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ABSTRACT

The success of a crowd-funding project can be attributed to various reasons, among which, backer’s (also known
as ‘investor’, or ‘funder’) perception of project credibility may be a salient one. The purpose of this study is
to investigate the extent to which perceived project credibility can affect a backer’s investment decision. We
examine the factors that could influence the building of perceived project credibility by testing the proposed
research model using survey data. Analysis results indicate that perceived project credibility has a significantly
positive effect on backer's investment intention. Furthermore, information quality and source credibility are
two key determinants of perceived project credibility. This study contributes to crowd-funding literature by
enriching the list of successful factors for fund-raising with project credibility. The study also has practical im-
plications because it explains why and how a backer's perception of project credibility can be improved.

Keywords: Crowd-funding, Perceived Project Credibility

1. Introduction

The emergence of crowd-funding has provided
a wide range of entrepreneurs (also known as, found-
ers or creators) with a powerful financing channel
that can get monetary support from numerous invest-
ors (also known as, backers or funders) throughout
the world. Being a low cost and open source capital
system, crowd-funding, in an extent, could alleviate
the difficulties facing by the small and growing busi-
nesses when they attempt to access capital under
traditional financial systems. As a result, hundreds
of thousands of entrepreneurs are flooding into this

field in recent years. As an evolving industry, new
crowd-funding patterns or systems are being created
one after another; thus, nobody could give a popular
definition for crowd-funding by far. In general, four
main crowd-funding settings are widely recognized,
they are: reward-based, equity-based, loan-based, and
donation crowd-funding (Mollick, 2014). This study
focuses on reward-based crowd-funding, in which
backers’ contributions would be helpful for launching
innovative or immature items. In this approach, back-
ers usually receive non-financial reward for their con-
tributions (Mollick, 2014).

Nowadays, Kickstarter is one of the most successful
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reward-based crowd-funding intermediaries in the
world. Kickstarter launched in the United States in
April 2009 with a mission of helping bring creative
projects to life. Many projects have raised a fund
successfully on Kickstarter. In detail, more than
92 thousand creative projects have successfully
fundraised $1.68 billion from 9.4 million backers
throughout the world in the last six years (Apr 2009
- Sep 2015). Those figures look amazing; however,
it should be noted that the amounts of successful
projects are far less than the failures (Etter et al,
2013; Mollick, 2014; Rao et al., 2014). According
to the statistic of Kickstarter, only 37% of all projects
have reached their funding goals; the percentage
might be even lower on other platforms (Rao et
al., 2014).

Research efforts to uncover the reasons of success
and failure of the crowd-funding projects have con-
ducted persistently in various areas. For example,
draw on a dataset from Kickstarter, Mollick (2014)
explored the influencing factors of successful fund-
raising from multiple perspectives and revealed that
founder’s social ties, the quality of project description
(i.e., launching video clips), and even geographical
proximity with backers are all significant determinants.
Further, proper textual-description of the project is
noteworthy, because rhetoric has been verified to
be an important factor on persuading backers to
invest (Allison et al., 2013; Moss et al., 2015). Social
factors also have significant effects on the perform-
ance of crowd-funding. For example, the study of
Colombo et al. (2015) focuses on the internal social
ties that is developed by crowd-founders within a
platform, and finds that it is a positive influencing
factor. Moreover, Agrawal et al. (2015) highlight the
offline social relationships between entrepreneur and
backers, and find that it still plays a significant role
in online crowd-funding setting. Other factors such

as funding goal sizes and duration (Etter et al., 2013;
Mollick, 2014), the status of project (Burtch et al.,
2013b; Colombo et al., 2015), the geographic and
cultural influence (Agrawal et al., 2015; Burtch et
al, 2013a; Kim and Hann, 2013; Zheng et al,, 2014),
the selection of funding models (Cumming et al.,
2014) or forms (Belleflamme et al., 2014), and even
the extent to which the completing of project (Wash,
2013) all have been examined and verified different
extent of influences on successful fundraise.

