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Abstract 

Storytelling is an important skillset for an entrepreneur to possess in order to appeal 

to funders. Crowdfunding is a relatively new funding mechanism, involving the crowd 

to fund projects or ideas. The evolution of crowdfunding has created an alternative to 

traditional means of funding such as bank loans, venture capital and angel investors. 

This paper examines the effects of storytelling on an entrepreneur’s ability to secure 

funding at crowdfunding platforms. We argue that stories help leverage funding by 

conveying a comprehensible story with a clear sequence of events and entrepreneurial 

identity for the project. Quantitative analysis of 60 Kickstarter crowdfunding campaigns 

within technology sector reveal that successful crowdfunding campaigns have more 

comprehensive stories than unsuccessful crowdfunding campaigns. Also, an increase 

in the comprehensiveness of the stories has a positive influence on the funding 

success. Findings inform research on storytelling in entrepreneurship and innovation 

and, research on mobilization of resources from crowds.  
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1. Introduction 

Storytelling is a human action that could be traced back to ages. It is a human 

adaptation that played an important role in the survival of human beings. Our liking for 

and dependence on stories for ages have reshaped our mind, making us process 

information delivered via story structure more rapidly, flexibly and precisely. 

Neurological findings show that the effects of listening to and telling stories can shape 

our mind.  Such understanding of storytelling can be deliberately taken advantage of 

to improve human activities, including business in general and entrepreneurship in 

particular. One of the most essential entrepreneurial tasks an entrepreneur is required 

to accomplish is to obtain the necessary funding to start up or grow. Funding enables 

an entrepreneur to pursue opportunities and facilitates the firm’s ability to survive, grow 

and generate a profit. 

Storytelling in entrepreneurship is currently an emerging topic among scholars 

and researchers. There are quite a few articles which explains storytelling. Earliest 

form and application of storytelling on record is explained by Fog, Budtz, Munch & 

Blanchette (2010) where they explain that tribes passed on stories to their generations. 

Stephens et al (1996) say that storytelling was found to affect the brain by neural 

coupling and mirroring. Neural coupling and mirroring take place in oral 

communication and activate listeners’ brain activities similar to those in the speaker’s 

brain and help listeners internalize the ideas and knowledge being communicated by 

the speakers. Entrepreneurial projects are typically regarded as complex, time-limited, 

and novel endeavors, which can range from the development of new products and 

services to starting new ventures. One key question is, what role entrepreneurial 

stories play in mobilizing support from stakeholders for new projects. It is interesting 

to see that in crowdfunding platforms, the whole idea must be presented to the 

audience in a short video clip. In such scenarios storytelling plays a very important 

role in acquiring the necessary funding for the project. 

Crowdfunding is described as “the efforts by entrepreneurial individuals and 

groups – cultural, social, and for-profit – to fund their ventures by drawing on relatively 

small contributions from a relatively large number of individuals using the internet, 

without standard financial intermediaries” (Mollick, 2014). These crowdfunding 

platforms are a fairly new phenomena and were first established in the year 2001 
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(Gerber and Hui, 2013). It is a platform that promotes stories of entrepreneurs in order 

for them to get funding from everyday people, the crowd. As a result of such platforms, 

entrepreneurs now have the alternative to complement venture capital, bank loans, 

angel investors or capital from friends, fools and family by focusing on the crowd 

instead (Belleflamme et al., 2010; Belleflamme et al., 2013). At present, there are 

several online platforms with the sole purpose of facilitating raising capital from the 

crowd for different projects. These platforms help entrepreneurs in presenting, 

communicating and coordinating their funding initiatives. At the other side of the 

platform there are the funders, who are also the future consumers. According to 

Statista (2018) the current volume of crowdfunding worldwide is $16.2 billion, and the 

reward-based platform, Kickstarter, has reached 397,598 funded campaigns alone so 

far. 

Though there are research done on storytelling to acquire funding, there is a 

gap when we look at effective storytelling narratives for crowd funding platforms. We 

have narrowed down to how storytelling in crowdfunding start-ups can attract funding. 

Manning and Bejarano (2017) in their paper examine the narrative patterns of 

crowdfunding campaigns on the basis of two processes which are ongoing journey 

style or result in progress style. Though they have managed to inspect about the 

sequence of events, their study does not specifically relate to one category of project 

and they do not look into the need of entrepreneurial identity in the narrative patterns.  

We thus plan to examine the effects of storytelling in our study specifically for the 

technology category of crowdfunding campaigns in a quantitative manner.  

 

How does entrepreneurial storytelling influence funding in crowdfunding campaigns? 

 

Our study will try to evaluate different aspects of storytelling for crowdfunding and 

analyze their effects on technology campaigns. For this work, we plan to access data 

from a major crowd funding website. The website is easily accessible and indicate the 

funds received. We will investigate the entrepreneurial stories of each start-up whose 

funding round is complete and evaluate the approach methods used, funding obtained 

and answer the questions mentioned above. 
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With this study, we aim to contribute to the existing literature on crowdfunding 

and storytelling and shed light on the factors that affect crowdfunding success through 

storytelling. Further, we intend to explore new insights in this matter. The findings may 

help entrepreneurs on how to narrate an effective story to convince the audience and 

receive funding.  

Our thesis begins with describing the basic information about storytelling and 

crowdfunding followed by the research question. This is then backed up in the second 

section where the available literature in the particular domain is surveyed and 

recorded. In the third section, two hypotheses are developed considering the existing 

literature and the research gap to be addressed.  The fourth section describes the 

various methods used to collect the data in order to perform the analysis. It also 

explains about the different variables considered for the research and the preliminary 

tests used to choose the most suitable statistics approach. Results, which is the fifth 

section of our study shows the analysis carried out. The final section explains about 

the findings of this study along with the limitations and the possible future directions 

for research in the field. 
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2. Literature Review 

2.1. Crowdfunding 

Crowdfunding is an innovative funding tool that makes use of the internet and 

social networks to raise capital from a large and diverse number of audiences - 

investors/backers/contributors, usually raising small amounts from each investor. 

Crowdfunding allows an entrepreneur or an entrepreneurial team to reach out to an 

indefinite large number of investors in addition to circles of family and friends. Early 

fund-raising through crowdfunding can help start-ups grow and this could be a 

potential alternative to the current seed funding solutions, such as angel investors, 

VCs, or governmental funds.  

 The idea of crowdfunding comes from the bigger concept of crowdsourcing, 

which involves using the “crowd” to obtain ideas, feedback, and solutions to develop 

company activities (Belleflamme, Lambert, & Schwienbacher, 2014). Kleeman F, Vob 

G, & Rieder K (2008) state that “crowdsourcing takes place when a profit-oriented firm 

outsources specific tasks essential for the making or sale of its product to the general 

public (the crowd) in the form of an open call over the internet, with the intention of 

animating individuals to make a [voluntary] contribution to the firm's production 

process for free or for significantly less than that contribution is worth to the firm.”  

Lambert & Schienbacher (2010) extends this definition and describe it as “an 

open call, essentially through the internet, for the provision of financial resources either 

in the form of donation or in exchange for some form of rewards and/or voting rights 

in order to support initiatives for specific purposes”. 

Bradford (2012) categorizes crowdfunding into five types, differentiated by the 

type of incentives that the investors receive for their contributions/investment. (a) The 

reward model, which gives a certain bonus to backers in return for the contribution, 

but without any interest or a share in business earnings; (b) the pre-purchase model, 

in which contributors receive the product the entrepreneur(s) is producing prior to its 

marketing to the general public; (c) the lending model, in which a loan is given to the 

entrepreneur(s) through funding by one or more lenders; (d) the equity model, which 

offers investors a share of the venture; and (e) the donation model, in which the 

contributors receive nothing in return for their contribution (Bradford, 2012). 
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2.1.1. Factors for successful crowdfunding 

There are many factors that affect crowdfunding success. Past research has 

looked at such various factors. Companies or projects with a social or non-profit 

oriented background have a higher probability of receiving crowdfunding. This has 

been confirmed both theoretically (Belleflamme et al., 2010, 2013) and empirically 

(Belleflamme et al., 2013). Capital providers are primarily concerned with the 

completion of the project (Belleflamme et al., 2013). Belleflamme et al. (2013), in his 

findings say that non-profit organizations have a higher credibility in fulfilling this 

expectation, compared to for-profit projects.  

