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Abstract 

This study explores the key success factors influencing crowdfunding campaigns at Bank 
Mandiri Medan Balaikota, focusing on campaign quality, social media engagement, and backer 
trust. Using a quantitative approach with 60 bank customers as the sample, the research 
employs Smart PLS to analyze the relationships between these variables. The findings reveal 
that both campaign quality and social media engagement have a direct and significant impact 
on backer trust, which subsequently contributes to the overall success of crowdfunding 
campaigns. This research provides valuable insights into optimizing crowdfunding strategies 
and highlights the importance of trust-building in securing financial support for projects. The 
results offer practical recommendations for Bank Mandiri to enhance its crowdfunding 
initiatives and strengthen its role in alternative financing. 
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INTRODUCTION  
 
Crowdfunding has emerged as a popular alternative financing model, offering 
individuals and organizations a platform to raise funds directly from the public. This 
model has gained traction due to its ability to bypass traditional financial 
intermediaries, such as banks, while fostering direct engagement with potential 
backers (Caputo et al., 2022). However, not all crowdfunding campaigns achieve 
success, and understanding the factors that influence their outcomes remains an 
important area of research (Shneor & Vik, 2020). Factors such as campaign quality and 
social media engagement have been identified as key drivers of success, with trust 
often acting as a mediator (Piroschka Otte & Maehle, 2022). 

Crowdfunding success refers to the achievement of a campaign's financial and 
non-financial goals, typically measured by the amount of funds raised relative to the 
set target. Beyond merely achieving financial goals, crowdfunding success also 
includes factors such as the number of backers, the level of community engagement, 
and the campaign's ability to raise awareness or garner support for a particular cause, 
product, or project (Ralcheva & Roosenboom, 2020). A successful crowdfunding 
campaign is often the result of a well-crafted strategy that combines clear 
communication, compelling storytelling, and the effective use of digital tools such as 
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social media to reach a wide audience (Song et al., 2019). Crowdfunding success is 
influenced by the campaign's credibility, the trust established with potential backers, 
and the perceived value or impact of the project being funded (Cornelius & Gokpinar, 
2020). These elements contribute not only to financial achievement but also to the long-
term reputation and sustainability of the project or organization behind the campaign 
(Koch & Siering, 2019). 

Campaign quality refers to the overall effectiveness and professionalism of a 
crowdfunding campaign in presenting its goals, objectives, and value proposition to 
potential backers. High-quality campaigns are characterized by clear, concise, and 
compelling content that effectively communicates the project's purpose and benefits 
(Arroyo et al., 2021). Key elements of campaign quality include well-crafted 
descriptions, visually appealing media (such as images and videos), and transparent 
financial goals that build credibility (Kepler et al., 2019). A strong narrative that 
resonates emotionally with the audience can also significantly enhance campaign 
quality, making the project more relatable and inspiring backers to contribute 
(Chakraborty & Swinney, 2021). Attention to detail, such as addressing frequently 
asked questions and providing timely updates, demonstrates professionalism and 
commitment, which are essential for building trust (Kang et al., 2023). Campaign 
quality serves as the foundation for attracting the interest and confidence of potential 
backers, directly influencing the likelihood of crowdfunding success (Kalkowska et al., 
2021). 

Social media engagement refers to the interaction and participation of users 
with a crowdfunding campaign through various social media platforms. This includes 
activities such as liking, sharing, commenting, and tagging, which enhance the 
campaign's visibility and reach (Tuli et al., 2024). High levels of engagement on social 
media are crucial for creating awareness, generating interest, and building a 
community of supporters around the campaign (Wies et al., 2023). Effective use of 
social media not only involves regular updates but also tailoring content to resonate 
with the target audience and encouraging active participation (Aydin, 2020). 
Storytelling posts, behind-the-scenes updates, or testimonials can evoke emotional 
responses, prompting users to share the campaign within their networks (Barnes et al., 
2019). Engagement metrics such as the number of shares or comments often serve as 
indicators of the campaign's momentum, helping to attract more backers and even 
drawing media attention (Moran et al., 2020). Social media engagement plays a vital 
role in driving traffic to the crowdfunding page and creating the social proof necessary 
to build trust and credibility (Cao et al., 2021). 