Moreover, from the perspective of the backer, the
feeling or judgment of the project credibility may
be a salient influencing factor on his/her investment
decision, because many reward-based crowd-funding
projects target to launch creative products or services
without any previous reviews—that will lead to a
high level of perceived uncertainty of the project
(Belleflamme et al., 2014). That is, unless the backer
feels the project is credible, he/she might not contrib-
ute to the project. While the importance of project
credibility seems obvious, to our knowledge, empiri-
cal evidence of its worth is lacking. Hence, in this
study, we ask this question to fill up the gap: what
is the impact of credibility to investment intention?
In addition, compared with other IT-artifacts (i.e.,
e-commerce websites, blog, etc.), crowd-funding
projects have some unique characteristics such as
single-source-of-information and short-life which
may lead to the difficulty to build and assess project
credibility. Therefore, another research issue in this
study is to uncover the factors that build backer’s
project credibility.

In fact, investors in an online crowd-funding web-
site often make decisions only relying on partial or
ambiguous information as users in other Internet-
based systems do (Chen et al., 2009). Descriptions
and multimedia clips provided by the project founder
are primary grounds of backer’s decision, but it
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should be carefully noted that uncertainty in decoding
those decreases attractiveness of investment (Mollick,
2014). In other words, incredible information can
result in negative impressions during or after a
crowd-funding project proceeding.

In the traditional stream of commerce studies,
credibility has been regarded as a crucial determinant
to decision making (Sobel, 1985). Information credi-
bility (McKnight and Kacmar, 2006) and IT-artifact
credibility (Fogg and Tseng, 1999; Fogg et al., 2001;
Tseng and Fogg, 1999) are also crucial in the online
context. As the object of this research is crowd-fund-
ing project itself, which could be regarded as one
kind of Internet-based artifact, we focus on project
credibility rather than on information credibility in
this study. The influence of project credibility to
investment intention has been recursively highlighted
in information technology studies. For instance, the
findings of (Kim et al., 2008; Wells et al., 2011) in-
dicate that more credible website develops more pos-
itive impression thus increasing performance of
transactions. Studies on electronic word-of-mouth
(e-WOM in short) reveal that believable reviews can
strengthen user’s positive attitude to purchase
(Cheung et al,, 2009; Cheung et al, 2012; Fang, 2014).

Further, being enlightened by the study of (Sobel,
1985), in which the theory of credibility is developed
and indicates that both the information itself and
its provider are significant influencing factors on
the building of credibility in the process of in-
formation transmission, we attempt to uncover what
are the predictors of project credibility. By extending
this theory to the crowd-funding settings, the impact
of project description (explanation information about
the project) and crowd-founder’s (information pro-
vider) identity information are examined. Specifically,
we want to reveal that whether the project description
is perceived by backers as persuasive and trustworthy;

meanwhile, whether founder’s identification could
convey the information of founder’s reputation and
competence to backers; ultimately, whether they have
effects on project credibility.

Although previous seminal achievements about
successful crowd-funding have dedicated to stock
a pile of patterns and factors, those findings are not
linked with credibility concerns. Hence, this study
targets to investigate the impact of project credibility
to backer’s investment intention, and the influencing
factors of project credibility as well. The rest parts
consist of hypothesis development, data analysis and
discussions. This study concludes with future re-
search directions.

II. Hypothesis

2.1. Effect of Project Credibility on
Investment Intention

Crowd-funding backers can obtain a certain
amount of information about the campaigns from
visiting the project webpage before making invest-
ment decisions. The information, such as project
description, funding goal and duration, prior con-
tributions, comments, and the sharing to SNS to
name a few, would help backers understand and
assess the project to some extent, and ultimately influ-
ence their investment decisions. However, from the
perception of potential backers, the authenticity of
the project is uncertain, making credibility a persua-
sive determinant of whether or not to invest the
project (Qiu et al., 2012).

