-9-takes-heat-community-manager-hire/
http://blog.fundrazr.com/about-crowdfunding/crowdfunding-2013-recap-are-women-more-generous-than-men-infographic-sheds-light/
http://blog.fundrazr.com/about-crowdfunding/crowdfunding-2013-recap-are-women-more-generous-than-men-infographic-sheds-light/
http://www.nasdaq.com/article/video-game-retail-sales-decline-digital-up-in-july-analyst-blog-cm269262
http://www.nasdaq.com/article/video-game-retail-sales-decline-digital-up-in-july-analyst-blog-cm269262
http://cn.nielsen.com/documents/Nielsen-Social-Media-Report_FINAL_090911.pdf
http://www.bestaccountingdegrees.net/crowdfunding/
http://www.gamespot.com/articles/the-rise-of-the-indie-developer/1100-6298425/
http://www.gamasutra.com/view/feature/176839/gamasutras_kickstarter_survey_.php?print=1
http://www.gamasutra.com/view/feature/176839/gamasutras_kickstarter_survey_.php?print=1

36

http:/ /www.forbes.com/sites/tanvaprive /2012 /11 /27 /what-is-crowdfunding-and-how-

does-it-benefit-the-economy/ [accessed 31 January 2014]

Prive, T. 2012. Inside The JOBS Act: Equity Crowdfunding [online], available:

http://www.fotbes.com/sites/tanyaprive/2012/11/06/inside-the-jobs-act-equity-
crowdfunding-2/ [accessed 21 December 2013]

The ING Project. 2013. Why is crowdfunding a powerful marketing tool? [online], available:

roject.com/blog/why-is-crowdfunding-a-powerful-marketing-tool [ac-

cessed 3 February 2014]



http://www.forbes.com/sites/tanyaprive/2012/11/27/what-is-crowdfunding-and-how-does-it-benefit-the-economy/
http://www.forbes.com/sites/tanyaprive/2012/11/27/what-is-crowdfunding-and-how-does-it-benefit-the-economy/
http://www.forbes.com/sites/tanyaprive/2012/11/06/inside-the-jobs-act-equity-crowdfunding-2/
http://www.forbes.com/sites/tanyaprive/2012/11/06/inside-the-jobs-act-equity-crowdfunding-2/
http://www.theingproject.com/blog/why-is-crowdfunding-a-powerful-marketing-tool

LIST OF APPENDICES

APPENDIX 1. THE ONLINE SURVEY FORM
APPENDIX 2. QUESTION 1: WHAT IS YOUR AGE?
APPENDIX 3. QUESTION 2: WHAT IS YOUR GENDER?

APPENDIX 4. QUESTION 3: HAVE YOU PARTICIPATED IN MORE THAN ONE
CROWDFUNDING CAMPAIGN?

APPENDIX 5. QUESTION 4: HAVE YOU PARTICIPATED IN ANY CORWD-
FUNDING CAMPAIGNS BY CREATORS PREVIOUSLY UNFAMILIAR TO YOU?

APPENDIX 6. QUESTION 5: HOW DID YOU FIND OUT ABOUT THE CAM-
PAIGN/CAMPAIGNS YOU PARTICIPATED IN?

APPENDIX 7. QUESTION 6: WHICH CROWDFUNDING SURVICE HAVE YOU
USED?

APPENDIX 8. QUESTION 7: WHAT IS YOUR PREFERRED WAY OF COMMUNI-
CATION WITH THE PROJECT DEVELOPERS AFTER MAKING THE PLEDGE?

APPENDIX 9. QUESTION 8: AFTER PLEDGING FUNDS TO A PROJECT, DID
YOU SPREAD THE WORD ABOUT IT? IF YES, HOW?

APPENDIX 10. QUESTION 9: HAS THERE BEEN A PROJECT THAT YOU HAVE
CONSIDERED TU FUND BECAUSE OF THE PROJECT IDEA, BUT CHANGED
YOUR MIND BECAUSE OF THE WAY THE CAMPAIGN WAS ARRANGED?
WHAT TURNED YOU OFF?

APPENDIX 11. DEPENDENCY BETWEEN FUNDERS” GENDER AND CROWD-
FUNDING RISK-TAKING

APPENDIX 12. DEPENDENCY BETWEEN GENDER AND PREFERRED WAYS
OF SPREAD THE INFORMATION ABOUT A SUPPORTED PROJECT



APPENDIX 1/1

THE ONLINE SURVEY FORM

Crowdfunding Customer Engagement

Hello!

The aim of this survey is to research the customer experience of crowdfunding - large
amounts of people making small money contributions online in order to fund a certain
project. If you have ever given your support to a project on Kickstarter, Indiegogo or any
other online crowdfunding service, your experience is extremely valuable!

