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Abstract: The COVID-19 pandemic made it more difficult for entrepreneurs to obtain capital finance 
from banks. As a result of disruptions caused by the COVID-19 pandemic, entrepreneurs found 
alternative means of obtaining capital finance in the form of crowdfunding. Crowdfunding has the 
potential to help entrepreneurs get access to finance. The prevalence of crowdfunding campaigns 
in Africa is relatively low compared to most developed economies around the world. The objective 
of the study was to determine the role of social networks on crowdfunding performance during the 
COVID-19 pandemic in Africa. A total of 859 crowdfunding projects in Africa were analysed in the 
study. The ordinary least squares (OLS) and probit models were estimated in the analysis. The 
duration, comments, and target amount variables were found to be negatively and significantly 
associated with crowdfunding success in Africa. Conversely, the presence of videos, updates and 
backer’s variables were positively and significantly associated with the success of crowdfunding 
campaigns. The study contributes to new knowledge by revealing the influence of the COVID-19 
pandemic and the role of social networks on crowdfunding performance in Africa. Furthermore, 
the study makes a policy recommendation to African governments on the need to craft policy 
instruments that will foster the development of crowdfunding sources which will ultimately 
mitigate the problem of credit rationing by banks which curtail the growth of entrepreneurs.  
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1. Introduction 

Restricted access to finance was a growing concern for new small to medium-sized enterprises 
(SMEs) after the global financial crisis. The COVID-19 pandemic made it even more difficult for 
entrepreneurs to get access to finance to ensure their survival. Crowdfunding has increased in 
popularity as part of a trend towards the disintermediation of the finance market and gives SMEs 
greater access to finance. Crowdfunding is an alternative source of finance that could provide a 
sustainable solution to entrepreneurs’ lack of access to finance [1]. The COVID-19 pandemic 
influenced the use of crowdfunding as a means of accessing finance. Crowdfunding requires the 
involvement of an internet-based platform and many crowds to raise funds for capital openly and 
transparently. The role of entrepreneurs and SMEs in fostering economic growth and job creation in 
many economies is well documented in extant studies [2]. Another strand of studies has advanced 
limited access to finance from traditional sources of finance as the major impediment to the 
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development of economies. Given the rapid advancements in technology, investors allocate more risk 
capital to digital equity crowdfunding sites [3]. The involvement of social networks for entrepreneurs 
mitigates the challenges posed by the COVID-19 pandemic [4]. However, the crowdfunding industry 
is characterised by a lower success rate in respect of crowdfunding campaigns [5, 6]. Several studies 
conducted on the role of social network on the crowdfunding success were limited to mainly 
developed nations such as UK, Malaysia, China, and USA [7, 8]. Empirical research on the role of 
social networks in the success of crowdfunding is limited to developed nations. To the best of the 
researchers’ knowledge, the present study is the first study with a large sample to be conducted on 
the African continent.  

The wider context of the study is economic growth, which is predicated on the role of 
entrepreneurs (SMEs) in economic activity. The specific context of the study is that of the financial 
inclusion of entrepreneurs (SMEs). Thus, the real-world problem that this study seeks to address is 
that of limited access to finance for entrepreneurs or SMEs, or the lack of financial inclusion of 
entrepreneurs or SMEs, on the African continent. The purpose of the study is to investigate the 
influence of social networks on crowdfunding performance in Africa and, specifically, to determine 
the factors that contribute to the success of crowdfunding campaigns in order to alleviate the high 
incidence of unsuccessful campaigns on the continent. This study is based on the research objectives 
set out below.  

 To determine the influence of social media on crowdfunding performance during the COVID-19 
pandemic. 

 To determine the influence of backers on crowdfunding performance in Africa. 
 To determine the success rate of crowdfunding during the COVID-19 pandemic in Africa. 
The paper is organised as follows; section 2 presents the literature review and develops the 

hypotheses for the study; section 3 sets out the research methodology applied in the study; section 4 
presents the results of the study. Section 5 discusses the findings of the study and draws conclusions 
thereof by outlining the implications of the study the limitations of the study and suggestions for 
future research.  

2. Literature Review and Hypotheses Development 

Limited access to finance for SMEs and entrepreneurs around the world, particularly on the 
African continent, is a major impediment to economic development [9]. Unsurprisingly, the greatest 
challenge confronting African SMEs and entrepreneurs is limited access to finance [9, 10, 11]. An 
estimated 84% of SMEs and entrepreneurs on the African continent do not have access to finance, 
and there is a funding gap of about $70 to $170 billion [12]. Many studies in this area originate from 
developed economies, hence the current study focuses on the African continent. 

