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Abstract. Crowdfunding could be an alternative means of raising funds for various
projects and goals, either commercial or social. Nevertheless, crowdfunding has a rela-
tively low success rate in achieving the funding goals, with only 30%-55%. This research
investigates the determinants or variables positively correlated to user intention on using
a donation-based crowdfunding platform. It is expected to provide some recommendations
for crowdfunding platforms and fundraisers to enhance their service and campaign based
on this research outcome, thus increasing the success rate of crowdfunding campaigns.
The research model used in this research is the Unified Theory of Acceptance and Use
of Technology (UTAUT), with an additional independent construct, which is perceived
trust. A survey is conducted on crowdfunding users in Indonesia using an online ques-
tionnaire, and the data collected were analyzed using PLS-SEM. From 125 respondents
that participate in the survey, it can be concluded that all variables in the research model
have a positive relationship with user intention on using a crowdfunding platform, with
perceived trust as the most significant.
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1. Introduction. The digital industry in Indonesia is evolving rapidly, with more and
more digital services offered to users. One of the digital services with emerging popularity
in Indonesia is crowdfunding, especially donation-based crowdfunding. Crowdfunding is
a notion of funding through an open call on the Internet [1]. This concept allows the
fundraiser to raise funding from the masses, or the “crowd”, without complicated require-
ments that conventional funding methods needed, such as bank loans, which in theory is
more accessible by many more people.

Several crowdfunding forms exist, such as equity-based crowdfunding, reward-based,
donation-based, and lending crowdfunding [2]. Those types share the same concept of
getting funds from the “crowd”, but they have different mechanisms and probably other
variables that impact the user’s intention. For example, reward-based crowdfunding offers
the backers some reward in return for their participation, so their motivation in using
the crowdfunding service might be to get the compensation. However, donation-based
crowdfunding is used primarily for social-related campaigns. The funders will not get
anything in return for their investment, which means that their reason to use the service
might not be about getting the benefits.

Although crowdfunding is considered an alternative funding method with fewer re-
quirements, getting funding from crowdfunding is easier said than done. One problem
with crowdfunding is the low success rate, with only 30%-55% [3-5]. The low success rate
could negatively impact its stakeholders, such as fundraisers and platform owners. For
fundraisers, a low success rate means that they have a lower chance of getting funded
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through crowdfunding. As for the platform owner, a low success rate could disrupt their
operation, as they rely on administration fees from successful campaigns. This issue has
been proven when “wujudkan.com”, a crowdfunding platform in Indonesia, had to cease
its operation in 2017 because of the low success rate, which reportedly was only 12% [6].
Crowdfunding stakeholders should address this problem of low success rate, and one of

the ways is to learn the motives behind user’s intention on using crowdfunding services.
This research aims to examine the variables or determinants of users’ intention of using
crowdfunding services as a funder. The result of this research is expected to be used as
a reference, both for platform owners and fundraisers, to develop better crowdfunding
services and campaigns.
Several prior studies had researched this similar topic regarding users’ motivation in

using crowdfunding services. A study by Islam and Khan in Bangladesh shows that user’s
motivation in adopting crowdfunding services is heavily influenced by the opinions and
recommendations of their reference groups [7]. Another factor that has been proven to have
a strong effect on user’s intentions is the trustworthiness and integrity of the crowdfunding
platform. A similar result was shown in other research, such as a study on charitable
crowdfunding in China by Li et al. and also a study by Moon and Hwang in South Korea
[8,9]. Social influence and trustworthiness of the crowdfunding platform and the project
are the main motivation in using crowdfunding services.
Although several studies have researched the topic, only a few of them were conducted

in Indonesia. One of them is by Pangaribuan and Wulandar, which examined the user ac-
ceptance of the crowdfunding platform in Indonesia [10]. In contrast to previous research,
social influence does not significantly correlate to user’s intention, but effort expectancy
is. However, as the research focuses on fundraisers, more studies are needed to validate
the results on funders as well. Thus, this research is expected to provide more insights
about crowdfunding users in Indonesia, particularly concerning the funders and their
intention on using the service.
This research will use the Unified Theory of Acceptance and Use of Technology (UT-

AUT) as the research model, with an additional independent variable: perceived trust.
UTAUT was chosen as the research model because it has been proven to study user
acceptance and intention to use a technology product [11]. The data will be collected using
a survey, and then analyzed using Partial Least Squares Structural Equation Modelling,
or PLS-SEM.