1. What is your age?
© under 18

© 18t024

© 251034

© 351044

© 451054

-

over 55

2. What is your gender?
Female

Male

3. Have you participated in more than one crowdfunding campaign?

~
Yes

a No, I have only participated in one campaign

4. Have you participated in any crowdfunding campaigns by creators previously unfamil-
iar to you?

© Yes

© No

5. How did you find out about the campaign/campaigns you participated in? (Choose one
or multiple options)

Social Media (Facebook, Twitter, etc.)
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News sites

Developer's website

Found the campaign at the crowdfunding website
Through a friend

Other

0] O 0 0 O

If other, specify:|

6. Which crowdfunding service have you used? (Choose one or multiple options)
Kickstarter
Indiegogo
Other

If other, specify:

7. What is your preferred way of communication with the project developers after mak-
ing the pledge (either from the ones you have experienced or from those you have wished
to have, but were not offered)? (Choose one or multiple options)

" 1do not like to have any communication with the developers

Email

Forums

Social media (Facebook, Twitter, etc.)

Developers website

Project's page at the crowdfunding service website

Polls

Other

o] O 0 B O B

If other, specify:

8. After pledging funds to a project, did you spread the word about the project? If yes,
how? (Choose one)

© No, I did not tell anyone about the project

Yes, I shared information about it through social media

Yes, I shared information about it in a private conversation

Yes, I shared information about it both in private conversation and in social media

Other

I S B B B

Yes, I shared information by all the means listed above
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If other, specify:|

9. Has there been a project that you have considered to fund because of the project idea,
but changed your mind because of the way the campaign was arranged? What turned you
off? (If yes, choose one or multiple options)

No, I always supported the project, if I liked the idea
Unreasonable goals set by the developers

Lack of trust in the developers

Did not like the pricing of rewards

I did not like the rewards

Other

If other, specify:|

1 01 01 001 01 T




QUESTION 1: WHAT IS YOUR AGE?

What Is Your Ag_;e?

APPENDIX 2/1

Cumulative
Frequency Percent Valid Percent Percent

Valid  under 18 3 3,0 3,0 3,0
1810 24 47 47,0 47,0 50,0
25 to 34 44 44,0 44,0 94,0
35to 44 4 4,0 4,0 98,0
over 55 2 2,0 2,0 100,0
Total 100 100,0 100,0

What Is Your Age?

W under 18
H15to24
25t 34
W 3sto 44
Cover 55
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QUESTION 2: WHAT IS YOUR GENDER?

What Is Your Gender?

Cumulative
Frequency Percent Valid Percent Percent
Valid Female 22 22,0 22,0 22,0
Male 78 78,0 78,0 100,0
Total 100 100,0 100,0

What Is Your Gender?

W Femals
E ale
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QUESTION 3: HAVE YOU PARTICIPATED IN MORE THAN ONE CROWD-
FUNDING CAMPAIGN?

Have You Participated In More Than One Crowdfunding Campaign?

Cumulative
Frequency Percent Valid Percent Percent
Valid  Yes 70 70,0 70,0 70,0
No 30 30,0 30,0 100,0
Total 100 100,0 100,0

Have You Participated In More Than One Crowdfunding Campaign?

W ves
E o
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QUESTION 4: HAVE YOU PARTICIPATED IN ANY CORWDFUNDING CAM-
PAIGNS BY CREATORS PREVIOUSLY UNFAMILIAR TO YOU?

Have You Participated In Any Crowdfunding Campaigns by Developers

Previously Unfamiliar to You?

Cumulative
Frequency Percent Valid Percent Percent
Valid  Yes 64 64,0 64,0 64,0
No 36 36,0 36,0 100,0
Total 100 100,0 100,0

Have You Participated In Any Crowdfunding Campaigns by Developers
Previously Unfamiliar to You?

W ves
Eno
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QUESTION 5 HOW DID YOU FIND OUT ABOUT THE CAM-
PAIGN/CAMPAIGNS YOU PARTICIPATED IN? (CHOOSE ONE OR MULTIPLE
OPTIONS)

Frequencies

Responses Percent of Cas-
N Percent es
How Did You Discover the  Social media 75 36,9% 75,0%
Campaigns? News Sites 44 21,7% 44,0%
Developer's website 22 10,8% 22,0%
Crowdfunding service 28 13,8% 28,0%
website
Through a friend 30 14,8% 30,0%
Other 4 2,0% 4,0%
Total 203 100,0% 203,0%
a0
G607
ol
c
=
o
Q 40
204
0 T T T T T T
Crowdfunding Ceveloper's  Through a friend Mews Sites Cther Social media
zervice website website

How Did You Find Out About the Campaign/Campaigns You Participated In?



