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ABSTRACT 

 

Crowdfunding has become a popular and achievable means of funding projects worldwide. The 

purpose of this study is to determine which personal and social traits can increase students’ 

intention to participate in crowdfunding. This study examines innovativeness, attitudes toward 

helping others, interpersonal connectivity and self-identity as determinants of students’ 

intention to participate in crowdfunding. Social identification with crowdfunding community 

is proposed as a mediator in the model. The results show that both social identification with 

the crowdfunding community and self-identity have a positive effect on intention to participate. 

In addition, innovativeness, attitudes toward helping others and interpersonal connectivity 

indirectly affect intention to participate in crowdfunding through social identification with the 

crowdfunding community. This study analyzes a general audience of potential Crowdfunder; 

therefore, the results identify just the indications for potential students’ intentions to participate 

in crowdfunding activities. Companies or fund-seekers currently using or expecting to use 

crowdfunding have to develop strategies focused on promoting social identification with the 

crowdfunding community. More effort should be devoted for developing consumers’ social 

relationships and ties within the crowdfunding community. This study contributes to the 

literature by clarifying the characteristics that potential Crowdfunder should have to be more 

prone to participate in these types of projects. 

 
KEYWORDS - Innovativeness, Social identification, Crowdfunding, Attitudes toward 

helping others, Self-identity. 
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CHAPTER 1 

INTRODUCTION 

 

1.1 Background of The Study 

 

In an era where the internet rules, crowdfunding represents a new trend for 

small and  micro  businesses  and individual  entrepreneurs to find financial 

resources Zhao et al. (2017). Crowdfunding was described by Mollick (2014) as the 

efforts made by entrepreneurial individuals and groups - cultural, social, and for- 

profit  - to  raise  money for  their endeavors  by  requesting  small  donations  from 

a sizable number of_ people online  without the use of_ conventional  financial 

intermediaries. 

 

 
Figure 1: Total Transaction Value in Crowdfunding 

 

Over the following few years, the value of_ crowdfunding transactions will 

likely increase globally. Figure 1 shows the total transaction value in the 

crowdfunding  segment  from  2017-2023.  According  to  data  acquired  by 
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Learnbonds.com, the global transaction value will grow 12% each year between 

2020 and 2023. At this rate, the value of_ all crowdfunding transactions will 

reach $11.98 billion in 2023, compared to $8.54 billion this year. Additionally, 

according  to  the  data,  the  value  of_ global  crowdfunding  transactions  will  reach 

$9.96 billion in 2021, up about 14% from projections for 2020. The deal will 

reach its peak in 2022 at $11.11 billion. The upward trend in transaction value 

continues the industry's recent performance over the previous three years. The 

valuation  was  $3.98  billion  in  2017,  increasing  by  25%  the  following  year  to 

$5.32 billion. The total in the prior year was $6.92 billion. The information 

concentrates on reward-based crowdfunding and pre-funding musical products on 

websites like Kickstarter and Indiegogo. 

Massolution (2015) claims  that  the  crowdfunding  industry grew considerably, 

doubling from  $16.2  billion  in  2014 to  over   $34.4  billion  in 2015. 

Crowdfunding's significance has   also  grown over the past  several  years in 

Spain. In  2016,  crowdfunding initiatives  raised e113  million,  an increase  of_ 

116% from the previous year (crowdfunding, 2016). Since more than 35 million 

were collected in the first month of_ 2017 (Referente, 2017) additional growth is 

anticipated this year. However, a lot of crowdfunding initiatives need to reach 

their  funding  goals  Massolution (2015)  found  that  just  36%  of_ all  backed 

projects on Kickstarter succeeded in raising money in 2015, compared to 10% 

on the Indiegogo platform. These numbers show that people need more funding 

to  donate  to  crowdfunding  campaigns.  As  a  result,  organizations  and 

entrepreneurs considering using crowdfunding as a method of_ project fundraising 

must understand which variables can improve customers' intention to join. 

Universities in Malaysia do not actively participate in crowdfunding. Only Universiti 
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Teknologi Malaysia (UTM) has created its crowdfunding site. However, university students in 

Malaysia have been actively utilizing external platforms to raise money for their projects, 

including MyStartr, PitchIN, Skolafund, KrowdCap, JomDonate, and GoFundMe. American 

and British institutions are fast adopting crowdfunding to obtain cash, too. Several colleges in 

these nations have started their platforms and actively utilize outside crowdfunding sites 

(Alma’amun et al., 2021) 

Crowdfunding may be becoming increasingly popular, but scholars still need to learn more 

about it (Colombo et al., 2015). Less than 50% of crowdfunding initiatives on most platforms 

are successful (Massolution, 2015). Therefore, project managers interested in adopting 

crowdfunding must involve more people in their initiatives to ensure success. The success of 

these projects may depend on understanding how customers behave as capital providers 

because everyone might be a potential crowd funders. (Rodriguez-Ricardo et al., 2018). 

However, the current research shows the topic's exploratory nature and offers perspectives on 

crowdfunding in general without going into specifics regarding potential crowd funders (Macht 

& Weatherston, 2015). Therefore, a consumer behavior perspective would help the 

crowdfunding literature broaden its scope. Considering this, we look at a few variables that can 

impact consumers' decisions to engage in crowdfunding activities(Rodriguez-Ricardo et al., 

2018). To contribute to this regard, we develop a theoretical framework based on the social 

identity theory (SIT) (Worley, 2021) to explain students' intention to participate in 

crowdfunding. Social and personal characteristics predict participation in these ventures. We 

list attitudes toward helping others and participant interconnection as social involvement 

factors. Through social affiliation with the crowdfunding community, these connections will 

be managed. Additionally, an individual's level of inventiveness is a personal characteristic that 

directly affects their intention to participate in crowdfunding projects. 

This study adds to both theory and application. According to theory, several factors could 
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account for students' desire to use crowdfunding as a common form of consumption. Previous 

crowdfunding research has examined the factors that influence participation from the general 

participants' perspective but limited research on student participation. The number of 

participants in crowdfunding is increasing, especially among students. Because of this, it is 

critical to understand what elements, both for existing and potential participants, can affect 

involvement in crowdfunding projects from students perspective. Our findings will better 

understand the intents and actions of potential students in this newly emerging situation. 

From a managerial perspective, this information might aid business owners, organizations, 

and other interested parties in using crowdfunding to raise funds because they may discover 

which categories of customers are most likely to take part. After the article, we also suggest 

how crowdfunding should be advertised to a broad consumer base. 
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1.2 Problem Statement 

 

Malaysian crowdfunding is still in its early phases of development. The public's awareness 

of and desire to participate in donation-based crowdfunding is low, according to the Rozita 

Othman (2021). Lehner (2013) asserts that donation-based crowdfunding has long been a well- 

established technique for funding non-profit concepts and projects, regardless of the goals of 

donations. One of the most well-liked third-party platforms among Malaysian tertiary students 

is Skolafund (Sabarudin et al., 2021). People's propensity to participate in donation-based 

crowdfunding is influenced by how they use technology. Hence, if people find the technology 

easy to use, they will use it more frequently, indirectly leading to great crowdfunding. Although 

crowdfunding has many advantages for businesses and communities in Malaysia, it faces 

several challenges that could lead to its failure. Trust, conflicts of interest, fraud, and a lack of 

adequate regulation are essential issues and difficulties relating to community-based 

crowdfunding in Malaysia. 

The ability to put trust in another person or organization's honesty, dependability, and 

fairness is a fundamental human quality. Belief drives the social and economic environment of 

civilization. In social contacts, trust is crucial, particularly in the beginning or to preserve 

relationships based on reputation. Funders must have faith in fundraisers. Through reward - 

based crowdfunding, the relationship between the project owner (fundraiser) and the funder 

will strengthen, leading to more sponsorship, emotional bonds, and social identity. 

Another crucial circumstance where the element of trust can be evident is a conflict of 

interest. When leveraging sensitive knowledge to boost earnings, there may be a conflict of 

interest involving both the owner and the specific financier. This scenario must be avoided at 

all costs, and regulations governing internet crowdfunding should be strictly enforced 

(Ridzwan & Bakri, 2020)—trust and conflicts of interest cause accountability issues. 

Fundraisers' responsibility is linked to Functional Expenditure Reporting (FER) as a 
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transparency tool, particularly for Non-Profit Organizations (NPOs). NPO disclosure 

procedures can be improved by releasing high-quality data. The lack of accountability best 

practices exposes NPOs to more risk exposures, including the danger of fraud. In addition, the 

lack of quality public accountability mechanisms results in the disruption of private 

mechanisms that are potentially more effective in building trust (Abu Bakar et al., 2019). 

However, several problems with crowdfunding must be fixed right away. Fraud is one of 

the things on the list. There is a substantial chance that fundraisers may exploit crowdfunding 

platforms for financial fraud. Since crowdfunding differs from venture finance, the donor group 

has neither personal connections with the business concept nor knowledge of ideas outside of 

those presented on the crowdfunding platform. According to Lau and Chew (2016), fraud is 

the worst problem that crowdfunding has ever had to deal with. They discovered that most 

respondents needed more confidence in crowdfunding because they needed clarification about 

the agent receiving the cash' dependability. In many jurisdictions, including Malaysia, laws and 

regulations for community-based crowdfunding, especially donation-based crowdfunding, still 

need to be clarified (Abdullah, 2016). 

Because of this, prior research has yet to look at participating in crowdfunding projects as 

a general consumer activity to elucidate the intention to engage a broad audience. Prior research 

has only examined those participating in crowdfunding campaigns when analysing this topic. 

To be crowdfunding, however, is possible for anyone, regardless of their prior involvement. 

As a result, we can determine what factors influence involvement among existing and potential 

participants by looking at crowdfunding as a consuming activity. (Pitschner & Pitschner-Finn, 

2014) propose that the crowdfunding field should consider more sociological and 

psychological aspects in this regard. Following this suggestion and drawing on Worley (2021), 

we create a model in which social and personal traits are considered predictors of involvement 

in crowdfunding projects. 
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1.3 Research Questions 

 

In this research, there are four research questions to be answered to fulfill all objectives that 

have been set up. These research questions will determine the result and outcome after 

conducting the study. The study attempts to address the following questions: 

1. What is the relationship between interpersonal connectivity and intention in engage in 

crowdfunding activities? 

2. What is relationship between innovativeness and intention in engage in crowdfunding 

activities? 

3. What is relationship between attitudes toward helping others and intention in engage in 

crowdfunding activities? 

4. What is relationship between self-identities and intention in engage in crowdfunding 

activities? 
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1.4 Research Objectives 

 

This research aims to investigate the factors that influence a student in crowdfunding. Due to 

that, this study has identified the objectives of the relationship between four variables and 

factors that encourage the student to participate in crowdfunding. The following are the 

objectives of the study on this topic: 

1. Examine the relationship between interpersonal connectivity and intention in engage 

in crowdfunding activities? 

2. Analyze the relationship between innovativeness and intention in engage in crowdfunding 

activities? 

3. Examine the relationship between attitudes toward helping others and intention in engage 

in crowdfunding activities? 

4. Analyze the relationship between self-identities and intention in engage in crowdfunding 

activities? 
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1.5 Scope Of the Study 

 

This study uses interpersonal connectivity, attitudes toward helping others, and 

innovativeness as independent variables. This research investigates the factors 

influencing a student in crowdfunding among undergraduate students among all 

IPTA student throughout Malaysia. It is because the researchers, who are IPTA 

students, have easy access to the area and potential respondents. The researchers 

selected students because, besides providing financial help, crowdfunding for 

education motivates students to realize their ideas. A win-win situation for 

students is learning how to launch their future businesses or careers while 

funding their goals. 

The scope of_ this study is limited to a sample size of_ 150 respondents 

aged between 18 and 25 years old and is focused on all IPTA students 

throughout Malaysia. This research will last for a maximum of 2 months. It 

will end when 150 respondents are asked to complete a short online 

questionnaire to evaluate each independent variable against dependent variables. 

