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Abstract: Crowdfunding is widely recognized as an innovative financing 
form. It is highly popular with companies and individuals who seek financial 
support from local and global sources with Kickstarter.com being the most 
popular reward-based crowdfunding platform. In 2017, with 26 percent 
most of the crowdfunding money was obtained by projects from the game 
category (where ca. 45 percent of all campaigns were funded). The objective 
of this study is to determine factors influencing the success of European pro-
jects from the game category on the reward-based crowdfunding platform 
Kickstarter.com in 2017. The findings show that setting a lower, rather than 
a higher, funding goal increases the probability to receive more funds. Sim-
ilarly, fundraisers who communicate interactively with the crowd and keep 
their supporters updated, e.g. about the progress of their campaigns, new 
developed game features and rewards, face a higher probability to reach 
the pre-specified funding goal. The most important determinant is, how-
ever, represented by (pre-)selling and offering products such as tabletop 
games, playing cards or video games as rewards. Such initiatives increase 
the chances for success by up to 18 percent. Our results are relevant for in-
dividuals, founders, and innovative companies intending to initiate a game 
campaign on Kickstarter.com in Europe.

Creative Commons Non 
Commercial CC BY-NC: This 

article is distributed under the terms of 
the Creative Commons Attribution-Non-
Commercial 4.0 License (https://creative-
commons.org/licenses/by-nc/4.0/) which 
permits non-commercial use, reproduc-
tion and distribution of the work without 
further permission.

1. INTRODUCTION

Crowdfunding is recognized as a flexible and useful financing option for companies and 
individuals to raise money. Founders, innovative companies or start-up firms who seek 

financial support to implement their campaigns can easily contact potential supporters (the 
crowd) from around the world through online platforms (Nucciarelli et al., 2017, Galkiewicz & 
Galkiewicz, 2018; Kromidha & Robson, 2016). Crowdfunding is a particularly interesting fi-
nancing option in times of crisis where capital supply is limited due to uncertainty or whenever 
project initiators want to overcome existing business structures to reach their fans, supporters 
and customers directly as is the case in the game or music industry (Chitsazan & Bagheri, 2019; 
Nucciarelli et al., 2017, Kuti & Madarász, 2014).

The most prominent reward-based crowdfunding platform in the world is Kickstarter.com. 
Since its launch in 2009, more than 100,000 campaigns have been successfully funded and 
approximately $5.5 billion were pledged to project initiators from backers (Kickstarter.com, 
2021a). The year 2017 was best for Kickstarter.com, because for the first time 37 percent of all 
projects were funded, which was 5 percent more than the year before, and the amount of money 
pledged increased to USD 601 million (Bidaux, 2018). Three categories, namely Design, Games 
and Technology gained altogether 74 percent of all the money pledged in 2017 (Bidaux, 2018). 
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With 26 percent of the amount pledged (over USD 160 million) projects from the game cate-
gory obtained the highest amount of money (Bidaux, 2018; Jensen & Özkil, 2018; Lolli, 2019). 
Given the success story of game projects, however, the success factors in this industry are not 
adequately researched. Thus, this study aims to extend our knowledge about factors influencing 
the success of European projects from the game category on the reward-based crowdfunding 
platform Kickstarter.com in 2017 for the first time.

This study investigates 269 successful and unsuccessful game campaigns launched in Europe 
on Kickstarter.com in the year 2017 and documents drivers making European projects in the 
game category more successful in obtaining money on a reward-based crowdfunding platform. 
Irrespective of the sums pledged for projects, still 2 out of 3 campaigns fail to reach the funding 
goal and do not get any funding as Kickstarter.com follows the All-or-Nothing rule (Chitsazan 
& Bagheri, 2019; Galkiewicz & Galkiewicz, 2018; Mollick, 2014). There are only a few studies, 
e.g. Cha, 2017, Lolli, 2019; Szopik-Depczyńska et al., 2020; Tyni, 2020, examining the success 
factors in the game category, even though this category is one of the most popular ones and has 
the most money pledged. Therefore, the results of the study may help founders, innovative com-
panies, and individuals to increase the probability of getting a game project funded.