In regard to the funding amount and period, Mollick (2014) analyzed data from 

the platform Kickstarter and found that the probability of a successful crowdfunding 

transaction decreases as the funding amount and period of funding increases. Capital 

seeker’s social network, the presence of a product video and geographical proximity 

to capital providers increase the chances of successful funding (Frydrych et al., 2014; 

Giudici et al., 2013; Hekman & Brussee, 2013; Mollick, 2014; Saxton & Wang, 2013). 

Along the same lines of these results, Mollick and Kuppuswamy (2014) found that 

successful funding seekers had a wider Facebook friends’ network, outside 

testimonials and suitable backgrounds. Agrawal et al. (2011) in his paper examined 

the geographical proximity. The authors analyzed the saved data from the music 

platform SellaBand and found that in funded projects the average distance between 

the musicians and capital providers was at least 3,000 miles. However, at the start of 

funding, a greater proximity between the parties could be determined. Agrawal et al. 

(2011) says that this result could be a family and friends effect. The positive influence 

of geographic proximity on funding success was also found in P2P lending markets 

(Burtch et al., 2013b; Lin & Viswanathan, 2013). However, this home bias could not 

be explained by a family and friends effect. Emotional (Lin & Viswanathan, 2013) and 

cultural (Burtch et al., 2013b) factors, such as strong preferences for local products 

and services, seemed to be responsible. Therefore, through these papers we know 

that there are various factors affecting the success of crowdfunding campaigns. 

Effects of storytelling in crowdfunding platforms was not analyzed in these papers. 

Only storytelling patterns was analyzed inductively by Manning and Bejarano (2017).  
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2.1.2. Crowdfunding Process 

The crowdfunding process comprises of four stages. In the first stage, Business 

application to platform, the project owner submits the plan to the platform for review. 

The application is usually called a pitch and includes the business plan, financial 

targets the company intends to achieve, pre-money valuation and shareholders 

agreement (Lasrado & Lugmayr, 2014). Different platforms vary in terms of presenting 

every idea or making a pre-selection based on their own guidelines (Danmayr & 

Lehner, 2014). During the second stage, the pitch goes live. 

Project owners publish their campaign online and the crowd can show their 

interest by signing up, and this second stage is called “pre-round”. Pre-round allows 

the project owners to collect any and all relevant data about the crowd’s interest and 

the project owners can decide if they should seek funding by going for an “open round”. 

During this phase, interaction between project owners and the crowd develops. 

Investors give any feedback and share their opinions on the content published by the 

owners (Lasrado & Lugmayr, 2014).  

Third stage in this process is called Funding Window. The crowdfunding pitches 

are usually open on the platform for 60-120 days and funding campaigns are often 

active between five to ten weeks. This varies across platforms and the type of 

crowdfunding. Equity crowdfunding campaigns take generally eight weeks (Lasrado & 

Lugmayr, 2014). Longer durations is an indicator of lack of confidence (Danmayr & 

Lehner, 2014). During the period, the project owner will market the market through 

various strategies and tools. Marketing within the platform and other social media 

platforms are common go to strategies (Lasrado & Lugmayr, 2014)  

Backers are most likely to support during the first and last weeks of the funding 

period and they are much less likely to contribute once a project hits its goal. The 

funding window may be closed for two reasons, if the target is not reached after certain 

days or if the target has reached within the limited period. The crowdfunding campaign 

is declared success or failure in this stage of the process (Lasrado & Lugmayr, 2014) 

The fourth stage in the process is called Post Investment. Even after the 

completion of the funding round, the contact between investors and companies’ 

founders continue. If the campaign was successful, most investors/backers will have 

post investment interaction with the company owners. In the case of equity 

crowdfunding projects, owners assess which investors they should choose as 
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stakeholders depending on a range of reasons. If the entrepreneur does not accept 

the investor money raised, the money is transferred back to the investor through the 

crowdfunding platform used in fundraising. If the campaign fails, i.e., the funding goal 

was not met, the platform will transfer the money back to investors/backers. After this 

stage, the platform is not involved in any transaction and the communication exists 

only between the backers and the project owners (Lasrado & Lugmayr, 2014). Some 

platforms are continuously involved in connecting campaign owners and funders, 

letting them share ideas and document project progress (Danmayr & Lehner, 2014). 

 

2.2 Entrepreneurial Storytelling 

At the very core of entrepreneurial storytelling is the effort made by the 

entrepreneurs to arrange and infuse experiences with meaning (Garud, Gehman, & 

Giuliani, 2014). The process of securing resources such as financial, physical, human 

and intangible capital from others is widely accepted as a vital entrepreneurial task 

(Martens et al., 2007). On receiving the required capital, an entrepreneur or the 

entrepreneurial firm can pursue the identified opportunities. It also facilitates its ability 

to grow and generate profits (Brush, Greene, & Hart, 2001; Shane, 2003). 

Storytelling is an essential component of an entrepreneurs toolkit (Martens, 

Jennings, & Jennings, 2007). New ventures are often not able to attract the resources 

that are required for survival and growth as they lack legitimacy in the eyes of 

stakeholders (Aldrich & Fiol, 1994; Garud, Schildt, & Lant, 2014; Lounsbury & Glynn, 

2001; Zimmerman & Zeitz, 2002). Research has found that entrepreneurial storytelling 

plays a key role in entrepreneurial processes, especially for the critical task of 

attracting resources from external sources (Lounsbury & Glynn, 2001; Martens et al., 

2007a; Mishina, Pollock, & Porac, 2004). Stories receive the support of stakeholders 

by addressing past achievements and setting future expectations (Aldrich & Fiol, 1994; 

Martens et al., 2007). 

 Manning and Bejarano (2017) say that the process of identifying and exploiting 

opportunities for new ventures (Alverz & Barney, 2007; Shane & Venkataraman, 

2000), and innovation, the generation of novel ideas or combinations of existing ideas 

and routines that are perceived as new and valuable by individuals and organizations 

(Nelson & Winter, 1982; Van de & Van ah, 1986) is understood by the narrative 

perspective (Garud, Gehman, et al., 2014; Navis & Glynn, 2011).  
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Entrepreneurial stories set cognitive expectations and realistic expectations by 

plotting (Polkinghorne, 1988) different social and material components into a 

convincing chronological description that helps stakeholders to picture future venture 

potentials (Bartel & Garud, 2009; Lampel, 2001). They also set expectations by 

establishing intertextual connections with other growth stories (Wry, Lounsbury, & 

Glynn, 2011) 

Storytelling is also bound up with identity, the way entrepreneurs try to portray 

themselves (Brown and Jones, 2000; Goffman, 1959) and give meanings for 

themselves and their actions’ (Maclean, Harvey, Gordon, & Shaw, 2015). 

Entrepreneurial identity is considered to be a mixture of individual and organizational 

representation (Boje & Smith, 2010). 

 

2.3. Storytelling in Crowdfunding Campaigns 

Crowdfunding has been researched by many entrepreneurial scholars 

(Belleflamme et al., 2013; Colombo et al., 2013; Mollick, 2014). In these papers, the 

main focus on research has been on the different strategies of mobilizing social 

networks and virtual community ties before and/or after crowdfunding campaigns to 

maximize funding (Manning & Bejarano, 2017). However, comparatively less attention 

has been paid to the actual contents of campaigns especially the framing and 

communication in these crowdfunding campaigns. Recently, Manning and Bejarano 

(2017) focus on storytelling narratives in these campaigns. They conducted a study to 

find the different narrative patterns across crowdfunding pitches. Their findings show 

that crowdfunding campaigns typically employ one or a combination of both dominant 

narrative styles, “ongoing journey” and “results-in-progress” style (Manning & 

Bejarano, 2017). Further, Garud et al. (2010) say that “Entrepreneurs attempt to 

contextualize innovation by establishing links with the past, present and future to 

generate meaning.” 

Stories help people comprehend and also explain who they are. Therefore, 

stories help in not only how people view themselves but also how others view them. 