Backer trust refers to the confidence and belief that potential contributors have 
in the credibility, reliability, and integrity of a crowdfunding campaign. It is a crucial 
factor in motivating individuals to financially support a project, as it reduces the 
perceived risks associated with online transactions and uncertain outcomes (Kim et al., 
2020). Trust is built through transparency, such as clearly explaining the project’s 
goals, timelines, and use of funds, as well as providing regular updates that 
demonstrate progress and accountability (Eiteneyer et al., 2019). Elements like the 
campaign organizer’s reputation, testimonials from previous backers, and 
endorsements from credible figures or organizations can further enhance trust (St John 
et al., 2021). The presentation of high-quality, professional content such as detailed 
descriptions, realistic goals, and authentic visuals also contributes significantly to 
building backer trust (Wessel et al., 2021). Effective communication, including prompt 
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responses to questions or concerns, signals that the organizers are committed to 
engaging with and valuing their backers (Peprah & Shneor, 2022). In crowdfunding, 
trust not only influences initial contributions but also encourages repeat support and 
word-of-mouth recommendations, amplifying the overall success of the campaign 
(Backer, 2024). 

If the research is conducted at Bank Mandiri Medan Balaikota, these variables 
can be contextualized in the bank's efforts to leverage crowdfunding as an alternative 
financing model. The success of crowdfunding can be measured by the bank's ability 
to achieve fundraising targets for specific community or business projects, as well as 
the number of contributors and overall customer engagement generated through these 
initiatives. Campaign quality will reflect the bank's skill in creating well-structured, 
transparent, and appealing campaigns, utilizing professional content and clear 
communication to attract the attention of both individual and institutional backers. 
Social media engagement will assess the effectiveness of the bank's social media 
strategies in promoting these campaigns, focusing on metrics such as shares, 
comments, and user interactions that increase campaign visibility. Backer trust will 
reflect the level of trust stakeholders place in the bank's crowdfunding initiatives, 
influenced by the institution's reputation, transparency, and commitment to delivering 
promised outcomes. These variables will provide valuable insights into how Bank 
Mandiri can optimize crowdfunding as a tool for financing and engagement. 

The phenomenon driving this research at Bank Mandiri Medan Balaikota lies in 
the growing need for innovative financing solutions to support community-driven 
projects and small-scale enterprises. Despite the potential of crowdfunding as an 
alternative financing model, its implementation within the banking sector faces 
significant challenges. These include the difficulty in designing high-quality 
campaigns that resonate with target audiences, limited social media engagement to 
effectively promote these initiatives, and skepticism from potential backers regarding 
the credibility and reliability of such campaigns. As a leading financial institution, 
Bank Mandiri must address these issues to ensure the success of its crowdfunding 
initiatives. Understanding the factors influencing campaign success—such as 
campaign quality, social media engagement, and backer trust—can help the bank 
overcome these challenges, strengthen its relationship with stakeholders, and establish 
itself as a key player in the alternative financing space. 

The research gap in studies on the success of crowdfunding at Bank Mandiri 
Medan Balaikota arises from the limited focus on specific factors influencing campaign 
outcomes in the banking context, particularly in emerging markets. While existing 
studies highlight general success factors such as campaign quality, social media 
engagement, and supporter trust, few explore the nuances of these factors within large 
financial institutions like Bank Mandiri (Prędkiewicz & Kalinowska-Beszczyńska, 
2021). The literature also calls for more contextual research to understand regional 
influences on crowdfunding performance (Amoozad Mahdiraji et al., 2023). Although 
some studies address the technical aspects of crowdfunding platforms , few examine 
the role of institutional trust and professional banking support in crowdfunding 
success (Venslavienė et al., 2021). Research integrating these elements within 
Indonesia's banking sector, particularly at the local branch level, would fill a 
significant gap in the literature and provide practical insights to enhance 
crowdfunding initiatives in financial institutions. 
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This research aims to analyze the key factors that determine the success of 
crowdfunding campaigns at Bank Mandiri Medan Balaikota, focusing on campaign 
quality, social media interaction, and backer trust. It also seeks to understand how 
these three factors are interrelated to provide strategic guidance for enhancing the 
effectiveness of crowdfunding in the banking sector. Furthermore, the study explores 
specific challenges faced by the bank in implementing crowdfunding as an alternative 
financing model, with particular attention to the regional and institutional factors that 
influence it. 