The rest of the article is organized as follows. Section 2 provides the Game category back-
ground and a literature overview, while in section 3 the data and methodology are described. 
The discussion of the empirical results is provided in section 4. Section 5 concludes the study.

2. BACKGROUND AND LITERATURE

Crowdfunding was recognized by scientists before it became an effective way to seek public 
financial support via online platforms for innovative ideas and projects initiated by firms and 
individuals. The game category has been growing rapidly over several years (e.g. Szopik-Dep-
czyńska et al., 2020). For example, a crowdfunding campaign launched with the goal to reintro-
duce the video game series “Shenmue”, which was highly unsuccessful until then, ended with 
a funding of over $6 million in 2017 (Lolli, 2019). This was the highest funding ever realized in 
the game category until then. Several studies are indicating the success factors of crowdfunding 
campaigns in general, but only a few studies investigate the game category by focusing on video 
games (Lolli, 2019; Szopik-Depczyńska et al., 2020; Tyni, 2020). This is why our research aims 
to clarify: What are the determinants of successful European game campaigns on Kickstarter.
com in the year 2017?

In the last decade, several scientists investigated project quality signals from founders that are 
effectively increasing the probability of crowdfunding success. The goal of project quality sig-
naling is to mitigate the information asymmetry preexisting between campaign initiators/in-
siders having more information on their projects than potential supporters/outsiders providing 
external financing (Cosh et al., 2009; Belleflamme et al., 2014). The most common success fac-
tors highlighted in the crowdfunding literature are: a lower funding goal level (e.g. Crosetto and 
Regner, 2014); Frydrych et al., 2014; Cordova and Gianfrate, 2015; Patel and Devaraj, 2016 and 
Barbi and Bigelli, 2017; Forbes and Schaefer, 2017; a shorter duration of a crowdfunding cam-
paign (e.g. Frydrych et al., 2014), presentation of a video (e.g. Kuppuswamy and Bayus, 2013, 
Barbi and Bigelli, 2017), the number of rewards and their type/quality (e.g. Kuppuswamy and 
Bayus, 2013 and Barbi and Bigelli, 2017), and number of backed projects by the entrepreneur 
(e.g. Zvilichovsky, Inbar and Barzilay, 2013 and Koch and Siering, 2015). 
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The traditional game industry offering playing cards, tabletop games and puzzles exists for 
a longer time than the video game industry developing since the 1970s. The latter reached 
an annual revenue peak in 1982 with USD 8 billion surpassing the size of the pop music and 
Hollywood movies combined at this time. Nowadays, the game industry has a value of over 
USD 200 billion and is approaching a mature phase regarding concentration and integration. 
Traditionally, a developer produces video games, a publisher is responsible for their launch 
and a retailer for the distribution of games. The digital distribution channels allow creators to 
circumvent publishers and retailers and sell their products to the end-users or/and to collect 
money for pre-selling games or for finishing the production of games and distributing them (i.e. 
reaching the funding goal = success). In reward-based crowdfunding supporters fund projects 
in exchange for the primary outcome, i.e. a product or service, and each reward level attracts a 
different group of investors (Kuppuswamy and Bayus (2013) and Barbi and Bigelli (2017)). Fur-
thermore, founders can price discriminate against different groups (Crosetto and Regner (2014). 
Thus, offering product pre-selling is the key as supporters are incentivized by the product that 
they will receive. In the case of the Game industry the products are especially attractive for a 
wide range of individuals and family members, because they mostly consist of tabletop, live, 
video or mobile games besides playing cards and puzzles. 

Ex-ante one would expect visual elements to be more important for a game’s presentation as 
the product is the convincing factor than for an average campaign. For example, a study by Cha 
(2017) investigating factors that influence successful crowdfunding of video game campaigns 
shows that teams initiating a game campaign have a higher chance to succeed than individuals. 
In addition, videos, static images, and a higher number of animated graphics on video games 
increase the probability of crowdfunding success. Moreover, having a higher number of animat-
ed graphics or videos, which are familiar to video games, is more important than having static 
images or audio recordings (Cha, 2017; Colombo et al., 2015). 