The questionnaire tools used to collect data for the study will be based on a 

five-point Likert scale. In addition, the researcher used demographic analysis to 

collect data from the respondents to study the factors that influence a student 

in crowdfunding. 
FK
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1.6 Significance Of Study 

 

 

Crowdfunding is critical in someone's life. Using an online platform to propose a concept 

or business can be a practical approach to gaining media attention and acquiring money quickly 

and without any upfront costs. Based on the study, the researcher emphasizes and focuses on 

all IPTA students throughout Malaysia. According to Macht and Weatherston (2014), 

exploring consumer behavior as capital providers may be essential for the success of these 

projects because everyone might be a potential crowdfunding. This will help the student to 

realize using online platforms wisely by participating in crowdfunding that brought advantages 

to them. 

 

According to Zhao et al. (2017) different interactions frequently occur in crowdfunding 

communities. People provide feelings, support, encouragement, ideas, cash, and goods. The 

researcher is confident that this study will benefit UMK students because these interactions in 

crowdfunding communities can create social capital, which may increase the intention to 

participate and contribute to the project's success. These interactions can lead to identification 

as well as social capital creation. Based on Shneor and Vik (2020) crowdfunding is a significant 

financial innovation that expands the possibilities for project and entrepreneurial fundraising, 

particularly for creative start-ups without conventional financial intermediaries. This study will 

help all IPTA students to convey the importance of creating long-term objectives and achieving 

their potential more effectively. 
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1.7 Definition Of Term 

 

1.7.1 Influence 

 

Regardless of a person's position in the workplace hierarchy, influencing is one of the soft 

critical skills they all need (Reddy, 2020). Influence is the capacity of a person to change and 

mold the perspectives of others. Therefore, influencing work is the process of altering 

employees' behavior. A team leader, for instance, has the power to influence his team members 

through his behaviors, policies, and communication. 

1.7.2 Crowdfunding 

According to Bouncken et al. (2015), crowdfunding offers an alternate fundraising method 

compared to conventional borrowing. Crowdfunding is, in theory, accessible to everyone, 

including private individuals and business entities. The crowd makes modest financial 

contributions to ideas, projects, and items. These initiatives, goods, or concepts are the property 

of businesspeople or private individuals raising funds to see their projects through to 

completion. Fundraisers look for investors directly or through intermediaries, mainly digital 

platforms. 

1.7.3 Interpersonal connectivity 

 

Achieving and maintaining interpersonal connectivity is crucial, especially for leaders who 

work in increasingly scattered, flexible, and transient work environments (Hafermalz & 

Riemer, 2020). Interpersonal connectivity is directed genetically towards the shared situation 

and empathetically towards the other person. Thus, a conceptual model of interpersonal 

connectedness at work is developed, which contends that distributed workers must expertly 

balance the opposites of freedom and proximity to or distance from one another to accomplish 

interpersonal connectivity. 
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1.7.4 Attitudes towards helping others. 

 

People often anticipate and consider helping others to be a voluntary effort. One way to 

describe this behavior is as helpful behavior without the expectation of reward. Helping others 

would create a favorable environment, especially if ingrained early on in an entrepreneur's path 

(Nooh, 2022). Having a helpful attitude is willing to help and caring about other people. It 

speaks of voluntariness. In other words, charitable deeds may take the place of financial 

contributions. 

1.7.5 Innovativeness 

The ability and creativity to develop something new, especially from a business that has never 

been known for innovativeness. According to Tyson (2019), every part of an organization can 

benefits from being actively aware of innovation potential. Everything is being marketed, from 

the good or service offered to the operational procedures underpinning it. Therefore, 

innovativeness in business development may result in opportunities that widen the pipeline, or 

innovation used in a service supplied to customers may result in opportunities for co-creation. 

1.7.6 Self-identity 

 

A person's self-conception, self-referent cognitions, or self-definition are part of their self- 

identity and result from their structural role positions or a specific behaviour they consistently 

exhibit. The "labels people use to describe themselves" are reflected in self -identities. One's 

self-identities, for instance, might include things like the fact that she is a blood donor, social 

worker, mother, wife, and daughter. Self-identities give significance to the self by 

distinguishing roles or actions from counter roles or opposing behaviours and referring to 

specific role specifications or behaviours. "The role of mother takes on meaning in connection 

with the role of father, the role of doctor in connection with the role of nurse, and so on."(Terry 

& Smith) 
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1.8 Organization Of the Proposal 

 

This study focuses on the factors influencing a student in crowdfunding among all IPTA 

throughout Malaysia. The research question examined interpersonal connectivity, attitudes 

toward helping others, and innovativeness as determinants of consumers’ intention to 

participate in crowdfunding. 

Chapter 1 presents an overview of the background of the study, problem statement, research 

question, research objectives, the scope of the study, the significance of the study, the definition 

of the term, and the organization of the proposal. 

Chapter 2 discusses the literature review on introduction, underpinning theory, previous 

studies, hypotheses statement, conceptual framework, and summary or conclusion. 

Chapter 3 analyses the research methods in the introduction, research design, data 

collection methods, study population, sample size, sampling techniques, research instrument 

development, measurement of the variables, the procedure for data analysis, and summary. 

FK
P



23  

CHAPTER 2 

LITERATURE REVIEW 

 

2.1 Introduction 

This chapter will discuss the pertinent analysis of research studies on the elements 

motivating students to participate in crowdfunding initiatives. The dependent variable and 

independent variable will also be defined in this chapter. This section provides a more 

profound knowledge of how the study design has developed, including the dependent 

variable—the intention to engage in crowdfunding activities—and the independent 

variables (interpersonal connectivity, attitudes towards helping others, and innovativeness). 

Typically, one of the following ideas is used to explain the findings of this study: Theory 

of Social Identity (SIT). The structure and goals of this study were judged to be compatible 

with some parts of prior research. Together with the conceptual framework and 

characteristics, we also cover the formation of hypotheses in-depth in this chapter. Finally, 

a summary brings this chapter to a close. 

2.2 Underpinning Theory 

 

2.2.1 Social Identify Theory 

The British social psychologist Henri Tajfel and his colleagues conducted 

experiments in the early 1970s, usually minimal-group investigations, that 

served as the foundation for social identity theory. The participants were 

divided into groups intended to be completely random and meaningless. 

However, when asked to provide points to other research participants, they 

consistently gave in-group members more points than out-group individuals. 

Figure 1 depicts the relationship between the factors. 
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The minimal-group investigations demonstrated that simply classifying 

people can be enough to cause them to view themselves and other people 

as group members rather than as distinct individuals. The result went against 

the consensus at the time, which held that an objective conflict of_ interest 

primarily influences the genesis of intergroup conflict. 

Consequently, the idea behind social identity theory is that belonging to 

a group can enable individuals to give social interactions meaning. People 

can better understand who they are and how they relate to others by 

participating in groups. As it was intended to link mental processes and 

behavioral motivation, social identity theory was established as an integrative 

theory. Its initial emphasis was mainly on intergroup conflict and intergroup 

relations in general. The idea was initially known as the social identity 

hypothesis of_ intergroup relations because of_ this. 

SIT is a social psychological theory of intergroup relationship processes (Worley, 

2021). SIT examines the elements of the socially constructed self (also known as social 

identity) (Fowler & Kam, 2007). According to Belleflamme et al. (2014), participation in 

crowdfunding groups entails social behavior. Because of this, SIT may help examine this 

issue. 

Groups and their members are strongly driven to adopt behavioral methods for 

obtaining or maintaining in-group/out-group comparisons that favor the in-group because 

social identities have significant self-evaluative consequences. Moreover, social identity 

might engender a motivation to advance the welfare of groups (Fowler & Kam, 2007). 

Social identity can be seen as an essential aspect of understanding involvement in 
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crowdfunding projects because participation should boost the welfare of a crowdfunding 

community. 

Simply put, SIT contends that people are more likely to collaborate in a group if they 

experience a sense of belonging, which implies that they identify with it (Worley, 2021). 

This hypothesis was put forth to investigate how social circumstances and personality 

traits influence behavior in individuals (Worley, 2021). Moreover, Muller et al. (2014) used 

some SIT approaches to assess shared characteristics that may affect cooperation in a 

crowdfunding effort. As a result, social identification with the crowdfunding community 

ought to be seen as a social motivator that significantly impacts consumers' intention to 

participate. 

 

 

 
Figure 2: Theory of Social Identity 

 

Social Categorization: Categorization is the initial step. To comprehend and 

recognize items, we categorize them. We categorize people—including 

ourselves—in a manner quite like this to understand the social context. 

Because they are helpful, we utilize social categories like black, white, 

Australian, Christian, Muslim, student, and bus driver. As we saw with the 

bus driver’s example, if_ we can categorize people, that informs us something 

about those people. Without these categories, we couldn't operate normally, 

that is, in the context of_ the bus. Similarly, we learn something about 

ourselves by understanding the categories to which we belong. We define 

proper  behavior  in  terms  of_ the  standards  of_ the  groups  we  are  a  part  of, 
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but you can only do this if_ you know who a member of_ your group is. 

A person may be a member of_ numerous groups. 

Social Identification: In the second step, social identification, we take on the 

identity of_ the group to which we have assigned ourselves. The likelihood 

is that, for instance, if_ you identify as a student, you will start acting like 

one and embrace the characteristics you associate with students (and conform 

to the group's norms). Your affiliation with a group will be emotionally 

significant, and your self-esteem will become entwined with group 

participation. 

Social Comparison: Lastly, there is social comparison. We often compare one 

group to other groups after classifying ourselves as group members and 

identifying with that group. Our group must reach out well to other groups 

if_ we are to sustain our self-esteem. This is crucial to comprehending bias 

because once two groups decide they are rivals, they are compelled to 

compete so that the participants can continue to feel good about themselves. 

Hence, conflict and hostility between communities are caused by rival 

identities and competition for resources like work (as in Sherif's Robbers 

Cave). 

Thus, Social Identity Theory can be taken into consideration and measured on what 

factor that inspired students to join in crowdfunding. As a result, this theory is appropriate 

for assisting this study in determining factors that influenced students to participate in 

crowdfunding. 
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2.3 Previous Study 

 

Past crowdfunding research has examined the factors influencing involvement from the 

participant's perspective. Nonetheless, the number of participants in crowdfunding is 

increasing, so any user can participate. As a result, it is critical to comprehend the variables 

that may affect involvement in crowdfunding initiatives, not just for current participants 

but also for potential participants. 

To clarify the general public's purpose in engaging, earlier studies did not examine 

crowdfunding project involvement as available consuming activities. Prior research has 

examined this matter by considering those participating in the crowdfunding endeavor. 

However, regardless of their previous involvement, everybody can become crowdfunding. 

The data above demonstrates how much money was raised through crowdfunding. Every 

year, the project expands and attracts more people to participate in it. As a result, the 

analysis of crowdfunding as a consumer activity enables us to pinpoint factors that 

influence participation among existing and potential users. Pitschner and Pitschner-Finn 

(2014) argue that the field of crowdfunding should take more sociological and 

psychological issues into account. 

When this is not the case, interactions are moved from crowdfunding websites to other 

social media platforms. Restricting interactions inside the crowdfunding platform could 

obstruct the identification of the crowdfunding community, even if the prior study has 

advocated completely integrating social network sites into the management process of 

crowdfunding (Saxton & Wang, 2013). 

Past research on donation-based crowdfunding has drawn heavily from the literature 

surrounding giving and altruistic behavior (Meer, 2014). Certain crowdfunding websites, 

like Kiva, are specifically created for charitable purposes and do not permit lenders to 
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charge interest. Many crowd-funders need to be paid for their money. Therefore, their 

involvement might be viewed as a donation (Belleflamme et al., 2010). The ability to create 

an ad hoc or persistent group of people who share their beliefs and are willing to support 

the initiative is essential for social fundraising to be successful, whether rewards are 

received (Terry et al., 1999). 

Prior research has identified several variables impacting crowdfunding participation, 

including social capital and the herding effect among consumers (Giudici et al., 2013; 

Herzenstein et al., 2011). Future studies should focus on these variables and how they relate 

to the social and personal attributes we have examined. Subsequent findings have also 

indicated the need to investigate additional variables, such as homophily (Greenberg & 

Mollick, 2014) or the proximity of crowd funders to one another geographically, that may 

impact social identification with the crowdfunding community (Agrawal et al., 2010) 
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2.4 Hypothesis Statement 

 

2.4.1 Interpersonal connectivity 

 

Interpersonal connectivity is an essential concept in crowdfunding, as it shapes the 

dynamics of engagement and participation within crowdfunding communities. One factor 

that drives students in crowdfunding participation is interpersonal connectivity. 