 The following theoretical framework was created using developed hypotheses 
and prior literature: 
 

 

 

 

 

 

 

 
Figure 1. Frame Work 

 
METHODOLOGY 

This study will use a quantitative research design to analyze the key success 
factors of crowdfunding campaigns at Bank Mandiri Medan Balaikota. A random 
sampling technique will be employed, with a sample size of 60 bank customers who 
have interacted with or shown interest in crowdfunding initiatives. Data will be 
collected through structured surveys, and Smart PLS (Partial Least Squares Structural 
Equation Modeling) will be used as the analytical tool to assess the relationships 
between variables such as campaign quality, social media engagement, and backer 
trust. 

 
RESULTS AND DISCUSSION 
 

The following is a table discussing direct effects. 
 

Tabel 1. Path Analysis (Direct Effects) 
 

Path Original Sample P-Value Decision 
CQ -> BT 0.45 0.012 Significant 

SME -> BT 0.30 0.045 Significant 
CQ -> CS 0.55 0.001 Significant 

SME -> CS 0.35 0.030 Significant 
BT -> CS 0.40 0.020 Significant 

 

Social Media 
Engagement 

Campaign   
Quality 

Backer Trust Purchase     
Decisions 
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Crowdfunding has become an increasingly popular alternative financing 
model, particularly in the context of raising funds for creative projects or 
entrepreneurial ventures. Research shows that the success of crowdfunding 
campaigns is influenced by a variety of factors, with campaign quality (CQ) playing a 
critical role in determining whether a project reaches its funding goals. According to 
(Koch & Siering, 2019), campaigns that are well-presented, with clear, concise 
messaging and engaging visuals, tend to attract more backers and achieve higher 
funding success rates. This suggests that the quality of the campaign content directly 
impacts backer engagement and ultimately campaign outcomes. 

In addition to campaign quality, social media engagement (SME) has been 
found to be a significant driver of crowdfunding success. Social media platforms 
provide a space for campaigns to reach a broader audience, generating awareness and 
encouraging participation (Pinkow, 2022). Studies by (Matera, 2016), emphasize the 
power of social media in building a community around a campaign, with higher 
engagement correlating with increased backer trust and financial support. Social 
media allows for real-time interaction, which not only boosts visibility but also enables 
the creation of a sense of urgency and excitement around the project, further 
motivating potential backers. 

Another crucial variable in crowdfunding success is backer trust (BT). Trust 
influences whether backers feel confident enough to invest in a campaign, especially 
when it comes to projects that are at an early stage or lack a proven track record (Borin 
& Fantini, 2023). Backer trust is built through transparency, clear communication, and 
a demonstrated commitment to delivering on promises. According to a study by 
(Usman et al., 2020), campaigns that provide regular updates and maintain open 
channels of communication are more likely to receive ongoing support from backers. 
This trust factor is often considered the foundation of successful crowdfunding, as it 
mitigates the perceived risks of financial contribution. 

The relationship between campaign quality, social media engagement, and 
crowdfunding success can be further understood through path analysis. Studies like 
those by (Nitani et al., 2019) have used path analysis to demonstrate how variables 
such as campaign quality and social media engagement directly influence backer trust, 
which, in turn, drives crowdfunding success. These findings highlight the 
interdependent nature of these factors, suggesting that improving one area such as 
enhancing campaign quality or increasing social media engagement can have a 
positive cascading effect on other factors, ultimately leading to greater crowdfunding 
success. Understanding the direct and indirect pathways through which these 
variables interact is essential for optimizing crowdfunding strategies (Giakoumelou et 
al., 2023). 

Finally, the impact of backer trust on crowdfunding success cannot be 
overstated. As highlighted by (Gunduz, 2024)the level of trust a backer has in the 
campaign initiator and the platform can determine the likelihood of achieving the 
funding goal. Trust is especially important in markets where crowdfunding is still 
emerging, such as Indonesia, where Bank Mandiri operates. In such contexts, building 
trust through local engagement and personalized communication can significantly 
improve the performance of crowdfunding campaigns. A comprehensive strategy that 
integrates high-quality campaigns, effective social media engagement, and trust-
building practices is essential for maximizing crowdfunding success in the banking 
sector. 
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The following is a table discussing indirect effects. 
 