3. DATA AND METHODOLOGY

This study focuses on factors increasing the probability of successful funding for projects stem-
ming from the game category on the reward-based crowdfunding platform Kickstarter.com in 
2017. For the purposes of the study, a sample of 269 campaigns launched in Europe is analyz-
ed. The game category consists of the subcategories: Video Games, Tabletop Games, Playing 
Cards, Live Games, Gaming Hardware, Mobile Games, Games, and Puzzles. The investigated 
campaigns have a starting date beginning on the 05. January 2017 with the 27. December 2017 
being the latest starting date of a 3-days campaign. The dependent variable is a dummy variable 
called successful_dv and takes the value 1, if the funding amount reaches or surpasses the level 
of the funding goal, or 0 otherwise. In the latter case the campaign is failed, because the fund-
ing is smaller than the funding goal and no money will be transferred to the project initiators 
(All-or-Nothing rule). Various factors might influence a crowdfunding campaign’s success, for 
instance, the duration of the project, the pre-specified funding goal, the type of support such as 
gift, service or product, the number of rewards, the number of FAQs, the number of comments, 
the number of updates, the length of text description, the number of campaigns launched or 
supported by the project initiator beforehand. 

All these variables will be added to the model in a stepwise fashion and their economic impact 
is measured by studying their marginal effects from logit and probit regressions. Studying the 
coefficients would only allow learning about the direction of the impact. The changes in pseudo 
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R-squared further indicate whether the explanatory power of the model increased after new fac-
tors are added to the regression. The first regression only analyzes the effect of funding goal (ln) 
on the success of a crowdfunding campaign. The logarithm is taken as the funding goal amounts 
vary to a high degree, thus, to minimize the impact of outliers. Next, the variables containing 
the information about pre-set campaign characteristics like duration, the type of rewards, the 
number of rewards, text description length in words, no. of photos, video inclusion and the length 
of video are added. The third regression includes variables related to communication during the 
campaign such as the number of FAQ, project updates and comments. The fourth regression 
incorporates details about project initiators, for instance, whether the project initiator launched 
an own campaign beforehand or supported other campaigns and gender (the variable women_dv 
indicates that the project initiator is a woman) besides whether the project has been launched by a 
team or individual person (team_dv). The findings are further compared to results obtained from 
probit regression, i.e. in both cases the margins will be analyzed in order to enable a numeric 
interpretation of the effect the variables have on the success of a crowdfunding campaign and 
to further check whether the choice of analysis method impacts the results (Wooldridge, 2013).

According to Figure 1, 83 out of 269 crowdfunding campaigns are successfully funded. In other 
words, 30.86 percent of all campaigns in the game category reach their funding goal, while 186 
(69.14 percent) campaigns fail to do so in 2017. Less than one-third of the prepared campaigns 
succeeded, hence it remains crucial to study enhancing factors.

Figure 1. Overview of the Number of Successful vs. Unsuccessful Projects by Subcategory
Source: Own research

Table 1 lists all variables used in the study together with a summary of descriptive statistics (in-
cluding the number of observations, the mean, the median/p50, the standard deviation of each 
variable as well as the minimum and the maximum values). The average and median funding 
goal in the game category equals 20,817.33 EUR and 6,500.00 EUR, respectively, with a mini-
mum amount required of 30.00 EUR and a maximum set to 750,000.00 EUR in the year 2017. 
The actual funding, however, shows a mean and median of 11,053.00 EUR and 647.00 EUR up 
to a maximum of 391,228.00 EUR. Especially, when comparing the median amounts of funding 
goal with the funding in Table 2, a large discrepancy becomes visible indicating that many cam-
paigns fail to reach the required amounts of money to a high degree. For variables that exhibit a 
high degree of variation the median figures become more important than the mean affected by 
outlier observations.
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Interestingly, the duration variable shows that most of the campaigns have a pre-set collection 
period of around 30 days, while Kickstarter.com restricts the duration to a maximum of 60 days 
(the shortest campaign lasted for 3 days). In addition, the project initiators offer to the supporter 
on average (in median) 8 (7) rewards which coincide with recommendations from McLaughlin, 
2016 for at least 8, but less than 12 reward options. As further shown in Table 1, the initiators 
also regularly update their campaign information, while frequently asked questions (FAQ) only 
rarely need to be answered. 