2.1. Information Asymmetry  

Information asymmetry is inherent in the relationship between the project creator and the 
backers of the campaign. The risk and untrustworthiness of the crowdfunding campaign project 
signal unsuccessful project because it discourages the crowd from supporting the campaign [13, 14]. 
The effectiveness of these signals depends on investor characteristics [15]. The problem of 
information asymmetry exists between the project creator who does not disclose information to 
backers concerning the crowdfunding campaign features. It is therefore important to overcome the 
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problem of information asymmetry. The theory of information asymmetry originates from Akerlof 
[16], Rothschild and Stiglitz [17].  

Information asymmetry exists when the other parties between the project creator (entrepreneur) 
and the backers (crowd) have less information about the quality of the product, specifically, the 
crowdfunding campaign [18]. Information asymmetry has a negative influence on the success of a 
crowdfunding campaign [19]. Signalling theory was adapted to the crowdfunding market to mitigate 
the risk associated with information asymmetry [18, 20]. The consistent presence of information 
asymmetry decreases backers’ participation in crowdfunding campaigns and consequently lead to 
failed projects. The ability of SMEs to send convincing signals could encourage both existing and 
potential funders to participate in new funding campaigns. Therefore, fundraisers must convey 
signals that reduce information asymmetry and vagueness in the crowdfunding market [21]. 

2.2. Signalling within Crowdfunding  

The reward-based crowdfunding signals the crowdfunding success performance due return 
promised to backers [22]. On a reward-based crowdfunding platform, the signals of the backers of 
projects can be identified from the comments on the projects. Signals from the creators can be 
identified based on the number of updates to the projects. Comments can only be considered as 
comments from backers and not general users of the crowdfunding platform, since only supporters 
of a project can comment on it. To overcome the negative effects of asymmetric information, the more 
informed party of a project can create an action to signal the less informed party about the quality of 
the product. This signalling process regarding labour market signal was first identified in the seminal 
work of Ross [18] and Spence [20]. These authors highlight the asymmetric information in the labour 
market and point out that without signals of some kind, employers are unable to distinguish high-
skilled workers from low-skilled ones. Information asymmetry puts distant funders at a 
disadvantage compared to nearby funders. Quality signals are valuable to informationally 
disadvantaged backers. 

2.3. Social Capital Theory 

The social network is an essential driver which attracts potential investors to support the 
crowdfunding project hence increases the crowdfunding success [23]. It is commonly accepted that 
social networks play an important role in the way in which backers and entrepreneurs communicate 
publicly on a digital platform [24]. The success of any entrepreneur’s survival is influenced by the 
accessibility of financial resources [25]. The social network creates business opportunities, help to 
overcome challenges concerning resources and threats and are adaptable in the crowdfunding 
market, thereby creating opportunities to fund SMEs [26]. The success of social networking sites lies 
in the ability of users to create content, to consume content created by other users and to identify and 
interact with users who have similar or opposing views [27]. Social media platforms include web-
based and mobile tools and apps that allow users to create content or to consume content created by 
creators and that ultimately facilitate connections [27]. The social media or networks are applied by 
role-players as follows to: (i) reveal themselves, (ii) know if others are available, (iii) relate to one 
another, (iv) know the social standing of others, (v) form communities, (vi) communicate with one 
another and (vii) exchange, distribute and receive content [28]. The crowdfunding platform connect 
participation between entrepreneurs and backers digitally in exchange of funds contributed to the 
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crowdfunding campaign project. Social media platforms like Facebook, LinkedIn, Twitter, and 
Instagram are based on network interactions, which include data analytics used for digital marketing 
and better consumer targeting [29]. Figure 1 depicts the conceptual model of the study which shows 
how the social capital and signalling theories mitigate information asymmetry to help ensure the 
success of a crowdfunding campaign. 

Figure 1. Conceptual framework (Authors’ compilation). 