Tabel 2. Path Analysis (Indirect Effects) 
 

Path Original Sample P-Value Decision 
CQ -> BT -> CS 0.32 0.022 Significant 

SME -> BT -> CS 0.28 0.037 Significant 
 

The indirect effects of campaign quality (CQ) on crowdfunding success (CS) 
through backer trust (BT) highlight the importance of trust as a mediating factor in the 
crowdfunding process. As (Alshebami, 2022) explains, high-quality campaigns that 
clearly communicate their goals, present compelling narratives, and offer transparent 
rewards tend to build stronger relationships with backers. This trust is crucial, as it 
fosters a sense of security and belief in the project's potential, which indirectly boosts 
the likelihood of achieving the crowdfunding target. These findings align with (Haniff 
et al., 2019), who suggest that a well-crafted campaign can enhance trust, leading to a 
higher probability of success. 

Similarly, social media engagement (SME) indirectly influences crowdfunding 
success through backer trust. According to (Lazzaro & Noonan, 2021), campaigns that 
actively engage with their audience on social media platforms not only increase 
visibility but also cultivate a sense of community and involvement, which strengthens 
trust. This trust then leads to greater financial backing, as seen in the work of 
(Cumming & Schwienbacher, 2020), which shows that backers who are emotionally 
connected to a project via social media are more likely to contribute. Both campaign 
quality and social media engagement contribute indirectly to crowdfunding success 
by enhancing the level of trust among backers. 

 
CONCLUSION 

In conclusion, this study highlights the critical role of campaign quality, social 
media engagement, and backer trust in determining the success of crowdfunding 
campaigns at Bank Mandiri Medan Balaikota. The findings demonstrate that high-
quality campaigns that effectively engage audiences on social media can build trust, 
which in turn increases the likelihood of achieving crowdfunding success. By 
understanding the direct and indirect relationships between these factors, Bank 
Mandiri can enhance its crowdfunding strategies and strengthen its position in the 
alternative financing market. 

Reference : 
 
Alshebami, A. S. (2022). Crowdfunding Platforms as a Substitute Financing Source for Young 

Saudi Entrepreneurs: Empirical Evidence. SAGE Open, 12(3). 
https://doi.org/10.1177/21582440221126511 

Amoozad Mahdiraji, H., Razavi Hajiagha, S. H., Jafari-Sadeghi, V., Busso, D., & Devalle, A. 
(2023). Towards financing the entrepreneurial SMEs: exploring the innovation drivers of 
successful crowdfunding via a multi-layer decision-making approach. European Journal of 
Innovation Management, 1–38. https://doi.org/10.1108/EJIM-12-2021-0618 

Arroyo, P., Gómez-Suárez, J., Suárez, J. I., & Lozano, J. (2021). Low-cost air quality 



Crowdfunding as an Alternative Financing Model: A Comparative.... 

  YUME : Journal of Management, 7(2), 2024| 1610 

measurement system based on electrochemical and PM sensors with cloud connection. 
Sensors, 21(18). https://doi.org/10.3390/s21186228 

Aydin, G. (2020). Social media engagement and organic post effectiveness: A roadmap for 
increasing the effectiveness of social media use in hospitality industry. Journal of 
Hospitality Marketing and Management, 29(1), 1–21. 
https://doi.org/10.1080/19368623.2019.1588824 

Backer, L. C. (2024). Trust platforms: The digitalization of corporate governance and the 
transformation of trust in polycentric space. Regulation and Governance, July. 
https://doi.org/10.1111/rego.12614 

Barnes, S. S., Kaul, V., & Kudchadkar, S. R. (2019). Social Media Engagement and the Critical 
Care Medicine Community. Journal of Intensive Care Medicine, 34(3), 175–182. 
https://doi.org/10.1177/0885066618769599 

Borin, E., & Fantini, G. (2023). Participatory Governance as a Success Factor in Equity 
Crowdfunding Campaigns for Cultural Heritage. Journal of Risk and Financial Management, 
16(3). https://doi.org/10.3390/jrfm16030172 

Cao, D., Meadows, M., Wong, D., & Xia, S. (2021). Understanding consumers’ social media 
engagement behaviour: An examination of the moderation effect of social media context. 
Journal of Business Research, 122, 835–846. https://doi.org/10.1016/j.jbusres.2020.06.025 