The function of stories in general also applies to entrepreneurial storytelling, which is 

mainly intended to create a very comprehensible identity for an entrepreneurial firm 

(Aldrich & Fiol, 1994; Lounsbury & Glynn, 2001). Further, in a more recent research it 

is found that storytelling narratives play an important role in conveying an 
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entrepreneurial firm’s identity (Martens et al., 2007). Thus, in this paper we look at 

sequence of events and entrepreneurial identities in the storytelling perspective to 

mobilize funding from the crowd.  

 

2.3.1. Sequence of events 

While storytelling is basically very important to make the audience understand 

an idea which the entrepreneur is trying to communicate to obtain funding from a bank 

or venture capitalist, proper narration is much more vital in the crowdfunding scenario. 

The narration in the crowdfunding context has to be packed with information in a short 

clip and to be made sure that it reaches the audience effectively. Story telling in 

Crowdfunding campaigns will often comprise of information about the past 

accomplishments of the developer or the company as well as future steps or vision of 

the company.  

Storytelling involves a sequence of events which is to be organized 

chronologically or thematically but it is always related by time with a reinforcing logic 

which makes the story plausible. Storytelling for a product comprises of the sequence 

of the development of the project and the company. Humans who are capable of 

weaving and delivering stories because of which they are termed as storytelling 

animals see the ‘present rising out of the past, into a future’ we even perceive ‘reality 

in narrative form’. Humans tend to make these connections from the past and evaluate 

the future (Wiggins, 1975). 

One of the first step in a story is pointing out a ‘goal state’ or ‘end point’ which 

is the focal point for the development and realization of a new business idea/venture 

(Fletcher, 2007). Stories are very beneficial for communicating about the future as it 

is always the course of the story than the authenticity of it which gives the leverage to 

influence (Garud, Schildt, & Lant, 2014). 

There are a number of researches which provide information about the main 

aspects of a story. According to Delgadillo & Escalas (2004), there are two key 

elements in story telling which are chronology and causality which show which events 

in specific orders would leads to definitive outcomes. Hence the sequence of events 

mentioning the past and leading to the future is a part of the storytelling approach 

(Delgadillo & Escalas, 2004).  Stories can make the listeners travel in their imagination 

from where they are at the present movement to where they wish and need to be by 
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convincing them about the future, they are interested in (Denning, 2004). Another 

research suggests that ,stories comprises of at least three aspects, first they 

communicate about the past events and the players, second, they thread the present 

events in chronological order and third is that these events and players mentioned are 

related with one another typically in “opposition or struggle” (Ewick & Silbey, 2003). 

Hence, threading the story along the lines of past accomplishments, the future steps 

and vision is a key aspect in narration. 

Some organizational narrativists suggest that stories possess an “implicit or 

explicit temporal sequencing” of the events which allows the listener to get a hold in 

understanding the plot. One example is of a company which is in the business of 

semiconductors when they explained about what they had done in the past - ("For 14 

years, we have offered products and services. . .") and in the present - ("We are [now] 

a leading provider of epitaxial equipment. . .") and what the company offers in future - 

("Our goal is to become the leading supplier. . ."; emphasis added). This narrative is 

an example of how a typical story would be sequenced in chronology of events 

occurred in the past, the present-day scenario and what the company looks forward 

to accomplish in the future (Martens, Jennings, & Jennings, 2007). 

Narratives give a sense to the events by communicating not only about the past 

processes but also explain about the future behaviors. Even with so much research 

done on the importance of storytelling for making sense  there is gap of research on 

how effectively different narrative patterns help in providing and understanding the 

past events and also giving suitable justification for how the future steps are taken 

(Wolfe & Shepherd, 2015). 

 

2.3.2. Entrepreneurial Identity 

It is identity which gives meaning to an individual or an organization. Especially 

at times of uncertainty or ambiguity, identity is of utmost importance as it functions as 

a critical organizational resource in the sensemaking process. Entrepreneurial identity 

is defined as the system of claims around the founders, their organization and the 

company or products market opportunity which answers the question “who we are” 

and “what we do” (Navis & Glynn, 2011). 

In order to draw backers in crowdfunding it is essential for the entrepreneurs 

to share some of the credible data about them (“who we are”) and about their 
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company (“what we do”) and the projects they have done (Xiang, Zhang, Tao, Wang, 

& Ma, 2019). Each and every funding process for a venture/project needs an 

entrepreneur to adapt their behavior and communication in order to address to a 

specialized audience. Identity facilitates the entrepreneur to create a “web of meaning” 

for sensemaking to these specialized audience. Potential investors who are external 

resource holders “perceive and evaluate” the entrepreneurial identity (Frydrych & 

Bock, 2018). 

For example, when Virgin Atlantic airlines was started the entrepreneurial 

identity was not only their unique business model or their unique strategy for the airline 

industry but it was also the identity of its courageous founder, Sir Richard Branson. 

Thus, Identity of the entrepreneur is a factor influencing the growth and development 

of the company in all the stages (Navis & Glynn, 2011). Clearly information about the 

entrepreneurial identity is a part of the story telling process which might affect the 

success of the crowdfunding campaign. 

2.3.3. Different Categories 

What, how and when we say is affected by a very prominent actor which is what 

the audience need and what their reactions are. It is a common practice for most 

people that when they prepare to tell their stories they only explain their perspective 

of what and how will they convey their project. How the audience react to the stories 

they tell are often overseen as they are influenced only by their ideas and preferences. 

An important thing of an effective leader is how he/she can convince the audience, 

make them understand their mission and vision. This means that it is important to 

understand the audiences needs and constraints and determine the best way to 

communicate (Choy, 2017). 

Storytelling is clearly not only stories, it is also about the people who narrate 

the story, who listen to it and the different social activities and scenarios where these 

narratives are delivered (De Fina, 2016). Reward based crowdfunding, which we will 

be focusing on, has gained more recognition in cultural and creative industries. 

The largest reward based crowdfunding platform which is Kickstarter.com has 

about 15 different categories with 13 of them being in culture and creative domain 

(Bao & Huang, 2017). The projects categories include “Film, Dance, Art, Design and 

Technology” and many more. Kickstarter handles the Design and Technology projects 
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a bit differently than the others as they usually deliver actual products as rewards in 

reward-based crowdfunding. These projects would need to give a proper business 

plan and delivery date for the rewards while they start a project (Mollick, 2014). 

Within each category, the projects are distinguished on the basis of 

“different features, capital requirement, market size, audiences” and so on.  When 

Backers, who are the people who fund and support the project see these distinct 

categories the information which gains their attention varies from category to 

category (Weathers, Sharma, & Wood, 2007). 

Another example is that projects related to engineering and technology need 

effective and clear information about the business proposition and customer 

requirements and less emphasis on the entrepreneurial team’s identity. Whereas for 

projects with high creative intensity the founder’s identity is a very important aspect 

which affects the campaigns success (Frydrych & Bock, 2018). 

Many researchers have noted that the online behavior of consumers driven by 

the effect of information available might be influenced by the category of the product. 

This can be the situation in reward-based crowdfunding as well, because this type of 

crowdfunding also involves preorder and presales processes sometimes. The 

category of the crowdfunding project  affects the dynamics between the information 

available online and the backer’s behavior(Bao & Huang, 2017). 

As the narrative patterns adapted by the entrepreneur is mainly to make the 

listener understand the concept and believe in the proposition, the narration must be 

according to what the target audience can understand and accept. While the 

categories vary between Food, Art, Culture, Comics, Design and Technology and so 

on the target audience, their interests and mind set also varies. For example, the 

audience for an art campaign might think more emotionally whereas, the audience for 

a technology project might think more rationally to fund the campaign. Thus, the stories 

of different categories might have distinct and different content in accordance with the 

expectations of audience of that particular category.  
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3. Hypothesis Development  

This research is based on the deductive approach in which a hypothesis is 

developed based on existing theories and sources of knowledge (Saunders, Lewis, & 

Thornhill, 2015). A research strategy is then designed to test this hypothesis. In this 

section, multiple literatures and theories are presented along with their relationships 

and the reasoning behind the relationship. The hypothesis is thus formed using these 

relationships. 

As stated, storytelling is an essential part of an entrepreneurs toolkit (Martens 

et al., 2007). At crowdfunding sites, entrepreneurs have a wide internet platform to tell 

their story. The founders tell about their entrepreneurial struggle, the project or any 

other related subject. Stories are an important part of a crowdfunding site, especially 

when a video pitch is included by the entrepreneur. It is a powerful entrepreneurial 

instrument that can develop support for new ventures or campaigns.  

