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Abstract

This thesis originates from an initial interest in crowdfunding, especially reward-based
crowdfunding (RBCF), as a recent, yet significant phenomenon in contemporary global consumer
culture, which despite its relative novelty has skyrocketed during the recent decade, and with future
prospects foreseeing an even more explosive growth. In reviewing the existing, though limited,
body of RBCF literature with a focus on consumption, a knowledge gap is identified concerning
the role and power of backers in influencing RBCF projects and the products thereof, other than via
financing, leading to the preparation of the problem formulation, how are backers as consumers
powerful in influencing projects and the products thereof in revimased crowdfunding beyond
financing?Initially, a theoretical framework focusing on consumption and power is established,
enabling the analysis of power relations in the space of RBCF, followed by the devising of a
methodological approach, where an in-depth, qualitative interview study design is employed,
conducting six individual, semi-structured interviews with experienced backers and creators, and
analysing these by means of thematic coding. It is concluded that backers are involved in the
immaterial production process of RBCF projects and the products thereof, and thus beyond
financing. In the relation between backers and creators, the power is found to be ultimately located
mainly at the backer side of the relation, and in general, the collective body of backers *the crowd
*is extensively powerful in governing both creators and individual backers through a set of
dynamic norms which emerge and are altered and reproduced within the relations, which creators
have practically no ability to individually influence, but must comply with if they want to succeed.
Non-compliance may have significant consequences, especially for creators, whose reputation may
suffer extensive, permanent damage. Knowing the potential consequences, backers and creators
discipline themselves to comply with the norms, conforming with the expectations that emerge
around their respective roles in their relation with the crowd, which may be repressive, but is also
enabling in the benefits it entails. This norm (self-)enforcement makes this space extensively
regulated, though no structured or central regulatory force is present; as backers and creators
regulate themselves and each other, the RBCF communities govern and subjectivate themselves.
Thus, if creators want succeed in RBCF, they must actively participate in the communities and
maintain their backer relations to learn the norms that govern this space and ensure compliance
with them, where their continuous participation in and maintenance of these communities and
relations are crucial, given that the norms emerge within these and are constant subject to change.

Keywords:crowdfunding, reward-based crowdfunding, online consumer power, backer

power, power relations, online communities



THE POWER OBACKERS AS CONSUMERS 3

Table of Contents

IO [ Yo [T 1T o OSSR 5
1.1 LItErature REVIEW.......uuuueiiiiei e et e e e e e e et annns e e e e e e e e e e e e e eeeeeteessnnmeeeeeeees 7
1.1.1 BackgroundtUnderstanding the Basic$ Crowdfunding.............ceeevvvviiiiiiienne. 8
1.1.2 Previous RBCF Research and Identification of Knowledge. Gap............... 10

1.2 Problem FOrmuIation............oooiiiiiiiiiieeee e e 14
2.0 Theoretical FrameWOrK..........oooiiiiiiiiiiiiiie e e e e e e e e e e 15
2.1 The Sharing Economy and Collaborathen@umption..........cccccceeveiiiiiiiaacnnnnnnn. 16
2.2 The Increasingly Blurred Lines Between Production and Consumptian........... 17
2.2.1 PrOSUMPLION.....cciiiiiii it emee st eeena bbbt e e e e e e e e e e emmne e e e e 17
2.2.2 The WOrking CONSUMEE........ccoiiiiiiiiiii i r e 19
2.2.3 CoProduction and GEreatioN.............uuueuiiiieeeeeeeeriiininaanseeeeeeeeeeeesamensaseeeens 21

2.3 Online Consumers and CommunitiEsanovation and Empogrment..................... 23
2.3.1 InnovatiorOriented Consumer COMMUNILIES...........coovrriiiiiiiicmee e 23
2.3.2 Onine Empowerment of Consumers and COMmMUNILIES........cccevveeeeeeeeeennns 25

2.4 Concepts Applicable to Understanding Bower of Backers as Consumers

= 0 P 27
3.0 Methodological APProaCh.........coviiiiiiii e 30
3.1 RESEAICH SIIALEGY. .. . uurriieiiiiiiiiii ettt nees s 30
3.2 RESEAICH DESION....cciiiiiieeeeii e 32
3.3 Research Quality and EthiCS..........coooiiiiiiiiiiic e 36
O N g =] PP PPPPPPPPP 39
4.1 Mapping the Communities iN RBCE...........cooooiiii e 40
4.2 The Scope and Boundaries of Backer PQWET...............coooiiieeciiiiiiiie 43

4.3 Key Ways of Exercising Backer POWEL...........cccoovviiviiieeeie e 48



THE POWER OBACKERS AS CONSUMERS 4

4.4 Unwritten Rules and Community EXpectations...........ccoovvviieiiecciiiiiiiinieee e 52

4.5 The Importance of Maintaining Backer Relatier@ounteracting Trolls and

Helpful EVANGEIISTS......coooiiii e eeer e 54
5.0 DISCUSSION cccueeriirrunicssanesssnncssssnessssnesssnesssssosssssosssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssns 59!
5.1 Backers as Consumeré&pplicability of Consumption Theories into RBCEF......... 59
5.2 Community Normsind Expectations (Self)Disciplining and Subjectivation....... 62
6.0 CONCIUSION ..cueeriernniiisnniisnnensniessssnessssncsssnessssnsssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssns 70!
7.0 REFEIEICES c..cuvvrierrurecsaresssansssnrssssnnesssnsssssssssssssssasssssssssssssssssssssssssssssssssssssssssnsssssssssssssssssns 74!
8.0 Tables And FigUIeS......ccuuiievveiiirsnreissnncsssencssnncssnisssssisssssissssssssssssssssssssssssssssssssssssssssssssses 82!
0.0 APPENUICES . .ccuuviierrrriisranesssanessssrsssssresssnsssssssssssssssasssssssssssssssssssssssssssssssssssssssssasssssssssssasssssss 83!
9.1 Appendix A- Interview Guide for BacCKerS............couuiiiiiiiiiiiccceeen 83
9.2 Appendix B- Interview Guide for CreatorsS. ... 86!
9.3 Appendix C- Interview with Respondent 1 (RL).........uuuueiiiiiiiiiiiieemieiiieiiieeeeeeen 88
9.4 Appendix D- Interview with Respondent 2 (R2)...........ueveeeiiiiiiiiicemiieieiieieeeeeenn 108
9.5 Appendix E- Interview with Respondent@3)...........cccccvvvimiiiiiiieeeiiiiieieeeeee 123
9.6 Appendix F- Interview with Respondent 4 (R4).......cccccuuvimiiiiiiieeeiiiiiieieeeeeee 131
9.7 Appendix G- Interview with Respondent 5 (R5).........uuuviiiiiiiiiiiiicesiiieiieceeeeeee 146
9.8 Appendix H- Interview with Respondent 6 (R6)...........uuvveieeiiiiiiicemiiiiieiieeeeenn. 162

9.9 Appendix I Final Coding SCheme...........uuiiiiiiiiiiiiieeeieee e 170



THE POWER OBACKERS AS CONSUMERS 5

Beyond FinancingtThe Power of Backemss Consumers in RewaBhsed Crowdfunding

1.0 Introduction

In contemporary globalonsumer culture, the phenomeradrcrowdfunding
continues to grow and become ever more significlaiough its emergencerislatively
recentNumerous definitions afrowdfunding exist, buthe seeminglymost cited one is
formulatedby Belleflamme, Lambert and Schwienbacher (2014), who define the
SKHQRPHQRQ DV 3DQ RSHQ FDOO PRVWO\ WKURXJK WKH ,Q
resources either in the form of ddion or in exchange for the future product or some form of
UHZDUG WR VXSSRUW LQLWLDWLYHV IRU VSHFLILF SXUSRV}
that occurs online, crowdfunding has its roots in more traditionéih@Mmeasures of raising
funds, wheeit3GUDZV LQVSLUDWLRQ | HiRaRAcddR@Qdraw&sduxcing,lbtkH PLFUF
represents its own unique category of fundraising, facilitated by a growing nunbéezroet
VLWHV GHYRW HVGIlitk, RO I8.F2).\MhR 4t &F suchsites, alsknown as
crowdfunding platformshegan emerging in thearly 2000§Baumgardneet al, 2017, p.
118), butthe phenomenodid not immediatelyain mainstream tractioAs BrYntje and
Gajda (2016kxplain,the financial crisis of 2008 left the general pablith *D GHHS GLVWUX
of financial institutions and economic theory [which] created a welcome breeding ground for
WKH LGHD RI FURZ&UMQM@REAOFNURIGLXQGLQJ UHFHLYHG ZRUOG
recognition and captured the interest of the establishaddial services industry,
HFRQRPLVWY SROLWLFLDQSNnc®OtieG: FBRBBIXMMVEILRIW DS HJ[S O
SRS X O Bhott & &l., 2017%. 149, which also becomesvident when examining the
statisticghat exist around thghenomenorAccording to Oruezabala and Peter (2016),
SFURZGIXQGLQJ FDPSDLJQV UDLVHG PRUH WKDQ ILYH ELOOI

increase comparetlV R © S D Q & X ¢tIH Badlobeliewas that
crowdfunding could account for over $300 billidnQ FXPXODWLYH WUDQVDFWLRQ
HW DO S JRUEHV *DQWLFLSDWHY D PDUNHW RI

& Peter, 2016, p. 23).

There are multiple reasons as to why crowdfunding constitutes an interesting and
relevant topicl RU WKLV P D ¥énhHa pfdoricAperspedtivean increasing number of
companies arstarting to realise the potential of crowdfunding; as Srivastava (2016) argues,
FURZGIXQGLQJ KDV 3WKH SRWH ahivseiGrelsted BRiks/ W PDQXIDFW
DFWLYLWLHMNQGDFFRUGLQJ WR 0R UWitoWwdfuld@dzallend R F N 3
companies to exploit their market potential more effectivelyS  As such, the growing
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significance of crowdfunding and its business potentials will presumably lead to an increased
demand for substantiated knowledge that companies, but also other relevant entities, such as
individual people wanting to fund and realise their project ideas, can strategically employ and
benefit from.