In line with the studies of Fogg et al. (2001) and
Tseng and Fogg (1999), credibility, as a perceptual
variable, is synonymous with believability. Thus, in
this study, we define Project Credibility as the extent
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to which the crowd-funding project is perceived by
backers as being believable, true, or factual (Cheung
et al,, 2009; Fogg and Tseng 1999). In other words,
perceived project credibility implies a willingness to
believe in the project (Giudice, 2010), which can
help reducing individual’s perceived uncertainty in
an asymmetric information environment (Pavlou et
al., 2007) and inspire subsequent participation in
the project (Giudice, 2010).

The influence of IT-artifact credibility has been
uncovered by some previous studies in the in-
formation systems context. For example, the studies
of Cheung et al. (2009), Cheung et al. (2012) and
Fang (2014) all note e-WOM review credibility is
a vital predictor of online consumer’s further pur-
chase action. Perceived credible information in an
unfamiliar advice website has positive influence on
user’s willingness to follow the website’s advice
(McKnight and Kacmar, 2006). Wells et al. (2011)
investigates the relationship between website quality
and product quality. They report that for a high
quality website, consumer’s credibility of website
quality could positively influence his/her perception
about the product quality on it, which subsequently
affects consumer’s online purchase intention. In addi-
tion, in their study about e-learning system, Ong
et al. (2004) indicates users” perceived credibility of
e-learning system result in the usage decision. Kim
et al. (2008) also reveals that a more perceived credible
Webpage will lead to a favorable first impression
towards the website, which would lead to users’ later
visiting of the website.

Based on the findings from previous studies, we
learn that backer’s credible perception of the
crowd-funding project will positively associated with
investment likelihood. This idea is formulated as the
following hypothesis:

HI: Backer’s perceived project credibility of crowd-funding
campaign will positively associate with his/her

investment intention on it.

2.2. Predictors of Project Credibility

Early studies have found some influencing factors
on IT-artifact credibility. For example, the study of
Fogg and Tseng (1999) has found that user’s perceived
credibility of computer-related product can be af-
fected by the quality of the product itself, the interface
design features, and so on. Fogg et al. (2001) explores
the determinants of website credibility and revealed
that the features of website (i.e., real-world feel, ease
of use, and tailoring to name a few) and the capability
of the website source (i.e., experienced, competent,
and so on) are significant factors. In the studies about
e-WOM credibility, Cheung et al. (2007), Cheung
et al. (2008), Cheung et al. (2009) notes that review’s
source credibility and its argument strength (which
concerns with the review quality) together could
shape user’s review credibility judgment. The findings
are supported by Fang (2014)’s research results.
Therefore, in terms of specific IT-artifact, individual’s
perceived credibility seems easily affected by the qual-
ity and the source of the artifact. It is consistent
with the theory of credibility (Sobel, 1985) that both
the information and its provider are important factors
for the building of credibility.

We assume a similar insight to the case of
crowd-funding settings; thus, the project description
(explanation information about the project) and
crowd-founder’s (information source) identity in-
formation would be regarded as two important influ-
encing factors on project credibility in this study.

Although projects published on different crowd-
funding intermediaries have various pre-format lay-

outs, most of them present (1) comprehensive in-
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formation about the project, which includes descrip-
tions about project, goals, duration, and updates in-
formation to name a few; (2) identity information
of founders; and (3) some popularity signals (Burtch
et al.,, 2013b; Duan et al., 2009) about the project
such as the prior contributions, comments, and
amounts of sharing to social network sites. Among
the three types of information, this study shed more
light on the project description and founder’s identity
information, which corresponds to the above ‘quality
information’ and ‘source’ of information, respectively.