Past literature on crowdfunding have looked at different factors affecting 

crowdfunding success. Companies or projects with a social or non-profit oriented 

background have a higher probability of receiving crowdfunding. Backers are 

concerned with the actual completion of the projects (Belleflamme et al., 2013). 

Belleflamme et al. (2013), in his findings say that non-profit organizations have a 

higher credibility in fulfilling this expectation, compared to for-profit projects.  

Recent research has found that entrepreneurial storytelling plays a key role in 

entrepreneurial processes, especially for the critical task of attracting resources from 

external sources (Lounsbury & Glynn, 2001; Martens et al., 2007; Mishina et al., 2004). 

Stories receive the support of stakeholders by addressing past achievements and 

setting future expectations (Aldrich & Fiol, 1994; Martens et al., 2007). Only one paper 

has looked at the role of narrative patterns in crowdfunding videos (Manning & 

Bejarano, 2017).  

We have arrived at a general first hypothesis in order to find the relationship 

between storytelling and crowdfunding success. With this hypothesis, we have 

researched the different styles of narrative patterns used by entrepreneurs when 

addressing to the crowd and if the use of specific narrative patterns leads to successful 

campaigns. This argumentation is based on the findings by Manning and Bejarano 
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(2017), which shows that stories are constructed as a continuous chronological work 

between the past and the future.  

 

Hypothesis 1 

Successful crowdfunding campaigns have more comprehensive stories than 

unsuccessful crowdfunding campaigns 

 

The second hypothesis researches the type of relationship between the two 

variables (linear regression). Here, we are testing if comprehensive stories, better the 

crowdfunding success. We are assuming that an increase in the information provided 

through the stories, increases the likelihood of getting funded successfully. The 

information in the stories is analyzed with the guidance of the literature presented in 

the past sections.  

Hypothesis 2 

Story comprehensiveness in crowdfunding campaigns has a positive influence 

on crowdfunding success. 

 

In order to measure the achievements or success of the crowdfunding 

campaigns, funding percentage is widely used. A campaign that has reached 250% 

funding is less successful than a campaign that has reached 360% funding. Therefore, 

percentage of funding was used as our performance indicators for both the hypothesis.  
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4. Methods and Data 

This section describes the methods and approaches used for the research 

process. It contains the materials which would be required to perform future research 

in the same or similar domain. It also gives information about why certain decisions 

were chosen over other alternatives. 

4.1. Research Design 

Qualitative research 

It is described as a data collection technique or data analysis procedure that 

generates or uses non numerical data. Qualitative research is often associated with 

an interpretive philosophy (Denzin and Lincoln 2011). It is interpretive because 

researchers need to make sense of the subjective and socially constructed meanings 

expressed about the phenomenon being studied. Qualitative research studies 

participants’ meanings and the relationships between them, using a variety of data 

collection techniques and analytical procedures, to develop a conceptual framework 

and theoretical contribution (Saunders et al., 2015). 

The main goal of this research was to get a deeper understanding of the 

entrepreneurial narratives and how narrative storytelling could affect funding. We 

decided to proceed with qualitative understanding of the campaign videos to 

understand the variables involved according to the literature and then use quantitative 

analysis to find the correlation between entrepreneurial storytelling and funding 

success. 

 

Quantitative research 

It is a data collection technique or data analysis procedure that generates or 

uses numerical data. Quantitative research is generally associated with positivism, 

especially when used with predetermined and highly structured data collection 

techniques. (Saunders et al., 2015) Quantitative research examines relationships 

between variables, which are measured numerically and analyzed using a range of 

statistical and graphical techniques. It often incorporates controls to ensure the validity 

of data. 
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In deductive approach, a hypothesis is first drawn on the basis of the available 

information and the theoretical considerations in a specific domain which is to be 

tested by the researcher. In an Inductive approach the observations or the findings 

obtained by the research are used to derive a theory. In this research, we use the 

deductive approach to analyze the effect of storytelling in crowdfunding campaigns by 

their audio-visual content.  

We have analyzed the video pitches of the crowdfunding campaigns on 

Kickstarter platform to find the different narrative patterns used, assess if better 

narrative patterns lead to successful funding and finally performed statistical analysis 

to find the correlation between stories and funding success.  

In order to assess and score the stories, literature was used to understand the 

pitches. The themes that we looked for according to the literature was past 

experiences, past accomplishments, future steps, future vision, who we are & What 

we do (entrepreneurial identity) and team information. We also looked at the different 

approaches used such as emotional or rational approach in the video pitches. The 

pitches or stories was then graded on a scale against the funding success.  

We transformed the qualitative data to quantitative data. The graded stories 

were then compared based on successful and unsuccessful funding using group 

comparison to test the first hypothesis. To find the relationship between the two 

variables, stories and funding success, statistical analysis was used using SPSS to 

test the second hypothesis. 

 

4.2. Research setting 

Kickstarter is one of the world's most prominent crowdfunding platforms. Like 

any crowdfunding platform, it acts as an intermediary between entrepreneurs seeking 

funding and potential project backers, using a reward-based crowdfunding 

mechanism. Campaigns posted on Kickstarter aim to fund a specific project, rather 

than a firm's activity or any related costs. Projects featured on Kickstarter belong to 13 

fields as categorized by the platform, each featuring its own section and subcategories 

that range from artistic projects (i.e., music, film, or art) to technological projects 

(primarily product design and gadgets). Kickstarter utilizes an all-or-nothing funding 

mechanism. Entrepreneurs receive funding only if funding goal is reached within the 
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allotted investment time frame. If the funding goal is not reached, funds are then 

returned to the contributors. Upon joining Kickstarter, entrepreneurs are required to 

provide a project overview, a funding goal, and a time frame for investment. 

Entrepreneurs are highly encouraged to provide their personal history, project history, 

and other additional media. The entrepreneur provides the potential backers with a list 

of options that the backers will receive for different levels of funding. (Gafni, Marom, & 

Sade, 2019) 

 

4.3. Sample and Data collection  

This empirical study is based on the analysis of 60 crowdfunding campaigns 

from an online crowdfunding platform named Kickstarter specifically in the category of 

Technology. As it is a crowdfunding platform where an individual entrepreneurs or 

companies participate in the process the information in this website is reliable and 

authentic. 

To start a campaign in Kickstarter the first step is to set a funding target and a 

deadline by which the funding goal is to be achieved. Any individual can fund these 

projects and the pledged amount can range from 1 USD to 10000 USD, depending on 

the amount funded the campaign initiators offer rewards. Kickstarter is a reward based 

crowdfunding platform and hence the initiators offer various rewards which might be t-

shirts, posters, actual products or even invitations to attend meetings and events 

organized by the developers. Each campaign can have different goals ranging from 

raising the funds required to marketing products and even seeking support of the 

community.   

Some basic criteria with respect to the category, funding target, percentage of 

achievement were first set and then the campaigns which met these requirements 

were selected randomly. Audiovisual pitches are very essential for the crowdfunding 

process and it also enhances the chances of achieving the target (Greenberg, Pardo, 

Hariharan, & Gerber, 2013). Reaching the audience by effective communication in 

Kickstarter campaigns is primarily done with the help of videos and thus videos are 

very vital to achieve the funding required.(Mollick, 2014) Hence, campaigns which did 

not have a video pitch or no narration in the videos were not considered for the 

analysis.  
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As mentioned earlier Kickstarter has close to 15 different categories of projects. 

We know that the narration patterns vary from one category to another because of the 

diverse audience. The success percentage also varies with the categories for 

example- success rate of games projects is 38.57%, for music it is 49.81% and for 

technology it is 20.32% due to various reasons. Hence, we have analyzed narrative 

patterns of only Technology campaigns in this research. 

The campaigns should have a minimum funding goal of at least 10000 USD. 

This was set in order to exclude very low budget projects for the fact that technology-

based campaigns usually have a higher budget when compared to other categories. 

We have analyzed crowdfunding campaigns whose raised funding percentage ranged 

from 0 to 1000 percent. The campaigns above this range are extreme values and 

hence were considered in this study.  However no higher limit was set to the amount 

of funding target. Out of the 60 campaigns selected, of which 27 were successful, 

which means that the pledged amount by backers was greater than the goal set and 

33 campaigns could not achieve the intended funding target. The selected cases were 

initiated between 2013-2019 which helps us to analyze the latest data. 