Interpersonal connectivity refers to the degree of social connection and interaction among 

individuals involved in a crowdfunding campaign. 

According to (Belleflamme et al., 2014), interpersonal connectivity, such as strong ties 

with friends, family, and colleagues, positively influences crowdfunding participation. 

Social connections and social capital can create a supportive environment where 

individuals feel more comfortable and confident in crowdfunding activities, as they will 

likely receive support and encouragement from their social network. 

Interpersonal connectivity facilitated through online social networks and 

communication platforms can significantly influence individuals' intention to engage in 

crowdfunding activities. (Agrawal et al., 2015). When campaign creators and backers can 

connect, communicate, and build relationships through social networks or other 

communication channels, it can foster community and trust, increasing the intention to 

participate in crowdfunding campaigns. If individuals see that their peers or social network 

connections are actively involved in crowdfunding campaigns, it can influence their 

intention to engage in similar activities. (Belleflamme et al., 2014) 

 
 

H1: There is a positive and significant relationship between interpersonal connectivity and 

the intention to engage in crowdfunding activities. 
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2.4.2 Attitudes towards helping others. 

 

Attitudes toward helping others play a significant role in shaping individuals' intentions 

to engage in crowdfunding activities. Prosocial attitudes, sometimes called attitudes toward 

helping others, describe a person's readiness and incentive to assist others or contribute to 

their well-being without expecting anything in return. Prosocial attitudes can appear in a 

crowdfunding community as a propensity to support and contribute to crowdfunding 

campaigns started by others, even if there is no immediate gain to oneself. According to 

(Webb et al., 2000), attitudes toward helping others can be defined as global and relatively 

enduring evaluations about helping or assisting other people, which covers a wide range of 

altruistic and donation behaviors that implicate values and personal norms (Piliavin & 

Charng, 1990). 

Individuals with a prosocial orientation, characterized by a genuine concern for the 

welfare of others, are more likely to participate in crowdfunding campaigns. Individuals 

with a self-oriented or profit-driven mindset may be less inclined to participate in 

crowdfunding campaigns. They may perceive it as a risky investment or need a sense of 

altruism. Individuals with a prosocial orientation, characterized by a willingness to help 

others, are more likely to participate in crowdfunding campaigns because they are 

motivated by the desire to contribute to a cause or help someone in need. (Burtch et al., 

2013). 

Attitudes toward helping others may significantly influence individuals' intention 

to engage in crowdfunding communities. Individuals with more positive attitudes toward 

helping others may be more inclined to participate in crowdfunding campaigns. They see 

it as an opportunity to contribute to a cause, help those in need, and positively impact the 

community. On the other hand, individuals with more negative attitudes towards helping 
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others may be less likely to engage in crowdfunding communities, as they may not 

prioritize or value assisting others through crowdfunding campaigns. 

 
 

H2: A positive and significant relationship exists between attitudes towards helping others 

and intention to engage in crowdfunding activities. 
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2.4.3 Innovativeness 

 

Innovativeness refers to an individual's willingness and ability to adopt and embrace 

new ideas, technologies, or methods. In crowdfunding, innovativeness refers to an 

individual's propensity to embrace crowdfunding as a novel and innovative way to support 

projects, products, or causes. (Mollick, 2014). It reflects an individual's willingness to 

participate in crowdfunding communities, adopt new funding models, and contribute to 

developing novel solutions or ideas through crowdfunding platforms. 

According to (Brem et al., 2016) innovativeness positively influences entrepreneurs' 

intention to engage in crowdfunding communities. More innovative entrepreneurs perceive 

crowdfunding as an attractive funding option and are more motivated to participate in 

crowdfunding campaigns to raise funds for their projects or ventures. Innovativeness was 

positively associated with crowdfunding success, suggesting that more innovative projects 

were more likely to attract funding from the crowd (Mollick, 2014). This indicates that 

innovativeness can influence the intention to participate in crowdfunding and the outcomes 

of crowdfunding campaigns. 

The innovativeness of an individual, which refers to their willingness to adopt new 

ideas or technologies, can influence their intention to engage in crowdfunding 

communities. Innovators, characterized by their high degree of innovativeness, are more 

likely to engage in crowdfunding communities as they are more open to trying new and 

unconventional funding methods. On the other hand, individuals with lower innovativeness 

may be less likely to engage in crowdfunding communities as they may be more resistant 

to change. 

 

 

H3: There is a positive and significant relationship between an individual's level of 

innovativeness and intention to engage in crowdfunding activities. 
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2.4.4 Self-identity 

 

According to the social identity theory, a person's self-identification strongly affects the 

motivations behind their behaviors, including their willingness to help and assist those who 

share their identity (Gerber et al., 2012). According to earlier studies, businesspeople who 

openly disclose their identities and profiles are more likely to succeed (Worley, 2021). 

Fundraisers are expected to have comparable identities to investors during the fundraising 

process to "engage the crowd" since investors are thought to pay special attention to the 

profile of fundraisers (Gleasure & Feller, 2017). Muller et al. (2014) suggest that many 

identities originate from geography, businesses, work groups, or a combination of these 

factors using homophily and social identity theory. One or more of these may impact the 

likelihood of voluntary cooperation in social situations. Additionally, the capacity of 

fundraisers to publicly display their identities on social media, for instance, can provide 

them an advantage when they need widespread support (Kromidha & Robson, 2016). 

Consequently, the authors' fourth research hypothesis is as follows: 

H4: A positive and significant relationship exists between self-identity and intention to 

engage in crowdfunding activities. 
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Attitudes towards 

helping others. 

Interpersonal 

connectivity. 

Intention in engage in 

crowdfunding activities. 

Self-identity 

2.5 Conceptual Framework 

 

 

 

Independent Variable Dependent Variable 
 

 

 

 

 

 

 

Figure 3:Conceptual Framework Model 

 

Figure 2 shows the conceptual framework is the essential basis of this project. Based on the 

Technology of Social Identity (SIT), the figures above study the relationship between the 

dependent and independent variables. The dependent variable (DV) is the intention to 

engage in crowdfunding activities. 3 independent variables (IV) were tested in this study 

which are interpersonal connectivity, attitudes towards helping others, innovativeness and 

self-identity. 

Innovativeness. 
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2.6 Summary/Conclusion 

 

This study proposes a conceptual framework that suggests the potential influence of 

interpersonal connectivity, attitudes towards helping others, innovativeness and self - 

identity on intention to engage in crowdfunding communities. This chapter also highlights 

that interpersonal connectivity, attitudes towards helping others, and innovativeness are 

important factors that influence an individual's intention to engage in crowdfunding 

communities. It posits that these variables may positively impact individuals' intention to 

participate in crowdfunding campaigns, as they may provide social connections, values, 

and innovative mindset that can facilitate engagement in crowdfunding activities. 
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CHAPTER 3 

 

RESEARCH METHODS 

 

3.1 Introduction 

 

The research approach used in this work is presented in this section. It clarifies the 

research theories, methodology, and process used to address the study objectives and 

provides answers to the issues posed. Research methodology describes the actual 

procedures and tasks carried out by a professional when implementing the applied system 

of the research problem, according to Kothari (2004). This part will introduce the 

hypotheses used to gain a thorough understanding of this investigation. 

3.2 Research Design 

 

According to Saunders et al. (2019) research design will be the general setup for 

handling research topics. The study design also includes goals derived from research 

questions that specify the sources from which data will be gathered. The study aims to 

understand the variables that affect student participation in crowdfunding. 

This study focused on quantitative methodology techniques. The quantitative approach 

makes it possible to conduct thorough research on the variables influencing students' 

participation in crowdfunding, including interpersonal connectivity, attitudes toward 

assisting others, and innovativeness. The most apparent advantage of quantitative analysis 

is its capacity to generalize accurate and reliable findings from one study to the entire 

population and act as a benchmark for subsequent studies. 

The 589,879 students at IPTA were deemed to have employed appropriate simple 

random sampling techniques. Because each element has an equal probability of being 

chosen, simple random sampling ensures no biases in the results. The findings of this study 

will outline the connections between interpersonal connectivity, attitudes toward helping 
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others, and innovativeness as they relate to how students from IPTA might influence 

crowdfunding. 

 
 
 

 
 

 
 

 

3.3 Data Collection Method 

 

A data collection method compiles information from all relevant sources to address a 

research issue and assess the findings (Huyler & McGill, 2019). Researchers gather data to 

identify, evaluate, and confirm their research questions, objectives, and study. The study 

will use questionnaires as a data-gathering approach to gather information. 

Using questionnaires to collect sizable amounts of quantitative data is the usual 

practice. Additionally, compared to qualitative methods, quantitative procedures can be 

applied faster and at a lower cost (Huyler & McGill, 2019). The goal of the focus group, 

which included 589,879 people, was to define the relevant aspects that affect student 

participation in crowdfunding, the factors to be included, and the outcomes we can discern 

in the final online questionnaire. 

Online or electronic surveys frequently take the form of web architecture with a 

database to store the responses from the respondents. The link to the Google form will be 

provided to our respondents. 

The directions for completing the survey are also included in the URL to the provided 

Google form. This will make it easier for our respondents to respond to the survey. In 

addition, the data was entered into Social Science Software (SPSS) version 26.0 once our 

responder submitted their responses using the Google form link. SPSS was chosen because 
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it is the most widely used program and is inextricably linked to scholarly and professional 

circles. Additionally, SPSS is flexible software that supports various investigations, data 

alterations, and result designs; overall, it will suffice our needs. The information gathered 

will be determined and broken down in the SPSS form 26.0 to know the after-effects of the 

reliability analysis. The future investigation will be founded on these realities. 

3.4 Study Population 

 

In a research methodology, a population is a collection of constituents, such as 

individuals or objects, that have some common characteristics and are subject to the sample 

criteria established by the researcher. The target population for this study was 589,879 

students who were IPTA students in Malaysia. Sources for the total number of students are 

from the Statistics Pendidikan Tinggi for 2023. This study's research suggested surveying 

to collect the data. After then, sufficient data will be gathered to determine a sample size. 

3.5 Sample size 

 

The sample size determines how many people will be recalled for the study sample size. 

Students at IPTA were selected as a sample size from the population and thought to 

represent this study's actual population. The sample size for this study, calculated using the 

(Krejcie & Morgan, 1970) technique listed below, is 384 respondents out of a total 

population of 589,879 IPTA students. The ever-growing requirement for a real delegate 

example in empirical research has sparked an interest in a workable method for choosing 

sample size. Krejcie and Morgan (1970) calculated the sample size for a specific population 

based on the table for quick reference. 
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Table 1: Table for Determining Sample Size 
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3.6 Sampling Techniques 

 

To draw statistical inferences and estimate the characteristics of the entire population, 

sampling techniques involve the process of choosing particular people or groups of people. 

When a population has an equal chance of being included in the sample, this is known as 

probability sampling. In probability sampling, the researcher will randomly select 

respondents from the population. Probability or random sampling provides the most 

freedom from bias for a given level of sampling error, but it may also be the most time- and 

energy-intensive sample (Brown, 1947). Simple random, stratified random, cluster 

sampling, systematic sampling, and multi-stage sampling are several types of probability 

sampling. In non-probability, a sample of responders is not drawn randomly; instead, a 

justification must be provided for why specific circumstances or people were chosen over 

others. 

The probability sampling methodology will be used for this investigation's research 

method. It is simple to describe random sampling as a sampling strategy in which each 

component of the population has an equal chance and possibility of being chosen for the 

sample. The study uses simple random sampling since it is an efficient approach to learning 

that everyone in the population was chosen randomly and only by chance. Each person has 

an equal chance of choosing to participate in the sample. Simple random sampling does not 

call for the population to be divided into subpopulations or for further procedures to be 

taken before choosing population members randomly. The acquired data are also well- 

informed thanks to this sampling technique, the more significant the sample size, the higher 

the data quality. 

FK
P



41  

3.7 Research Instrument Development 

 

Measurement tools are several techniques that the researcher employs to get 

information from respondents for research. According to the type of research being done, 

it was created to help the researcher collect data. Yaya (2014) defines a measurement 

instrument as one of the ways a researcher collects data from respondents. 