From the perspective of information quality, be-
cause many reward-based crowd-funding projects
target to launch creative but immature items
(products or services); thus, nobody has prior experi-
ence about the products/services and can provide
relevant reviews, which leads to backers’ perceived
more uncertainty on the products/services than that
in the normal e-commerce transactions. Hence, it
is difficult for backers to judge whether the project
description is accurate, relevant, or other traditional
information-quality-related attributes. On the other
hand, to attract backers funding a project is an obvious
persuasive process, in which the project description
could be regarded as one of instruments to persuade
backers to believe in the project (Zhao et al., 2011).
Therefore, we highlight the persuasiveness of project
description in this study, and define Information
Quality (of project description) as the extent to which
backers deem project description as persuasive and
trustworthy (Cheung et al., 2009; Zhao et al., 2011).
The study of Cheung et al. (2009) indicates that
the persuasiveness of e-WOM reviews has positive
effect on e-WOM credibility. Similar insight would
be introduced to the crowd-funding context that per-
suasive and trustworthy project description may
significant improve backer’s perceived project
credibility. In addition, some other instruments such

as employing a video in the description, or providing
timely updates, may enhance the persuasiveness of
project presentation and ultimately affect backer’s in-
vestment intention (Mollick, 2014). Thus, we propose:

H2: The information quality of project description will
have positive association with backer’s perceived

credibility on the project.

In crowd-funding context, the description in-
formation of projects is presented by founders.
Indeed, founders are the salient source of the project
information. This study attempts to examine the im-
pact of source (founder) credibility on project
credibility. Considerable scholars (Cheung et al.,
2008, etc.; i.e., Hovland et al., 1951; Metzger et al.,
2003) have revealed the relationship between the in-
formation source and the information credibility;
however, this study provides a unique perspective
based on the crowd-funding settings.

To some extent, source credibility depends on the
reputation of the source (Cheung et al., 2009), that
could be assessed by founder’s identity information
in the virtual Internet settings. Furthermore, found-
er’s identity information (including, both the found-
er’s personal information and his/her crowd-fund-
ing-related experiences such as the projects created
or supported by the founder) could be the signal
of his/her willingness and capability in launching
product/service and providing rewards as promised
(McKnight et al.,, 2002), which in turn, might influ-
ence backer’s judgment on the project credibility.

Hence, we define Source Credibility as backer’s
credible perception on founder by believing that the
founder has one or more characteristics (such as,
competence, experience and so on) that could benefit
to the backer during the process of investment to

the crowd-funding project. We propose:
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H3: Source (or, founder’s identity information) credibility
of crowd- funding campaign will have positive relation
with backer’s perceived credibility on the project.

In <Figure 1>, we propose the research model

based on the abovementioned hypotheses.

/" Information ™\

{ . H2 P P
\Q\u flité// \ o T~ Hl T =
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L \_Credibility . Intention
/7~ Source % T T
\_Credibility

<Figure 1> Research Model

IIll. Analysis

3.1. Measurement

To test our hypotheses, we collect survey data.
Measurement items are derived from previous studies
with modification to fit into the context of
crowd-funding. The items of Investment Intention
are modified from Cheung et al. (2009). The items
of Project Credibility are from Fogg et al. (1999)
and Cheung et al. (2009), items of Information
Quality of description are from Fogg et al. (1999)
and Cheung et al. (2009), and items of Source
Credibility are from Fogg et al. (1999) and McKnight
et al. (2002). <Table 1> presents details about those
measurement items. All the measurement scale follow
the 7-Likert format.

3.2. Data Collection
Our questionnaires are published on an online

survey platform (Sojump.com http://www.sojump.
com/). After eliminating missing values, the final

number of observations is 762. The respondents are
mainly Chinese young people with the range of age
is 1977 to 1998 (average = 1993, standard deviation
= 347). The gender distribution consists of 441 female
(57.87%) and 321 male (42.13%). Crowd-funding is
indeed an emerging industry in China, as Chinese
first crowd-funding platform “Demohour” launched
in 2011, which leads to the fact that most Chinese
people do not have enough knowledge about it. We
selected Chinese youth as our respondents because
they have richer experiences of e-commerce and other
Internet-based artifacts than others (CNNIC, 2015).
Meanwhile, Chinese youth are a large potential group
of entrepreneurship, who are concerning with every
innovative financial system such as crowd-funding.
The average hour of each day Internet use is measured
by 4.23 (standard deviation = 0.98).