From an academic perspective, the topic of crowdfunding is relatively new and, as
seen in the following section (1.1), unexplored, meaning that a great research potential exists
here. For the master’s programme of Culture, Communication and Globalisation, this topic is
highly relevant to its core themes, and it holds inherent international and intercultural aspects.
The phenomenon of crowdfunding is in itself a result of globalisation and the technological
developments resulting thereof. According to Bouncken, Komorek and Kraus (2015),
“crowdfunding is a Web 2.0 based phenomenon [and a] crucial factor for success of the
concept is the digitalization of society with growing presence of the Internet” (p. 407), and
similarly, Imarhigabe (2015) explains that “globalisation and web technology has provided
the driving force for a quicker expansion of crowdfunding all over the world” (p. 203). Thus,
crowdfunding is facilitated by the Internet, which has created this rapid and dynamic online
space in which geographical, time and cultural borders are dissolved (Hunsinger, 2005, p.
279; Wong-MingJi, 2009, p. 80). Furthermore, the global extent of crowdfunding often
creates unique situations where the project creator, the project backer and the crowdfunding
platform host are located in three different countries (Beaulieu, Sarker & Sarker, 2015, p. 6),
and according to Miillerleile and Joensson (2015), “crowdfunding dynamics, as well as
geographic crowd dispersion, enables project [creators] to overcome financing barriers and
utilize globalization for successful financing” (p. 272). In the words of Beck et al. (2016),
“crowdfunding is the next step in the world’s progress towards a globalised society
promoting cultural and geographical diversification” (p. 2).

Furthermore, the topic of crowdfunding is equally highly relevant to the master’s
specialisation stream of Consumption and Market Communication. According to Scholz
(2015) crowdfunding has fostered “new consumer dynamics” (p. 5), and as is elaborated
further in section 1.1.1, the dominant crowdfunding model, known as ‘reward-based
crowdfunding’, entails a direct form of consumption in that those who financially contribute
to a project following this model receive a reward in return (Méric, Maque and Brabet, 2016,
p. xxiii). Today, over 2,000 crowdfunding platforms exist (Short et al., 2017, p. 150), again
illustrating the prominent extent that this phenomenon has grown to have, where the platform

named Kickstarter is the largest and most popular one according to several scholars (e.g.
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Belleflamme, lambert & Schwienbacher, 2013, p. 316; Mollick, 2014, p. 4; Scholz, 2015, p.
8). As the majaty of crowdfundingplatforms,Kickstarteradheres to thenodelof reward

based crowdfunding@ndsince its launch in 200915 million peoplehave backed a project”
(Kickstarter, 2018a) one third of these being repgabjectbackers (Kickstarter, 2018e
“$3.7hillion has been pledged, and 1844, projects have been successfully funded”

(Kickstarter, 2018a) on this platform alone, suggestimgmmense magnitude of the
crowdfunding phenomenon, its implications to global consumer culture and the number of
consumers involveh it.

As is suggestedbove angccounted for in further detail in the following sectitire
emergence and continuouslging popularity ofcrowdfundinghave caused fundamental
alterationdn the market mechanics, where projeatkersaredescribed asvermore
influential. At the same time, recent consumption theory suggigstificant systemic
changesn the underlying power relations withihe marketjn which consumers have
generally become increasingdpwerful and as opposed to the traditigrdssive consumer
who was placed at the end of the supply and value chain, the contemporary consumer is
staed to bancreasinglyactively participatingn and an integral part of the production
process. This thesis seeks to explore the topic of crowdfurdimgardbased
crowdfunding, to be exaetfrom a consumption perspective with a special focus on the
power of projectbackers as consumersghich isaccomplished by means of an interview
study of key participants in the crowdfunding processisT this thesis, its empirical
investigation and the results thereohtribute to the existing bodies of literagwgonerning
crowdfunding and consumption, and to the understanding of how consumers are increasingly
powerfulin contemporary societyHowever, befordeing able tdurtherspecify theconcrete
research issuef this thesisand prepara poblem formulatbn, it isnecessaryo conduct a

literature review of previougsearch that exists around the topic of crowdfunding.

1.1Literature Review

As seen above, the phenomenon ofaatfunding has grown immensatyer the
recent decade, and the future prospects éeras even more rapid growthith a continuous
increase in prominena@nd popularity However,despite increasing significance and positive
outlooks,several scholars emphasise ttet academic focusn crowdfuming has been
limited, and that the topiemaindargely unexplored (e.g. Beck et al., 2016, [Béaulieu,
Sarker & Sarker, 2015, p. 2; Gerber & Hui, 2013, (SHort et al., 2017, p. 149hich is
furtherunderlined by the fadhat the geat majority ofliterature found iracademic journals
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anddatabasesn this topias published pos2010.The aim of this section is f@rovide
background knowledge on crafunding asto establish a basnderstanihg of the
phenomenon, to explomhich aspects of crowdfundirave previously been researclzadi

to identify a potential knowledge gap in the existing body of literature.

1.1.1 Background — Understanding the Basics of Crowdfunding

The existing literature generally identifies three ketities in crowdfunding, which
arethe project creator, the project backed éime crowdfunding platfornCreatos are the
individualswho launchthe onlinefundraising ampaign for a given projediackes are the
individuals who decidéo financially cantributeto a given projectandcrowdfunding
platforms arethewebsites on which creators can post their projects and backers can browse
through available projectsyrictioning asntermediate for communication and financial
transactiondetween backemand creata: It is in the interplay between these thesgities
that the phenomenon of crowdfunding oc¢arsd crowdfunding activities would not be
possible withoutll three playing an active ro(&cholz, 2015, pp.-8).

Crowdfunding originates fromarowdsourcing, and the two terms atdimes used
interchangeably, thoughere is ntable difference between thefstellZsArolasand
GonztlezLadr—ule-Guevarg2012) GHILQH FURZGVRXUFLQJ DV 3D W\SH RI
activity in which an individal, an institution, a neprofit organization, or company proposes
to a group of individuals of varying knowledge, heterogeneity, and number, via a flexible
RSHQ FDOO WKH YROXQWDU\ XQGHUWDNLQJ RI D WDVN" S
contributeZLWK 3ZRUN PRQH\ NQRZOHGJH DQ Grawdfurbtii®HULHQFH
LV FRQFHU Q Hoarclpdrerpertisé\dKd dther work of consumers but with the
SDUWLFLSDWLRQ RI SHUVRQV D21¥R E) &nid uR 1 IXQGLQJ  %U
crowdfundingconstitutesa subcategory of crowdsourcinigpcused on fundraising

A large numbenpof scholars have sought to establstiefinition of crowdfunding,
wherethe seemingly st citedone, as stad in the former sectigunefiness LW DV 3DQ RSHQ
call, mostly through the Internet, for the provision of financial resources either in the form of
donation or in exchange for the future product or some form of reward to support initiatives
IRU VSHFLIL Bdieflandrie \Labert & Suwienbacher, 2014. 588).0ther
popular GHILQLWLRQV LQFOXGH B:3WKH SURFHVV RI RQH SDUW\
receiving small contributions from many parties in exchange for a form of value to those
SDUWLHV"® S5XELQWRASSSLDJISD ODUJH GLVSHUVHG DXGLHQFF
FURZGY IRU VPDOO IXQRV IRSBRNHFW fpidalp empb@eted byH >« @
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the social media communication over the Internet, through for example embracing user-

generated content as guides for investors” /HKQHU Th8 shared aspects in these

definitions is that they characterise crowdfunding as an online collaborative effort to

successfully fund a given project, where one or more individuals who serve as the creator

initiate an online fundraising campaign for a given project, which is then financially

supported with small contributions by a large number of individuals who serve as backers.

However, OROOLFN D WibxdHafinMio &F Wowddunding is > « @

elusive, especially as crowdfunding covers so many current (and likely future) uses across

PDQ\ GLVHKh3)stgektiWg that it is more appropriate to formulate definitions

specific to individual areas. Here, Cholakova and Clarysse (2015) explain that the literature

generally distinguishes between four crowdfunding models, which are donation-, reward-,

lending- and equity-based (p. 147). According to Méric, Maque and Brabet (2016), the

donation-EDV HG P R G H Qhdkihpledtiyyerd CaMerdwiifunding models [where] the

crowd gives money or other resources because they want to support a cause~ S [ [THisL
model differs significantly from the other three, as backers here do not receive anything in
return (p. xxiii). Reward-based crowdfunding (henceforth RBCF) LV 3ZKHQ EDFNHUV PDN
GRQDWLRQV IRU D SURMHFW ZLWK W K HwHi{lSdahPo¥\bBIW LR Q R1 D
material and immaterial. In projects adhering to this model, the reward is typically the
product that the project aims to fund (p. xxiii), but the reward may also be, for instance
SUHFRJQLWLRQ RU YRWLQJ ULJKWV"™ %HOOHIODBWMPH /DPEHL
RBCF, a multitude of project *and thus product *categories exist, and most often, each
project holds several reward tiers, and the more backers contribute financially, the larger and

more valuable their reward is (Buff & Alhadeff, 2013, p. 35). Also,so-FDOOHG pVWUHWEFK .
often exist, meaning that whenever a project surpasses its funding goal to certain extents, for

instance 150 or 200 per cent, additional features are added to the product (Steigenberger,

2017, p. 338). Méric, Maque and Brabet (2016) explain that the reward-based model can be

compared to a model of pre-ordering products, and thus, the platforms dedicated to this

model function as a market place for products that are yet to be funded and produced (p.

xxiii). In the words of GHUEHU DQG + XL framed as\WtypedQnalkkt, where

creators produce and market theirideasoU SURGXFWYV DQG >EDFNHUV@ FRQVX
Furthermore, the reward-based model is associated with low risk to backers, as it mostly

IR O OR Z YorOXR WX &g fhodel, meaning that the financial contributions are only

charged from backers once, and if, a project reaches a pre-defined minimum goal (Méric,
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Maque &Brabet, 2016, pxxiv). According toMZric, Maque and Brabet (201&)ge lending
based moddias as its purpoge financially enable underprivileged individudlg enabling
them to lend money (p. xxvastly, the equitybased modedllows individuals to “invest
small amounts of money in projects with a share in ownership of the project proportional to
the investment in return” (p. xxiv). This model is often assmted with new staitip ventures
representin@gn altermtive, and often more accessibtestrumentof raising starting capital
for new companiefp. xxiv).