4.4. Measures 

Dependent and Independent Variable 

The independent variable is story comprehensiveness and the dependent variables 

are different success measures of crowdfunding success and a dichotomous variable 

indicating successful / unsuccessful crowdfunding.  

Story Comprehensiveness. The independent variable in this case is story 

comprehensiveness which is allotted to the stories of the crowdfunding video pitches 

and explains how detailed the stories of the campaigns are. It is an ordinal variable 

which varies between 0 and 7. We define the information in the stories of crowdfunding 

campaigns about the sequence of events and entrepreneurial identity as Story 

Comprehensiveness. The story of each campaign is allotted a score depending on the 

content. Higher value of story comprehensiveness implies that the audio-visual pitch 

of the campaign houses a greater number of   parameters mentioned in the data 

analysis section. By our scaling method, the variable is also arguably continuous. It is 

common to consider these type of ordinal scales as continuous variables. 
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Crowdfunding Success. There is only one dependent variable in this case 

which is the crowdfunding success. It is a continuous value which starts from 0. It 

varies from 0 to 1000 percent in this study. Crowdfunding Success is calculated by 

dividing the amount of the funding achieved by the campaign with the funding goal of 

the project and then multiplying it with hundred gives the value as a form of 

percentage.  

Crowdfunding Success = (Amount of funding / Funding goal) * 100 

The story comprehensiveness variable allotted to the stories through the 

analysis is the test variable for testing Hypothesis 1 which varies from 0-7. The 

grouping variable is the funding success of crowdfunding campaigns which are 

categorized into successful and unsuccessful groups respectively. 

Unsuccessful Crowdfunding campaigns. We define unsuccessful 

crowdfunding campaigns as those campaigns that have received funding below 100 

percent of funding goal. They are grouped as 0 binary input.  

Successful Crowdfunding campaigns. We define successful crowdfunding 

campaigns as those campaigns that have received funding above 100 percent of 

funding goal. These campaigns are grouped as 1 binary input. 

 

 Control Variable 

We have identified two control variables that has an effect on the funding result. 

The two control variables are – the approach used in storytelling and the tangibility of 

the product in the crowdfunding campaigns.  

Stories can be narrated in an emotional or a rational manner which is referred 

as the approach of storytelling. The approach used in the campaigns tend to have an 

effect on the crowdfunding success hence one of the control variables in our study 

is approach.  

 Wertsch (2013) in his book indicates the importance of stories as they form the 

“backbone of a mnemonic community” by giving a sense of collective emotional and 

cognitive angles. In the current day the foundation and aid provided by scientific 

research has helped to clearly understand the concept of storytelling as an aid to 

memory, as a method of making sense to people, as a way to increase emotional 

connections and a media to recognize the brands (Crystal & Herskovitz, 2010).  
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In Kickstarter crowdfunding campaigns where there is a video pitch for almost 

all the projects, the video by the entrepreneur which connects to the viewer in an 

emotional way must create affinity and affect. Crowdfunding is a unique way which 

increases the emotional relationship between the entrepreneur and the investor 

(Méric, Brabet, & Maque, 2016). In many situations it is the emotions which are critical 

to take a decision. Alan Weiss in his book Million Dollar Consulting has stated that 

“Logic makes people think, emotions make them act”. None the less when it comes 

down to business and investment human beings tend to think in a rational way. 

Aristotle notes that humans are rational animals. The “what is in it for me” (WIFM) 

factor in the audience who fund the projects is always up and running.  

Emotional as well as rational approach to convey the message is essential to 

achieve success in crowdfunding campaigns (Allison, Davis, Webb, & Short, 2017) 

however entrepreneurs must strategically determine what approach suits them better 

(Xiang et al., 2019).  

By keywords, the storytelling approach was determined. Audio visual pitches 

with emotional approach was coded as 1 and those with a rational approach was 

coded as 0. 

Tangibility explains if the result of the project is in the form of a material or tests, 

experiments or any other immaterialist features (Manning & Bejarano, 2017). Some 

example for tangible products is paper, phone, computer, mouse etc. and intangible 

products are software, a mobile application or a test to be carried out. 

By a research conducted by Harms in 2017 which was based on a 

questionnaire survey he has inferred that tangible outputs as the resultant products 

offered to the customers is one of the important benefits which drives the customers 

to invest in the campaign along with other added benefits. Hence a tangible output 

and the other benefits offered to the customers drives the funders to invest in the 

campaign (Cordova, Dolci, & Gianfrate, 2015). Belleflamme, Lambert, & 

Schwienbacher (2013) in their study found out that funders/backers might be more 

interested to fund the crowdfunding campaigns when the outcome of the project is 

tangible which acts as a positive effect on the crowdfunding success. This effect might 

be as the backers believe that tangible outcomes like a product are subject to less 

uncertainty when compared to intangible projects such as a service offered. 
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In the case of commercial campaigns where the products can usually be 

preordered and have a tangible output the requirement to inform the crowd and 

develop relationship with them is relatively less. When there is a set category and 

tangible products as output only information about the firm and the entrepreneur is 

adequate to obtain funding (Parhankangas & Renko, 2017). 

With various researches signaling that the type of outcome which might be 

tangible or intangible has an effect on crowdfunding success, tangibility was 

considered as the second control variable. Projects which had a tangible output were 

coded as 1 and the campaigns which had an intangible result was coded as 0. 

4.5. Data Analysis 

Our data analysis consists of a coding scheme shown in Table 1 which was 

prepared based on the existing literature. The story content of each campaign was 

then graded as binary inputs. A coding structure with first order and second order 

codes/themes was then developed to find the different narrative patterns. Linear 

regression analysis was then performed to find the correlation between story 

comprehensiveness and crowdfunding success.  

Coding was used to find the narrative patterns and grade the crowdfunding 

pitches. The two authors independently coded all Kickstarter videos to analyze the 

different patterns in terms of how the stories address the past of the project and the 

future plans and how they address the audience. We focused on these aspects 

because a primary function of a story is to selectively convey the projects’ past and 

the future plans in order to receive resources or funding or support  (Garud, Gehman, 

et al., 2014; Manning & Bejarano, 2017). Further, we also analyze patterns in terms of 

how the stories address entrepreneurial identities - who we are and what we do. We 

focused on this because identities that are efficiently constructed and conveyed in an 

entrepreneurial narrative can assist in resource acquisition (Martens et al., 2007).  

 We then developed a coding structure guided by the theories mentioned above. 

We did an explorative round of first order coding of all the random campaign videos 

that we selected. One example of the narrative pattern for the future steps that we 

looked for in the stories was “we need your support to go into production…”. The 

pattern generally followed the same pattern: from past to future to engaging the 

audience. This is in line with the results from the authors Manning and Bejarano 
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(2017). Through this round, we found a recurring narrative pattern of telling different 

aspects of the story. These recurring patterns were then grouped into second order 

codes which shows the styles in which different emphasis is placed on. This can be 

about the past, future or the identity.  

Based on these second order codes, we developed a coding scheme for the 

entire sample of data in order to analyze and score the stories on the basis of their 

comprehensiveness. One point was allotted to the campaigns for the fulfillment of 

every parameter in the pitch. The parameters were (a) past experiences (b) past 

accomplishments (c) future steps (d) future vision (e) who we are (f) what we do (g) 

information about the team. The scoring was from 0-7. If the pitch did not contain none 

of the specified parameter it was allotted 0, if the pitch had information about any one 

of these parameters the score would be 1, if two parameters were mentioned the score 

would be 2 and so on up to 7 when all the stated parameters were included in the 

pitch. We have identified two relevant features which has an effect on crowdfunding 

success: tangibility and emotional/rational approach of storytelling which are coded in 

binary values of 0/1 and are considered as control variables. Project description of the 

evaluated campaigns is in the Appendix, Table 8. Quantitative analysis is explained in 

the next subsection.  
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Table 1 Coding Scheme 

  Identifying First Order Codes 
Depicting 

Second order 
Codes 

Inference 

Past 

We realized/started X  

Emphasis on 
past experience 

Sequence of 
Events 

He has experience in X 

We have been working for the past X 
months/years with Y to develop Z 

I invented X. 