3.3. Measurement Validation

The data are subjected to an exploratory factor
analysis using the Principle Component algorithm
(see <Table 2>). For the whole dataset, four stable
factors emerge. All observational item loadings ex-
ceed 0.7 so that we are assured of allocating those
items into separate latent variables. Four theoretical
constructs are assured for convergent and discrim-
inant validity via confirmatory factor analysis using
both the LISREL method and the PLS path modeling
method. All factor loadings in the models have sig-
nificant values with high fit indices (CFI = 0.993,
TLI = 0.990, RMSEA = 0.045, SRMR = 0.028).

We then check the convergent validity. As shown
in <Table 3>, the standardized path loadings for all
of the questions are statistically significant. The com-
posite reliability and the Cronbach’s alpha for all
latent variables exceed 0.7. In addition, the average
variance extracted (AVE) are over 0.5 for all the
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<Table 1> Measurement ltems

M Std.
Construct Definition ID Instrument e;nw() Reference
Q1 iISt};:rl: ut:stzvcelescnptlon of the project 405 (164)
Informatio | The extent to which backers deem ) —— . Cheung et al
. i - . I think the description of the project (2009),
n quality of | project description as persuasive | IQ2 | . . 4.03 (1.65)
o is convincing. Fogg and
description |and trustworthy
I think the description of the project Tseng (1999)
Q3 | . 3.99 (1.59)
is trustworthy.
. . Based on the founder's identity
Backer's credible perception on| gCy | information, I think the founder is 3.64 (1.84)
founder by believing that the experienced. Fogg and
founder has one or more . -

S eristics (such Based on the founder's identity Tseng
ource | characteristics (such as, competence, | ¢, | e hink the founder is| 364 (172) (1999),
credibility | experience and so on) that could reputable McKnight et

benefit to the backer during the P -
process of investment to the Based on the founder's identity al. (2002)
crowd-funding project. SC3 | information, I think the founder is 3.57 (1.66)
capable and proficient.
Online crowd-funding presentation
IN1 |will enhance my effectiveness in 4.15 (1.49)
The extent to which backers making investment decision.
perceived  project  credibility Online crowd-funding presentation
Ir'lvestrTlent will influence their willingness and | IN2 | will motivate me to make investment 4.15 (1.53) Cheung et al
intention . . L (2009)
effort to make investment decisions decision.
to the crowd-funding project. Online crowd-funding presentation
IN3 | will make it easier for me to make 4.19 (1.48)
investment decision.
PCl I think the crowd-funding project is 387 (151)
The extent to which the crowd- factual. Cheung et al.
Project | funding project is perceived by I think the crowd-funding project is (2009),
o a PC2 3.82 (1.45)
credibility | backers as being believable, true, or accurate. Fogg and
factual. I think the crowd-funding project is Tseng (1999)
PC3 |, 3.89 (1.51)
believable.

latent structures. Hence, we could safely conclude
that the convergent validity for constructing a PLS
path model is established. Discriminant validity is
established if the square root of a construct's AVE
is larger than correlations with other constructs
(Fornell and Larcker, 1981). As shown in <Table 4>,
the square root of AVEs in the diagonal vector are

over the corresponding correlations; thus presenting
good discriminant validity.