Though all of the four crowdfunding models presented above do constitute potentially
interestingresearch tops the one that is the most relevant to this thesis is tHRBGIF.
This model is the one of the four that relates most dyréattonsumption, as it involvese
party (pre)paying another party in return of a specific reward, be it nghtarimmaterial as
seen abovehackes can be perceived asnsumes andcreatos asproduces. Furthermore,
RBCFis stated to be the most commmoodel (Bi, Liu & Usman, 2017, p. 12) atite
dominant one in terms of “funds raised and number of projects” (Kraus et al., 2016, p. 17),
and the crowdfunding platforms adhering to this model constitute “the fasést growing form
of public fundaising” (Antonenko, Lee & KleinheksgP014 p. 40.

1.1.2 Previous RBCF Research and Identification of Knowledge Gap

Se\eral academic fields have taken on crowdfunding as a oésggoic, but when
reviewingexisting literatureit is seen that certain fields are dominant in contributing.
Besides the focus seen above on defining crowdfunding and the various models @hereof,
main focus in the existing literature has been on crowdfunding as a general business model
and how creators can employ such as a vantage point to starting and growing a business (e.g.
Borello, De Crescenzo & Pichler, 2015; Mollick & Kuppuswamy, 2014; dzak & Brem,
2013). A second main focus has been on the crowdfunding process itself, especially seeking
to identify key drivers for project success and besttice in regard to running
crowdfunding campaig(e.g. Beier & Wagner, 2015; Kunz et al., 20ZFpu et al., 2016).
A third main focus has been teyal aspects of crowdfunding and how this phenomenon is
extensively unregulated botfationaly and internation&, and how a need for such
regulation is necessary and can be met (e.g. Cohn, 2012; @gr8ndohan, 2013; Rechtman
& O’Callaghan, 2014). Thus, the majority of the existing the literature is related to the
disciplines of economics, business, entrepreneurship, management and law, sommetimes
combination It generallyappears that less attentibas been devoted to the consumption

aspect of crowdfunding, though it is possible to identify certain pieces of literature that either
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directly or indirectly provide knowledge about consumption and backers as consumers in
crowdfunding.

The remaining part of this literature review focuses specifically on RBCF. One of the
major ideas arising across several pieces of literature is that the emergence and continuously
increasing prominence of RBCF has resulted in a significant change in the power relations of
the market, between consumers and corporations. This change is referred to as the
democratisation of the commercialisation of innovation and access to capital, where Mollick
DQG 5REE VWDWH WKDW 3FURZGIX @&td@edisbHSUHVHQWYV
making to crowd-EDVHG GHFLVLRQV™ She power#akPrEnhniii lloka@dDo® O \
the corporate side of the relation, with a small elite consisting of experts deciding which
products and innovations would be commercialised, that is, produced and released into the
market for consumers to purchase (p. 72). Now however, this decisive power is increasingly
shifted to being located at the consumer side of the relation *with the people, the crowd *
and though the elite remains powerful, Briintje and Gajda (2016) characterise RBCF as a
SGHPRFUDWLF WRRO WR WDNH EDFN WKH GHFLVLRQ SRZHU
put our own money and what products should be created and sold within a collaborative
HFRQRP\" S L]

RBCEF has been described as disruptive (Mollick, 2014, p. 4), and it represents an
SDOWHUQDWLYH WR WUDGLWLRQDO IXQGLQJ" %HOOHIODPP
ZKLFK LV 3IXQGDPHQWDOO\ RSHQ WR HYHU\RQH™ %RXQFNH!
the only requirement for people wanting to create and back projects is Internet access

*HUEHU +XL .XR S *HUEHU +XL S 7KLV P
SHRSOH™ 6FKRO] S ZcknRned b théroldI RiGel WLR QD OO\
consumers, are now also able to assume the role of being producers, and it is seen how the
initial versions of several revolutionising innovations have emerged via RBCF projects, such
as virtual reality and smart watch technology (Mollick & Robb, 2016, pp. 83-84). However,
as Gierczak et al. (2016) emphasise, RBCF does not only enable the realisation of large,
prominent projects (EXW DOVR PDNHV IXQGLQJ SRVVLEOH IRU QLFK
perceived as non-profitable, and thus are not able to raise money from traditi RQD O VRXUFHV’

$V D UHVXOW OROOLFN DQG 5REE DUJXH B3FURZGIX

enthusiast groups to find ways to bring their hobbies or interes WV WRJIJHWKHU" S W K
especially enabling and benefitting the communities that exist around niche products and

product categories, which are no longer limited by, for instance, large corporations that deem
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certain products unviable; as Banhatti (2016) puBBICF “empowers the people to choose

or reject a creative idea for itsélp. 227). In general, the existing literature characterises
communities as essential RBCFand the platforms that facilitate it (Gerber, Hui & Kuo,
2012, p. 3; Greenberg & Gerber, 2014, p. 583). According to Hui, Greenberg and Gerber
(2014), “crowdfunding relies heavily on community building” (p. 63), and a multitude of
communities exist aroundarious project categoriesd even individual projects and creators
(Greenbeg & Gerber, 2014, p. 588), all of whi@xist in an online space where members
comnunicate via sociainedia, forum websites and the RB@latforms themselves (Hui,
Greenberg & Gerber, 2@1p. 63; Zheng, 2014, p. 494).

Though to a limited extent, previous research does highlight certain tendencies in
consumer behaviour and expectatiomoag backers. Several scholars highlight that a
central motivatiorfor backers to participate in RBG$-that it enables them to be part of a
community (e.g. Agrawal, Catalini & Goldfarb, 2013, p. 14; Gerber & Hui, 2013, p. 9;
Zheng, 2014, 488) and obtairhat Belleflamme, Lambert and Schwienbacher (2014) term
“community benefits” (p. 589), referring to backers feeling “that they are part of a
community of ‘special’ or ‘privileged’ consumers” (p. 589), through which they achieve
“feelings of connectedness to a community with similar interests and ideals” (Gerber, Hui &

Kuo, 2012, p. 1). Belleflamme and Lambert (2014) explain that backers “are consumers who

have a strong taste for the announced product and who therefore deciderttepit that is,

to payfor it before it is actually produced” (p. 291), and for this reason, Scholz (2015) labels

them as ‘presumers’, referring to “pre-purchase and later consumption” (p. 31). Backers are
highly motivated by the “early access to new products” (Agrawal, Catalini & Goldfarb, 2013,

p. 14) that RBCFacilitates, but they do not know the actpabductquality at the tine of
pledging firmncegZheng, 2014, p. 490), which may be why “projects that signal a higher

quality level are more likely to be funded” (Mollick, 2014, p. 2). Scholz (2015) explains that

to corvince backers, a project and @@mpaign must signal high legelf “attractiveness,
usefulness and feasibility” (p. 50), and though backers have a “high willingness to pay”
(Belleflamme, Lambert & Schwienbacher, 2014, p. 589), the project and its campaign still
“[need] to convince a pool of consumers [...] that the product is worth their money” (Scholz,
2015, p. 50)This latter point emphasises that though the power is increasiogiyd with

the many, it is not given that all projects gain enough crowd support to be successful. At the
time of writing, Kickstarter has a succesteraf 36.12 per cent (Kickstarter, 2018e), meaning

that approximately one third of prafs heresuccessfully fund, which underlines the fact that
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democracy also entails the possibility of a negative vote. Essentially, the success of a project
in RBCF depends on backers and whether they are convinced by the given project and its
creator, as they are ones making the choice of whether or not to make financial contributions
(Scholz, 2015, pp. 9, 50); in the words of Gabossy (2016) “the power of the crowd
legitimises the idea and confirms market demand” (p. 535).

Some scholars do challenge the extent to which RBCF is truly democratic, as it
“usually does not follow the ‘one man one vote’ principle, which is essential to modern
democracies, but allows a stronger influence of wealthier actors” (Horisch, 2015, p. 638). As
such, the financial influence of backers depends on their spending power and willingness.
Nevertheless, RBCF is more accessible than traditional financing methods, and it represents a
more transparent and legitimate funding channel compared to traditional ones (Rothler &
Wenzlaft, 2011, pp. 36-37). As Méric, Maque and Brabet (2016) argue, the production of
goods, “once little more than the output of things, is today increasingly based around people-
powered processes and products that help us create and grow things collaboratively. [...]
We’re seeing people take back control of the means of production” (p. xii).

The idea of democratisation largely assigns the power of which products become
funded and commercialised to the crowd, that is, as RBCF platforms have enabled regular
people to act as both creators, launching their project ideas, and backers, financially
supporting the projects they like. However, several scholars emphasise that the influence of
backers and their communities in RBCF goes beyond mere financial support. It is true that
backers hold the power of contributing financial resources to projects and thus collectively
decide whether funding goals are reached, but according to Greenberg, Hui and Gerber
(2013), “the financial nature of crowdfunding has obscured the critical and overlooked
exchange of other resources on crowdfunding platforms” (p. 884). Rather than only financial
resources, Scholz (2015) argues that “the crowd provides a large pool of ‘collective wisdom’
for a crowdfunding project in terms of knowledge, feedback, financing as well as viral and
word-of-mouth marketing” (p. 23), and that “crowdfunding denotes space for co-creation and
the involvement of the backers in the final product definition” (p. 16), meaning that backers
and the communities they belong to play an integral role in shaping and promoting projects
and the products thereof. According to Colombo, Franzoni and Rossi-Lamastra (2015)
“crowdfunding projects are often underdeveloped at the time they are posted for funding” (p.
78) and “backers offer suggestions and feedback that [creators] use to modify their projects

continuously during a campaign, [which allows them] to anticipate problems, to know their
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FXV W R Pidren¢dfs, andi kb meet the needs of a broader audience {pp). T8esenon
financialbacker contributions are highlighted sgveral scholarge.g. Beck et al., 2016, p. 2;

Brunetti, 2016, p. 59; Greenberg, Hui & Gerber, 2013, p. 885; Hui, Greenbergh&rGe

2014, p. 63; Torkanovskiy, 2016, p. 1¥heng et al., 2014, p. 491), and their existence

generally resutin SEOXUULQJ WKH UROH EHWZHHQ SURGXFHU DQG
2012, p. 5).