The crowdfunding factors do not contribute equal chances to the project success, hence there are 
factors which contribute to failed crowdfunding campaign projects [30]. Generally, the duration, the 
target amount and the COVID-19 pandemic have a negative effect on crowdfunding performance [31, 
32, 19]. In some studies, two parameters, namely, the funding rate and the number of donors were 
adopted to measure the performance of crowdfunding [33, 34]. Crowdfunding campaigns are more 
likely to succeed when they manage to attract both many investors and a large amount of funds [34]. 
In other studies, the success of campaigns (that is, the projects raised at least the funding goal) is 
regarded as a proxy for crowdfunding performance [35, 36]. The factors that influence the 
performance of crowdfunding campaigns are the subject of several in-depth studies [37, 38, 39]. 

2.4. Hypotheses Development  

The target amount of a crowdfunding project is the minimum amount of money that is needed 
for the project to get funded [40]. A project is considered successful when it has reached the minimum 
amount of money raised through backers [41]. Therefore, the target amount signals a negative 
association with crowdfunding success, as supported by signalling theory. Agrawal, Catalini and 
Goldfarb [42] found no relationship between the target amount and the backers of a project, whereas 
Mollick [35] found a positive relationship between the backers and the target amount. There is a 
negative signal between the target amount and the probability of crowdfunding success, thus leading 
to the following hypothesis: 

𝐇𝟏: The target amount of money requested is negatively related to crowdfunding performance. 

The large number of backers supporting crowdfunding campaign increases the probability of 
success compared to lower number of backers [43]. The presence of many backers influences 
investors’ confidence and crowdfunding success. Therefore, the presence of many backers signals 
crowdfunding success. Social networks play an important role in crowdfunding success since they 
help fundraisers to attract backers. The more backers, the higher the probability of crowdfunding 
success and the lower the degree of information asymmetry. Therefore, the following research 
hypothesis is put forward: 
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𝐇𝟐: The higher backers positively increase the probability of crowdfunding campaign success. 

Duration is the period for which a project can receive financial support from backers. The 
prolonged duration provides potential backers with more time to comprehend the information on 
the crowdfunding platform [54]. However, the findings were not conclusive on whether prolonged 
duration signal success or not. Authors such as Frydrych et al. [44] and Nyberg and Aberg [2] found 
that a longer duration led to either an increase or a decrease in crowdfunding success [45], whereas 
Mollick [35] and Frydrych et al. [44] found a negative relationship between duration and 
crowdfunding success. Thus, the following research hypothesis is put forward: 

𝐇𝟑: The longer the duration of a crowdfunding campaign, the greater the expected success. 

An update refers to information that is posted on a crowdfunding platform during and after the 
fundraising period of a project [35]. Updates represent the efforts of the founder of a crowdfunding 
project to reach out to current and potential funders. The founder also informs interested backers 
about the development of the project through videos, comments and information associated with 
crowdfunding success [46]. Updates have a positive impact on crowdfunding success [47]. The 
posting of frequent updates about a campaign on a crowdfunding platform attracts investors or 
backers to the campaign [48]. Signal theory holds that founder responses, formal websites and 
frequent project updates are clear signals from project founders of their intentional efforts to build 
social bonds with sponsors. These measures can thus strengthen the trust of sponsors and promote 
follow-up investment behaviour [49]. Thus, the following hypothesis is put forward: 

𝐇𝟒: Frequent updates have a positive influence on crowdfunding performance. 

According to Kim and Hollingshead [50] describes as the change in crowd’s thoughts, feelings, 
behaviour of one or more people is influenced by the engagement and communication made via 
social network. The social network users post messages to interact with others and to construct their 
social image, leading to greater social acceptance [51]. The messages posted by the users of a social 
network convey information about them through which the audience can get to know more about 
them. Network involvement is a means by which potential backers are informed about a 
crowdfunding project. The social media platform links backers to the campaign creator [35]. The 
social interaction between the stakeholders of a crowdfunding campaign signals the probability of its 
success [35]. The literature shows that network involvement has a positive influence on 
crowdfunding success. Successful crowdfunding projects have been shown to rely on the information 
provided to the crowd via social networks. In line with the findings of previous studies, the following 
hypothesis is proposed in this study: 

𝐇𝟓: The network involvement in a crowdfunding project is positively associated with crowdfunding 
performance. 