Caputo, A., Schiocchet, E., & Troise, C. (2022). Sustainable business models as successful 
drivers in equity crowdfunding. Business Strategy and the Environment, 31(7), 3509–3522. 
https://doi.org/10.1002/bse.3102 

Chakraborty, S., & Swinney, R. (2021). Signaling to the crowd: Private quality information and 
rewards-based crowdfunding. Manufacturing and Service Operations Management, 23(1), 
155–169. https://doi.org/10.1287/MSOM.2019.0833 

Cornelius, P. B., & Gokpinar, B. (2020). The role of customer investor involvement in 
crowdfunding success. Management Science, 66(1), 452–472. 
https://doi.org/10.1287/mnsc.2018.3211 

Cumming, D. J., & Schwienbacher, A. (2020). Crowdfunding Models: Keep-It-All vs. All-Or-
Nothing *. 1–46. 

Eiteneyer, N., Bendig, D., & Brettel, M. (2019). Social capital and the digital crowd: Involving 
backers to promote new product innovativeness. Research Policy, 48(8), 1–15. 
https://doi.org/10.1016/j.respol.2019.01.017 

Giakoumelou, A., Raimo, N., Petruzzella, F., & Vitolla, F. (2023). Are vegans generous? 
An exploration of the success factors of vegan crowdfunding projects. British Food Journal, 
125(7), 2704–2720. https://doi.org/10.1108/BFJ-08-2022-0685 

Gunduz, H. (2024). Comparative analysis of BERT and FastText representations on 
crowdfunding campaign success prediction. PeerJ Computer Science, 10. 
https://doi.org/10.7717/PEERJ-CS.2316 

Haniff, W. A. A. W., Halim, A. H. A., & Ismail, R. (2019). The regulation of equity 
crowdfunding in United Kingdom and Malaysia: A comparative study. Academic Journal 
of Interdisciplinary Studies, 8(3), 45–56. https://doi.org/10.36941/ajis-2019-0004 

Kalkowska, D. A., Pallansch, M. A., Cochi, S. L., & Thompson, K. M. (2021). Modeling 
Poliovirus Surveillance and Immunization Campaign Quality Monitoring Costs for 
Pakistan and Afghanistan for 2019-2023. Open Forum Infectious Diseases, 8(7), 1–9. 
https://doi.org/10.1093/ofid/ofab264 

Kang, J., Wang, J., Heal, M. R., Goulding, K., de Vries, W., Zhao, Y., Feng, S., Zhang, X., Gu, B., 
Niu, X., Zhang, H., Liu, X., Cui, Z., Zhang, F., & Xu, W. (2023). Ammonia mitigation 
campaign with smallholder farmers improves air quality while ensuring high cereal 
production. Nature Food, 4(9), 751–761. https://doi.org/10.1038/s43016-023-00833-7 

Kepler, F., Trénous, J., Treviso, M., Vera, M., & Martins, A. F. T. (2019). OpenKiwi: An open 
source framework for quality estimation. ACL 2019 - 57th Annual Meeting of the Association 
for Computational Linguistics, Proceedings of System Demonstrations, 117–122. 



Crowdfunding as an Alternative Financing Model: A Comparative.... 
 

  YUME : Journal of Management, 7(2), 2024| 1611 

https://doi.org/10.18653/v1/p19-3020 
Kim, M. J., Bonn, M., & Lee, C. K. (2020). The effects of motivation, deterrents, trust, and risk 

on tourism crowdfunding behavior. Asia Pacific Journal of Tourism Research, 25(3), 244–260. 
https://doi.org/10.1080/10941665.2019.1687533 

Koch, J.-A., & Siering, M. (2019). The recipe of successful crowdfunding campaigns. In 
Electronic Markets (Vol. 29, Issue 4). https://doi.org/10.1007/s12525-019-00357-8 

Lazzaro, E., & Noonan, D. (2021). A comparative analysis of US and EU regulatory frameworks 
of crowdfunding for the cultural and creative industries. International Journal of Cultural 
Policy, 27(5), 590–606. https://doi.org/10.1080/10286632.2020.1776270 

Matera, R. (2016). L odz E conomics W orking P apers OF ECONOMIC DEVELOPMENT Joanna 
Dzionek- Kozłowska. August. 