+RZHYHU WKRXJK 6FKRO] D F \MXRPPAHWH G IHIVPWKW'V I ¢
DQG WKDW 3*WKH FROOHFWLYH LQWHOOLJHQFH RI WKH Fl
F\FOH RI QHZ SURGXFWV VHUYLFHV™ S batcKardGdddtH V T X H V)

are able tonfluenceprojectsin RBCFand thughe products that result therggip. 6768).

Here, she notes thaacker involvemendoes preserdertain challenget® creatorssuch as

SWKH VSHHG RI GHYHORSPHQW VFD O B, laddLthat\crBafp aseR ZH U U
attimes reluctanto incaporate community feedbackgp48, 52). Furthermore, it is also

noteworthy that Agrawal, Catalini and Goldfarb (2013) found that a demotivating factor for

creators to launch projects is the risk of backers having too much power, where creators have
3QR ZD\ WR SUHYHQW >EDFNHUV@ ZLWK GLIITHULQJ YLVLRQ\
DGYHUVHO\ DIITHFWLQJ WKH F RB)PTXG LN existi@liR@Rd XH™ SS
paradoxically presents the influenafthe crowdbeyond financingn RBCF projects and the

products thereadis both major and minor, and fio& and negative. The previoussearch

on the democratising effects RBCFon the market largely focuses da D F Nfidah&ie]l

power in influencing whether a given project sucagdsfunds or not, buit is not possible

to identify any previous research addressing the extent of the power of bexkerssumers

beyond this financial power, for instance thaantributionof idea input andéhfluence in

shaping a given project anldet product thereoflhus, it appears that a knowledge gap exists

here. Whereas theole and power of backens the funding of groject isclear +if enough

backers decid® financially contribute to a project, it will successfully fund and thus be

realised tthe role and power of baeks in contributing nofiinancialresources, such aea

input, knowledge and promotional efforad the extent to which thesentributions

actually irfluence theprojects andhusfinal producs remain unclear.

1.2 RFoblem Formulation
Based orthe literature review and identified knowledge géye following problem
formulation has been preparé@w are backers as consumers powerful in influencing

projects and the products thereof in reward-based crowdfunding beyond financing?
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2.0 Theoretical Framework

In essence, the existitigeratureon RBCF characterisebackers and the communities
thereof- the crowd- asa creative, ifluential and powerful group, constituted imgividual
consumers who allectivelyincreasinglydominant inthe decision making processes of
which products get funded and commercialised, butiafkgencingtheactual RBCF
projects andinal products tkereof However,Zheng et al(2014)arguethat in general;there
is a lack of undéying theories and theoretical support in the current crowdfunding literature”
(p. 489), which is alse andseemingly especially the casefor the consumption aspect
thereof.The aim of this section is to establish a theoattirameworkwhich can aid detter
understanding of backers as consumeRBICF, with a special focus on consunpawer.
Based on the core ideas of the existing literature, this framework combines relevant
consumption theories that characterise consumers and consumer commuaorBes\as
active,influential and powerfulMost of the theories presented in this framewutale to
someextent previously been individually employed in relatioRBCF, some more than
others butit is not possible to identify any literatutbat provides a collective, overarching
theoretical framework thatan help establish more holistizinderstanding ahe power of
backes asconsumesin RBCF.

This thesis call$or concreteconceptuainstrumentsvhich are applicable in
addressing the identifickhowledge gap and answering the problem formulatiomit also
calls for ageneral theoretical foundation, providiadproader understandiing the RBCF
phenomenonas itis, asemphasised earlieunderresearched, especially in relation to
consumptionThus,the theories presentadthis frameworlare relevant onwo levels.On a
broad level, theyntroduce recerkkey dezelopments in the powelynamics withirthe
market that is,systemicchanges in the power relations between corporations@milimers,
which underlie the phenomenon BBCFandprovidea generatheoreticalorientationthat
aids theunderstandingf the uniwverse within whicht exists and occurslong with the
philosophy by which it operate®n a nore specific level, theglso introduceconcrete
concepsrelated to consumer powtitat arehusdirectly relevantand applicabl¢o the
identified knowledge gap and the ptem formulationSection2.1, 2.2 and 2.8ach present
individual, and at points overlappintheoriesthat are deemed relevant to this the$isugh
none of them were developed directly in relatfRIBCF. The theories presented in these
sectiors are identified by thoroughly scanning the body of existing literature concerning

consumer relations and empowent, where those that seem relevant and translatable into
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the field of RBCF and the power of backers as consumers therein are included, seeking to
open up the under-researched area of RBCF from a consumption perspective. Subsequently,
section 2.4 initially summarises the essence of the broader implications of the included
theories and then focuses on identifying concepts within these theories that are relevant and
applicable to understanding the power of backers as consumers in RBCF, along with the

ways in which they are helpful in doing so.

2.1The Sharing Economy and Collaborative Consumption
3 "he sharing economy is an emerging economic-technological phenomenon that is
fuelled by developments in information and communications technology (ICT), growing
consumer awareness, proliferation of collaborative web communities as well as social
FRPPHUFH WHkniad §j6klnt & Ukkonen, 2016, p. 2047). This phenomenon started
gaining mainstream attention in 2013 (Slee, 2015, p. 9) and has, according to Hamari,
Sjoklint and Ukkonen (2016), JHQHUDOO\ HQWDLOHG 3WKdf GHYHORSPHQ
FRQVXPSWLR QddaySmultiple divérse examples of the sharing economy can be
observed, all similar in that they are largely facilitated by recent technological developments,
namely Web 2.0 D Q@Hare%he characteristics of online collaboration, online sharing, social
commerce, and some form of underlying ideology, such as collective purpose or a common
good " (p. 2048).
A central consumer development of the sharing economy is that of pollaborative
consumption Jwhich entails some form of exchange of both material and immaterial matters
between consumers (Mohlmann, 2015, p. 193), and in recent years, the world has seen the
HPHUJHQFH R 3 Dugidosyekthi® is€Qld Iternet to match customers with
service providers for real-worl G H[FKDQJHV "™ 6 O Hekt, Hamari, §oklint and
Ukkonen (2016) emphasise that collaborative consumption SUHOLHYV KHDYLO\ RQ VRFL
dynamics for the actual shDULQJ DQG FR O O D ERphddiMhg ReQmpoEant role
of consumers and communities in collaborative consumption, and further explain that
platforms, such as the above, in many cases exercise little control and primarily function as
mere facilitators, or 3 H F R Q RtBthrelbgizal coordnDWLRQ SURYLGHUV”™ S
Ertz, Durif and Arcand (2016) state that collaborative consumption constitutes a
resource circulation system, ZK L FK H Q W Bile@dnddméWo Rvhich goes beyond the
notionof b X\HU ~ S ZKHUH 3FRQVXPHUV DUH DEOH WR VZLW
HQWUHSUHQHXUVKLS DQG FROODERUDW H a\¥fipossdidie XFH DQC

one-sided consumer in more traditional, linear supply and value chains. Collaborative
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consumption activities and platforms are extensiaelyessible to the people, ahe sharing

economy is often highlighted as having a disruptive impattaaiitional models oéconomy

and consumptigrand organisations and industries adigetd these (Belk, 2014, pp. 1595
1599).Here,Slee (201pargues that collaborative consumption is statezhéble individuals

WR 3UHO\ PRUH RQ HDFK RWKHU DQG OHVV R@&EHDBHOHVV G
previously powerless individuals takkRUH FRQWURO RI WKHLU-OLYHV E\ EH
HQWUHS(pHQHXWVEK FDQ et @Hlldaibnimunity instead of being

passive and materialist consumge(ys. 10).

2.2The Increasingly Blurred Lines Between Production and Consumption

There are multiple theories that concern a general tcenderningz+as is also
resonated in the collaborative consumptioeory +the mergingof prodwction and
consumption, as well ggoducer and consumesles into one which, though prelating to
anoffline world, was, and is continuously, extensively fuelled by technological
developments, most notably Web 23&veral terms and concepts describe the increasingly
blurred lines between productiamd consumption, whesection2.2.1, 2.2.2 and 2.2.3

outline the main theories that exist around this shift in contemporary consumer culture.

2.2.1 Prosumption

In 1980, Toffler (1980) described the increagileglifferentiatiorbetweerthe acts of
producing and consuming, in relation to which he coined thederRl SWKH pSURVXPHUTY
ZKR LV ERWK SURGXFHU DQG FRQVXPHU DQG RI pSURVXP S\
SURGXFWLRQ DQG FRQVXPSWLRQ ™ 5L W ]HbweveH RiRer, -XUJHQV |
Dean andlurgenson (2012) argue thpmbsumption is not agw phenomenon, and thhis
behaviour has been obsenadce the earliest hunting and gathering societies (p. 380). In
general, they criticise the lofrgnning tendencies of treating production and consumption as
binary DQG 3>LJQR UL QJ@udfibk llwbipsFalso MWENZEVcoBduRpgEon, and
FRQYHUVHO\ FRQVXPSWLRQ DOZD\V LQYRhaHiBe\SSURGXFWLF
argue that these should be perceivedoasxisting in a continuum, where the middle
represeQ WV 3SXUH S URV XaAdond dRtQe mey constitute the dominant, though
never exclusive, focus at a given point in history (p. 381).

From this continuunperspective, Ritzer and Jurgenson (2010) explain that Toffler
distinguished between three waves of consumer society aretiirough history
representing shitin the focus betweeproduction and consumptiofhe first wave covers

the preindustrial period and represents the primordial economic system, largely being that of
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prosumption, in which individuals weroth producers and consumers of goods and services.