The comments made on a crowdfunding platform by the creator (entrepreneur) and the crowd 
(backers) signal the effectiveness of transparent communication and a reduction of information 
asymmetry [53]. The comments feature on a crowdfunding platform allows backers and the project 
creator to post comments concerning the progress of the crowdfunding campaign. Previous studies 
have reported positive association between comments and crowdfunding success [54]. Bi, Liu and 
Usman [55] observe that comments may convince potential backers to contribute to a crowdfunding 
campaign, known as electronic word of mouth, hence overcomes the problems of information 
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asymmetry. Additionally, comments are commonly used as a marketing strategy to attracts backers 
for crowdfunding campaigns. Bi, Liu and Usman [55] found that comments could persuade potential 
backers to participate in a crowdfunding campaign. Consequently, comments about crowdfunding 
campaigns could affect entrepreneurs’ access to funding through crowdfunding platforms. Therefore, 
the research hypothesis put forward: 

𝐇𝟔: The more comment on the crowdfunding platform increases the probability of crowdfunding 
campaign success. 

Backers easily understand the visuals that are used on a crowdfunding platform, which 
ultimately increases the success of campaigns and overcomes information asymmetry. Therefore, 
videos that are displayed on the page of a crowdfunding campaign must provide valuable 
information to backers, hence, increases the crowdfunding success performance [56]. Videos serve as 
means of communication between entrepreneurs (creators) and backers concerning the purpose of 
crowdfunding campaigns and the amount of money needed. The use of videos may encourage the 
crowd’s participation or contribution to a crowdfunding campaign. The presence of a video signals 
trustworthiness, preparedness, and quality. Bi et al. [55] and Mollick [35] note that crowdfunding 
projects without videos do not achieve the target amount. Thus, the following hypothesis is put 
forward to determine whether videos increase the probability of crowdfunding campaign success or 
not: 

𝐇𝟕: The presence of a video on a crowdfunding page has a positive influence on crowdfunding 
performance. 

Displaying pictures on a crowdfunding page enables potential backers to understand the 
campaign better [57]. Hence, pictures increase the probability of crowdfunding success. The presence 
of images on a crowdfunding page encourages potential backers to continue browsing the 
crowdfunding platform before they decide whether to support the campaign or not. A crowdfunding 
page with images has a higher probability of success than a page without images [58]. The presence 
of images provides a positive signal of crowdfunding success and overcomes information asymmetry. 
Zhu and Zhou [59] found that the availability of images on a crowdfunding platform increases the 
probability of success. However, the overuse of images may have an unpleasant appeal for potential 
backers, which decreases the probability of success. Therefore, the following research hypothesis is 
put forward: 

𝐇𝟖: The presence of images on the crowdfunding page increases the probability of crowdfunding 
campaign success.  

The COVID-19 pandemic has shifted the focus from traditional forms of financing to innovative 
forms. Many crowdfunding projects around the world were affected by the disruption caused by the 
pandemic [60]. The presence of COVID-19 pandemic has negatively influenced the crowdfunding 
performance [61]. The popularity and the usage of social network has grown during the presence of 
COVID-19 pandemic [31]. Therefore, COVID-19 pandemic has potential to change investors and 
backers’ behaviour in the financial markets and crowdfunding sector [31]. In order to verify if the 
social network influence the crowdfunding performance before COVID-19 is the same today thus, 
the hypothesis is put forward: 

𝐇𝟗: The COVID-19 pandemic influenced the main drivers of crowdfunding performance.  
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3. Research Methodology  

A quantitative research method, which is based on a deductive and postpositivist philosophy, 
was adopted to test the research hypotheses formulated for this study. Secondary data covering the 
period 2019 to 2020 were collected from a crowd datacentre. Convenience sampling was used for 
purposes of the study. The below Figure 2 represent the research methodology flow chart of the study 
below: 
 

 

 

 

 

 

 

Figure 2. Research methodology flow chart (Authors’ compilation). 

The sample for the study consisted of 859 crowdfunding projects. Projects with missing 
information were excluded from the sample. The sample is depicted in Table 1. 

Table 1. Sample Description. 

Crowdfunding campaign 

period 
Number of projects Success rate 

Amount raised (US 

dollar) 

Before Covid-19 – 2019 749 7% 1 368 829 

During Covid-19 – 2020 110 12% 403 389 

Total 859 19% 1 772 218 

Source: Authors’ compilation. 

Figure 3 depicts the sampling process and the data coding to reach a final sample. Data was 
collected from 1032 crowdfunding projects from 2019 to the year 2020. Hence, the invalid and 
incomplete crowdfunding projects from African continent (specifically reward based) were removed 
to ensure consistency.  