Emphasis on 
past 

accomplishment 

We’ve built X / produced X  

Few years ago, we Kickstarted X and now we 
are back. 

Future 

We are now ready to … 

Emphasis on 
future steps 

With your support we can take the next step… 

We envision this to be… 
Emphasis on 
future vision 

We want to create. 

Who we are 
Hi, I am the CEO/founder of X 

Who we are 

Entrepreneurial 
Identity 

We the team of X 

What we do 

We are into xxx product 

What we do  

We are building… 

Audience/Approach 

We ask you to join / become part of / … this 
journey 

Emotional 
approach 

  

We need your support to… 
Rational 
approach 

  

 

4.5.1. Statistics  

The scoring allotted was used to perform the statistics. The two hypotheses will 

be tested by two different statistics methods. The first hypothesis which is a group 

comparison will be tested by Independent Samples t-Test and the second hypothesis 

will be tested by Linear Regression. 

 



   

 

27 

 

Hypothesis 1- Parametric Test 

The first hypothesis is tested with the help of a parametric test called Independent 

samples t-Test. When we have to compare the mean scores or a continuous variable 

between two different groups this test is used (Saunders et al., 2015). In this case the 

stories of groups/campaigns which are successful and unsuccessful are compared by 

Independent samples t- Test. 

In order to perform an independent samples t-Test a few assumptions have to be 

satisfied. 

• It is assumed that the dependent variable is continuous. As mentioned in the 

measures section, it is common to consider these type of ordinal scales as 

continuous variables and hence this assumption is satisfied. 

• The next assumption is that the sample is randomly drawn from the population. 

This is fulfilled as we have randomly chosen the samples from the crowdfunding 

website. 

• The observations which constitutes the data must be independent of each other 

and not be influenced by any other observation. As the crowdfunding 

campaigns are all different and have different products and founders this 

assumption is met. 

• The population from which the data is drawn should be normally distributed. 

We performed a normality test for the data and the results show that the sample 

data is normally distributed. 

 

Graph 1 Normal Q-Q Plot of Unsuccessful / Successful Crowdfunding Campaign 

Groups 
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Table 2 Normality test results for unsuccessful and successful crowdfunding campaign 

groups 

Test of Normality 
Kolmogorov-Smirnova 

 Group Sig. 

Unsuccessful Crowdfunding 
Campaigns 

0.138 

Successful Crowdfunding 
Campaigns 

0.197 

 

The significance value for successful and unsuccessful crowdfunding campaigns 

group is greater than 0.05 in Kolmogorov-Smirnova test. Hence, the test confirms that 

the samples are normally distributed. 

• Another assumption is that the samples are collected from population which 

have equal variances. The result of Levene’s test for this showed that there is 

no equal variance for the two groups. But according to Steven 1996 this 

assumption can be violated if the size of the groups is reasonably similar 

(Pallant, 2010). As the size of the groups are reasonably similar with 

largest/smallest being 1.2 which is less than the prescribed threshold value of 

1.5 this assumption can be violated and thus parametric t-Test can be 

performed. Due to this violation the SPSS software gives separate results for 

these kinds of samples where the variances are not equal therefore those 

results are considered. 

 

Hypothesis 2- Linear Regression 

Linear Regression is used to predict and define the relationship between two 

continuous variables one of which is dependent and another is an independent 

variable. As the variables in this study – Crowdfunding Success (Dependent) and 

Story Comprehensiveness (Independent) are continuous Linear Regression is chosen 

here. 

There are a few assumptions to be satisfied by the data in order to perform a linear 

regression. The assumptions and how they are satisfied are mentioned below. 
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• There is an assumption that the relation between the dependent and the 

independent variable must be linear. By inspecting the values, it can be 

estimated that it is a linear relation. Linearity is difficult to assess using scatter 

plot for ordinal values and cannot be depicted by a scatter plot. 

•  The next assumption is that the independent variables should not have 

correlation (multicollinearity). As there is only one independent variable there 

are no chances of multicollinearity. 

• There is no sequencing of values involved in this study for both dependent and 

independent variables and hence there are no chances of heteroscedasticity 

which satisfies another assumption. 

• The samples have to be normally distributed is one of the assumptions which 

is proved in the previous section and holds good for this hypothesis as well, as 

the analysis is carried out on the same set of samples. 

 

4.6. Research Quality 

To address the issues of quality in results and findings in quantitative studies, 

such as this one, research quality indicators have been developed and used. 

Emphasis is placed particularly on two aspects of research design: reliability and 

validity (Saunders et al. 2009, p. 156). Here, we discuss what measures we have 

undertaken in our study to ensure quality of our research. 

 

4.6.1. Reliability 

According to Saunders et al. (2009, p. 156), the term reliability in research 

refers to the extent of consistency that the selected data collection techniques and 

procedures of analysis yield. The reliability is evaluated by following to the checklist 

consisting the following three questions (Easterby Smith, Thorpe & Jackson 2008, p. 

109), covering a conceptual position, sometimes referred to as paradigms (Guba & 

Lincoln 1994; Easterby-Smith et al. 2008).  

Will the measures yield the same results on other occasions? 

Will similar observations be reached by other observers? 

Is there transparency in how sense was made from the raw data? 
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The authors code the videos on the basis of the past literature. Coding relies on 

wordings that are related to a certain theme. Hence, the coder could be biased. To 

ensure reliability, the authors invited a third person, who was unfamiliar with the study, 

to also code a few sample videos to check for coders’ bias.  

 

4.6.2. Validity 

Validity refers to whether there is a causal relationship between variables and 

whether the research findings are in fact about what they seem to be about (Saunders 

et al. 2009, p. 157). Validity has two parts – internal and external. Internal validity refers 

to the relationship between the dependent and the independent variables (Bryman & 

Bell, 2011). In order to comply with internal validity, the dependent and independent 

relationship should have a causal relationship. Further, the cause should precede the 

effect, the cause and the effect are related, and there are no other plausible 

explanations for the said causal relationship. In our study, we have a clear causal 

relationship due to the nature of how crowdfunding sites function. The project owners 

upload the campaigns onto the crowdfunding platform, the backers can only fund 

those campaigns that are uploaded and live. In view of this firm causal relationship, 

the validity of the research is intact.  
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5. Results 

Totally 60 samples were evaluated for this study. All projects belong to 

technology category of crowdfunding campaigns and were picked randomly from the 

Kickstarter crowdfunding platform. 33 out of the 60 samples did not achieve the 

desired funding goal (unsuccessful) and 27 samples got successfully funded. 26 

projects had an emotional approach of storytelling while 34 campaigns practiced 

rational approach. The resulting products were tangible in 49 projects and intangible 

in 11 campaigns. 

 

Table 3 Overall Statistics of Sample 

Funding Approach Tangibility 

Successful Unsuccessful Emotional Rational Tangible Intangible 

33 27 26 34 49 11 

 

 

Hypothesis 1 

In this section hypothesis 1 will be tested by using independent samples t-Test. 

It will be tested if there is any notable difference in the story comprehensiveness 

between the two groups- successful and unsuccessful crowdfunding campaigns and 

if the successful campaigns have better story comprehensiveness than the 

unsuccessful group. 

 

Independent Samples t-Test  

As explained previously, all the assumptions for a parametric test are satisfied 

and hence t-Test is performed with the help of SPSS software to evaluate the 

hypothesis.  
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Table 4 Group Statistics of Independent Samples Test 

Group Statistics 

Story 
Comprehensiveness 

Result N Mean 
Std. 

Deviation 
Std. Error 

Mean 

Unsuccessful 
Crowdfunding 
Campaigns 

33 1.879 1.654 0.288 

Successful 
Crowdfunding 
Campaigns 

27 3.704 0.912 0.176 

 

The table shows information about the two groups. Unsuccessful crowdfunding 

campaigns are those where the crowdfunding success is less than 100 percent and 

successful campaigns are those where the crowdfunding success is greater than 100 

percent. The table shows that our sample contains 33 unsuccessful and 27 successful 

campaigns which is denoted by N.  

 

Table 5 Results of Independent Samples Test 

Independent Samples Test 
     t-test for Equality of Means 

   
F Sig. t df Sig. 