2. Literature Review. This section will outline the theories and concepts from relevant
studies which are applied to this research.

2.1. Financial Technology (FinTech). Financial technology, or commonly abbreviat-
ed as FinTech, is a term to describe technology usage, especially information technology,
in financial services [12]. The financial industry and services have been dependent on
technology since the beginning, but the term FinTech just recently gained popularity.
Technology development has been evolving rapidly in recent years, and the financial in-
dustry is continuously innovating and adapting the technologies to their services. This
innovation generates various new financial services, usually by financial technology star-
tups, threatening the conventional financial institution.
Services provided by financial technology startups are often well received by the public.

It provides an alternative from conventional financial institutions, such as banks, which
are not very trusted since the economic crisis in 2008 [12,13]. Public distrust of banks and
rapid technology development become the momentum for innovative financial services to
be accepted by the masses [14].
Currently, there are a variety of FinTech services available [15]. Digital or online pay-

ments are one of the most basic services provided by FinTech companies. Then, there
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are also loans, wealth management, capital market, and insurance services. One of the
exciting business models in the FinTech industry is crowdfunding, which will be discussed
in the next section.

2.2. Crowdfunding. As a subset of FinTech, crowdfunding is an innovative financial
service that could accommodate anyone to raise funds via the Internet. Crowdfunding is
a concept to gather funds, typically via the Internet and social media, where people can
fund a project or campaign [1,16]. The main idea is to collect a small amount of money
from many individuals (the “crowd”) to finance a project.

There are at least three parties involved in crowdfunding. Those parties are the fundrais-
er, funder, and the crowdfunding platform itself [9]. The fundraiser is the one who makes
the campaign in the crowdfunding platform, which will explain the objective of its project
and set the funding target. Then, the people who donate their money and participate in
funding the campaign are called the funders or backers. The crowdfunding platform is
responsible for maintaining its site and services and facilitates transactions between the
funder and fundraisers.

Crowdfunding could be differentiated into several categories according to the mecha-
nism and objectives. There are at least four crowdfunding types: equity crowdfunding,
donation-based crowdfunding, reward-based crowdfunding, and lending crowdfunding [2].
This research will focus on donation-based crowdfunding, in which the campaign is usu-
ally social-oriented, and the funders do not get any direct benefit from participating in a
campaign.

2.3. Unified Theory of Acceptance and Use of Technology (UTAUT). The Uni-
fied Theory of Acceptance and Use of Technology (UTAUT) is a popular research model
to study user’s acceptance of a technology product. Venkatesh developed UTAUT in 2003
by combining eight different research models used to study technology acceptance. The
result is an integrated research model that outperforms the prior models to analyze user
intention in using technology [11].

This model comprises four primary independent constructs and two dependent con-
structs. The four independent constructs are performance expectancy, effort expectancy,
social influence, and facilitating conditions. As for the dependent constructs, there are
behavioral intention and use behavior.

2.4. PLS-SEM. This research’s statistical technique is Partial Least Squares Structural
Equation Modelling, or also known as PLS-SEM. It is a well-known statistical modeling
method that could be used to analyze the causal model [17]. PLS-SEM’s primary focus
is to evaluate each latent variable and every relationship in the research model.

One characteristic of PLS-SEM is that it uses a path diagram to visualize the hypoth-
esis or the concept [18]. The path diagram comprises independent and dependent latent
variables and also indicators that measure each construct.

3. Method. This section will discuss the research model and methodology that is used
in this research.

3.1. Research model. This research uses the Unified Theory of Acceptance and Use of
Technology (UTAUT) as the base of the research model. One reason for using UTAUT is
because it could explain most of the variance of user’s intention to use technology products
[11]. It aligns with the purpose of this study.

The other advantage of using this theoretical model is the customizable nature of the
model. As stated by Venkatesh et al., researchers do not need to use the model as it is
but could alter it according to the research’s objective [19,20]. As for this study, there is a
slight modification to ensure that it suits the research scope. The ‘use behavior’ construct
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will not be used in this research because the focus is only on user intention and not user
behavior.
Other than that, there will be an additional independent construct in this research,

which is perceived trust, because there are some indications that trust has a vital role in
driving user motivation in using crowdfunding service [8,9].