The variables that were employed in the study are depicted in Figure 4. These factors constitute 
the independent, dependent and control variables. The dependent variables include backers, success 
rate and success, whereas the independent variables include the COVID-19 pandemic, social media, 
images and videos. Lastly, the control variables consist of backers, comments, duration and updates. 
Campaign success dummy variable that equals 1, if the project was successful and 0 if it is a failed 
project. The variables are defined more formally in Table 2. 

 

Quantitative research strategy (post positivism) 

Deductive research approach (existing theory) 

Non-probability Convenience sampling 
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  Figure 3. The sampling and data coding process (Source: Adapted from (Mamaro and 
Sibindi 2023)). 
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Figure 4. Research model (Source: Authors’ compilation). 

The econometric analyses that were conducted in the study were ordinary least squares (OLS) 
and probit regression. The following models were specified: 

𝐶𝑆𝑅 = 𝛽଴ + 𝛽ଵ𝑆𝑁 + 𝛽ଶ𝐶𝑂𝑉𝐼𝐷 + 𝛽ଷ𝑉𝐷 + 𝛽ସ𝐷𝑅𝑁 + 𝛽ହ𝐼𝑀 + 𝛽଺𝐵𝐶𝐾 + 𝛽଻𝑈𝑃𝐷 + 𝛽଼𝐶𝑀𝑀 + 𝛽ଽ𝑇𝐴   (1) 

𝐶𝑆 = 𝛽଴ + 𝛽ଵ𝑆𝑁 + 𝛽ଶ𝐶𝑂𝑉𝐼𝐷 + 𝛽ଷ𝑉𝐷 + 𝛽ସ𝐷𝑅𝑁 + 𝛽ହ𝐼𝑀 + 𝛽଺𝐵𝐶𝐾 + 𝛽଻𝑈𝑃𝐷 + 𝛽଼𝐶𝑀𝑀 + 𝛽ଽ𝑇𝐴  (2) 

𝐵𝐶𝐾 = 𝛽଴ + 𝛽ଵ𝑆𝑁 + 𝛽ଶ𝐶𝑂𝑉𝐼𝐷 − 19 + 𝛽ଷ𝑉𝐷 + 𝛽ସ𝐷𝑅𝑁 + 𝛽ହ𝐼𝑀 + 𝛽଺𝑇𝐴 + 𝛽଻𝑈𝑃𝐷        (3) 
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Table 2. Variable Definition. 

NAMES OF VARIABLES MEASUREMENT OF VARIABLES REFERENCES 

Dependent variables -- -- 

Campaign Success Rate (CSR) A continuous variable is the ratio that is calculated 

by dividing each actual amount raised by each 

fundraising goal, which describes what extent can 

be achieved. 

[35, 62] 

Campaign Success (CS) A dummy variable of 1 if a campaign was 

successful and 0 if is failed. 

[63] 

Backers (BCK) The number of supporters who contributed to a 

project (transformed as log). 

[32, 64, 35] 

Independent variables -- -- 

Social network (SN) A binary variable of 1 if any of the following 

mediums are used: Facebook, Twitter, blogs, 

LinkedIn and Myspace, and 0 otherwise. 

[47] 

Video (VD) A dummy variable of 1 if a video is available on a 

campaign website and 0 otherwise. 

[56, 65] 

Image or visuals (IM) A dummy variable of 1 if an image is available on 

a campaign website and 0 otherwise. 

[65] 

COVID-19 pandemic A dummy variable of 1 if a campaign during the 

COVID-19 pandemic and 0 if was launched before 

the presence of COVID-19 pandemic. 

[31, 79] 

Control variables -- -- 

Backers (BCK) The number of supporters who contributed to a 

project (transformed as log). 

[32] 

Comments (CMM) The number of comments about a project by the 

entrepreneur and backers (transformed as log). 

[67] 

Duration (DR) The number of days for a campaign to raise funds 

(transformed as log). 

[68, 69] 

Number of updates (UPD) The number of updates on a crowdfunding 

platform (transformed as log). 

[70] 

4. Empirical Findings 

The descriptive and correlation analysis results are presented in Table 3. The correlation 
coefficients range between -0.02 and 0.60. The correlation coefficients fall within the threshold of 0.80 
suggested by Wooldridge [71]. It can be concluded correlation among the variables are not far less 
than 0.80. Consequently, there is no problem of multicollinearity between variables. Both descriptive 
and correlation of all variables reported in Table 3. Additionally, the variance inflation factor (VIF) 
was calculated to validate whether the model is free of multicollinearity. The VIF was found to be 
between 1,04 (minimum) and 2,00 (maximum). The VIF falls within the threshold suggested by 
McDonald and Moffit [72]. Therefore, the model is free of problems associated with multicollinearity. 
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 Table 3. Descriptive statistics and correlations. 