The second wave represgtite industrialisation, which largely, though never fully, resulted

in thedivision of the spheres of production and consumption, along with the roles of

producer and consumen this period, spanningver several centuries, the core focus was on
production. However, after WWIkspecially during the 1960s, the focus was increasingly

shifted towards consumptio his period was characterised by comprehensive shifts in

consumer XOWXUH LQ WHUPV RI 3FKDQJHVY DQG LQFUHDVHYV LQ '

subjects of consumption (the consumers), consumption processes, as well as the kinds of

FRQVXPSWLRQ VLWHV™ S ZLWK WKH ULVH RI & KDW LV W
DV VKRSSLQJ PDOOV DQG D VLPLODU BDURAWK LODQRDW K H WL
(p. 15).

This period also marked the initial steps of -amerging ofa more equal balance
betweerproduction and consumptipandthusthe beginning of the thirwave,returning to
the tendencies of the first wave. The most significant development towards increased
SURVXPSWLRQ ZzDV WKH 3 WUHQG WRZDUG SXWWLQJ FRQVXP
p. 18) in the form of increased sskrvicing, which is furtrer elaborated ithe following
section Consumers became increasingly involved in thelpcdon process, and sinte
1990s, this tendency has besdensively fuelled by technologicativancementand the
emergence of Web 2.0. As Ritzer and Jurgenson (2 DUJXH 3SURVXPSWLRQ ZDV
invented on Web 2.0, but given the massive involvement in, and popularity of, many of these
developments (e.g. social networking sites), it can be argued that it is currently both the most
prevalent location of pra§ PSWLRQ DQG LWV PRVW LPSRUWDQW IDFLOL
SURVXPSWLRQXUW EH U R Rlthelimpiaterial worlds of Web 2.0 that it is
hardest to distinguish between producers and consumebs. W ] H U Juiddn§pn, 2012,

p. 385).

In relation to thisRitzer, Dean and Jurgenson (2012) explainnfath of
FRQWHPSRUDU\ SURGXFWLRQ LV 3OHVV PDWHULDO DQG PRL
WKURXJKRXW VRFLHW\ UDWKHU WKDQ RQO\ LQ GHVLJQDWH«
rRRWHG LQ WKH puVRFLDO |DFWTFUs\ theRidjority@FconRidporAly W K R X W
production is entred more around ideas thactua) physical produd Ritzer, Dan and
Jurgenson (2012Bxemplify this with WKH DXWRPRELOH L @ &Xa WdtkyialLQ ZKLF
production of cars by automobile workers is now of less importance than the immaterial

production of ideas to improve the manufacturing, marketing, or design of the product by
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those who work in and around the automobile industry” (p. 382). It is especially in relatioto
immaterial production that prosumption occurs, as consumers are increasioghedin the
development of ideas; “since immaterial production takes place in the realm of ideas, and
these ideaare part of what is calldtie ‘general intellect’, it becomes increasingly possible
[...] for consumers to draw on this general fund of knowledgerdadmation. As they draw
upon- or consume- this knowledge, they produce and further cdnite to it” (p. 382).
Consumers may pacipate in this immaterial production processown incentive, but it is
alsoseen howcorporations are today inviting consumers to participate in the production of
immaterial matters, such as ideas for product design and innovation or marketing material.
On a more abstract level, “consumergalso] play a major role in producing the shared
meanings that are the brand; they do not simply accept the brand messages created by
marketers and advertisers. Thus, in a real sense, prosumers produce the meaning that
surrounds brands” (p. 382).

Ritzer, Dean and Jurgenson (2012) emphasise that on ndggdnasurers can be
seen as being largely exploited dxyrporations in tair lack offinancialcompensation for
their labour, from which the corporations benefit in the form of added value. On the other
hand though, they alsemphasiséhatprosumes consitute a powerful actorjn that they are
able to reach a great number of other or potential consumers online, where they decide the
attitude of the messagebe it positive or negative andin thattheir labour and value
contributions are made free ofelit control fromcorporations, meaning thtite prosumer is
more difficult to control than an actual employee and more likelxeooese resistangg.
383).

2.2.2The Working Consumer

Traditionally, consumerkeld a passive role and were firmly placéthe end of the
supplyand valuechain, where thewould “buy and use [productsand services]and that is
all” (Kleeman, Vo8 & Rieder, 2008, p. 6). However, according to Kleeman, Vo§ and Rieder
(2008), a new type of consumer has emerged, known asdhidng consumer’, which
challenges the traditional separation of the spheres of production and consuthpson
altering corporate&onsumer relations (pp-8. They argue that consumers “are becoming
more like ceworkers who take over specific partsaoproduction process, whereby this
process ultimately remains under the control of a commercial enterprise” (p. 5). The working
consumer is defined by the presence of three central traits, which are “a) working consumers

are active in the production praseand candutilized as valuadding worlers; b) the
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capacities they possess are valuable economic assets; and c) they are systematically
integrated into corporate structures, where their actions can be monitored and manipulated by
corporate managers muc K DV LI WKH\ ZH@GHE8HP SOR\HHV”
7KH WHUP pZRUNLQJ FRQVXPHUTY ZDV KRS bhiGhel Q E\
phenomenon is not new. In the 1970s, the corporate world began looking for ways to
integrate external production factors, such as consumers, into the production process, and
society witnessed an increase in consumer activities involving self-service as opposed to
traditional service (Kleeman, Vo3 & Rieder, 2008, pp. 6-7). This marked the beginning of a
tendency of perceiving consumersas D FHQWUDO UHVRXUFH IRU FRUSRUDW
Rieder, 2008, p. 7) and of WKHVH 3LQF UHDS/2QWOD PWMIDMNHLAAJ@™Q G GLUHFW
production and service- GHOLYHU\ SURFHVVHV"™ 5) ddd3dddy, nuidro¥s S
corporations are considering ways in which they can outsource tasks to consumers through
which they participate in and contribute to the given corporation IV Y-Bré&t¥idprocess
(Kleeman, Vo3 & Rieder, 2008, pp. 7-8).
According to Kleeman, VoB and Rieder (2008), recent technological developments,
PRVW QRWDEO\ :HE animgdiart kbleSieEpaddliGg forms of cooperation
between firms and consumers in the production process = S DQG WRGD)\of D JUHDW
activities performed by working consumers are conducted online. These for instance include
product development and configuration, innovation and design contests, rating and reviewing
products and services, self-service activities, such as buying tickets and creating user-
generated content, and other user activities on various platforms (pp. 4, 7). Rieder and Vof3
(2010) argue that technological developments are one of three key driving forces behind the
LQFUHDVHG LQWHJUDWLRQ RI FRQVXPHUV LQWR WKH SURG.
to further UDWLRQDOL]H SURFHVVHV™ S DQG 3*WKH GHVLUH RI
the consumption processes of products and services~ S
These developments have not just blurred the lines between consumer and producer,
but also private and professional life (Rieder & Vo8, 2010, p. 5), where unpaid consumers
and their resources and capacities are exploited by corporations, which benefit from being
D E O H- XWR Ppetsdtnélineeds +and related costs xsignificantly *(Kleeman, Vol &
Rieder, 2008, p. 8) and add value to their business and products. Thus, %ustomers not only
serve themselves, [but also]l RWKHU FXVWRPHUV DQG ZRUN IRU WKH EHQ
(Rieder & Vo8, 2010, p. 4). However, the increasing prominence of the working consumer

may also empower consumers, while affecting corporations negatively, as these Show depend
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on working consumers to carry out their ‘jobs’ reliably and in accordance with the plans and
needs of the firm” (Kleeman, Vo3 & Rieder, 2008, p. 9), and whereas Web 2.0 may enable
corporations to exploit consumers, “it is also a powerful instrument in the hands of
[consumers, who] may significantly influence the image and turnover of enterprises” (Rieder
& VobB, 2010, p. 8). Thus, these power relation developments may have positive and negative

effects on both parties involved.

2.2.3 Co-Production and Co-Creation

Two common theoretical concepts that often emerge when exploring theories related
to the increasingly blurred lines between production and consumption are those of co-
production and co-creation. Though often used synonymously, there is a difference between
them, which may be defined in terms of the extent of consumer agency and involvement in
the immaterial production process. Instead of viewing the two as the same or two separate
concepts, they should be perceived as poles in a continuum of consumer agency (Chathoth et
al., 2013, p. 11).

Co-production has a firm-centric focus in relation to consumer involvement, and
according to Chathoth et al. (2013), consumers are here, though involved, “essentially given
very little choice in defining the product/service” (p. 12). Instead, “the producer
predominantly predefines both the tangible and intangible aspects of various product/service
bundles [...] before the [consumer]| becomes involved in the process” (p. 12). Thus, this form
of consumer involvement is similar to product customisation or personalisation, in which
corporations pre-define the ways in, and extent to, which their products can be customised by
consumers. The range of features available for customisation, along with the extent of this
customisation, may vary greatly between corporations and products. Regardless of
customisation possibilities, the shared aspect of all instances of such consumer involvement
is that corporations remain in control of the production process, and though involved,
consumers still remain mostly at the end of the supply and value chain. Consumers here do
hold more agency than in traditional consumption, in which they would have to select
between products that were fully pre-defined by corporations, but even in customisation,
consumers are limited to making selections within a pre-defined framework, where they then
select “the best available option that comes closest to meeting [their] need(s)” (p. 12). Thus,
consumers here largely remain “a bystander in the production process” (p. 12) and may be

forced to make compromises (pp. 12-13).
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Co-creation, on the other hand, assigns more agency to consumers and integrates them
to a greater extent into the production process and at an earlier stage, placing them in the
middle and even beginning of the supply and value chain, rather than just the end. Co-
creation has a great focus on “interactive value creation” (Eichentopf, Kleinaltenkamp & van
Stiphout, 2011, p. 650), through which consumers can contribute to the values that exist
around a given corporation, brand or product. Thus, co-creation mainly relates to the
immaterial production processes, that is, the production of ideas that exist around
corporations, brands or products, and the involvement of consumers therein, and whereas co-
production limits consumers to making choices within a pre-set, firm-decided framework, co-
creation enables them to participate in the creation of that very framework. Kristensson,
Matthing and Johansson (2008) explain that corporations increasingly enter into dialogue
with consumers and “involve [them] in the early stages of the new product development
process by inviting them to suggest ideas for innovative products and services” (p. 475),
which they argue enhances the end-value of these, as it integrates the innovative ideas of
consumers; it “produces ideas that are more creative, more highly valued by customers, and
more easily implemented” (p. 475). Co-creation thus involves consumers to a greater extent
than co-production, and it assigns them more agency. Both approaches do create more end-
value than traditional processes and products, but co-creation generates more end-value as
consumers are more involved here (Chathoth et al., 2013, pp. 12-15).