Method variance refers to the variance that is at-
tributable to the measurement method rather than
the construct of interest (Podsakoff et al., 2003). It
can result from various sources such as common

rater, a common measurement context, a common
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<Table 2> Exploratory Factor Analysis

Item Factor Loading (Principle Component)

ID Factor 1 Factor 2 Factor 3 Factor 4
1Q1 0.95 -0.02 0.00 0.01
Q2 0.84 -0.02 0.01 -0.01
1Q3 0.91 0.05 0.00 0.01
SC1 0.00 0.97 0.00 -0.06
SC2 -0.01 0.93 0.02 0.01
SC3 0.04 0.82 -0.02 0.11
IN1 0.03 0.00 0.97 -0.03
IN2 0.01 0.02 0.84 0.05
IN3 0.07 0.01 0.84 0.02
PC1 0.01 0.01 -0.07 0.97
PC2 0.03 -0.05 0.09 0.83
PC3 -0.03 0.10 0.10 0.75

Note: IQ: Information Quality; SC: Source Credibility; PC: Project Credibility; IN: Investment Intention

<Table 3> Uni-dimensionality Test

Item Loading AVE CR Cronbach’s Alpha
Q1 0958

1Q2 0.935%%* 0.919 0.971 0.956
1Q3 0919

SC1 0.924°%*

SC2 0.951* 0.901 0.965 0.945
SC3 0.893

IN1 0.911%

IN2 0.896* 0.875 0.955 0.929
IN3 0.899*%*

PC1 0.914%%

PC2 0.908*+* 0.889 0.960 0.938
PC3 09174

* p-value < 0.05, ** p-value < 0.01, ** p-value < 0.001

<Table 4> Correlations and AVEs

1IQ SC PC IN
IQ 0.959
SC 0.270 0.949
PC 0.538 0.658 0.935
IN 0.649 0.637 0.835 0.943

Note: Leading diagonal shows the squared root of AVE of each construct
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item context, or from the characteristics of the items
themselves. Because the data set in this study are
derived from self-reporting survey, the existence of
common method variance should be considerately
examined.

We adopt Harman’s single factor test (see also,
Bentler and Bonett, 1980; Podsakoff, 1986). This test
procedure has been widely used in business research
domains (Song and Zahedi, 2005). The result reveals
that the fitted model had a significant difference com-
pared to the null model with a common measurement
(difference of #*=3530.4, p-value < 0.000). In line
with Straub et al. (1995), we conclude that the sug-
gested path model for testing hypotheses is free from
a common method bias.

IV. Result
4.1. Result on Hypotheses

The path model developed in this study is tested
by adopting the PLS path modeling approach. The
results are summarized in <Figure 2> with showing
that all the hypotheses are positively supported. The
explanation power of response latent variables is 57%
for Project Credibility. In the case of Investment
Intention, the number reaches 70%; hence, we see
the suggested model is powerful in explaining a key
factor of investment in the context of crowd-funding.

The results evidence that both high persua-

T K;\\

d Information

\ . ) 0,39k

N Quahty//\ ST e 0,845 T
e /" Project

. e
( Investment "
o Credibily
( Sol_uge_ V0 ey
\_Credibility

. Intention
R =070
<Figure 2> Result of Hypothesis Test

sive description and clear and trustful identification
of the project founder can influence investment in-
tention with passing through high project credibility.
This theoretical argument is in line with Cheung
et al. (2009), Cheung et al. (2012) and Fang (2014).
As their studies show, ensuring review credibility
is crucial for persuading potential consumers. After
controlling experiences of Internet use, we also obtain
similar results with moderate changes of coefficient
between Source Credibility and Project Credibility.
For less experienced users, dear evidences on founder
are necessarily required to find themselves within
a safe contract. This corresponds to Mollick (2014)
partially.

4.2. Mediation Effect of Project Credibility

In the research model, we set up hypotheses based
on theoretical arguments; however, checking media-
tion effects of Project Credibility is beneficial in un-
derstanding the explanation power of our research
model compared with the full model which does
not have a mediation variable. To learn about media-
tion effects, we conduct z-value test and calculate
a variance-account-for (VAF) score (Henseler et al.,
2009). The z-value test is to check the significance
of mediation effect, and VAF is adopted to calculate
total variances explained by indirect effects.