Figure 1. Research model

Hypothesis:
1) H1: Performance Expectancy (PE) positively correlates to behavioral intention.
2) H2: Effort Expectancy (EE) positively correlates to behavioral intention.
3) H3: Social Influence (SI) positively correlates to behavioral intention.
4) H4: Facilitating Conditions (FC) positively correlates to behavioral intention.
5) H5: Perceived Trust (PT) positively correlates to behavioral intention.

3.2. Time and object of research. This research was conducted from September 2020
to January 2021. This research’s target population is crowdfunding users in Indonesia,
especially those who have used crowdfunding as a funder. There are no restrictions on
the age and gender of the respondents.

3.3. Research sample. This research uses a non-probability technique, convenient sam-
pling, to gather the sample from the research population. Convenient sampling is a method
to collect respondents from a target population that meets specific criteria such as reach-
able and agrees to participate in [21]. It was used because it does not need much resource,
and the process tends to be faster.
In about one month of collecting data, it successfully gathered a total of 169 respon-

dents. However, not all respondents were crowdfunding users. Only 125 respondents out
of the total indicated that they had ever used crowdfunding services as a funder, implying
that only 125 data points could be analyzed in this study. This amount still exceeds the
minimum sample amount that has been calculated using statistical power analysis, which
is 122 respondents [18].
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Table 1. Demography of respondents

Demographic variable Category Frequency

Gender
Male 65
Female 60

Age

< 16 1
16-25 101
26-35 17
36-45 6

Of the 125 respondents, 65 are males, and 60 are females, which is relatively equal in
gender. However, most of the respondent’s age falls between 16 and 25 years old, with
101 people.

3.4. Data collection method. Research data that will be analyzed in this research was
gathered with a survey, using a questionnaire as the instrument. The questionnaire was
made digitally using Google Forms. Then, it was distributed online via social media and
instant messaging services to the target population.

The questionnaire itself was divided into three main sections. The first section includes
a brief explanation that introduces the crowdfunding concept and questions about the
participant’s background. It also includes a question of whether the respondent was ever
using crowdfunding services as a funder before. If the respondent never uses crowdfunding
services as a funder, they will not continue the survey, and their data will not be analyzed.

The second section contains a series of statements, where the respondents need to set
their level of agreement for each statement using the Likert Scale. The statements were
derived from the variables that were included in the research model. Finally, the last
section of the questionnaire contains open-ended questions, where the respondents were
asked about their opinion about crowdfunding services.

Other than data gathered through the survey, this study also uses secondary research
data from various academic articles and former research. It was used to support the
theories and concepts used in this research.

4. Discussion. This section will discuss the result of the data analysis done by using
the PLS-SEM method. There are two main components in PLS-SEM analysis, the mea-
surement model and the structural model [18]. The measurement model, also known as
the outer model, deals with the research model’s reliability and validity by analyzing the
latent variable and its indicators. The structural model, also known as the inner model,
corresponds with the relationship and correlation between latent variables.

4.1. Structural model. The structural model corresponds to the relationship between
constructs, and one of the evaluations is by using path coefficients. Table 2 shows the path
coefficient and t-statistics value of each relationship. A positive path coefficient means that
the independent construct correlates positively to the dependent construct. To measure
its significance, it is using the t-statistics value. If the t-statistics value exceeds 1.96, then
the relationship could be considered significant.

From the result, all relationships have a positive path coefficient, which means that
every independent latent variable positively impacts the user’s intention in using crowd-
funding services. Only three are proven significant from those relationships: PE → BI,
SI → BI, and PT → BI.

4.2. Performance expectancy to behavioral intention. Based on this research re-
sult, this relationship’s path coefficient has a positive value, which means that H1 is
accepted. The t-statistics value of this relationship is 1.964, which is slightly larger than
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Table 2. Path coefficient

Path Path coefficient T-statistics Description
PE → BI 0.132 1.964 Positive; Significant
EE → BI 0.044 0.532 Positive; Not Significant
SI → BI 0.255 3.562 Positive; Significant
FC → BI 0.166 1.770 Positive; Not Significant
PT → BI 0.380 4.390 Positive; Significant

1.96. From the t-statistics, it could be concluded that performance expectancy positively
and significantly impacts users’ intention to use crowdfunding services.
Performance expectancy in this study refers to how a person is confident that crowd-

funding could help fundraisers solve their financial problems. So, users may use crowd-
funding services because they believe that they could help others use this platform.