Numerical data must be gathered and analyzed for quantitative research. It can make 

predictions, assess causal linkages, uncover patterns and averages, and generalize findings 

to larger groups (Bhandari, 2022). As a result, using the questionnaires the previous study 

provided, we picked the questionnaire as the primary data-gathering method for this 

quantitative investigation. To ensure that the data gathered is focused on the needs of the 

research, the provided questions were closed-ended and gave respondents a range of 

possible responses. 

3.7.1 Questionnaire Design 

 

A five-point Likert scale with numerical values of 1 (strongly disagree), 2 (disagree), 3 

(slightly agree), 4 (agree), and 5 (strongly agree) will be utilized as the basis for the 

questionnaires that will be used to gather data for the study. It has three parts: A, B, and C. 

Section A asked questions on the respondent's demographic profile to identify the 

respondent and categorize the data swiftly. The questions in this section are tailored to the 

appropriate student profile. Sections B and C, however, concentrate on what led students 

to engage in crowdfunding. 

 

Strongly Disagree Disagree Neutral Agree Strongly Agree 

1 2 3 4 5 

Table 2: Five-Point Likert Scale 
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3.7.2 Pilot Test 

 

To assess the validity and reliability of the questionnaire, 30 respondents underwent a 

pre-test known as a pilot test. The goal of the pilot test was to identify which things were 

still problematic and to calculate the item's or construct's dependability value. As a result, 

the pilot test would have to be carried out more than once if there were multiple repeatable 

things. 

Thirty (30) sets of questionnaires were sent to the targeted respondents for the pilot test. 

After being collected, data will be entered into the Statistical Package for the Social 

Sciences (SPSS) program to be evaluated for reliability. After being changed considering 

the pilot test findings, the questionnaire survey will be sent for significant research if any 

problems are discovered. 

3.8 Measurement of the Variables 

 

To determine the test for statistical inference, researchers will gather and analyze data 

on the cache variable and rate it on a scale. Each variable is determined and categorized 

using measurement scales. Nominal, ordinal, interval, and ratio scales are frequently used 

in measuring. The scale of measurement that will be employed in this study will be nominal 

and ordinal (Likert scale). There are three sections in the questionnaire: Section A asks 

about the respondents' demographics; Section B asks about dependent variables; and 

section C, D, and E asks about independent variables. 
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3.8.1 Nominal Scale 

 

A measurement scale that is nominal measures a subject's category or group. Only 

names or categories are used to describe the replies when this scale is present. On variables 

having a nominal scale, subtraction, summation, multiplication, and other mathematical 

operations cannot be carried out. 

In this study, the gender, age, education level, and their institution are all quantified for 

the analysis of target respondents in section A of the questionnaire, which is related to the 

demographic profile of the respondents. 

3.8.2 Ordinal Scale 

A measurement scale known as an ordinal scale is used in research to separate data and 

includes elements of ranking, degree, or level through a particular study. Either 

subjectivity, objectivity, or both may be present in the evaluation. Because they include 

levels for evaluating interpersonal connectivity, attitudes toward assisting others, and 

innovativeness, ordinal scales are helpful tools. The five-point Likert scale [strongly 

disagree (1), disagree (2), slightly agree (3), agree (4), and strongly agree (5)] is used in 

sections B and C of the questionnaire in this study to measure the strength of agreement 

with or disagreement with the statement for the variables under study. 

3.9 Procedure for Data Analysis 

 

The analysis and interpretation of the data for this study will be done using the most 

recent version of the Statistical Package for Social Science (SPSS). This strategy examines, 

customizes, and establishes recognizable patterns between diverse data elements. The four 

types of analysis used in this study were the validity test, reliability analysis, descriptive 

analysis, and Person's correlation. 
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3.9.1 Validity Test 

 

For this study, we used the questionnaire survey from a prior investigation and added 

relevant independent factors and dependent. The questions from prior research adopted for 

this investigation are summarized below. After that, our supervisor validated the 

questionnaires we used for this study. 

 

PART VARIABLES ADOPTED 

FROM 

AUTHORS 

QUESTIONNAIRE ADOPTED 

QUESTIONNAIRE 

FOR THIS 

RESEARCH 

A Demographic (Balakrishnan & 

Shuib, 2021) 

1. Gender 
 
2. Age 

 

3. Education level 
 

4. Name of 

institution 

1. Gender: 
 
⚫ Male 

 

⚫ Female 
 

 
 
2. Age: 

 
⚫ 18-21 years old 

 
⚫ 22-25 years old 

 

⚫ 26 years old 

and above 

    
 
3. Education level: 

 
⚫ SPM 

 
⚫ Diploma/STPM 

 

⚫ Degree 
 

⚫ Master/PHD 

FK
P



45  

 

    
 

4. Name of 

institution: 

⚫ UIAM 
 

⚫ UMK 
 

⚫ UMP 
 
⚫ UMS 

 
⚫ UMT 

 
⚫ USIM 

 

⚫ USM 
 

⚫ UPSI 
 
⚫ UiTM 

 
⚫ UniSZA 

⚫ UM 

⚫ UKM 

⚫ UNIMAS 
 
⚫ UTHM 

 
⚫ UPM 

 
⚫ UTM 

 

⚫ UUM 
 

⚫ UTeM 
 
⚫ UPNM 

 
⚫ UniMAP 

 
⚫ Others 
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B Intention to 

participate in 

crowdfunding 

(Rodriguez- 

Ricardo et al., 

2018) 

1. Given the chance, 

I intend to 

participate in 

crowdfunding 

projects. 

2. Given the chance, 

I predict that I would 

participate in a 

crowdfunding 

project in the future. 

3. It is very likely 

that I will participate 

in a crowdfunding 

project in the near 

future. 

1. If given the 

possibility, I want 

to take part in 

crowdfunding 

initiatives. 

2. If given the 

chance, I anticipate 

taking part in a 

future 

crowdfunding 

initiative. 

3. It's quite likely 

that I'll take part in 

a crowdfunding 

campaign soon. 

C Innovativeness (Rodriguez- 

Ricardo et al., 

2018) 

1. I like to 

experiment with new 

ways of doing 

things. 

2. I like to fool 

around with new 

ideas even if they 

turn out to waste of 

time. 

3. I like to try new 

1. I enjoy trying out 

novel approaches to 

problems. 

2. I enjoy 

experimenting with 

new concepts, even 

if they end up being 

time-wasting. 

3. I enjoy 
 

attempting novel 
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   and different things. and unusual things. 

D Interpersonal 

Connectivity 

(Gunawan et al., 

2019) 

1. To have 

something to do with 

others. 

2. To stay in touch 

with others. 

1. Crowdfunding 

helps me to 

connected with 

others. 

2. Crowdfunding 

will lend me to 

keep in touch with 

others. 

3. Always establish 

good relationships 

with people 

E Attitudes 

towards helping 

others 

(Rodriguez- 

Ricardo et al., 

2018) 

1. People should be 

willing to help 

others who are less 

fortunate. 

2. Helping troubled 

people with their 

problems is very 

important to me. 

3. People should be 

more charitable 

toward others in 

society. 

1. Society should be 

aware on helping 

others who are 

unfortunate. 

2. For me, the most 

important thing to 

do is always help 

people in need. 

3. Overall 

crowdfunding 

learns people to be 

more charitable 

toward others in 
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    society. 

F Self-identity (Lee et al., 2006) 1. One key aspect of 

who I am as a 

university student is 

that I take part in 

crowdfunding 

projects started by 

other students. 

2. As a university 

student, I am not the 

kind of person who 

enjoys taking part in 

student-run 

crowdfunding 

projects. 

3. I see myself as a 

college student who 

is really interested in 

taking part in other 

students' 

crowdsourcing 

efforts. 

4. I consider myself 

to be someone who 

believes in giving 

1. To participate in 

crowdfunding 

campaigns launched 

by students is an 

important part of 

who I am as a 

university student 

2. As a university 

student, I am not 

the type of person- 

oriented to 

participate in 

crowdfunding 

campaigns launched 

by students. 

3. I think of myself 

as a university 

student who is very 

concerned to 

participate in 

students' 

crowdfunding 

campaigns. 

4. I see myself as 
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   back to the 

community, and I 

support other 

university students 

through fundraising 

efforts. 

5. I normally avoid 

contributing to 

student-run 

crowdfunding 

projects because I 

want to find 

alternative ways to 

give back to the 

university 

community. 

6. One important 

component of my 

responsibility as an 

accountable student 

is to support my 

fellow students 

through 

crowdfunding 

campaigns. 

someone who 

values giving back 

to the community, 

including 

supporting my 

fellow university 

students through 

crowdfunding 

campaigns. 

5. I don't typically 

participate in 

crowdfunding 

campaigns launched 

by students because 

I prioritize other 

ways of 

contributing to the 

university 

community. 

6. Supporting my 

fellow university 

students through 

crowdfunding 

campaigns is a key 

aspect of my role as 
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    a responsible 

member of the 

university 

community. 

Table 3: Validity Test 

 

3.9.2 Reliability Analysis 

 

The reliability test aims to assess the internal consistency and stability of multi-item 

scales. Numerous regularly used scale reliability measures are computed using reliability 

analysis, which may also reveal details about the relationships between specific scale items. 

The most common technique for assessing scale reliability is Cronbach's alpha, which can 

also reveal if the study's test accurately captures the variable of interest. A relevant 

Cronbach's alpha should be at least 0.70, ideally higher (Ishak, 2020). 

 

Cronbach’s Alpha Range Level of Reliability 

α > 0.9 Excellent 

α > 0.8 Good 

α > 0.7 Acceptable 

α > 0.6 Questionable 

α > 0.5 Poor 

α > 0.4 Unacceptable 

Table 4: Reliability Analysis 
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3.9.3 Descriptive Analysis 

 

With the help of the Statistical Package for the Social Sciences (SPSS), such as mean, 

mode, and median, the descriptive statistic has been utilized to examine data in percentage 

and frequency. For demographic parameters like gender, age, educational level, and 

institution, percentages, and frequencies are routinely used in data analysis chapters. The 

researcher employed descriptive analysis to gather data from the respondents in section A 

of the questionnaire. The researcher will request demographic details. To accomplish the 

research purpose, the researcher will benefit from the respondents' responses to the 

descriptive statistic. 

3.9.4 Pearson Correlation 

 

The association in linear regression or between two continuous variables is found using 

Pearson's correlation (Pallant, 2020). The statistical formula is illustrated in the following: 

 

 

 

Strong/weak positive or strong/weak negative Pearson correlation coefficients are 

possible. The correlation test's negative value denotes a lousy relationship, whereas its 

positive value denotes the opposite. 

A value between -1 and 1 indicates the association's strength or weakness, with 1 being 

the most correlated and -1 being the opposite. In addition, there were many levels of how 

strong the correlation may be. 

P-values are widely used in hypothesis tests to evaluate whether the null hypothesis has 

been rejected. The correlation coefficient of a person is as where is the correlation 

coefficient between the two variables, then HO = 0 vs. HI - 0. A low p-value denotes the 
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falsity of the null hypothesis. A linear relationship exists because the correlation coefficient 

is higher than zero. The null hypothesis is typically rejected if the p-value is less than 0.05. 

2022). 

3.10 Summary / Conclusion 

 

The study outlines the elements of the research technique in this chapter. The target 

group for this study's data collection procedures was revealed in the research, along with 

the methods utilized to collect the data. Utilizing a validity test, a reliability analysis, a 

descriptive analysis, and a Pearson correlation, the effectiveness of this study was tested 

and evaluated. For more information, see Chapter 4's analysis and conclusions from this 

study. Depth 
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CHAPTER 4 

 

DATA ANALYSIS AND FINDINGS 

 

 

 

4.1 Introduction 

 

The data analysis results from the processes mentioned in the previous chapter are analyzed 

in this chapter. The Statistical Package for Social Science is the name of the analytic software 

we applied to the acquired data (SPSS). Utilizing Cronbach's alpha, the reliability analysis was 

examined. The Statistical Package for Social Science (SPSS) data of the respondents were 

analyzed using descriptive analysis. Utilizing Cronbach's alpha, the reliability analysis was 

examined. To examine the demographic profile data of the respondents, a descriptive study 

was employed. To forecast the variables influencing the intentions of cashless financial 

transactions, multiple linear regression was used. Finally, the significant association between 

interpersonal connectivity, attitudes toward helping others, innovativeness, and self-identity as 

determinants of intention to engage in crowdfunding activities was measured using Pearson's 

correlation. 
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4.2 Preliminary Analysis 

 

The method of preliminary analysis guarantees that every instruction, question, and scale 

item is straightforward. A measuring survey was developed to ensure that every participant 

comprehended the questions and could provide an accurate response. Therefore, this pilot test 

was used to find any items or questions that would offend potential respondents and any 

potential problems that could arise throughout the data collection procedure. Consequently, 

thirty individuals were the first to receive the questionnaire. This analysis will be completed 

after thirty respondents have finished the questionnaire. 