Table 1. Descriptive Statistics

Source: Own research

4. RESULTS

Table 2 subdivides the sample into campaigns that are successful and marked by 1 versus un-
successful 0. In the group of successful campaigns, a median funding goal of 4000 EUR to 
maximally 150,000 EUR can be observed, while unsuccessful projects show a median funding 
goal of 9574.5 EUR up to 750,000 EUR. In the first group, the final funding amount exhibits 
a median of 10,000 EUR and a maximum of 391,228 EUR surpassing on average the pre-set 
funding goals. Unsuccessful projects only reach a median of 141 EUR and a maximum of 
108,453 EUR, thus, potentially missing the pre-set funding requirements to a high degree.

Regarding the other variables, the table shows that the number of supporters and potentially 
interested parties asking questions through the FAQ section or commenting is in median (up to 
the 3rd quartile) much lower in the group of failed projects. This indicates a lack of interest of 
the crowd in interaction and communication.
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Table 2. Compact Table of Summary Statistics Conditioned by the Success Variable

Source: Own research

The Pearson correlation tests for the existence of a statistically significant relationship of the 
variables of interest and reaching success in the game category as shown in Table 3. It is used 
to pre-test the statistical relationship between two variables concerning potential direction and 
strength. For a perfect negative linear relationship, the coefficient takes on a value of -1 and 
for a perfect positive linear relationship +1 with zero describing no relationship between two 
variables. Regarding the strength, we observe either a small correlation with coefficient values 
between 0.1 to 0.3, a moderate correlation for coefficient values ranging between 0.3 to 0.5, or a 
strong correlation for coefficient values greater than 0.5 (Pearson, 1985).
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Table 3. Pearson Correlation (Statistical Significance Indicated at a 5 Percent Level)

Source: Own research

As can be seen in Table 3, most of the variables are statistically significant at the 5 percent 
confidence level when correlated with the success of a crowdfunding campaign, except for the 
funding goal amount, inclusion of women, inclusion of a video, its length in seconds and the 
text length in words. A strong correlation between the success of a campaign and an increasing 
number of updates is identified.

Table 4 reports the marginal probabilities of logit regressions for successful campaigns (suc-
cess_dv), evaluating dummy variables when switching from 0 to 1 and all independent varia-
bles at their means, which are provided in Table 1. In all five specifications, a higher funding 
goal (i.e. if the average funding goal (ln) of 6.14 increases by 1 from 2909 EUR to 7883 EUR) 
decreases the chances for success by around 5 percent across all specifications. The inclusion of 
additional variables describing project characteristics and communication leads to an increase 
in pseudo R-squared from 0.0319 to 0.657 in the third specification, thus, almost two-thirds of 
the variation in the dependent variable can be explained by the included variables. 

Even though many variables seem to be correlated with successfully reaching the funding goal 
by a campaign, our research shows that 4 factors are leading to an increase of the success rate 
in the game category: a lower logarithm of funding goal and a higher number of updates at 1 
percent significance level and a higher number of rewards, and especially offering a product 
rather than a gift shows statistical significance at a 5 percent level.