Mean 
Difference 

Std. Error 
Difference   

Story 
Comprehensiveness 

Equal 
Variances 
assumed 

5.658 0.021 -5.13 58 0.00 -1.825 0.356 

Equal 
Variances 

not 
assumed 

    -5.41 51.463 0.00 -1.825 0.337 

 

 If the significance value is greater than 0.05 then it is assumed as the variances 

are equal for the two groups. As in this case the value is 0.021 which is less than 0.05 

equal variances are not assumed and the second row of the table is to be referred to 

evaluate the results. 

t-Test for equality of means indicates if there is any difference between the 

groups. In the table if the Sig. value is greater than 0.05 then there is no difference 

between the groups. However, in this case the value from the table is 0.00 which is 
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less than 0.05. Hence there is substantial difference in story comprehensiveness of 

the two groups.  

The Group statistics table also suggests that the mean of story 

comprehensiveness in the successful crowdfunding campaigns is 3.704 whereas for 

the unsuccessful campaigns it is 1.879 which is less than the former group. 

Thus, the Independent Samples t-Tests which is conducted to compare the 

story comprehensiveness of unsuccessful and successful crowdfunding campaigns 

show that there is a significant difference between the story comprehensiveness of the 

two groups, mean value higher in successful crowdfunding campaigns than in the 

unsuccessful campaigns with a t-value of 5.41 with 51.46 degree of freedom. Hence 

the first hypothesis of successful crowdfunding campaigns having more story 

comprehensiveness indicated by higher mean value than the unsuccessful 

crowdfunding campaigns is proved. 

 

Hypothesis 2  

In this section it will be tested if story comprehensiveness in the audio-visual 

pitches of the crowdfunding campaigns has a positive influence on the crowdfunding 

success. 

 

Linear Regression 

Linear Regression model is used to test this hypothesis as both dependent and 

independent variables are continuous and all the assumptions to perform a linear 

regression are satisfied. 

The dependent variable here is Crowdfunding Success and the independent 

variable is the Story Comprehensiveness which is allotted to each campaign 

depending on the video pitches of the campaigns. We have identified two control 

variables which are Approach and Tangibility. Linear Regression is performed with the 

help of SPSS software. 
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Table 6 Descriptive Statistics of Linear Regression 

Descriptive Statistics 

   
N Mean Std. Deviation 

Correlation 

   1 2 3 4 

Crowdfunding Success 60 180.36 219.893 1 0.344 0.179 0.253 

Story 
Comprehensiveness 

60 2.7 1.640 0.344 1 -0.046 -0.008 

Approach 60 0.4333 0.500 0.179 -0.046 1 -0.107 

Tangibility 60 0.8167 0.390 0.253 -0.008 -0.107 1 

 

As shown in the test Table 6, the mean value of the crowdfunding success is 

180.36 and the story comprehensiveness is 2.7. It can be seen from the table that 

each of the sample had all the data i.e. crowdfunding success, story 

comprehensiveness, approach and tangibility which is denoted by the number of 

samples N, 60 in this case. Pearson correlation shows that Story Comprehensiveness, 

Approach and Tangibility have a positive correlation with the dependent variable which 

is crowdfunding success.  
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Table 7 Results of Linear Regression 

 
 Model 1 Model 2 
 

Story 
Comprehensiveness 

 
- 

47.83 se=15.704 t=3.046** β=0.357  

     

Approach 
91.65 se=55.39  

t =1.655 β= 0.208  
99.01 se=51.82 t=1.911** β=0.225  

    

Tangibility 
155.30 se=70.943 

t=2.189** β= 0.276:  
157.91 se=66.29 t=2.382** β=0.280 

     
R Square 0.107 0.234 

     

R 0.327 0.484 

     

Adjusted R Square 0.076 0.193 

     

Std. Error of the 
Estimate 

211.407 197.552 

     

R Square Change 0.107 0.127 

     

F Change 3.416 *  9.275 *  

     

df1 2 1 

     

df2 57 56 

     

F 3.416 *  5.700 *  

 
* p< 0.05 
**p< 0.05 One-Tailed test 
 

Model 1 in test Table 7 explains the effects of two control variables – Approach and 

Tangibility only and Model 2 in the test Table 7 shows the results of the full model and 

specifically the effects of the variable of interest Story Comprehensiveness when 

Approach and Tangibility are controlled for. 

 The R square value which is indicated in the fourth row implies how much of the 

variance in the dependent variable is explained by the model. In this case the R square 
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value is 0.107 for model 1 which explains the effect of control variables, tangibility and 

approach. This means 10.7 percent of the funding achieved is dependent on the two 

control variables. Similarly, the R square value of model 2 which includes the control 

variables along with the independent variable (story comprehensiveness) is 0.234 

which means that these variables attributes to 23.4% of the overall outcome of 

dependent variable which is crowdfunding success. As we are more interested in 

knowing the effect of stories on crowdfunding success, model 2 value in the eight row 

which is R Square change indicates that a total of 12.7% of the crowdfunding success 

is determined by the story comprehensiveness in crowdfunding audio-visual pitches. 

If the p value is less than 0.05 it implies that the results are significant. In this 

case the F value indicated in the last row is 5.700 for model 2 (independent and control 

variables included) and p-value is 0.002 which is less than 0.05 and hence the model 

is highly significant. 

Since the hypothesis is to check if there is a positive influence on crowdfunding 

success, it is regarded as a one-sided test and the critical value is 1.645. It can be 

seen from the Table 7 that regression coefficients are positive  and the t value is 

greater than the critical value which shows that Story Comprehensiveness has a 

positive influence on the crowdfunding success. It can be seen that the control 

variables also have a positive influence on crowdfunding success. The p-values which 

specifies the significance must be less than 0.05 for the values to be significant. We 

are performing a one side test (to check if there is a positive effect), in model 1 

tangibility coefficient is significant but the approach coefficient is not significant. 

However, in the second model with the addition of the independent variable  p-values 

for all the variables is less than 0.05. Hence, the values for all the variables are 

significant in model 2. 

Thus, 23.4% of crowdfunding success in the crowdfunding campaigns can be 

attributed to story comprehensiveness, approach and tangibility and 12.7% for story 

comprehensiveness alone with all of them having a positive influence on the 

crowdfunding success. Therefore, it can be inferred that story comprehensiveness has 

a significant positive influence on crowdfunding success and thus Hypothesis 2 is 

supported. 
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6. Discussion 

This study aimed to research about the effects of storytelling on the 

crowdfunding success. Firstly, storytelling which is a broad subject in itself was defined 

by previous literatures and researches. With the help of the literature, the authors 

identified two main aspects of storytelling which are sequence of events and 

entrepreneurial identity. Both these aspects are a part of storytelling and is observed 

as a narrative pattern in crowdfunding pitches. Though many researches have 

analyzed the narrative patterns in crowdfunding campaigns there is very less known 

about the direct effect of storytelling on crowdfunding campaigns. Quantitative analysis 

on how storytelling affects the campaign in obtaining the capital required is not 

explored completely in the previous papers. Considering the fact that different 

categories of crowdfunding campaigns have different audience who expect the stories 

to be narrated in distinct ways, the study was carried out for technology based 

crowdfunding campaigns in particular. Storytelling plays a vital role in crowdfunding 

where backers decide to pledge funds to projects by looking at short audiovisual 

pitches. This study explores what effect it has on achieving the funding goal for 

technology campaigns. 

In this study the research was done by analyzing the audiovisual pitches from 

the largest reward based crowdfunding platform named Kickstarter. The authors 

conducted a qualitative analysis of the video pitches and scored the crowdfunding 

campaigns depending on the information each of them contained about the set 

parameters of storytelling. In the video pitches content creators share information 

about their idea or product and asks the crowd to fund their campaign with a specific 

funding target/goal. As the campaigns are reward based the crowd is assured rewards 

based on the amount they pledge. As storytelling is important for crowdfunding 

campaigns the authors believed that there is a significant relationship between the 

stories narrated in the video pitch and the funding obtained by the campaigns.  