 

 
Table 5: Reliability Coefficient Alpha from Overall Reliability (Pilot Test) 

 

Table 5 shows the result of the variables accepted and can be used for this research. As 

we can see Cronbach’s Alpha for all variables is more than 0.70 which means that is 

recommended as the acceptability level. 
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4.3 Demographic Profile of Respondent 

 

Respondent Profile Classification Frequency Percentage 

  
N = 384 (%) 

Gender Male 133 34.6 

 
Female 251 65.4 

Age 18-21 years old 82 21.4 

 
22-25 years old 247 64.3 

 
26 years old and above 55 14.3 

Education Level Degree 245 63.8 

 
Diploma/STPM 50 13.0 

 
Master/Phd 34 8.9 

 
SPM 55 14.3 

Name of Institutions UIAM 6 1.6 

 
UiTM 55 14.3 

 
UKM 16 4.2 

 
UM 12 3.1 

 
UMK 117 30.5 

 
UMP 8 2.1 

 
UMS 8 2.1 

 
UMT 15 3.9 

 
UniMAP 11 2.9 

 
UNIMAS 4 1.0 

 
UnisZA 10 2.6 

 
UPM 5 1.3 

 
UPNM 6 1.6 
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UPSI 13 3.4 

USIM 9 2.3 

USM 8 2.1 

UTeM 8 2.1 

UTHM 4 1.0 

UTM 5 1.3 

UUM 5 1.3 

Others 59 15.4 

 

Table 6: Respondents demographic profile 

 

In this study, the contextual profiles of 384 respondents were gathered. Gender, age, 

educational attainment, and institution names are listed in Table 5. Of the 133 students who 

answered the questionnaire, 34.6% were male, while 251 female students answered the 

questionnaire with a percentage of over 65.4%. 247.3% of the sample, or 247 respondents, are 

between 22 and 25. The second largest age group is people over 26, with 55 responses (14.3%), 

and people between 18 and 21 (82 respondents, 21.4%). According to the education level data, 

245 respondents (63.8%) in this dataset have a degree, followed by 50 respondents (13.0%), 

55 respondents (14.3%), 34 respondents (8.9%), and respondents with a Master's or Doctorate 

(13.0%). The percentages in the table indicate the share of pupils at every school. The 

percentages in the table show the proportion of students at each institution. UMK has 30.5% 

(N = 117) of all Malaysian university students, UiTM has 14.3% (N = 55), UM has 3.1% (N = 

12), UKM has 4.2% (N = 16), and UTM, UPM, and UUM have 1.3% (N = 5). The other 

universities have less than 3% of all Malaysian university students each; UIAM and UPNM 

have 1.6% (N = 6), UMP, USM, UTeM, and UMS have 2.1% (N = 8), UNIMAS and UTHM 

have 1.0% (N = 4), UMT has 3.9% (N = 15), UNIMAP has 2.9% (N = 11), UnisZA has 2.6% 
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(N = 10), UPSI has 3.4% (N = 13), USIM has 2.3% (N = 9) and Others consists of 15.4% (N 
 

= 59). 

 
4.4 Descriptive Analysis 

 

In this research, there were four variables consisting of one dependent variable (Intention 

to participate in crowdfunding) and four independent variables (interpersonal connectivity, 

attitudes toward helping others, innovativeness, and self-identity). The researcher analyzed the 

mean for each variable. 

4.4.1 Overall Mean Score for Variables 
 

 

Table 7: Overall Mean Score for Variables 

 

Table 6 showed that dependent variables verified high mean score (M = 4.0851, SD = 

0.9643). Besides independent variables verified high mean score (M = 3.9517, SD = 0.7743). 

All together the four independent variables also scored strongly satisfy mean score where 

Interpersonal connectivity score 3.9366 (SD = 1.0000), Attitudes toward helping others score 

3.9544 (SD = 0.9914), Innovativeness score 4.2439 (SD = 0.7812) and Self-identity score 

3.7283 (SD = 0.7841). 

FK
P



58  

4.4.2 Descriptive Analysis for Independent Variables 
 

 
Table 8: Descriptive Analysis of the Innovativeness Factor 

 

 

 

Table 9: Descriptive Analysis of the Interpersonal Connectivity FactorA`dx 

 

Based on Table 9, Descriptive Analysis of the Interpersonal Connectivity Factors 

consists of two questions. It shows the mean of respondent's response on the Interpersonal 

Connectivity factor variable according to Five-Point Likert scale range is 3.88 to 4.03. The 

highest mean for Interpersonal Connectivity factor from Table 9 was 4.03 (SD=1.009) which 

is from question 2, where the respondents just want to stay in touch with others in a 
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crowdfunding. Lastly, the mean for question 1, the respondents have something to do with 

others in a crowdfunding was 3.88 (SD=1.062). 

 

 

 
Table 10: Descriptive Analysis of the Attitudes Toward Helping Others Factor 
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No Attitudes Toward Helping Others Mean Std. Deviation 

(SD) 

N 

1 One key aspect of who I am as a university 

student is that I take part in crowdfunding 

projects started by other students. 

4.11 0.946 384 

2 As a university student, I am not the kind 

of person who enjoys taking part in 

student-run crowdfunding projects. 

3.00 1.461 384 

3 I see myself as a college student who is 

really interested in taking part in other 

students' crowdfunding efforts. 

3.98 1.019 384 

4 I consider myself to be someone who 

believes in giving back to the community, 

and I support other universities through 

fundraising efforts. 

4.21 0.946 384 

5 I normally avoid contributing to student- 

run crowdfunding projects because I want 

to find alternative ways to give back to the 

university community 

3.00 1.402 384 

6 One important component of my 

responsibility as an accountable student is 

to support my fellow students through 

crowdfunding campaigns 

4.07 0.968 384 

 

Table 11 : Descriptive Analysis of the Attitudes Toward Helping Others Factor 

FK
P



61  

Based on Table 11, Descriptive Analysis of the Self-identity Factor consists of six 

questions. It shows the mean of respondent's response on the Self-identity factor variable 

according to Five-Point Likert scale range from 3.00 to 4.21. The average mean for Self - 

identity factor from Table 4.6 was 3.00. To elaborate, the mean for question 1, where one key 

aspect of the respondents as a university student is that take part in crowdfunding projects 

started by other students was 4.11 (SD=0.946). The mean of question 2, where the respondents 

as a university student not the kind of person who enjoys taking part in student-run 

crowdfunding projects was 3.00 (SD=1.461). Besides, mean for question 3 where the 

respondent's see themselves as a college student who is really interested in taking part in other 

students' crowdfunding efforts was 3.98 (SD=1.019). Next, the highest mean was question 4 

which is consider the respondents to be someone who believes in giving back to the community 

and support other universities through fundraising efforts, was 4.21 (SD=0.946). In addition, 

the mean for question 5 where either the respondent's normally avoid contributing to student- 

run crowdfunding projects because they want to find alternative ways to give back to the 

university community was 3.00 (SD=1.402). Ironically, the mean for question 6, where the 

respondent one important component of respondent's responsibility as an accountable student 

is to support their fellow students through crowdfunding campaigns was 4.07 (SD=0.968). 

FK
P



62  

4.5 Validity and Reliability Test 

 

4.5.1 Mean Score and standard deviation for variables. 

 

Overall mean score and standard deviation of variables and sub variables were designed 

based on a 5-point Likert scale (1= strongly disagree to 5 = strongly agree) 

 

Part Dimension Mean Std. Deviation 

 
(SD) 

N 

B Dependent Variables 4.0851 0.9643 384 

 
Intention to participate in 

 
crowdfunding 

4.0851 0.9643 384 

C Independent Variables 3.9157 0.7743 384 

 
Interpersonal connectivity 3.9366 1.0000 384 

 
Attitudes toward helping 

 
others 

3.9544 0.9914 384 

 
Innovativeness 4.2439 0.7812 384 

 
Self-identity 3.7283 0.7841 384 

 
Table 12: Mean score 

 

Table 12 showed that dependent variables verified high mean score (M = 4.0851, SD = 

0.9643). Besides independent variables verified high mean score (M = 3.9517, SD = 0.7743). 

All together the four independent variables also scored strongly satisfy mean score where 

Interpersonal connectivity score 3.9366 (SD = 1.0000), Attitudes toward helping others score 

3.9544 (SD = 0.9914), Innovativeness score 4.2439 (SD = 0.7812) and Self-identity score 

3.7283 (SD = 0.7841). 
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4.5.2 Reliability Test for all variables 

 

VARIABLES CRONBACH’S 

ALPHA 

NO OF ITEM LEVEL OF 

RELIABILITY 

Intention to participate in 
 

crowdfunding 

0.935 3 Excellent 

Innovativeness 0.815 3 Good 

Interpersonal Connectivity 0.909 2 Excellent 

Attitudes Towards Helping 

Others 

0.897 3 Good 

Self-identity 0.774 6 Acceptable 

Table 13: Reliability Test 

 

The value of Cronbach’s alpha obtained for the variables is greater than 0.7 which 

ranges from 0.774 to 0.935. Therefore, this indicated that the measurements for all variables 

for the test are reliable. 

Results of factors analysis and Cronbach Alpha 
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4.5.3 Reliability Result for the intention to participate in crowdfunding. 
 

VARIABLES CRONBACH’S 

 

ALPHA 

CRONBACH’S ALPHA 

BASED ON 

STANDARDIZED ITEM 

NO OF 

ITEM 

 

Table 14: Reliability Result for the intention to participate in crowdfunding. 

 

Based on the reliability study presented in Table 16, the researchers have determined that 

the dependent variable, the intention to participate in crowdfunding, has a Cronbach's Alpha of 

0.935. The Rules of Thumb Cronbach's Alpha coefficient range indicates that  the consistency 

and stability 0.935 represent internal solid consistency. Additionally, the data demonstrates the 

outstanding standardized item-based Cronbach's Alpha of 0.936. The test was judged 

trustworthy enough to warrant additional research. Three inquiries were made concerning the 

Intention to participate 

in crowdfunding 

3 0.936 0.935 
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. 

respondents' plans to participate in crowdfunding. The reliability test demonstrated that 

participants comprehended and responded precisely to each topic. 

4.5.4 Reliability Result for Innovativeness influencing the intention to participate in 

crowdfunding. 

VARIABLES CRONBACH’S 

 

ALPHA 

CRONBACH’S ALPHA 

BASED ON 

STANDARDIZED ITEM 

NO OF 

ITEM 

 

Table 15: Reliability Result for innovativeness influencing the intention to participate in 

crowdfunding. 

 

 

4.5.5 Reliability Result for Interpersonal Connectivity influencing the intention to 

participate in crowdfunding. 

VARIABLES CRONBACH’S 

 

ALPHA 

CRONBACH’S ALPHA 

BASED ON 

STANDARDIZED ITEM 

NO OF 

ITEM 

 

Innovativeness 3 0.843 0.815 

Interpersonal 

Connectivity 

2 0.910 0.909 
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Table 16: Reliability Result for interpersonal connectivity influencing the intention to 

participate in crowdfunding. 

The researchers may determine that in table 18, the independent variable impacting the 

intention to participate in crowdfunding, interpersonal connectedness, has a Cronbach's Alpha 

of 0.909 based on the reliability analysis presented in Table 16. The Rules of Thumb 

Cronbach's Alpha coefficient range demonstrates the consistency and stability of 0.909, which 

is excellent internal consistency. Additionally, the data shows the outstanding Cronbach's 

Alpha of 0.910 based on standardized items. The test was judged trustworthy enough to warrant 

more research. Three inquiries concerning the impact of interpersonal connectivity on the 

intention to engage in crowdfunding were posed to the respondents. In summary, the reliability 

test demonstrated that participants comprehended and provided accurate answers to every 

question. 

4.5.6 Reliability Result for Attitudes towards helping others influencing the intention to 

participate in crowdfunding. 