We set up three PLS models for inspecting media-
tion effects. The first model consists of three in-
dependent latent variables: Information Quality (IQ),
Source Credibility (SC), and Project Credibility (PC).
The second model has a mediation variable of PC
between IQ and Investment Intention (IN), and the
third model has a mediation variable of PC bridging
between SC and IN. The direct path in the first
model between IQ and IN is 0.28 (p-value < 0.001).
The number marginally decrease to 0.276 (p-value
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< 0.001) in the second model. The z-score is 11.476
(p-value < 0.001), and the VAF is 0474. Those values
show that PC should be considered as a primary
mediator. In addition, 47.4% of variance is explained
by indirect effects from IQ to IN. In the comparison
between the first and the third model, results are
similar. The direct path coefficients are not changed
significantly. Meanwhile, we find a strong mediation
effect. The z-score is 11.585 (p-value < 0.001), and
the VAF is 0.437. In this case, PC can be regarded
as a strong mediation variable linking between SC
and IN. In sum, the analysis of mediation effect
clearly shows that PC needs to be considered as a

mediating construct.

V. Discussion
5.1. Theoretical Implications

The findings contribute theoretical knowledge to
IT-artifact credibility and crowd-funding investment
behavior. To our knowledge, this is one of the first
studies to extend the theory of credibility to the
crowd-funding context. Previous studies indicated
that perceived credibility of product or information
is predictor of persuading individuals to use the com-
puter product (Ong et al., 2004) or to adopt the
information (Cheung et al, 2009; Fang, 2014;
McKnight and Kacmar, 2006) in both physical and
online related contexts. Our finding confirms that
perceived project credibility dedicates to persuade
backers making positive investment decisions, which
consent with abovementioned findings in other com-
puter-based contexts. Furthermore, this finding en-
riches the list of successful factors of fund-raising
that project credibility, besides prior revealed factors
such as funding goal sizes, and duration (Etter et

al,, 2013; Mollick, 2014), social network relationships
of entrepreneurs (Agrawal et al., 2015; Mollick, 2014;
Zheng et al., 2014) to name just a few is another
significant predictor of crowd-funding performance.

Additionally, in line with the study of (Sobel, 1985),
the information receiver's credible judgment of the
information would be strongly influenced by sender's
reputation and the quality of the information he/she
received. Yang (2007)'s research on news-related
blogs credibility and Cheung et al. (2009)'s study
on e-WOM reviews credibility confirmed the above
argument. The current study also provides evidences
for the theory of credibility that specific information
such as persuasive description of the project and
informative founder's identification has strong influ-
ence on backer's perceived credibility of a crowd-
funding project.

5.2. Practical Implications

This study also has implications for crowd-funding
practitioners such as founders and administrators
of intermediary platforms.

First, it is pretty important for founders to under-
stand how backers perceived the credibility of
crowd-funding project, because backers' perception
of the project would affect their investment decisions,
which in turn would influence the performance of
fundraising. The study provides founders with clari-
fied insight that the quality of project description
and founder's credibility identity are the most sig-
nificant predictors of backer's credible perception
of the project. Thus, founders should focus on how
to improve the persuasiveness of project description
and how to convey his/her credibility-related identi-
fication to backers. To improve the persuasiveness
of project description, founders are suggested to com-
prehensively using detailed text, vivid pictures, and
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lively video clips to present trustworthy, persuasive,
and convincing information (Cheung et al., 2009;
Zhao et al,, 2011; Zheng et al, 2013) about the project,
which would be helpful to provide more realistic
evidences of the project (Coyle et al,, 2001) to backers.
Backers' positive judgment of the project description
would alleviate their uncertainty (Pavlou et al., 2007)
and improve their perceptions of project credibility.
Further, to strengthen backer's credible belief about
the founder, necessary cues of founder’s crowd-fund-
ing experiences, capability and reputation should be
conveyed by the identity information. Therefore, all
the information that could prove the capability and
reputation of the founder should be presented in
the narrative webpage.