The number of rewards offered and especially their type also has a significant impact. Providing 
two more reward options as compared to the average of 8, increases the probability to succeed 
by ca. 1.5 percent, which is of rather low economic importance. The type of offered rewards is 
crucial for the success of the campaign. Offering a product like a tabletop game, playing cards 
or a video game instead of a service or gift increase the probability of success by ca. 18 percent 
as shown in specification 4 and 5 explaining more than 65 percent of the variation in the suc-
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cess variable. Finally, the number of updates positively influences a crowdfunding campaign’s 
success. Including five more updates as compared to the average update number of 8 increases 
the success probability by ca. 10 percent. Interacting with the interested crowd through regular 
updates on new developed features based on feedback from the crowd, the offered rewards and 
the general progress increases the probability of success considerably. Qualitatively and quanti-
tatively comparable results are also obtained in probit regressions as can be seen in column 5 of 
Table 4. Hence, an appealing product and interactive communication with the crowd are keys to 
the success of game projects. Our results are in line with existing research. For example, Forbes 
& Schaefer (2017) suggest keeping the funding goal to a low amount, where the profit margin 
is reduced to a minimum because in this way the number of funders and amounts pledged by 
them can potentially be increased. In addition, to avoid misunderstandings and reach optimal 
results, the number of reward options should be limited to 12, but not smaller than 8 (Forbes 
& Schaefer, 2017). Xu et al., 2014 analyzed a sample of 8,529 campaigns from the Kickstarter.
com platform and found that keeping the crowd updated on, e.g. the progress of the campaign 
and offering new rewards, increase the chances for success. Those initiators, who communicate 
through updates, were in 58.7 percent of the successful campaign launches versus 32.6 per-
cent being successful without using the update mechanism. The communication between cam-
paign owners and potential funders during the campaign increases the probability of successful 
crowdfunding (Koch & Siering, 2015, Rossi and Vismara (2018)). Finally, the crowdfunding 
platform offers a digital distribution channel allowing game creators to circumvent publishers 
and retailers depending on the video game type, thus, (pre-)selling products incentivizes sup-
porters (Kuppuswamy and Bayus, 2013 and Barbi and Bigelli, 2017).

Table 4. Results of the Logit and Probit Regressions Indicating Marginal Effects and 
Significance at a 1, 5 and 10 Percent Level

Source: Own research
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Overall, our research shows that out of 83 successful campaigns 47 are tabletop game projects, 
14 playing cards ideas and 12 video games projects with the remaining 10 belonging to the cat-
egory Games and Live Games. Hence, tabletop games have the highest popularity among all 
offered game types in 2017 and getting them as a reward is most valuable for the crowd. Fur-
thermore, it is crucial for project initiators to constantly interact with the potential supporters 
through the most direct communication channel of updates. Questions for explanations, feed-
back on features and further suggestions for the development of a game need to be responded 
to immediately and new rewards eventually added and communicated. In addition to the type 
of the offered game as a reward, interactive and involving communication seems to be essential 
for the success of a game campaign on Kickstarter.com.

5. CONCLUSION

This study aimed to identify factors leading to the success of European game projects on the worlds’ 
most popular reward-based crowdfunding platform Kickstarter.com in the year 2017. Out of four 
factors, two are the dominant determinants in statistical and economical terms. For example, a high-
ly developed tabletop game, video game, playing cards or other games offered as a product reward 
increases the probability of a campaign’s success the most (by more than 18 percent). Surprisingly, 
traditional tabletop games and playing cards face a higher demand on this digital platform than vid-
eo games in 2017. Involving the interested crowd during the campaign through regular updates on 
new developed features, the offered rewards and the general progress also significantly improves the 
chances for success. For game creators, reward-based crowdfunding is particularly important for 
overcoming existing business structures and reaching their customers directly for giving feedback 
and money provision for purchased games or for finishing the production of games and distributing 
them. Thus, a sophisticated product and interactive communication with the crowd are key factors 
for the success of game projects. These findings are relevant for individuals and innovative compa-
nies intending to initiate a game project in Europe on the Kickstarter.com platform. 

Future research should focus on a longer sample period, more variables accounting for the 
quality of a project and a larger sample stemming from multiple platforms in order to identify 
universal funding dynamics.
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