Two statistical tests - Independent Sample t-Test and Linear Regression were 

performed on the dataset to validate the Hypothesis derived by the authors. In 

alignment with the literature suggested, the study proved the importance of storytelling 

for the success of crowdfunding campaigns. This quantitative analysis with 60 

crowdfunding campaigns from the technology category of a crowdfunding platform 
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named Kickstarter validate that stories of successful crowdfunding campaigns are 

more equipped with information than unsuccessful campaigns and this 

comprehensiveness of the story has a positive effect on achieving success in 

crowdfunding campaigns. 

 

6.1. Implications 

With our thesis, we see that we can contribute to two different streams of 

research: the narrative outlook on entrepreneurial processes, and research on 

crowdfunding. First, our study adds nuance to the recent research on entrepreneurial 

storytelling narrative processes (Garud, Gehman, et al., 2014; Manning & Bejarano, 

2017; Martens et al., 2007; Navis & Glynn, 2011). Following these studies, we have 

been able to find the effect of storytelling narratives in entrepreneurial processes to 

receive project resources. 

We imply that narrative strategies to receive funding may vary depending on 

whether audiences are “specialized” or “mixed.” Earlier studies have focused on how 

entrepreneurs try to get funding for projects through professional banks, venture 

capitalists, or other conventional financial institutions (Navis and Glynn, 2011). 

Crowdfunding presents a new and challenging environment where entrepreneurs not 

only face a much more diverse audience but also the purpose of storytelling has 

different aspects or features such as combining funding, marketing, and other 

objectives. In this regard, we find that entrepreneurial identity-building is not just 

affected by the market structure (Navis and Glynn, 2011), but also by the different 

product and services that are produced or offered to attract potential consumers or 

users. This implies that in times when entrepreneurs address more “mixed” audiences 

(as in the case of crowdfunding platforms) to get funding for projects, they are likely to 

narrate stories in varied ways rather than addressing specific backer expectations. 

 We know through past studies that entrepreneurs gain legitimacy for their 

ventures by pitching their stories to shareholders (Garud, Schildt, et al., 2014; 

Lounsbury & Glynn, 2001; Martens et al., 2007) and that entrepreneurs create an 

entrepreneurial identity through storytelling (Aldrich & Fiol, 1994; Martens et al., 2007; 

Wry et al., 2011) and that entrepreneurs construct narrative patterns as “ongoing 

journeys” and “results-in-progress” which applies to entrepreneurial processes 

(Manning & Bejarano, 2017). Further, opportunities in the entrepreneurial process are 
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created through a recombination method of characterizing and identifying 

opportunities (Schumpeter, 1942). To these studies and theories, narrative 

perspective adds value, making it an important part in the formation of opportunities in 

the entrepreneurial process and innovation.  

 

6.2. Limitations and Future research 

Our study has a few limitations that point out to future research possibilities. 

Time constraint was a major factor that affected out study as we had to fulfill various 

tasks in a short span of two months. First, we acknowledge the limitation in terms of 

the sample size of the study. We have analyzed 60 campaigns in our study. Due to 

the small sample size, we might have achieved results that cannot be extended to a 

larger and varied sample of data. Further, since we have only included one sector of 

campaigns i.e., technology in our study, the findings may not be relevant or extended 

to other sectors of campaigns.  

Second, our study omits various other factors that may play a role in getting the 

necessary funding from the crowd. The factors could be the size of the projects, 

country of origin of campaigns, overall readiness of the project, funding target, 

campaign project features, funding period and so on. Third, there are a few control 

variables that we have not looked at in this study. These could be campaign length 

(Frydrych et al., 2014), type of rewards (Burtch et al., 2011; Frydrych et al., 2014) and 

gender (Manning & Bejarano, 2017). The authors decided not to incorporate campaign 

length as the ideal campaign length was unknown. Type of rewards was not used as 

it was not possible to find which type of reward was more appealing for the crowd. 

Future research should account for these control variables and only projects with 

specific campaign lengths and/or type of rewards could be used in the sample, thus 

ruling out the effect of these control variables. Gender was not used as a control 

variable as all the campaigns that we analyzed were all male founders with the 

exception of one where the founders consisted of one male and one female. One 

argument for this could be that technology is a male dominant sector. Future research 

could include a large sample size where both genders are inclusive. We are aware of 

such control variables in our study and the results should be interpreted with caution 

because of this.  
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Fourth, we have only analyzed campaigns from the crowdfunding platform 

Kickstarter and this may have affected the findings of our study. Future research could 

look into multiple crowdfunding platforms with a more inclusive data. Fifth, in spite of 

the good regression model, the explained variance is perhaps a bit low. This means 

that there might be some other predictor variables that could improve the model. 

Future research could look at these variables. Finally, future research could link our 

study with other contexts of storytelling narrative construction, such as marketing and 

media campaigns, project presentations to stakeholders, and so on. 
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Appendix 

Table 8  Project Descriptive 

 

Sl. No 

 

Project Name 

Funding 

Goal ($) 

Pledged 

Amount ($) 

Percentage 

Achieved (%) 

1 Vidii 15,000 108 0.72 

2 Cero One 50,000 28,408 56.82 

3 Colorspike 1,20,000 3,55,212 296.01 

4 Grasp 75,000 74,067 98.76 

5 Ceres 20,000 10,831 54.16 

6 Hug 34,000 28,227 83.02 

7 Chipsetter One 1,40,000 88,255 63.04 

8 Luma 10,000 87,198 871.98 

9 LUMOS 1,25,000 8,09,551 647.64 

10 Bolt 38,000 30,658 80.68 

11 Guitar-JO 2.0 25,000 9,619 38.48 

12 Speak Easy 50,000 45,909 91.82 

13 Dreampad 2.0 30,000 75,258 250.86 

14 Cleep 30,000 30,587 101.96 

15 CodeScty 40,000 51,600 129.00 

16 goTenna Mesh 1,50,000 5,82,473 388.32 

17 Haven 1,50,000 1,16,298 77.53 

18 Teamosa 1,00,000 2,73,457 273.46 

19 Zilker 2,60,000 25,842 9.94 

20 Open Qpcr 50,000 2,02,701 405.40 

21 Fluent Forever 2,50,000 5,87,785 235.11 

22 SOUNDBOKS 1,00,000 7,84,320 784.32 

23 Lyra 40,000 27,446 68.62 

24 Spero RVR 1,50,000 10,06,252 670.83 

25 Clip 10,000 16,572 165.72 

26 Switchpod 1,00,000 4,15,748 415.75 

27 TEODOOR 90,000 2,12,815 236.46 

28 MNML golf bag 50,000 53,397 106.79 

29 SH2OWER Saver 1,18,500 73 0.06 
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30 Vector 5,00,000 18,77,719 375.54 

31 Embr Wave 1,00,000 6,29,856 629.86 

32 Guru the App 20,000 20,092 100.46 

33 inform8r  30,000 37 0.12 

34 Stickmover 1,25,000 1,34,535 107.63 

35 Project Blue 10,00,000 3,35,597 33.56 

36 Radial G 65,000 50,748 78.07 

37 Comonsol 50,000 2,813 5.63 

38 Mine 1,50,000 22,340 14.89 

39 Alpha Glass 1,00,000 28,987 28.99 

40 10Eleven9 50,000 18,306 36.61 

41 Mimic:immersion robot 2,25,000 5,981 2.66 

42 Hoverboard 5,00,000 2,57,275 51.46 

43 Silk by Saffron 1,00,000 61,918 61.92 

44 Scubalec 10,000 8,463 84.63 

45 Siempo  5,00,000 53,080 10.62 

46 Perseus 1,00,000 1,00,363 100.36 

47 Frankfurter Brett 1,00,000 5,83,687 583.69 

48 The Waveclock 45,000 2,972 6.60 

49 Nikola Labs 1,35,000 76,709 56.82 

50 The Model 01- 

Keyboardio 

1,20,000 6,52,001 543.33 

51 Awire 1,25,000 28,978 23.18 

52 Mand Labs Kit-1 25,000 5,561 22.24 

53 Cubetto Super Series 50,000 2,20,382 440.76 

54 Das Kuhling 1,50,000 7,775 5.18 

55 KaliPAK 2,50,000 1,35,000 54.00 

56 Junto 1,00,000 1,06,949 106.95 

57 WEZR 2,00,000 46,363 23.18 

58 Hey 1,25,000 1,48,839 119.07 

59 Mars X-House 35,000 4,267 12.19 

60 Beermkr 1,00,000 3,98,276 398.28 

 




