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CROWDFUNDING FOR NON-COMMERCIAL INITIATIVES

Kabsuiko E. Kpayadananar 18 HEKOMMEPUECKHX WHUIMATHB. Kpayoganounz kax
anbmepHamuenviii cnocob npueneyerus cpeocma HacenreHus nocpeocmeom cemu Hu-
meprem uepes cneyuanbHbie MIOWAOKU Habupaem nonyasprocmb 6o ecem mupe. He-
KOMMEPUECKUl Xapakmep npoexma AGAREMCs OOHOU U3 KAIOUeEblX npeonochliok 0oc-
muxcenuss nonroxcumenvHozo pesyabmama. ILlenv Oannou pabomvt — nposepka
npuMeRuUMocmu meHoeHyul, EbIAGNEHHBIX UCCIEO08AMENAMU, K HEKOMMEPHECKUM NpO-
exmam u RPOeKMam, UWMEIOWUM COYUANLHYIO HANPAGIEHHOCMb, KOmopbie bbiau pasme-
wensl Ha Genropycckoi Kpayoganounzoeou nnamgopme Ulej.

Crowdfunding is the practice of funding a project or venture by rais-
ing many small amounts of money from a large number of people, typi-
cally via the Internet [1]. There are three participants in crowdfunding
process: founder (fundraiser, creator, initiator, entrepreneur), funder
(sponsor, backer, investor) and crowdfunding platform. With respect to
the nature of outcome crowdfunding could be donation-, equity-, debt-,
and rewards-based. For financing non-commercial projects only the last
two. Crowdfunding campaign starts with choice of platform and de-
scription of the idea.

Fundraising is one of the main activities of non-profit organizations.
These organizations seek sustainable development as for-profits and
they should diversify funds [2]. Sponsors contributing to such projects
are driven by empathy towards the cause. Read [3] states that supporters
use crowdfunding for the feelings of social benefit. However he recom-
mended non-profits to use material rewards to express how the funds
were allocated.

Hoérisch [4] with respect to contract failure theory stating that due to
shift of focus from gaining profit to the quality of results, non-commercial
initiatives have an advantage in attracting public, declared that non-profit
campaigns are more effective in acquiring contributions. Lambert and
Schwienbacher [5] performed the research and concluded that non-profit
initiatives are more successful in fund collection. Their findings were
checked by Pitschnerand Pitschner-Finn [6], handling data from Kick-
starter. The indices used for evaluation are average amount received per
sponsor, total number of sponsors, total funds raised in percentage, prob-
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ability of collection of desired amount. Meanwhile there was emphasis on
points of possible difference between commercial and non-commercial
initiatives in the amounts desired, minimum pledge, extent of presentation
of project on platform and duration of campaign. Results achieved after
analysis showthat meanwhile non-profit projects demonstrate better per-
formance in achieving funding aims and average value of pledge per
sponsor is higher, for-profits on average collect bigger sums and attract
more funders.

Meanwhile, Elmer [7] stated that many non-profit projects ended up
reaching not more than 17 percent of funding goal, therefore organiza-
tion could be more effective in collecting money at an event than during
crowdfunding campaign. Nevertheless Messina [8] pointed that in case
of emergency non-profits should turn to crowdfunding, underlining that
in 2013 approximately one third part of funds raised globally were col-
lected within socially important campaigns.

As for crowdfunding industry in Belarus the sector started to develop
in 2011. Nowadays there are 2 crowdfunding platforms (MaeSens and
Ulej) and 1 — dealing bothwith crowdfunding and crowdsourcing (Ta-
laka). In 2015 total volume of contributions in Belarus equaled to 3,069
billion BYR or approximately 165 300 US dollars [9].

Belarusian reward-based crowdfunding platform Ulej is analogue to
the American Kickstarter. This site was chosen for analysis because it is
the first site of that kind in the Republic of Belarus. Fundraising mecha-
nism established on the platform is “All-or-Nothing”. Platform began to
work on April, 2015.

To the analyzed sample there were included 74 project finished till
15.03.2016 from 10 categories (other categories were excluded because
they did not have any successful campaigns).

The objective of the work is to test the following research hypothesis:

H;: Non-commercial initiatives are more successful in collecting
funds than commercial projects;

H,: Campaigns belonging to the category Social projects are more
successful in fundraising than others.

As for the distributionof positive and negative results of crowdfund-
ing campaigns between commercial and non-commercial initiatives
sample consisted of 42 projects aimed at getting profit after project re-
alization and 32 projects with the non-profit targets. 47 % of non-
commercial projects and 38 % of commercial projects reached stated fi-
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nancial goals.The quantity of fails among commercial initiatives 1,6
times exceeded the number of non-failed ones, while for non-
commercial the corresponding ratio is 1,1.

Social projectscomposed 22 % of the sample, half of them ended
successfully. At the same time amid the rest of the campaigns 40 %
reached set financial goals.

For testing research hypothesis logistic regression was applied. For
the analyzed data H, and H, are not corroborated, non-commercial ini-
tiatives are not more successful in fund collection then commercial pro-
jects and campaigns belonging to the category Social projects are not
more successful in fundraising than other ones. Such results could be as-
sociated with short period of functioning of the crowdfunding platform
Ulej and a comparatively small number of posted projects.
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YCTONYMBBIA TYPU3M KAK MHCTPYMEHT
PETHOHAJIBHOI'O PA3BUTHA

B nocneanue roael B 0Te€UeCTBEHHOHN M 3apyOe)xHOM Hay4HOH JHTe-
patype BCe Hallle MCMONB3YeTCA TAKOe IMOHATHE KaK «YCTOHYMBBIN TY-
pu3M», B TO BpeMs Kak B 3akoHojatenbcTBe Pecnybnuku bBenapycs
JaHHBIA TEPMUH JO CHX MOP OTCYTCTBYET.

B oTiMuMe OT CXOXKHX MOHATHH (3KOJIOrMYECKOro Typu3Ma, MpHpoa-
HOrO TYpH3Ma, CEeJIbCKOro Typu3Ma M IIp.), YCTOHYMBBIH TypU3M Ipej-
cTaB/iieT COOOM COBOKYITHOCTh HOPM H INPAaBW1 YNPpaBjieHUs Ha NpPUH-
uMnax yCTOMYMBOIO pa3BUTHs, NPUMEHHUMYIO KO BCEM BHAAM TYPHCTH-
YEeCKOM MAeATENbHOCTH, B TOM HMCIEe K YIOMSHYTbIM BbILLE BHJIAM
Typu3ma. Llesin ycToHuMBOro Typu3Ma BKJIIOHAIOT YJy4HlIEHHE OXPaHbl
NPUPOJHOIO M KYJIbTYPHOrO Hacjeus, NOBBILIEHUE YPOBHA JKH3HH Me-
CTHBIX COOOILECTB B CeNbCKUX paHOHAX M B 30HAX, MNPUMBIKAIOLMX K
OXpaHsAeMbIM TEPPUTOPH:AM, a TaKXKe CTHMYJMPOBAaHHE Mo3HaHuA U Oe-
PeXHOr0 OTHOLIEHHS K MPHPOJE, Ky/IbType KOPEHHBIX Hapoa0B, 6uono-
rHYeCKOMY Ppa3HOO0OpasHi0 M KYJAbTYPHOMY HACl€HIO TYPHUCTHHECKHX
pectuHaumi [17.

HauGonee sddexkruBHol (opmoit opraHu3alu¥ yCTOHYMBOroO TY-
pusma Ui yenoeui benapycu sBnsercs arpo3koTypusm («BpeMeHHOe

135