Of these two approaches, co-creation seems dominant, at least in the theoretical
literature. Co-creation is mostly used to describe processes that occur online, facilitated by
Web 2.0, and often focuses on consumers’ production of online user-generated content in the
form of, for instance, social media updates and blog posts featuring text, pictures and/or
video. In their online content generation, consumers are actively participating in the
immaterial production process of ideas centred around the product of a given corporation,
again emphasising the merging of consumer and producer. Thus, consumers are actively
reproducing the product and its brand, but the corporation behind the product is not in control
of the content and its attitude, though many may attempt to be. In general, consumers are
increasingly integrated into all aspects thereof, even the initial stages of innovation
(Kristensson, Matthing & Johansson, 2008, p. 475). As Prahalad and Ramaswamy (2004)
explain, consumers of today are “informed, networked, empowered, and active” (p. 5) as ever
before, and they now actively “seek to exercise their influence in every part of the business

system” (p. 6). Furthermore, consumers are not only entering into dialogue with corporations,
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but also each othemaking them more critical towards, dedsdependent orthe

communications froncorporationgp.6 AsS customers become more knowledgeable and
increasingly aware of their negotia clout, more businesses« @el pressure to adopt an

implicit (if not an explicit) negotiation(p. 7), and it is importanthatcorporations

acknowledgehe increased power of consumes Zwick, Bonsu and Darmod2008)state,

SWKH L GHR OtRent 6f Dddswingrs g productive-coeation relationships hinges on
DFFRPPRGDWLQJ FRQVXPHUVY QHHGYV IRU UHFRJQLWLRQ IL

2.30nline Consumers andCommunities xlnnovation and Empowerment

Until this point technologicahdvancements haweveral time®een characterised as
key to the development of a new type of consumption and consumer culture. This section
focuses ortwo central theories thatliae to online consumers andmmunities thereof,
along with theitrincreasig levels of creativity, innovativevolvement and powein
particular, the rise of Web 2.0 has enabled individual consumers to gather in online groups,
that is, communities, in a space that transcends time and space. Today, thedéease
numbers of ommunities dedicated to every conceivable togatheredsia a multitude of
online mediums, from fora and dedicated websites to blogsamal mediaand in general,
WKH ZRUOG KDV ZLWQHVVHG WKH HPHUJHQFH RIndaa&QHZ SDUYV
prominence over the last few years and which have now become established parts of
PDLQVWUHDP FXOWXUH" %HHU %XUURZV S

2.3.1Innovation-Oriented Consumer Communities

According to Kozinets, Hemetsberger and Schau (2088¢nttechnologial
developments have resulted in increased connectivity, but so in a netweriegs=rather than
D OLQHDU R Qé&hableH & fidtvelrig df 8nline communities and their attendant
collective productionD Q G L Q Q RY D W LoRsQmersSand their @mmunities amv
increasingly found at the very centre of the picttbn process, whereFRQV XPHUV KDYH E'
recognized as fullledged collective creative forces WKHLU RZQ ULJK&H S DQ
community comes toonstitutea mllective intelligence in relation to the topic at the heart
thereof.Theseonlinecommunitiestalso WHU P H G | LoeQtRl Yilikeé cédhsumer
FRPPXQEWHBVMMHVHQW D JUHDW YDULHW\ RI 3SFXOWXUHV VXE
personal intere® V LQ KREELHYV DQG FRQVXPSW L eoasidbFwtio0dsLWLHV '’
members, who come from widely diverse backgrounds and hold different knewledg
expeiences and capabilities.sAa resultthese online spacesnstitute fertile grounds for

sparking collective cosumer creativity and innovation, atieey arethusableto collectively
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realiseinnovative ideas that individuabnsumers can neither produce nor fuffihe
consumer group’s talents, networks, and ability to keep one another motivated are likely
helpful in developing and realizing the idea, and propagating and promoting it” (p. 341)
Kozinets, Hemetsberger and Schau (20@8)e establishedtgpology that consists of a
matrix delineatindour types ofinnovatiorroriented online consumer communiti@gichare
crowds, hives, mobs and swarms, and edi¢hem involve a certain levef creative
collaboration. The four commuwitypes are distinguished on the basis of two dimensions
each withtwo poles and it should be emphasised that the lines between these four types are
fluid, and that the different categories may overlap (p. 3819.two dimensions are termed
‘collective innovation concentration’ and ‘collective innovation orientation’. The former
“assesses the concentration of innovative contribution among the community” (p. 344), that
is, the amount of community members involvedimd contributing téhe creatie process.
At one pole, there ia high concentration, whetenly a few individual consumers (or even a
single consumer) contribute the vast majority of the work” (p. 344), whereas the remaining
members function moras a consuming audiencetbése few intvidual specialist membetrs
contributions The oppositgole represents a low concentratiaere*the contribution is
spread among a large number of contributors, many of whom contribute quite mpdgstly
but whose aggregate contribution may end upragdsignificant value” (p. 344). The latter

Communo-ludic

A

Swarms Mobs

Collective
Innovation

Orientation

Crowds Hives

v

Tele-specific

Low <& » High
(many members) Collective (few members)
Innovation

Concentration

Figure t Typology of online creative consumer commiestKozinets,
Hemetsberger & Scha@p0§ p. 345.
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dimension distinguishdgme, that is, whether thgoalsof the communityare shoror long
term Within this dimension, one pole definesay HQ FRPPXQLW)\ BDVWSKFYLIQRD p'
orientation, meaningtb W VXFK SWHQG WR EH JRDO IRFXVHG WR EH F

toward particular innovative outcomes and to reaching generally delimited goals that pertain

WR SDUWLFXODU FUHDWLRQV’ S &RQWUDULO\ FRPPXC(
pommuneOXGLFY RULHQWDWLRQ ZKLFK PHD Qwprdddcttt U LQQRYEL
WKHLU RWKHU RQOLQH DFWLYLWLHV" S ZKLFK DUH 3Sl

contribution, but simply as a part of the normal routine of being inddlvenline
communities pertaining t?&W KHV H L Q W H Uddlvdshvmuni®sand theiVactivitiesre
SUHODWHG WR OLIHVW\OHYV 4)L1h&etikcaiviwnity tth€sG KREELHV™ S

distinguished on the basis of thase dimensionsre vsualisedn Figure 1.

2.3.2 Online Empowerment of Consumers and Communities

In general, ecent technological advancements hagel recque et al. (2013) argue,
caused a fundamental alteration in the powkationsbetween consumers and corporations,
in which onlne consumers and the communities thereof have been extensively empowered.
Especially the emergence of Web 2.0 and social media have caused consumers to be ever
more informed and interconnected, and enaMé& HP WR 3 FUHDWH FRQWHQW DQ
voices, DFURVV WKH JOREH WR DQ\R Béfe, Wel2@®leprdstvBaOLVWHQ"’
VKDUS 3 FRQWUDVW WR :HE Z-HiteEtidn& pravisidrudf oform&@IdhR O Y H G
to consumers who did not interact or respond to the web site or to one anotiteld O N
p. 1595).

Labrecque et al. (201®yesenfour distinct sources of consumgowerresuling
from technological advancementshichare demand information, network and crowd
based power (p. 257)hese sources emerged chronologically,tandgh they all continue
to existconcurrently eachimplies a higher level of power than the forntérst, 2he rise of
Internet commerce removed geographic and time constraints, empowering consumers
through expanded assortments, increased retail ogtioD QG QHZ VHUYLFH IHDWXUF
which meant that consumesgre enabled to exercisemarml-based powenyith theability
to choose between a great variety of products, andhasecand boycott as they degpe
260).The second power sourisEinformationbased, which consists of two sabtivities,
being content consumption amadoduction. Here, the former activity empowers consumers
E\ HQDEOLQJ 3WKH HDVH RI DFFHVV WR SURGXFW RU VHUYL
asymmetry, expedites taNHW GLIIXVLRQ RI LQIRUPDWLRQ DQG VKRUYV
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261), whereas thiatter S HQDEOHY HPSRZHUPHQW E\ Sé&xpessidaal. QJ DQ R X
extending individual reach, and elevating the potential for individual opinion to influence
markets S 7KLY GLVVHPLQDWLRQ RI LQIRMdIMYlOR Q EHW Z|
consuming it, is, according ®rown, Broderick and Lee (2007®ften referred to agvord of
MouthfFRPPXQLFDWLRQ ZKLFK LV 3D PDMRU S paditvlaRy RQOLQH
ZLWKLQ WKH HQYLURQPHQW Ran®Rdyenlii@itthdst ComX@icatidnsl V- S
are independent from corporations and the market, it empowers consumers and is generally
Yoerceived to be more reliable, credible, and trustworthy bgwuorers compared to firm
initiated communications S