4.3. Effort expectancy to behavioral intention. The result shows that the effort
expectancy positively correlates with behavioral intention, but it is not significant. The
path coefficient shows a positive value. However, the t-statistics are below 1.96. H2 is
still accepted because it has a positive relationship.
Effort expectancy refers to the degree of convenience in using crowdfunding services.

It shows that the users prefer the ease of use, but it is not the main reason for using
it. However, from the recommendations collected of the open-ended question on the ques-
tionnaire, many suggest platform owners improve their user interface, especially on mobile
apps.

4.4. Social influence on behavioral intention. This relationship has a positive path
coefficient, and the value of the t-statistics is 3.562, which is greater than 1.96. This result
shows that social influence has a positive and significant impact on user’s intention to use
crowdfunding services. Therefore, hypothesis H3 is also accepted.
Social influence in this study suggests the degree to which their social environment

influences a person’s decision to use crowdfunding. Hence, one of the main reasons people
use crowdfunding services is that their social circle influences them. As this relationship
is one of the most significant, the platform and fundraisers need to focus on this aspect.
One thing that they can do is to promote and publish information about crowdfunding
on social media platforms.

4.5. Facilitating conditions to behavioral intention. Based on the result, this rela-
tionship’s path coefficient has a positive value, which means that facilitating condition is
positively correlated with behavioral intention. Therefore, hypothesis H4 is also accepted.
However, the relationship is not significant because the t-statistics is below 1.96.
In this study, facilitating conditions refer to the availability of technical and functional

resources that could support crowdfunding services. This result shows that the features
offered, such as payment method options, are preferred by the users, but it is not the
primary motivation to use crowdfunding service.

4.6. Perceived trust to behavioral intention. The perceived trust is the most signif-
icant variable determining the user’s intention to use the crowdfunding service. It has a
positive path coefficient, and the t-statistics value is the highest among other constructs.
This finding means that the trustworthiness of the crowdfunding platform and projects
heavily influences the user’s intention in using the services. Users are more likely to donate
to a platform and project that appears legit and provides assurance that their donations
will be used as intended. This aspect should be the main focus of both platform owners
and fundraisers.



ICIC EXPRESS LETTERS, VOL.16, NO.3, 2022 287

Perceived trust is referred to as the degree of trust that the user perceives from a
campaign or crowdfunding platform. Based on this definition, the platform owner needs
to associate their brand image with the integrity and transparency of the projects. They
could provide a better verification system to ensure that campaigns listed on their platform
are legit and increase user confidence in that platform. As for fundraisers, they could use
narration to describe the objectives and includes several supporting visual media such as
photos and videos. By using supporting media, it could appear more professional, thus
increasing the campaign’s perceived trustworthiness.

5. Conclusions. This research investigates independent variables from UTAUT, with an
additional construct, perceived trust. From the result, all hypotheses are accepted, which
means that all independent constructs on the UTAUT positively correlate with the user’s
intention to use crowdfunding services. Out of five independent variables, three have a
significant relationship with user’s intention: performance expectancy, social influence,
and perceived trust.

Based on the findings, several recommendations were developed. For the platform
owner, one of the recommendations is to have strict supervision and filters to make sure
that the fundraisers and the campaigns registered on the platform were legit. The strict
control could increase user’s trust in the platform, which has a significant impact on
their intention to use the service. For fundraisers, they could use a clear narration to
describe their campaign and objectives and include some pictures or videos to look more
professional. They also can use social media to spread information about crowdfunding
and the campaign that they initiate.

Some aspects are lacking in this research and could be improved in future studies. One of
them is regarding the respondent. The respondent of this research is highly concentrated
in the age of 20s and 30s, which potentially could not portray the whole population.
Therefore, future studies need to include the older respondents as well in the analysis.
Regarding the methodology, future studies could use a different research model to enrich
the findings from different perspectives other than variables discussed in UTAUT.
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