VARIABLES CRONBACH’S 

 

ALPHA 

CRONBACH’S ALPHA 

BASED ON 

STANDARDIZED ITEM 

NO OF 

ITEM 

 

Table 17: Reliability Result of attitudes towards helping others influencing the intention to 

participate in crowdfunding. 

According to the reliability analysis in Table 19, the researchers can conclude that 

Cronbach's Alpha for the independent variable, attitudes towards helping others influencing 

the intention to participate in crowdfunding, is 0.897. The consistency and stability of 0.897 

Attitudes Towards 

Helping Others 

3 0.899 0.897 
FK

P



67  

are good internal consistency, as shown by the Rules of Thumb Cronbach's Alpha coefficient 

range. The data also shows that the standardized item-based Cronbach's Alpha is 0.899, which 

is good. The test was deemed reliable to continue further study. The respondents were asked 

three questions about attitudes towards helping others influencing the intention to participate 

in crowdfunding. In short, the reliability test proved that respondents understood and answered 

all the questions accurately. 

4.5.7 Reliability Result for self-identity influencing the intention to participate in 

crowdfunding. 

VARIABLES CRONBACH’S 

ALPHA 

CRONBACH’S ALPHA 

BASED ON 

STANDARDIZED ITEM 

NO OF 

ITEM 

 

Table 18: Reliability Result of self-identity influencing the intention to participate in 

crowdfunding. 

Based on the reliability study presented in Table 20, the researchers have determined that 

the independent variable, self-identity influencing the intention to participate in crowdfunding, 

has a Cronbach's Alpha of 0.774. The Rules of Thumb Cronbach's Alpha coefficient range 

indicates that the consistency and stability 0.774 represent acceptable consistency. 

Additionally, the data demonstrates the outstanding standardized item-based Cronbach's Alpha 

of 0.812. The test was judged trustworthy enough to warrant additional research. Three 

inquiries were made concerning the respondents' plans to participate in crowdfunding. The 

reliability test demonstrated that participants comprehended and responded precisely to each 

topic. 

Self-identity 6 0.812 0.774 
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4.5.8 Model Summary 

 

Model Summary 

 

 

Model R 
 

R Square 
 

Adjusted R Square 

Std. Error of the 

Estimate 

1 .779a .607 .603 .59656 

a. Predictors: (Constant), interpersonal connectivity, attitudes towards helping others, 

innovativeness and self-identity 

Table 19: Model Summary 

 

R square measures how much of the variation in the dependent variable can be 

explained by the independent variables. In this study, R square = 0.607, it means 67% of 

variation of intention to participate in crowdfunding can be explained by the changes in 

interpersonal connectivity, attitudes towards helping others, innovativeness and self -identity. 

This leaves only 33% unexplained by the by the changes in interpersonal connectivity, attitudes 

towards helping others, innovativeness and self-identity. 
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4.5.9 Anova 

 

ANOVAa 

 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 208.120 4 52.030 146.200 .000b 

Residual 134.879 379 .356   

Total 342.999 383    

a. Dependent Variable: intention to participate in crowdfunding 
 

b. Predictors: (Constant), interpersonal connectivity, attitudes towards helping others, 

innovativeness and self-identity 

Table 20: Anova 
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4.5.10 Coefficients 

 

Coefficientsa 

 

 

Unstandardized Coefficients 

Standardized 

Coefficients 

Beta 

 

 

 

 

t 

 

 

 

 

Sig. Model B Std. Error 

1 (Constant) .811 .180  4.509 .000 

interpersonal 

connectivity 

.127 .062 .134 2.035 .043 

attitudes 

towards 

helping others 

.519 .062 .544 8.423 .000 

innovativeness .085 .066 .070 1.282 .201 

self-identity .097 .061 .081 1.599 .111 

a. Dependent Variable: intention to participate in crowdfunding 
 

Table 21: Coefficients 

 
From table 21 above, the results show that the P value of self-identity is 0.000 where the value 

is less than α (0.05). It indicates that self-identity is influencing the intention to participate in 

crowdfunding. While the P value for interpersonal connectivity, innovativeness and self - 

identity is 0.043, 0.201 and 0.111 respectively. It is explained that these variables are no 

significant factors toward the intention to participate in crowdfunding because the P > 0.05. 
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4.6 Normality Test 

 

The results of normality tests have been analyzed by researchers using SPSS software. The 

researcher employs the Kolmogorov-Smirnova data normality test since N>30 and the total 

sample size is 384 respondents (N=384). The investigation results show that significant values 

of 0.000 are found for all dependent and independent variable table normality tests. The data 

is not standard, indicating that 0.000 is less than 0.05. 

For this reason, the researcher used the nonparametric skewness and kurtosis normality test. 

This normality test was applied to all independent and dependent variables. The researchers 

verified that the data had a regular distribution by measuring skewness and kurtosis values for 

each item. 

VARIABLES SKEWNESS KURTOSIS RESULT 

 

Intention to participate in 
 

crowdfunding 

-1.159 1.094 Normally distributed 

Innovativesness -0.644 -0.298 Normally distributed 

Interpersonal Connectivity -0.719 -0.031 Normally distributed 

Attitudes towards helping -1.048 1.213 Normally distributed 

others 
  

Self-Identity 0.100 -0.669 Normally distributed 

Table 22: Normality Test 

 

According to Bryan (2010), all variables falling within a variable's range have skewness and 

kurtosis values regularly distributed when they fall between ±2 and ±7. The analysis's findings 

for every variable, as displayed in Table 14 above, utilize the skewness and kurtosis normality 

tests. Skewness scores range from -1.159 to 0.100, and kurtosis values range from -0.669 to 

1.213, according to the data. 
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4.7 Hypothesis Testing 

 

It is advised to reject H0 when testing hypotheses if the p-value is smaller than the 

significant alpha of 0.01 (p-value 0.01). The following displays the findings for each of the 

four hypotheses. 

 

Correlations 

 Intention to 

participate in 

crowdfunding 

Innovative 

sness 

Interpersonal 

Connectivity 

Attitudes 

towards 

helping 

others 

Self- 

Identity 

Intention to 

participate in 

crowdfunding 

Correlation 
 

Coefficient 

1.000 .703** .751** .636** .635** 

Sig. (2-tailed) . .000 .000 .000 .000 

N 384 384 384 384 384 

Innovativesness Correlation 

Coefficient 

.703** 1.000 .834** .793** .752** 

Sig. (2-tailed) .000 . .000 .000 .000 

N 384 384 384 384 384 

Interpersonal 

Connectivity 

Correlation 

 
Coefficient 

.751** .834** 1.000 .768** .751** 

Sig. (2-tailed) .000 .000 . .000 .000 

N 384 384 384 384 384 

Attitudes 

towards 

helping others 

Correlation 

Coefficient 

.636** .793** .768** 1.000 .680** 

Sig. (2-tailed) .000 .000 .000 . .000 
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 N 384 384 384 384 384 

Self-Identity Correlation 

Coefficient 

.635** .752** .751** .680** 1.000 

Sig. (2-tailed) .000 .000 .000 .000 . 

N 384 384 384 384 384 

**. Correlation is significant at the 0.01 level (2-tailed). 

Table 23: Correlation Table 
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4.7.1 Hypothesis 1 (Interpersonal Connectivity) 

 

H0: There is no significant relationship between interpersonal connectivity and the 

intention to engage in crowdfunding activities. 

H1: There is a positive and significant relationship between interpersonal connectivity and 

the intention to engage in crowdfunding activities. 

 
 

P-value is equivalent to 0.000, which is less than the alpha of 0.01 significance. H1 is, 

therefore, approved. Thus, the intention to participate in crowdfunding activities and 

interpersonal connectivity have a favorable and significant association. Strong positive 

relationships between interpersonal connectivity and the intention to engage in crowdfunding 

are indicated by the correlation value, r = 0.751. 

4.7.2 Hypothesis 2 (Attitudes towards helping others) 

 

H0: No relationship exists between attitudes towards helping others and intention to engage 

in crowdfunding activities. 

H2: A positive and significant relationship exists between attitudes towards helping others 

and intention to engage in crowdfunding activities. 

 

 

The P-value equals 0.000, less significant than the alpha of 0.01. Thus, H2 is authorized. 

Therefore, a positive and substantial correlation exists between the intention to participate in 

crowdfunding activities and attitudes towards helping others. The correlation value, r = 0.636, 

indicates a moderately strong positive association between attitudes towards helping others and 

the intention to participate in crowdfunding. 
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4.7.3 Hypothesis 3 (Innovativeness) 

 

H0: There is no positive and significant relationship between an individual's level of 

innovativeness and intention to engage in crowdfunding activities. 

H3: There is a positive and significant relationship between an individual's level of 

innovativeness and intention to engage in crowdfunding activities. 

 
 

P-value is equivalent to 0.000, which is less than the alpha of 0.01 significance. H3 is, 

therefore, approved. Thus, the intention to participate in crowdfunding activities and 

innovativeness have a favorable and significant association. Moderately strong positive 

relationships between innovativeness and the intention to engage in crowdfunding are indicated 

by the correlation value, r = 0.703. 

 
 

 
4.7.4 Hypothesis 4 (Self-identity) 

 

H0: No relationship exists between self-identity and intention to engage in crowdfunding 

activities. 

H4: A positive and significant relationship exists between self-identity and intention to 

engage in crowdfunding activities. 

 
 

The P-value equals 0.000, less significant than the alpha of 0.01. Thus, H4 is authorized. 

Therefore, a positive and substantial correlation exists between the intention to participate in 

crowdfunding activities and self-identity. The correlation value, r = 0.635, indicates a 

moderately strong positive association between self-identity and the intention to participate in 

crowdfunding. 
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4.8 Summary / Conclusion 

 

The SPSS software is used to obtain all the data analysis results in this chapter. To ascertain 

the link between the independent and dependent variables and to ascertain the intention to 

participate in crowdfunding, the obtained data are subjected to descriptive analysis, reliability 

testing, and Pearson's correlation. In the chapter that follows, the results regarding the link 

between the independent and dependent variables as well as the intention to participate in 

crowdfunding will be further examined and described in chapter 5. 
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CHAPTER 5 

 

DISCUSSION AND CONCLUSION 

 

5.1 Introduction 

 

In chapter five, the research findings are further analyzed, their ramifications are discussed, 

and recommendations are given. The descriptive and Pearson Correlation analyses from the 

previous chapter are thoroughly explained in this chapter. 

Explaining and elaborating the researchers' findings are provided to bolster the study's 

objectives and hypotheses. The challenges the researchers faced in conducting their study will 

also be discussed. The researchers will summarize their findings after going into further detail. 

5.2 Key Findings 

 

 

Table 24: Hypothesis Summary 
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5.3 Discussion 

 

5.3.1 Interpersonal Connectivity 

 

Interpersonal connectivity has a good and high positive connection with the intention to 

participate in crowdfunding. Based on Table 24, the significant Pearson correlation value of 

0.751 confirms what was apparent from the graph; there appears to be a very strong positive 

correlation between the two variables, substantiating hypothesis H1 that there is a positive and 

significant relationship between interpersonal connectivity and intention to participate in 

crowdfunding activities. The findings are supported by many researchers who have conducted 

related studies on interpersonal connectivity, including a survey by Rodríguez-Ricardo et al. 