Probability Mean SD VIF 

CS 0.083 0.28 DP 

SN 0.866 0.34 2.00 

VD 0.47 0.50 1.41 

IM 0.68 0.47 1.80 

DRN 44.54 17.26 1.13 

BCK 19.64 118.47 1.73 

CMM 2.08 28.61 1.66 

COVID-19 0.13 0.34 1.04 

TA 4.07 0.80 1.12 

UPD 0.92 3.16 1.33 

Table 3. Descriptive statistics and correlations (continued Table). 

Probability CS SN VD IM DRN BCK CMM 
COVID-

19 
TA UPD 

CS 1.000          

SN 0.094*** 1.000         

VD 0.156*** 0.373*** 1.000        

IM 0.123*** 0.578*** -0.049 1.000       

DRN -0.162*** 0.0152 -0.045 0.0427 1.000      

BCK 0.444*** 0.059* 0.141*** 0.0272 -0.113*** 1.000     

CMM 0.223*** 0.028613 0.071** 0.0231 -0.059* 0.609*** 1.000    

COVID-19 0.047 0.070** 0.080** 0.128*** -0.059 0.089*** 0.098*** 1.000   

TA -0.123*** 0.033 0.082 0.0507 0.293*** 0.058* 0.0145 -0.013 1.000  

UPD 0.493*** 0.114*** 0.177 0.141*** -0.103*** 0.4161 0.393*** 0.0610* -0.020 1.000 

Notes: Number of observations 851; * p < 0.1, ** p < 0.05, *** p < 0.01. Source: Authors’ compilation. 

The results of estimating Model 1 in table 4 shows that social networks and COVID-19 are 
negatively and insignificantly associated with crowdfunding campaign success, whereas duration, 
comments and target amount (TA) are negatively and significantly associated with crowdfunding 
success (β = -0.01, -0.002 and -0.045 respectively; p < 0.1 and p < 0.01 for comments and target amount). 
The presence of updates, pictures and videos on a crowdfunding page increases the probability of 
success (β = 0.032, 0.067 and 0.047 respectively; p < 0.01). Lastly, the presence of many backers 
positively influences crowdfunding performance. 

In the second model, campaign success was measured by a dummy variable of 1 if the projects 
have reached the target amount and 0 if not. The logistic regression results (Model 2) suggest that SN, 
VD and DRN are negatively but insignificantly associated with crowdfunding success (β = -0.046, -
0.033 and -0.01 respectively). Additionally, the results suggest that TA is negatively and significantly 
associated with crowdfunding success (β = -1.323; p < 0.01). Conversely, COVID-19, IM, UPD and 
CMM are positively but insignificantly associated with crowdfunding success (β = 0.020, 0.559, 0,033 
and 0.001 respectively). Lastly, BCK is positively and significantly associated with crowdfunding 
performance (β = 0.039; p < 0.01).  
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Table 4. Regression analysis results. 

Variables 
Model 1 (OLS) Model 2 (Probit) Model 3 

CSR CS BCK 

SN -0.046 (0.031) -0.046 (0.552) 3.648 (12.90) 

COVID-19 -0.013 (0.023) 0.020 (0.292) 6.813 (9.398) 

VD 0.047*** (0.018) -0.033 (0.259) 12.694* (7.370) 

DRN -0.001* (0.0005) -0.001 (0.006) -0.546*** (0.019) 

IM 0.067*** (0.022) 0.559 (0.384) -4.796 (8.960) 

UPD 0.032*** (0.003) 0.033 (0.033) 7.347*** (1.1038) 

CMM -0.002*** (0.0003) 0.001 (0.021) 2.156*** (0.119) 

TA -0.045*** (0.010) -1.323*** (0.247) -18.561* (18.130) 

BCK 0.001*** (0,000) 0.039*** (0.005) -- -- 

C 0.235*** (0.045) 2.086 (0.822) -- -- 

Pseudo 𝑹𝟐 0.3589 -- 0.663105 -- 0.421222 -- 

Number of 

observations 
851 -- 851 -- 851 -- 

Notes: * p < 0.1, ** p < 0.05, *** p < 0.01. Source: Authors’ compilation. 