Moran, G., Muzellec, L., & Johnson, D. (2020). Message content features and social media 
engagement: evidence from the media industry. Journal of Product and Brand Management, 
29(5), 533–545. https://doi.org/10.1108/JPBM-09-2018-2014 

Nitani, M., Riding, A., & He, B. (2019). On equity crowdfunding: investor rationality and 
success factors. Venture Capital, 21(2–3), 243–272. 
https://doi.org/10.1080/13691066.2018.1468542 

Peprah, P. B., & Shneor, R. (2022). A trust-based crowdfunding campaign marketing 
framework: theoretical underpinnings and big-data analytics practice. International 
Journal of Big Data Management, 2(1), 1. https://doi.org/10.1504/ijbdm.2022.119453 

Pinkow, F. (2022). The impact of common success factors on overfunding in reward-based 
crowdfunding: An explorative study and avenues for future research. In Journal of 
Entrepreneurship, Management and Innovation (Vol. 18, Issue 1). 
https://doi.org/10.7341/20221815 

Piroschka Otte, P., & Maehle, N. (2022). The combined effect of success factors in 
crowdfunding of cleantech projects. Journal of Cleaner Production, 366. 
https://doi.org/10.1016/j.jclepro.2022.132921 

Prędkiewicz, K., & Kalinowska-Beszczyńska, O. (2021). Financing eco-projects: analysis of 
factors influencing the success of crowdfunding campaigns. International Journal of 
Entrepreneurial Behaviour and Research, 27(2), 547–566. https://doi.org/10.1108/IJEBR-05-
2020-0339 

Ralcheva, A., & Roosenboom, P. (2020). Forecasting success in equity crowdfunding. Small 
Business Economics, 55(1), 39–56. https://doi.org/10.1007/s11187-019-00144-x 

Shneor, R., & Vik, A. A. (2020). Crowdfunding success: a systematic literature review 2010–
2017. Baltic Journal of Management, 15(2), 149–182. https://doi.org/10.1108/BJM-04-2019-
0148 

Song, Y., Berger, R., Yosipof, A., & Barnes, B. R. (2019). Mining and investigating the factors 
influencing crowdfunding success. Technological Forecasting and Social Change, 148. 
https://doi.org/10.1016/j.techfore.2019.119723 

St John, J., St John, K., & Han, B. (2021). Entrepreneurial crowdfunding backer motivations: a 
latent Dirichlet allocation approach. European Journal of Innovation Management, 25(6), 223–
241. https://doi.org/10.1108/EJIM-05-2021-0248 

Tuli, N., Kumar, H., Srivastava, R., & Gupta, P. (2024). Demystifying the Engagement Process: 
A BoP Perspective Toward Social Media Engagement. Journal of International Consumer 
Marketing, 36(1), 1–20. https://doi.org/10.1080/08961530.2023.2169216 

Usman, S. M., Bukhari, F. A. S., You, H., Badulescu, D., & Gavrilut, D. (2020). The Effect and 
Impact of Signals on Investing Decisions in Reward-Based Crowdfunding: A 
Comparative Study of China and the United Kingdom. Journal of Risk and Financial 
Management, 13(12), 1–20. https://doi.org/10.3390/jrfm13120325 

Venslavienė, S., Stankevičienė, J., & Vaiciukevičiūtė, A. (2021). Assessment of successful 
drivers of crowdfunding projects based on visual analogue scale matrix for criteria 
weighting method. Mathematics, 9(14). https://doi.org/10.3390/math9141590 



Crowdfunding as an Alternative Financing Model: A Comparative.... 

  YUME : Journal of Management, 7(2), 2024| 1612 

Wessel, M., Gleasure, R., & Kauffman, R. J. (2021). Sustainability of Rewards-Based 
Crowdfunding: A Quasi-Experimental Analysis of Funding Targets and Backer 
Satisfaction. Journal of Management Information Systems, 38(3), 612–646. 
https://doi.org/10.1080/07421222.2021.1987622 

Wies, S., Bleier, A., & Edeling, A. (2023). Finding Goldilocks Influencers: How Follower Count 
Drives Social Media Engagement. Journal of Marketing, 87(3), 383–405. 
https://doi.org/10.1177/00222429221125131 

 
 
 
 
 
 
 
 


	INTRODUCTION