According to Labrecquet al. (2013), théwo former power souss arandividual
based, whereas the latter tvaly onconsumerg§ F R Q Q H FpAN2993. Qhe third power
source is networbased DQG LW LV IRFXVHG RQ 3 WKH PHWDPRUSKRVL
SWKH DFWLRQV E\ ZKLFK RWKHUV FDQ DGG YDOXH EH\RQG
7TKHVH DFWLRQV RU DFWLYLWLHY DUH IRU LQVWDQFH 3FRC(
organizirg content through networks), content completion (e.g., comments on a blog post that
contribute to previous content, tagging), or content modifications (e.g., repurposing content,
VXFK DV D YLGHR RU LPDJH méasBdpoweiffers frort fidrivatiéthrly N
EDVHG LQ WKDW WKH ODW-\YBU BPIDR.M®R ARV VEL W X W A K HDHR!
entailsasD P XZDN LG L D O R J LasHy, te fourth powesource is crowdbased,
which3UHVLGHV LQ WKH DELOLW\ WH HBRRX FMHR4ad Sstajddd DQG V\
WR EH S WKH XOWLPDWH LOOXVWUDWLRQ RI FRQVXPHU SRZF
SUHFHGLQJ SRZHU EDVHV >«@ WR DOLJQ SRZHU LQ WKH EH
groups such as virtual comm@Q L W(h. 1264)

It should be emphasised that certadmgumers or community members,aecording
to Labrecqe et al. (2013), more powerftllan others, as these online environments are often
SHTXLSSHG ZLWK GLITHUHQW H][suhhdt bffolldnedsQhatigds, UV R1 VWD
DFWLYLW\ UDQNL QIhws, ddrtdifr mémb®rs are more influential than others,
ZKLFK PD\ EH WKH UHVXOW RI IRU LQVWDQFH 3UHDFK WKF
the social network, and persuasivenéeked to the relevance of the content the person
FUHDWHY RQOLQH" S EXW DOVR WKHLU H[SHUWLVH DC(C
this is not to say that only members of high status are powerful. The recent technological
developmentdave povided a great amount of consumers with a voice, especially when

standing together, armbnsumers have generally besnpowered andreincreasingly
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difficult for corporations taontrol andgnore(p. 265);as Prahadd and Ramaswam2004)
explain, today,FRUSRUDWLRQV DUH 3EHLQJ FKDOOHQJHG QRW E\ (
FRPPXQLWLHV RI FRQQHFWHG LQIRUPHG HPSRZHUHG DQG

2.4 Concepts Applicable to Understanding th@ower of Backers as Consumers in
RBCF

The theoriesncludedin this frameworlall presentheir understadings and
conceptualisations aécent developments in the power relations between consumers and
corporationswhich are helpful in establishing a broader understanding of the universe that
the undetresearched phenomenohRBCFexists and occurs within, at least in relation to
consumptionin general, the world has witnessed the emergence of a new trend in
contempaoary consumer culture:a new type of consumptiotiwhichis dominated by a
philosophy ofcollaboration and participation, and where production and consumption
activitiesare increasingly difficult to distinguidhom each otherThe boundaries between
the roles of producer and consumer are understood as blurred and dynamic, where
contemporargonsumers have come to constitute an increasingly integrated and vital part of
the production process, which is in sharp contrast to the traditional consumer, who was
placed at the end of the supply and value chain, serving as little more than a pugduct b
and userThis trendargely resultdrom, andis continuouslyfacilitated by recent
technological developments, especially Web @l@ich have caused consumers to be
informed, networked, empowered and active as ever hefodevia online platforms,
consumers and consumer communiéies now able tooice opinionspursue collective
purposes and reap the benefits of bringing togetherrgsourcesknowledge, experiences
and caabilities; this 84 while consumers becommacreasgly independent fnm corporations
andrepresentn increasingly powrful actor in the eyes Thus, the markdtasin certain
areasundergone significant systemic changesegardto its powerdynamicsbetween
consumers and corporatigrateing the power relations ifavour of the former

All theoretical sectionpresentedn this frameworkz+except 2.1, which mainly offers
a more general idea of the philosophies of sharing and collaboration that underlietRBCF
alsoprovide oncreteconceptual instrumentshich are aplicableand helpfulin addressing
the identified knowledge gap and answering the problem formuja@kingo explore how
backers as consumarepowerfulin influencingRBCF projectsandthe productsthereof
Theseconcepts, along with the centralegtions they gie rise to are presented in the

following paragraphs
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Section 2.2 presentlree theories related to the increasingly blurred lines between
production and consumptiofhough the theory gfrasumptionconcerns broad
developments in consumer culture and theafs@ new consumer type,atsopresensg
concreteconcepts that are interestingrelationto consumer- that is, backer
empowerment, which are thoseiwimaterial productiomndconsumer inglvementWhen
applying theeconceps to RBCEF, it gives rise to the question of the extent to which backers
as consumers agetivelyinvolvedin the immaterial production proceasound projects and
the products that resuthereof Central to these cospts is the notiomf control, which
furtherraises the questions of whether potential involvemh of backers would be lown
incentive or direct invitation from creatoemdwhether backers are difficult for creators to
control The theory of the workingonsumer resonates hig similar ideas to that of
prosumption, arguing that corporations are actively putting consumers to work and that they
even depend oand benefit fronthe labour input thereo€entral to this theory are the
concepts of consumers avaluable and integrated resoursehe production processd
exploitation.The formerconceptgives rise to questioning creators’ perceptions of backers,
whether creators actively choose to put backers to warld here, in relation to which tasks
— and the extent to which creators are dependent on and benefittinth&dabour of
backers, whereas the latter raises the question of how b&ek&kabout offering their labour
for free. The last theory in section 2igthat ofco-production and c@reation in which the
central concept is that of consumer agefitys concept occasions the questioning of
whether backers hold any agencyelation toinfluencingRBCF projects and the products
thereof butbeyond thatalso how muclagency if any, backerghenactually hold that is,
whetherRBCFinvolvesco-production or cecreation- or both or none- between backers
and creators

Section 2.3resents two theories related to online consumers and commyanities
the power thereof. Here, otfgeory relates tannovationoriented consumer communities and
offers the concepts of collective innovation concentrationcatidctive innovation
orientation. Of these two concepts, the former is more relevant as it relates directly to
consumer mpowerment, ssessingvhether it is many or few members who contribute to the
creative work process a givencommunity. The lder concept assesses whettmnmunity
purposes are sherr longterm, which is less relevant to backer empowerment. However,
this latter concept is relevant when combined whihformer, as thisnables one texplore

whethera given community may be characterised as a crowd, hive, mob or svearm
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potentialy something in betweeswhich may be revealing in terms of the powaations
within these community type$he other theory adection 2.3 relatedirectly to the power
source®f onlineconsumers and consumer communjtaesdintroduces the four conpts of
demand, information, network and crowdbased powemwhich giverise to questioning the
waysin which backers may or may nexercisgpowerin relation toinfluencing projects and
the productsthereofin RBCF. Central to this theory is also thenapt ofpowerstatus, as
certain consumers are stated to be more influential than others, which occasions the question
of whether all backerareequally influential zif even influential in the first placesin
relation to RBCF projects and tpeoductsthereof

The consumptiotheories presentead this framework all focus on a general change
in the role and behaviour of consumers, related to the blurring of the lines between consumer
and producer, and thedreased influence of the formé&tone of thes are direct power
theories per se, but they do all present their understandings and conceptualisations of recent
developments in the power relations between consumers and corpordbarever, these
theories do not explicitly present how they understawler, and there is therefore a néad
clarify how it may be understood in relation to this fi¢tigere, theFoucauldian power
conceptualisation, whictontradicts the traditional perception of power as possessed,
centralised and purely repressive, hejdtbnkerssuch as Weber and Marseems most
appropriate Foucault adopts a relational power perspective, in which the focus is on the
subjects, not in terms of power as an acquired possession, but rather the relations between
them, meaning that power@ RW SRVVHVVHG EXW H[HUFLVHG WKURXJK

RZQ ZRUGV 3SRZHU LV QRW VRPHWKLQJ WKDW LV DFT?>

that one holds on to or allows to slip away; power is exercised from innumerable points, in
the interpOD\ RI QRQHJDOLWDULDQ DQG PRELOH UHODWLRQV™ ¢
consumer communities, these hévesnot become increasingly powerful in terms of a
change in, for instance, possessed economic power, as this remains indifferent from that of
traditional consumers, in that the choice here continuously lies purchasing or not purchasing.
Instead, the increased power resides in a relational chHmgfeveen consumers and
corporationstthat has caused the consumer role, and in that way all indigidssuming
this role, to generally become increasingly powaerfuheir relation with corporationgs the
power has changed be located more at the consursglehere However, despite a general

relational change, it should be emphasised that taitm of power in the relation with
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corporations differs between consumers, as some consumers are, as stated earlier, more
powerful in the relation than others (Gutting, 2005, pp96;1Sawicki, 1991, pp. 205).
Another central point in regard to retatal power is that wheas traditional power
theory perceivepower as centralised and exercised on adtmpnbasis, Foucault perceives
it as omnipresent and exercised at the microlevel of society, thus on a-bpttoasis. As
Foucault (1978) himselfasgHV 3SRZHU FRPHV IURP EHORZ WKDW LV
encompassing opposition between rulers and ruled at the root of power relations, and serving
DV D JHQHUDO PDWUL[" S ,Q WKLV ZD\ LQGLYLGXDOV I
in which the location of power varies. Discipline and subjectivation constitute central
FRQFHSWYV L @nrxiBlBDatian\wiational power. Within these relations subjects
may discipline each other, but emphasial$® puton individual seldisciplining, where
slbjects, besides being regulatéedd RWKHUV LQ D JLYHQ SRZHU UHODWLRC
selfscrutinizingand selfi RUPLQJ VXEMHFWYV RI >SWKHLU@ RZQ NQRZOH
This means that subjects are monitoring and regulating themselves, seeking to conform with
the normsand expectations that exist around their given role within a given relation. In this
way, through selflisciplinary practices, the subject is itself actively contributing to the
reproduction of the very power that governg lus, his selfregulation inthe pursuit of
fitting role expectations in a giveelation may involven act ofsubjugation, but given that
Foucault, as stated above, does not perceive povperalyrepressive, it may also be an act
of enablement (Gutting, 2005, pp.-96; Sawicki,1991, pp. 25).

3.0 MethodologicalApproach
This aim of this section is testablish thenethodological foundatioand approach of
this thesiswhereit addresssresearch strate$.1), research desigf3.2) and research
guality and ethic$3.3).