In model 3, backers were used as the dependent variable. The findings reveal that SN, COVID-
19 and VD are positively but insignificantly associated with crowdfunding success (β = 3.648 and 
6.813 respectively). The presence of VD is positively and significantly associated with crowdfunding 
success (β = 12.69; p < 0.1). Further, UPD and CMM are positively and significantly associated with 
crowdfunding success (β = 7.347 and 2.156 respectively; p < 0.01). By contrast, IM is negatively and 
insignificantly associated with crowdfunding performance (β = 4.796). Additionally, VD is negatively 
and significantly associated with crowdfunding success (β = 7.347 and 2.156 respectively; P < 0.01).  

The regression results of estimating in model 1 and model 2 suggest that social networks have a 
negative influence on crowdfunding success in Africa. The findings are in line with the findings of 
Tan and Reddy [73] and Bukhari, Usman and Hussain [74], that is, that the presence of social 
networks does not persuade potential backers to contribute to crowdfunding campaigns. Hence it 
does not overcome the problems associated with information asymmetry and signal the success of 
crowdfunding performance. By contrast, [60, 67, 75] found that entrepreneurs can use social networks 
are more likely to be successful than entrepreneurs without social network usage. The ability of 
campaigns to meet fundraising targets on a finite timeline is typically regarded as crowdfunding 
success [76]. However, the results of estimating model 3 show a positive relationship between social 
networks and backers which were in line with the findings of Renko, Moss and Lloyd [76]. Several 
studies suggest that social networks persuade potential backers to invest in crowdfunding campaigns 
[8, 64, 78].  

The COVID-19 pandemic had a negative influence on crowdfunding success in Africa, as 
reflected in the results of estimating model 1. This finding is consistent with Zribi’s finding [31] that 
the COVID-19 pandemic disrupted crowdfunding performance. During the COVID-19 pandemic 
there was a drastic decline in the number of crowdfunding projects in Africa, hence there is a negative 
association between COVID-19 and crowdfunding success. By contrast, the results of estimating 
models 2 and 3 reflect a positive signal between the COVID-19 pandemic and crowdfunding success 
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[66, 79, 80, 81]. A reliable communication strategy and social networks provide effective information 
to potential investors and reduce the distrust between backers and project creators [82]. Despite the 
popularity and the usage of crowdfunding globally, remains limited on the African continent owing 
to limited information and communications technology (ICT) infrastructure.  

The use of videos increases crowdfunding success, as deduced by from the regression results in 
models 1 and 3. This is in line with the findings of Petitjean [68] and Aleksina, Akulenka and Lublóy 
[83]. The presence of videos on crowdfunding platforms signals the success of crowdfunding while 
reducing information asymmetry. Some backers may not be able to read textual information 
concerning a crowdfunding campaign. Therefore, the presence of videos reduces demand 
uncertainty [84]. Conversely, Schraven, van Burg, van Gelderen and Masurel [85] found a negative 
relationship between the use of videos and crowdfunding success, which is in line with the findings 
presented in model 2. However, the results of the study point to a mixed association between the use 
of videos and crowdfunding success. 

The use of images increases crowdfunding success, as reflected in models 1 and 2. Therefore, the 
use of images is a persuasive signal to potential backers to support a campaign, which ultimately 
leads to success [86, 87]. Aleksina et al. [83] and Petitjean [68] found a negative signal between the 
use of images and crowdfunding success, which is supported by model 3 of the study. The duration 
of crowdfunding campaigns has a negative effect on their success, as reflected in models 1, 2 and 3. 
This result is consistent with the findings of Zhang, Liu, Wang, Zhao and Zhang [88] and Dikaputra, 
Sulung and Kot [53]. 

Many backers and consistent updates on crowdfunding platforms have a positive influence on 
crowdfunding success, as reflected in all models presented in table 4 [52, 53]. Many backers and 
consistent updates on crowdfunding platforms signal the success of crowdfunding and enhance 
communication transparency. In contrast, [31, 68, 89] found a negative association between backers 
and updates on crowdfunding success, Additionally, the target amount decreases crowdfunding 
success, as reflected in table 4 [73, 90, 91]. Therefore, the findings are inconclusive.  