(2018), which found that interpersonal connectivity had a significant positive effect on social 

identification with the crowdfunding community, which in turn enhanced intention to 

participate in crowdfunding activities. There are several reasons why interpersonal 

connectivity may have this effect. First, individuals who are connected to others are more likely 

to be exposed to information about crowdfunding projects. They may hear about projects from 

their friends and family or see them discussed on social media. This exposure can increase their 

awareness of crowdfunding and make them more likely to consider participating. Second, 

individuals who are connected to others are more likely to trust recommendations from those 

people. If a friend or family member recommends a crowdfunding project, the individual is 

more likely to believe it is a worthwhile investment. This trust can help to overcome the 

perceived risk of participating in crowdfunding projects. Third, individuals who are connected 

to others are more likely to feel a sense of social obligation to participate in crowdfunding 

projects. They may feel pressure to support their friends and family or want to be seen as 

generous and helpful. This social pressure can motivate individuals to participate even if they 

are not particularly interested in the project. The research suggests that interpersonal 

connectivity is an essential factor influencing the intention to participate in crowdfunding 
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activities. Individuals who are more connected to others are more likely to be aware of 

crowdfunding opportunities, to trust recommendations from others, and to feel a sense of social 

obligation to participate. Crowdfunding platforms can increase participation by fostering 

connections between potential investors and project creators. FK
P
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5.3.2 Attitudes Towards Helping Others 

 

Attitudes towards helping others have a good and high positive connection with the 

intention to participate in crowdfunding. Based on Table 24, the significant Pearson correlation 

value of 0.636 confirms what was apparent from the graph; there appears to be a very strong 

positive correlation between the two variables, substantiating hypothesis H2 that there is a 

positive and significant relationship between attitudes towards helping others and intention to 

participate in crowdfunding activities. The findings are supported by many researchers who 

have conducted related studies on interpersonal connectivity, including a survey by Rodríguez- 

Ricardo et al. (2018), which found that attitudes towards assisting others were a significant 

predictor of intention to participate in crowdfunding activities, even after controlling for other 

factors such as perceived risk and perceived value. These findings suggest that people with 

positive attitudes toward helping others are more likely to participate in crowdfunding 

activities. This is likely because crowdfunding activities are a way for people to help others 

achieve their goals. People with positive attitudes towards helping others are more likely to see 

crowdfunding impacting the world positively. In addition to these studies, there are a few 

theoretical reasons why attitudes toward helping others should be related to the intention to 

participate in crowdfunding activities. For example, Social Identity Theory suggests that people 

are motivated to belong to groups that share their values and beliefs. If people believe that 

helping others is essential, they are more likely to be drawn to crowdfunding platforms, 

typically composed of people who share this belief. Overall, the evidence suggests a significant 

relationship between attitudes towards helping others and intention to participate in 

crowdfunding activities. This relationship is likely due to several factors, including the fact that 

crowdfunding activities are a way for people to help others achieve their goals and that people 

who have positive attitudes towards helping others are more likely to be drawn to groups that 

share this belief. 
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5.3.3 Innovativeness 

 

Innovativeness has a good and high positive connection with the intention to participate in 

crowdfunding. Based on Table 24, the significant Pearson correlation value of 0.703 confirms 

what was apparent from the graph; there appears to be a very strong positive correlation 

between two variables, substantiating hypothesis H3 that there is a positive and significant 

relationship between an individual's level of innovativeness and intention to engage in 

crowdfunding activities. The findings are supported by many researchers who have conducted 

related studies on innovativeness, including Gunawan et al. (2019), who found a positive and 

significant relationship between an individual's level of innovativeness and intention to engage 

in crowdfunding activities. Chan and Parhankangas (2017) found that innovativeness was a 

critical moderator of the relationship between perceived risk and intention to participate in 

crowdfunding. These studies suggest that more innovative individuals are more likely to be 

interested in and willing to participate in crowdfunding activities. This is likely because 

innovative people are more open to new ideas and experiences and likely to be early adopters 

of new technologies. Crowdfunding is a relatively new and innovative form of financing, so it 

is not surprising that innovativeness is more likely to be attracted to it. Innovative individuals 

are more likely to be interested in new ideas and products. Crowdfunding is a way to support 

new ideas and products, so it appeals to innovative individuals who are always looking for the 

next big thing. Innovativeness is more likely to be comfortable with risk. Crowdfunding is a 

relatively risky investment, so it is only for some. However, innovative individuals are often 

more comfortable with risk and are willing to take chances to achieve their goals. 

Innovativeness is more likely to be connected to social networks. Social networks can be a 

valuable source of information about crowdfunding opportunities, so well-connected, 

innovative people are more likely to hear about and participate in crowdfunding activities. 
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5.3.4 Self-identity 

 

Self-identity has a good and high positive connection with the intention to participate in 

crowdfunding. Based on Table 24, the significant Pearson correlation value of 0.635 confirms 

what was apparent from the graph; there appears to be a strong positive correlation between 

two variables, substantiating hypothesis H4 that A positive and significant relationship exists 

between self-identity and intention to engage in crowdfunding activities. The findings are 

supported by many researchers who have conducted related studies on innovativeness, 

including Rodríguez-Ricardo et al. (2018), Self-identity, an individual's perception of 

themselves, plays a significant role in shaping their intentions to participate in crowdfunding 

activities. When individuals identify with certain causes or communities aligned with 

crowdfunding projects, they are more likely to engage in crowdfunding activities as a means 

of expressing their self-identity and aligning their actions with their beliefs. This positive 

relationship between self-identity and crowdfunding participation is evident in studies that have 

explored the motivations behind crowdfunding engagement. Crowdfunding platforms offer 

individuals a unique opportunity to support initiatives that resonate with their personal values 

and sense of self. By backing projects that align with their passions, interests, or social causes, 

individuals can actively participate in shaping the world around them and affirming their self- 

identity. This sense of connection and shared purpose further strengthens the link between self- 

identity and crowdfunding participation, creating a positive feedback loop that encourages 

continued engagement in crowdfunding activities. 
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5.4 Implications of the study 

 

The findings of our research primarily highlight the factor that influences the intention to 

participate in crowdfunding among students. As a result, it may raise some interpersonal 

connectivity, innovativeness, self-identity, and attitudes towards helping others. The study's 

findings can be used to develop more effective crowdfunding campaigns. This includes 

targeting the right audience, crafting compelling messages, and leveraging the power of social 

identity. The study can also be used to develop strategies for building and maintaining 

relationships with crowdfunders. This is important for encouraging repeat participation and 

building a loyal following. The study's findings can also be used to develop new crowdfunding 

platforms that are more user-friendly and engaging. This can attract new participants and 

increase crowdfunding success rates. Overall, the study on the intention to participate in 

crowdfunding provides valuable insights that can be used to improve the effectiveness of 

crowdfunding campaigns and build a more successful crowdfunding ecosystem. 

Crowdfunding platforms can use the study's findings to develop algorithms that identify 

potential crowdfunders based on their social identity and innovativeness. Crowdfunding 

campaigns can use the study's findings to craft messages that appeal to potential crowdfunders' 

sense of altruism and desire for novelty. Crowdfunding platforms can also use the study's 

findings to develop features that encourage social interaction and build community among 

crowdfunders. By applying the study's findings, crowdfunding venues and campaign 

organizers can increase the likelihood of success and help to achieve their fundraising goals. 
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5.5 Limitation of the study 

 

First are sample limitations; The study's findings may need to be more generalizable to 

other populations, as the sample only included students from a specific university or region. 

The study's results may not represent the broader student population's attitudes and behaviors 

regarding crowdfunding. Secondly, measurement limitations are that the study's use of self - 

reported measures may be susceptible to bias and error, as individuals may not accurately report 

their attitudes, behaviors, or beliefs. Additionally, the study's criteria may need to fully capture 

the complexity of the studied constructs, such as interpersonal connectivity or innovativeness. 

Third is methodological limitations: The study's cross-sectional design limits its ability to 

establish causal relationships between the independent and dependent variables. Longitudinal 

studies would be better suited to examine how changes in independent variables (e.g., 

interpersonal connectivity or innovativeness) affect students' intention to participate in 

crowdfunding over time. Fourth is external validity limitations, which are the study's findings 

may not apply to crowdfunding campaigns in other industries or geographical contexts. The 

study did not control potential confounding variables that could influence students' intention to 

participate in crowdfunding, such as the specific project's characteristics or the student's 

financial situation. 

Fifth is theoretical limitations; the study's theoretical framework may only partially account 

for some factors influencing students' intention to participate in crowdfunding. Additional 

research is needed to identify and explore other potential determinants of crowdfunding 

participation among students. Despite these limitations, the study provides valuable insights 

into the factors influencing students' willingness to support crowdfunding campaigns. 
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5.6 Recommendation or suggestion for future research 

 

Explore the mediating role of social identity. While the proposed model examines social 

identity as a mediator between the independent variables and intention to participate in 

crowdfunding, it would be interesting to investigate the specific mechanisms by which social 

identity exerts its influence. This could involve examining the formation and maintenance of 

social identity within crowdfunding communities and how these processes shape individuals' 

perceptions and behaviors. Next, investigate the moderating effect of crowdfunding platform 

characteristics. Crowdfunding platforms vary in their features, design, and target audience. It 

would be valuable to explore how these platform characteristics might moderate the 

relationships between the independent variables and intention to participate. For instance, 

platforms that strongly focus on community engagement or emphasize social rewards might 

amplify the influence of interpersonal connectivity and social identity. 

Next, examine the impact of crowdfunding project characteristics. The nature of the 

crowdfunding project itself could also influence individuals' intention to participate. Future 

research could explore how project characteristics such as innovativeness, social impact, and 

perceived risk affect the decision to support a crowdfunding campaign. Understanding cross- 

cultural differences is also a suggestion for future research. Crowdfunding behaviors and 

motivations may vary across different cultures. Replicating the study in diverse cultural 

contexts could provide valuable insights into the universal and culture-specific factors 

influencing crowdfunding participation. 

Explore the role of technology and social media. Technology and social media have 

transformed the crowdfunding landscape. Future research could investigate how these digital 

tools shape interpersonal connections, attitudes toward helping, innovativeness, and self - 

identity and how these factors influence crowdfunding participation. Lastly, utilize longitudinal 

data collection. Longitudinal data would allow researchers to track changes in intention to 
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participate in crowdfunding over time and assess the long-term impact of the independent 

variables. This could provide valuable insights into the development of crowdfunding 

behaviors among students. 
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5.7 Overall conclusion of the study 

 

Overall, the study found that interpersonal connectivity, attitudes toward helping others, 

innovativeness, and self-identity are all positively related to the intention to participate in 

crowdfunding among students. This means that students who are more connected to others, 

have a more positive attitude toward helping others, are more innovative, and have a stronger 

sense of self-identity are more likely to participate in crowdfunding projects. These findings 

suggest that crowdfunding platforms and project creators should focus on cultivating a strong 

sense of community, promoting altruistic values, and encouraging creativity and self - 

expression to increase student participation in crowdfunding campaigns. 

Specifically, the study found that interpersonal connectivity has the strongest positive 

relationship with the intention to participate in crowdfunding. This suggests that students who 

are more connected to others are more likely to be aware of crowdfunding opportunities and to 

be motivated to participate in projects that they believe will benefit their friends and 

community. Attitudes toward helping others also have a significant positive impact on the 

intention to participate in crowdfunding. This suggests that students who are more willing to 

help others are more likely to support crowdfunding projects, even if they do not expect to 

receive a personal benefit. 

Innovativeness is also a positive predictor of the intention to participate in crowdfunding. 

This suggests that students who are more open to new ideas and experiences are more likely to 

be interested in crowdfunding to support innovative projects. Finally, self -identity has a 

positive relationship with the intention to participate in crowdfunding. This suggests that 

students who have a strong sense of self are more likely to be confident in their ability to make 

informed decisions about crowdfunding projects and to be more likely to participate in projects 

that align with their values and beliefs. 
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The findings of this study have several implications for crowdfunding platforms and project 

creators. First, crowdfunding platforms should focus on cultivating a strong sense of 

community among their users. This can be done by providing opportunities for users to connect 

with each other, share ideas, and build relationships. Second, crowdfunding platforms should 

promote altruistic values among their users. This can be done by highlighting the impact that 

crowdfunding projects can have on their communities and by encouraging users to support 

projects that are making a positive difference in the world. 

Third, crowdfunding platforms should encourage creativity and self-expression among 

their users. This can be done by providing tools and resources that help users create compelling 

project campaigns and by showcasing the diversity of projects that are being funded on the 

platform. Finally, project creators should tailor their campaigns to appeal to students' sense of 

social connection, altruism, innovativeness, and self-identity. This can be done by emphasizing 

the community benefits of their projects, highlighting the positive impact that their projects 

will have on others, showcasing the innovative aspects of their projects, and appealing to 

students' sense of identity. By following these suggestions, crowdfunding platforms and project 

creators can increase student participation in crowdfunding campaigns and help to achieve the 

full potential of this powerful fundraising tool. 
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APPENDIX - DRAFT OF QUESTIONAIRE 

 

SECTION A – DEMOGRAPHIC RESPONDENT 

Please select your answer on the a questions below. 

Sila pilih jawapan anda pada soalan di bawah. 

