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ABSTRACT 

Crowdfunding has grown rapidly in recent years. In 2013, the first crowdfunding 

platform appeared in Taiwan, and now Taiwan becomes the country that has the highest 

density of crowdfunding platforms. Due to the increasing number of funding projects, 

the problem of how to attract the attention of those sponsors has become the most 

popular issue for the platform managers and the fundraisers. However, the ratio of the 

crowdfunding platform member who have ever sponsored a project is low and the 

project success rate is below 50%, we still have a lot to do to increase the success rate 

and the participation rate. 

Former studies exploring the success and participation rate focused mainly on the 

platform characteristics by applying signaling theory or herding effect. Little research 

explored this topic from the customer perspectives, like customer experience and value. 

Several studies indicate that customer perceived value is an important factor that can 

influence customer behaviors and their participation. Therefore, our aim is to figure out 

how to improve the success rate from customer value perspective through qualitative 

interviews to crowdfunding sponsors. 

Our empirical result shows that Happiness, Fulfillment, Participation, Curiosity, 

Vanity, and Trust are the most important value for sponsors and also have a great impact 

on sponsor motivation. As a result, while designing the service process and platform 

mechanism, platform managers can take those six customer value into consideration in 

order to raise the success rate and the participation rate. 

 

Keywords: crowdfunding, means-end chain, customer perceived value, 

management strategy 
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