APPENDIX 7/1

QUESTION 6: WHICH CROWDFUNDING SURVICE HAVE YOU USED?
(CHOOSE ONE OR MULTIPLE OPTIONS)

Frequencies

Responses Percent of
N Percent Cases
What Crowdfunding Service Kickstarter 93 71,5% 93,0%
Have You Used? Indiegogo 26 20,0% 26,0%
Other 11 8,5% 11,0%
Total 130 100,0% 130,0%
100
807
¥ 60
=
(=]
o
407
20
0 T T T
Indiegogo Kickstarter Cther

Which Crowdfunding Service Have You Used?
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QUESTION 7: WHAT IS YOUR PREFERRED WAY OF COMMUNICATION WITH
THE PROJECT DEVELOPERS AFTER MAKING THE PLEDGE? (CHOOSE ONE
OR MULTIPLE OPTIONYS)

Frequencies

Responses Percent of
N Percent Cases
Communication with | do not like to have any 10 4,2% 10,0%
Developers contact with developers
Email 52 22,0% 52,0%
Forums 31 13,1% 31,0%
Social media 40 16,9% 40,0%
Developer's website 37 15,7% 37,0%
Project page at the crowd- 47 19,9% 47,0%
funding website
Polls 17 7.2% 17,0%
Other 2 ,8% 2,0%
Total 236 100,0% 236,0%
G0=
507
b —
- 40
=
o
20+
107
0 ' .
o rh T 52 g o oo o
@ 2 = =8 = 2 oo =
@ = & ~ 3 i “ ] &
g » a2 o= 5
o == iy ] I
o = Sm
w o'® Suo &
g=li=g s @
= a2 =
@ “wg S0
o =
@ = o
5 o B,
E T
8]
o
=
b
a
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QUESTION 8: AFTER PLEDGING FUNDS TO A PROJECT, DID YOU SPREAD
THE WORD ABOUT IT? IF YES, HOW?

After Pledging, Did You Spread the Word about the Project?

Cumulative
Frequency Percent Valid Percent Percent

Valid No 17 17,0 17,0 17,0

Yes, through social media 31 31,0 31,0 48,0

Yes, in a private conversa- 24 24,0 24,0 72,0

tion

Yes, in private conversation 25 25,0 25,0 97,0

and through social media

Other 2 2,0 2,0 99,0

By all means listed above 1 1,0 1,0 100,0

Total 100 100,0 100,0

After Pledging, Did You Spread the Word about the Project?

401
301
=
[T}
=
@
=
s 20
L.
[T
107
0 T T T T T T
Mo Yes, through Yes,inaprivate Yes, in private Cther By all means
social media conversation conversation and listed above
through social
meclia

After Pledging, Did You Spread the Word about the Project?
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QUESTION 9: HAS THERE BEEN A PROJECT THAT YOU HAVE CONSIDERED
TU FUND BECAUSE OF THE PROJECT IDEA, BUT CHANGED YOUR MIND
BECAUSE OF THE WAY THE CAMPAIGN WAS ARRANGED? WHAT TURNED
YOU OFF? (CHOOSE ONE OR MULTIPLE OPTIONS)

Frequencies

Responses Percent of
N Percent Cases
What Turns You Off a Cam- No, | have always supported 26 15,3% 26,0%
paign? projects | liked
Unreasonable goals of 43 25,3% 43,0%
developers
Lack of trust in the develop- 43 25,3% 43,0%
ers
Did not like the pricing of the 31 18,2% 31,0%
rewards
Did not like the rewards 21 12,4% 21,0%
Other 6 3,5% 6,0%
Total 170 100,0% 170,0%
50
40
£ a0
=
o
&
20
10
o T T T T T T
Unreasonable Mo, | have Cther Didl not like the  Did not like the  Lack of trust in
goals of always pricing of the rewards the developers
developers supported rewarcds
projects | liked

Has there been a project that you have considered to fund because of the
project idea, but changed your mind because of the way the campaign was
arranged? What turned you off?



DEPENDENCY BETWEEN FUNDERS” GENDER AND CROWDFUNDING RISK-

TAKING

Correlations

APPENDIX 11/1

Have You Par-

ticipated In Any

Crowdfunding
Campaigns by
Developers

What Is Your Previously Un-

Gender? familiar to You?

What Is Your Gender? Pearson Correlation 1 -,054

Sig. (2-tailed) ,591

N 100 100

Have You Participated In Pearson Correlation -,054 1
Any Crowdfunding Cam- Sig. (2-tailed) ,591

paigns by Developers Pre- N 100 100

viously Unfamiliar to You?




DEPENDENCY BETWEEN GENDER AND PREFERRED WAYS OF SPREAD THE

INFORMATION ABOUT A SUPPORTED PROJECT

Correlations

APPENDIX 12/1

After Pledging,
Did You Spread

What Is Your | the Word about
Gender? the Project?

What Is Your Gender? Pearson Correlation 1 -,090

Sig. (2-tailed) 372

N 100 100

After Pledging, Did You Pearson Correlation -,090 1
Spread the Word about the  Sjg. (2-tailed) ,372

Project? N 100 100
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