Second, from the perspective of intermediary plat-
form, the platform administrators should provide
guidelines to founders on how to present credible
project information. For example, the administrators
of Kickstarter assert that "A project should have a
video and description that clearly explains the story
behind the project’, and the assertion has been con-
firmed by Mollick (2014) to be effective to improve
fund-raising performance. Furthermore, the quality
of the platform might affect backer's judgment about
the project credibility in it. In line with the findings
of Wells et al. (2011), website quality could influence
consumers judgment on product quality in it, because
website could be regarded as a signal of the product
quality in the virtual Internet-based environment.
We posit the same insight could be referred in the
crowd-funding context; thus, some creative projects
pitched to Kickstarter might be deemed to be more
credible than similar projects which presented in
other unknown platforms, although it is probably
not the truth.

VI. Conclusion

In summary, this study provides new insights in
understanding perceived credibility in crowd-fund-
ing context. Backer's perception of project credibility
is found to have significant impact on his/her invest-
ment intention; meanwhile, the quality of project
description and founder's credible identification are
confirmed to be strong predictors of project
credibility. This study contributes to the theory of
credibility and successfully extends it to the
crowd-funding settings. The study also contributes
to the crowd-funding practitioners such as founders
and administrators of platforms.

This study examines how backers assess project
credibility, and the extent to which backers' perceived
project credibility could persuade them to make in-
vestment decisions. Our structural model explained
57 percent of project credibility, which, in turn, ex-
plained 70 percent of the backer's investment
intention.

A set of insights emerge from the data analysis
results of this study. Our expectation that backers'
perceptions of project credibility can positively con-
tribute to predict their investment intention is
confirmed. This is consistent with the findings of
some previous credibility-related studies in in-
formation system context, such as Ong et al. (2004)'s
research on user's acceptance of e-learning systems
in high-tech companies, and Cheung et al. (2009)'s
study of receiver's credible perception and adoption
of e-WOM reviews.

As an exploratory attempt to investigate credibility
in the context of crowd-funding, this study has its
limitations.

First, our data were collected from Chinese young
people who have high level of Internet usage but
have only limited knowledge and experiences about
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crowd-funding. Thus, to ensure the reliability of sur-
vey data, we explained key knowledge of crowd-fund-
ing and manipulated real-world projects to generate
different levels of project descriptions and founder’s
identity information in our survey. In addition, as
crowd- funding platforms can be regarded as social
communities, backers in which might show different
behaviors under different cultural background
(Zheng et al., 2014); thus, data derives from Chinese
respondents who live in the collective culture could
not represent the people live in the individualistic
culture. Therefore, the data may introduce bias and
the findings based on these data may be short of
generalizability. Future research is encouraged to do
comparative studies established on the different dem-
ographic and cultural backgrounds.

Second, crowd-funding cases were employed in
our survey to provide explanation and enhance re-
spondents' understanding about crowd-funding.

However, we just focused on rewarded- based cases;
thus, it is uncertain whether the findings of this study
are suitable for other types of crowd-funding projects.
Therefore, further researches are necessary to discuss
project credibility on other types of crowd-funding
projects respectively.

Third, the present study mainly demonstrates the
predictive role of project description and founder's
identification on backer's perceived credibility of the
project; actually, other factors such as prior con-
tributions (Burtch et al., 2013a; Burtch et al., 2013b),
completing rate of the project (Wash, 2013), and
the amounts of sharing to social network service
would likely have effect on backer's perception of
project credibility. Hence, there is a necessary to
conduct further studies to examine the influences
of those factors on backer's perceived project credi-
bility in the future.
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