 
1. Gender 

o Male 
o Female 

 
2. Age 

o 18-21 years old 
o 22-25 years old 

o 26 years old and above 

 
3. Education Level 

o SPM 
o Diploma/STPM 
o Degree 

o Master/Phd 

 
4. Name of institution: 

o UIAM 

o UMK 
o UMP 
o UMS 

o UMT 
o USIM 

o USM 
o UPSI 

o UiTM 
o UniSZA 

o UM 
o UKM 

o UNIMAS 
o UTHM 
o UPM 

o UTM 
o UUM 

o UTeM 
o UPNM 

o UniMAP 

o Other 
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SECTION B: DEPENDENT VARIABLES 

 

 

 

Please indicate your degree of agreement on the following statement by circling the numbers 

given ranging: 

 

 

 

Strongly 

Disagree 

 

Sangat Tidak 

Setuju 

Disagree 

Tidak Setuju 

Neutral 

Neural 

Agree 

Setuju 

Strongly Agree 

Sangat Setuju 

1 2 3 4 5 

 

 
 

 
INTENTION TO PARTICIPATE IN CROWDFUNDINGS 

 

 

 

1 Given the chance, I intend to 

participate in crowdfunding 

projects. 

 

Jika diberi peluang, saya berhasrat 

untuk mengambil bahagian dalam 

projek crowdfung. 

1 2 3 4 5 

2 Given the chance, I predict that I 

would participate in a 

crowdfunding project in the future. 

1 2 3 4 5 
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 Jika diberi peluang, saya 

meramalkan bahawa saya akan 

mengambil bahagian dalam projek 

crowdfunding pada masa hadpan. 

     

3 It is very likely that I will 

participate in a crowdfunding 

project in the near future. 

 

Besar kemungkinan saya akan 

menyertai projek crowdfunding 

dalam masa terdekat. 

1 2 3 4 5 
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SECTION C: INDEPENDENT VARIABLES 

 

 

 

i) INNOVATIVENESS 
 

 

 

1 I like to experiment with new ways 

of doing things. 

 

Saya suka bereksperimen dengan 

cara baru melakukan sesuatu. 

1 2 3 4 5 

2 I like to play around with new 

ideas even if they turn out to waste 

time. 

 

Saya suka bermain-main dengan 

idea baharu walaupun ia 

membuang masa. 

1 2 3 4 5 

3 I like to try new and different 

things. 

 

Saya suka mencuba perkara baru 

dan berbeza. 

1 2 3 4 5 
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ii) INTERPERSONAL CONNECTIVITY 
 

 

 

1 To have something to do with 

others. 

 

Untuk ada kaitan dengan orang 

lain. 

1 2 3 4 5 

2 To stay in touch with others. 
 

 

Untuk kekal berhubung dengan 

orang lain. 

1 2 3 4 5 

 

 

 

 

 

 

iii) ATTITUDES TOWARDS HELPING OTHERS) 
 

 

 

 

1 

People should be willing to help 

others who are less fortunate. 

 

Orang ramai harus bersedia 

membantu orang lain yang kurang 

bernasib baik. 

1 2 3 4 5 
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2 Helping troubled people with their 

problems is very important to me. 

 

Membantu orang yang bermasalah 

dengan masalah mereka adalah sangat 

penting bagi saya. 

1 2 3 4 5 

3 People should be more charitable 

toward others in society. 

 

Orang harus lebih beramal terhadap 

orang lain dalam masyarakat. 

1 2 3 4 5 
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iv) SELF-IDENTITY 
 

1 One key aspect of who I am as a 

university student is that I take part in 

crowdfunding projects started by other 

students. 

 

Satu aspek utama siapa saya sebagai 

seorang pelajar universiti adalah yang 

saya ambil bahagian crowdfunding 

projek yang dimulakan oleh pelajar 

lain. 

1 2 3 4 5 

2 As a university student, I am not the 

kind of person who enjoys taking part 

in student-run crowdfunding projects. 

 

Sebagai pelajar universiti, saya bukan 

jenis orang yang gemar mengambil 

bahagian dalam projek crowdfunding 

yang dikendalikan oleh pelajar. 

1 2 3 4 5 

3 I see myself as a college student who 

is really interested in taking part in 

other students' crowdfunding efforts. 

 

Saya melihat diri saya sebagai pelajar 

kolej yang sangat berminat dalam 

usaha crowdfunding pelajar lain. 

1 2 3 4 5 
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4 I consider myself to be someone who 

believes in giving back to the 

community, and I support other 

universities through fundraising 

efforts. 

 

Saya menganggap diri saya sendiri 

menjadi seseorang yang percaya 

dalam memberi sokongan kepada 

masyarakat, dan saya 

menyokonguniversiti lain dalam usaha 

pengumpulan dana. 

1 2 3 4 5 

5 I normally avoid contributing to 

student-run crowdfunding projects 

because I want to find alternative 

ways to give back to the university 

community. 

 

Kebiasaannya saya mengelak dalam 

projek pengumpulan dana kerana saya 

ingin mencari cara lain untuk 

memberi sokongan kepada komuniti 

universiti. 

1 2 3 4 5 

6 One important component of my 

responsibility as an accountable 

student is to support my fellow 

students through crowdfunding 

campaigns. 

 

Satu komponen penting dalam 

tanggungjawab sebagai pelajar 

1 2 3 4 5 
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 perakaunan ialah menyokong rakan 

sebaya melalui kempen pengumpulan 

dana. 
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APPENDIX B – GANTT CHART 

MONTH 

 

WEEK 

ACTIVITY 

MARCH APRIL MAY JUNE JULY NOVEMBER DECEMBER JANUARY FEBRUARY 

1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 1 2 3 4 

Project Title 

Selection 

          

Project 

Research & 

Finding 

          

Introduction            

Literature 

Review 

          

Research 

Methodology 

          

Preparation 

For Proposal 

Presentation 

           

Final 

Corrections 
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and 

Amendments 

         

Collecting 

Data 

         

Analyze & 

Discussion 

         

Conclusion & 

Summary 

         

Preparation 

For Final 

Presentation 
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WEIGHT 

 
TOTAL POOR 
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GOOD 
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EXCELLENT 

(4 MARKS) 

1. Content (10 MARKS) 
(Research objective and 
Research Methodology in 

accordance to comprehensiv e 
literature review) 

 
Content of report is systematic 
and scientific (Systematic 

includes Background of study, 
Problem Statement, Research 
Objective, Research Question) 

(Scientific refers to 
researchable topic) 

 
Poorly clarified and not 
focused on Research 
objectiv e and Researc h 
Methodology in 
accordance to 
comprehensiv e literature 
review. 

 
Fairly def ined and fairly 
focused on Research 
objectiv e and Researc h 
Methodology in 
accordance to 
comprehensiv e literature 
review. 

 
Good and clear of 
Research objective and 
Research Methodology 
in accordance to 
comprehensive 
literature review with 
good facts. 

 
Strong and very clear of 
Researc h objectiv e and 
Researc h Methodology 
in accordance to 
comprehensiv e literature 
review with very good 
facts. 

 
 

 
  x 
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Content of report is 
written unsystematic that 
not include Background 
of study, Problem 
Statement, Research 
Objective, Research 
Question and unscientif ic 
with unsearchable topic. 

Content of report is 
written less systematic 
with include fairly 
Background of study, 
Problem Statement, 
Research Objective, 
Research Question and 
less scientif ic with fairly 
researchable topic. 

Content of report is 
written systematic with 
include good 
Background of study, 
Problem Statement, 
Research Objective, 
Research Question 
and scientific with 
good researchable 
topic. 

Content of report is 
written very systematic 
with excellent 
Background of study, 
Problem Statement, 
Research Objective, 
Research Question 
and scientif ic with very 
good researchable 
topic. 

 
 
 

 
  x 
1.25 

 
(Max: 5) 

FK
P



108  

 

2. Overall 
report 
format 

(5 
MARKS) 

Submit 
according to 
acquired format 

The report is not 
produced according to 
the specif ied time and/ or 
according to the format 

The report is produced 
according to the 
specif ied time but fails to 
adhere to the format. 

The report is produced 
on time, adheres to the 
format but with few 
weaknesses. 

The report is produced 
on time, adheres to the 
format without any 
weaknesses. 

 
  x 
0.25 

 
(Max: 

1) 

 

  Writing styles 
(clarity, 
expression of 
ideas and 
coherence) 

The report is poorly 
written and difficult to 
read. Many points are not 
explained well. Flow of 
ideas is incoherent. 

The report is adequately 
written; Some points lack 
clarity. Flow of ideas is 
less coherent. 

The report is well written 
and easy to read; 
Majority of the points is 
well explained, and f low 
of ideas is coherent. 

The report is written in 
an excellent manner and 
easy to read. All of the 
points made are crystal 
clear with coherent 
argument. 

 
  x 
0.25 

 
(Max: 

1) 

  Technicality 
(Grammar, 
theory, logic 
and reasoning) 

The report is 
grammatically, 
theoretically, 
technically and 
logically incorrect. 

There are many errors 
in the report, 
grammatically, 
theoretically, technically 
and logically. 

The report is 
grammatically, 
theoretically, technically 
and logically correct in 
most of the chapters 
with few weaknesses. 

The report is 
grammatically, 
theoretically, 
technically, and 
logically perfect in all 
chapters without any 
weaknesses. 

 

 
  x 
0.25 

 
(Max: 

1) 

  Reference list 
(APA Format) 

No or incomplete 
reference list. 

Incomplete reference list 
and/ or is not according 
to the format. 

Complete reference list 
with few mistakes in 
format adherence. 

Complete reference list 
according to format. 

 
  x 
0.25 

       
(Max: 

1) 

  Format 
organizing 
(cover page, 
spacing, 
alignment, 
format 
structure, etc.) 

Writing is disorganized 
and underdeveloped 
with no transitions or 
closure. 

Writing is confused 
and loosely 
organized. 
Transitions are weak 
and closure is 
ineffective. 

Uses correct writing 
format. Incorporates a 
coherent closure. 

Writing include a strong 
beginning, middle, and 
end with clear 
transitions and a 
focused closure. 

 

 
  x 
0.25 

 
(Max: 

1) 

3. Research Findings 
and Discussion 

Data is not adequate and 
irrelevant. 

Data is fairly adequate 
and irrelevant. 

Data is adequate and 
relevant. 

Data is adequate and 
very relevant. 

 x 1  
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 (20 MARKS)      
(Max: 4) 

 

Measurement is wrong 
and irrelevant 

Measurement is suitable 
and relevant but need 
major adjustment. 

Measurement is suitable 
and relevant but need 
minor adjustment. 

Measurement is 
excellent and very 
relevant. 

 x 1 

 
(Max: 4) 

Data analysis is 
inaccurate 

Data analysis is fairly 
done but needs major 
modification. 

Data analysis is 
satisfactory but needs 
minor modification. 

Data analysis is correct 
and accurate. 

 x 1 

 
(Max: 4) 

Data analysis is not 
suppor ted with relevant 
output/f igures/tables and 
etc. 

Data analysis is fairly 
suppor ted with relevant 
output/f igures/tables and 
etc. 

Data analysis is 
adequately supported 
with relevant 
output/f igures/table and 
etc. 

Data analysis is strongly 
suppor ted with relevant 
output/f igures/table and 
etc. 

 

 x 1 

 
(Max: 4) 

Interpretation on 
analyzed data is wrong. 

Interpretation on 
analyzed data is weak. 

Interpretation on 
analyzed data is 
satisfactory. 

Interpretation on 
analyzed 
data is excellent 

 x 1 

 
(Max: 4) 

4. Conclusion and 

Recommendations 
(15 MARKS) 

Implication of study is not 
stated. 

Implication of  study is 
weak. 

Implication of study is 
good. 

Implication of study is 
excellent 

  x 
1.25 

 
(Max: 5) 

 

Conclusion is not 
stated 

Conclusion is weakly 
explained. 

Conclusion is 
satisfactorily explained. 

Conclusion is well 
explained. 

  x 
1.25 

 
(Max:5) 

Recommendation is not 
adequate and irrelevant. 

Recommendation is fairly 
adequate and irrelevant. 

Recommendation is 
adequate and relevant. 

Recommendation is 
adequate and very 
relevant. 

  x 
1.25 

 
(Max:5) 

  
TOTAL (50 MARKS) 
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