The comments feature on crowdfunding platforms has a positive influence on crowdfunding 
success, as reflected in models 2 and 3. This result is supported by the findings of Pinkow and 
Emmerich [92], Zhang et al. [6], Petitjean [68] and Aleksina et al. [83]. Comments reduce information 
asymmetry by ensuring transparent and effective communication between backers and project 
owners (SMEs). However, model 1 reflects a negative relationship between backers and comments. 
The results suggest that continuous comments on crowdfunding platforms decrease crowdfunding 
success. This finding is not supported by the signalling and information asymmetry theories. One of 
the possible reasons for this finding could be the fact that crowdfunding projects that are based on 
the African continent differ from projects in developed economies owing to differences in ICT 
infrastructure.  

5. Discussion and Conclusion 

The purpose of the study was to investigate the influence of social networks on crowdfunding 
performance in Africa and, specifically, to determine the factors that contribute to the success of 
crowdfunding campaigns in order to alleviate the high incidence of unsuccessful campaigns on the 
continent. The study contributes to the streams of research on the role of social networks in 
crowdfunding success. The findings of the study provide greater insight into the relationship 
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between social networks and crowdfunding success. The study provides several theoretical 
implications in respect of the role of social networks in crowdfunding performance. Among the few 
studies that have examined the role of social networks in successful crowdfunding campaigns, 
primary attention is given to equity-based and reward-based crowdfunding campaigns. Most of 
studies conducted on crowdfunding originate from developed countries [78, 8, 93]. Hence, the 
current study fills a research gap by investigating the role of social network in crowdfunding success 
performance on the African continent. 

The current study has several theoretical and practical implications. Firstly, the study applies 
contributions in the crowdfunding literature in examining the role of social networks in 
crowdfunding success from the perspective of signalling theory and social capital theory. Most 
former studies that investigated signalling dynamics were limited to a single economy or country [5, 
67, 89]. To the best of the researchers’ knowledge, the current study is one of the first to investigate 
the importance of signalling in crowdfunding success and its role in mitigating the problem of 
information asymmetry in the crowdfunding market from the perspective of African countries.  

A limited number of studies have examined crowdfunding success and market development in 
the context of a cross-country analysis [14, 69, 88]. This study represents an attempt at exploring 
signalling dynamics and advancing theoretical insight into the association between project comments, 
project updates, backers, images, videos, duration, target amount, COVID-19 pandemic and social 
networks, on the one hand, and success in a donation- and reward-based crowdfunding market, on 
the other. Moreover, the study contributes to an understanding of the influence of social networks 
and backers on project success. The findings in respect of the variables are not consistent with the 
findings of previous studies.  

The study validates previous studies concerning the role of social networks in crowdfunding 
performance. Furthermore, it highlights the complicated influence of the predictors of success, which 
was not previously explored. Entrepreneurs or creators of crowdfunding projects could use the 
findings of the study to design more successful campaigns. Lastly, the study indicates that project 
updates and comments signal quality and trustworthiness; these two aspects strongly influence 
backers’ participation and ultimately increase the success of crowdfunding campaigns. Both the level 
of involvement of different campaign elements and their association with successful outcomes can 
differ, depending on the level of social trust that prevails in the context in which campaigns are 
launched. 

There is no study without limitations. The sample of this study was limited to the African 
continent crowdfunding market. Future studies could investigate similar platforms established in 
other markets.  The findings of the study cannot be generalised to all developing countries owing to 
differences in factors that play a role in the development and growth of crowdfunding, such as ICT 
infrastructure, culture, and internet participation. Moreover, all social ties were treated as one-way 
in this study, that is, a distinction was not made between the different types of social ties on social 
networks (for example: friends, families, or strangers). Further work could differentiate between 
relationship types in measuring perceived social influence. 

The success of most crowdfunding campaigns depends on the rewards offered to backers [94]. 
Consequently, the success of crowdfunding, especially donation-based crowdfunding, was 
influenced by the COVID-19 pandemic. The secondary data collected in the study were limited to 
non-investment and donation-based crowdfunding models. Therefore, it is recommended that future 
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studies focus on investment crowdfunding models, namely, lending and equity-based models. 
Additionally, the current study emphasises that the presence of comments, updates and social 
networks diminishes the trust deficit of backers and information asymmetry [95]. It is recommended 
that future studies examine other variables, such as spelling mistakes, creators’ experience, frequently 
asked questions and textual descriptions, in exploring crowdfunding success. Lastly, the study did 
not investigate the influence of personal and demographic characteristics, such as the gender, the age, 
the educational level, the income, or the interest category, of potential supporters. All these 
characteristics could influence potential backers’ decision-making patterns. Therefore, future 
researchers are advised to consider the above aspects when studying project success in the 
crowdfunding market. 
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