3.1Research Strategy
In researchingRBCF, the majority ofexisting literatureseems to employ a
guantitative research strategftenusing large datasets to establish brivadings. Here,
examples ohoteworthy studies includéose conducted by Calic and Mosakowski (2016),
using an algorithm to establish a dataset of 87,261 Kickstarter préjepisuswamy and
Bayus (2017), analysing 300,000 projdety observations from different 10,000 Kickstarter
projects, andMollick (2014), whose exploratory study draws on a dataset of 48,526
Kickstarter projectsAccording to Bryman (2016), guantitative research strategy employs
QXPHULFDO GDWD DQG 3HPSKDVLLRY XD MEAGMYRQ LQ V
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This strategyenables one to gathand analyséarge datasets, thus facilitating brdadlings,

and is especially suitable to test hypothebisveveras this thesis is explorativedeparting

from a problem formulation consisting of an open question as opposdnypothesistand

seeks to understand how backers as consumers are pawanfliencingRBCF projects

and the products thereaf quantitative strategy is deemed inapprdrighe problem

formulation calldor an indepth understanding of the powefationsbetween participanis

RBCF, which a quantitative strategy lacks the ability to delitare, a quiative strategy

which employs textual dates deemednore suitable, as sucH P S K D \haw/iridwiduals

LOQWHUSUHW W KHL UarMdiR fetubed eXdRtly OnGuhdesstandings opposetb

explaining +socialphenomengprocesses and relatigrad though it may lack the ability to

deliver the breadth that quantitative strategy facilitatasis able to deliver the depth that is

neessaryhere Thus,a qualitative research strateigyemployedpp. 3£33, 149, 375).
AXDOLWDWLYH UHVHDUFK 3VWDUW jtctibo & rralltiésH QRWLRQ

under study [and interested in the perspectives of participants, in everyday practices and

HYHU\GD\ NQRZOHGJH UHIHUULQJ WR WKH L\gvatdivX QGHU VW

research strategy thustypically associated with an epistemological orientatibn o

interpretivism and an ontological orientation of comstionism (Bryman, 2016, p. 32)

Schwandt (20033ggregateinterpretivism and constructionisamder the research paradigm

of social constructionism, whidhk the paradignassumed in this thesighe central ideas and

focus of social constructionisare highly consistent with lvat is sought to be exploraad

understoodn the problem formulatioriThis thesis seeks to expldnew the power bbackers

is constructed withiRBCEF, that is, how the poer of backerdss experienced andnderstood

by the two keysocial actorsn their relationwithin this phenomenqgrbeing backerand

creatorsSocial constructionism asserts that knowledge is actoaigtructedy social

actors, that is, individualgsthey SLQYHQW FRQFHSWYV PrRakasénge BfiQG VFKHI

H[SHULHQ F idontih@aly tes¢ @d modify these constructions in the light of new

HISHULHQFH" S ,Q RWKHU ZRUGYV VRFLDO SKHQRPHQD

constucted and constdgtreconstructedhrough social interactiongvhich means that

knowledge is subjective and that an endless number of individual, subjective and dynamic

realities exist. This is in sharp contrast to positivism and objectivism, which claim the

existence of nly one single truth or realifya stanceoften assumed in the quantitative

tradition. Furthermore, proponents of social constructionism arguentii@iduals*GR QR W

construct [theirjnterpretations in isolation, but against a backdrop of shared uacldirsgs,
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SUDFWLFHY ODQJXDJH DQG VR IR WeaeEKédnpossible forQ WKH VDP
researchers to rid themselves of their historical and sociocultural backgrounds, thus
acknowledging thatheycan never be fully unbiasethstead, th@redispositionsof

researcherserve as the basis for how they construct interpretatiomsthusthe subjective
understandings of social actors cannot be reproduced objectively and in isotatidhe

predispositions ofesearchex(pp. 305307).

3.2 Reseech Design
This thesis employs an interview study desigaxplore the power relations within
RBCFE. Answering the problem formulation at hand requires a method that enables one to
delve into the experiences and understandings of those participaRBfiRand thus
explore how they construct the power of backerglation to influencing projects and the
products theregffor which an interview study seems the superior choice. As Kvale (2007)
DUJXHV 3WKH TXDOLWDWLYH LQMW théeowayHzwhith subjddds\ YHQ X H |
experience and understand their world. It provides a unique access to the lived world of the
VXEMHFWYVY ZKR LQ WKHLU RZQ ZRUGY GHVFULEH WKHLU DF
In terms ofdata collectiormethod nenography and focus groups were considered,
but eventually opted out in favour ioidividual qualitative interviews. At first sight,
netnographythat is, ethnographic observations in online commung@smssuitablegiven
thatRBCFoccurs online and islosely related to communitieNetnographyholds the
advantage of providing data on interactions between community mearmetSus how
power may be constructed and negotiated between thetm holds limitations in that
researchexrisk information ovedoad, given the vast amounts of data available, and
3 f@dmants > « @ay be presumed to be presenting a more carefully cultivated and
controlled seHimage” (Kozinets, 2002, p. 64)nline which may be further enforcdxy their
awareness dfeing observed-urthermoregatacollection seems more selectivere in that
oneis abk to pick and choose betweavailable pieces of data, and netnography may not
enable the same deph interviews, as oreannot take fogranted thatommunity members
are availake to answeelaborativeollow-up question®n theirexperiences and
understanding@ryman, 2016, pp. 448, 49405). Focus groups equally hold the advantages
of providing data on howocial phenomena, processes and relations are constructed between
respamdents, buits limitationsare similarto those ofnetnography, as respondents may
modify their answers to reflect a certain image to other respondents, some respondents may

be uncomfortable sharing their experiences and honest perceptions in a graupokaisd
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the risk of certain respondents dominatingconversation, potentially cutting others off and
thus risking loss ofaluabledata (Bryman, 2016, p. 522). Furthermore, the online and global
nature ofRBCFmakes it practicallyimpossibleto gather respondenphysically,and even if
conducted via Skype or similar, it would be challenging to gather resporaeoss time
zonesand clearly distinguishespondents from each other (Bryman, 2016, pp-55.

Here, interviewsreflexible ard allow for gathering more kdepth data, givethat
data collection through suchs opposed to netnographic observatitaiesthe form of a
dialogue withrespondergand allows one to ask followp questions to clarify answers and
ensure correct interptations. Furthermore, given that responsl@né ensured anonymity
andinterviews are conduateindividually, theymay feelless external pressureadopt
certain attitudes and limit tireanswers, antleinclined to talk more irdepth about their
undestandings and personal experienidbus facilitating more representataed rich data
(Bryman, 2016, pp. 466, 49407, 522).

To collect data, senstructured interviews are employed. ¥vbas structured
interviewsallow no deviation from the préefined list of topics and questions, risking
neglecting interesting points and perspectives that respondents may hold, unstructured
interviewshold theinherentrisk of respondents wandering off into less relevant areas@ind
providing the necessary data, thus limiting data quality and comparability. Here, semi
structured interviews offer a combination of the wvwitheir respective strengthis that
theseemploya guide withpre-defined topics and questions to be adskesbut yet allow
respondents to pursue topics and ideas that they find relevant if they are outside the
contens of the guidg(Bryman, 2016, pp. 46869).Semistructured intenews are flexible
and emphasiséhow the [respondent] frames and understands issues and events (Bryman,
2016, p. 468), and as Kvale (2007) explains, “there is openness to changes of sequence and
forms of questions in order to follow up the specific answers given and the stories told by the
subjects” (p. 51).

Asa means of peerving a reevant research focus duringerviews, ensuring
coverage ohll desiredareas and enabling comparaBilitwo interview guidesAppendix A
and B,section 9.1 and 9.2) are employédthe questions itheseareformulatedbased orthe
concepts identified in the theoretical framework, though without direct reference thereto, and
potential followup questions have been formulatkdterms of focus, thguides function as
a funnel in that the questions are initially relate®RBCFin a broader sense with the

intention ofunderstandingespondats’ background within this space andgettingthem to
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start refleting on the phenomenogmand then, as the interviewsoceedthe questions

become increasingly related td HV S R Q G H Q \as\afid Hrjde tdtendiddl Bf the power of
backersn regardto influencingRBCF projectsand the products theredesides the
guestios appeaing in theguides follow-up, probing, specifying and im@reting questions
are employedavhen relevan{Kvale, 2007 pp. 6£62), arising from the specific interview
situation with the purpose of ensuring richer datadenabling one to have immediate
interpretations* YHULILHG |1 DOV IKKvale, G0 p. 80)}-hbLKQate&007)
emphasises, the analytical prezedready begingluring the interview procegp. 102).

As for samplig of context, this resear@mploys the project category ofijamesfto
sample respondents fromll respondents arsampled from the sagrcontext, as this
increasesomparability of the data collectethe sampling is not confined to respondents
employing the crowdfunding platform &ickstarter,as the gamesategory exists on
multiple platformsput the argument for selecting games as a context from which to sample
is based on the fatihat on Kickstartertthe largest and most popular platfortrgames
represents the dominant project category on several levels. Games is the catepasy that
achieved the highest amountsafccessfutiollarspledged that is, more tn$760million,
while alo being in the top three oétegories with the lowest amount of unsuccessful dollars
pledged(Kickstarter, 2018 DQG LQ $JDPHV bofidShedndpoledd el
> « @d 15% of all the fundeS URMHFW YV "™~ YdHuhBrkpre, gamestise category
with the higkest number of live projecta571at the moment of writingtover 100 morethan
the category that comegcond (Kickstarter, 20&8 Beingthe largest and most successful
categorysuggests that this themostdeweloped context within the spaocERBCF, and that
this is the contexin relation to which onevill find the largest and most established
commuirities. As such, it is assumed that thantextholds the mostompetent respondents
in that theyarepresumablyhighly experiencd in operating within this spaand the
relations thereof

To sample respondents from this contéx¢, nonrprobability sampling technique of
purposive sampling is employedahich, according to Bryman (2016), medinat
UHVSRQGHQWY DUH VDPSOHG *LQ D VWUDWHILF ZzD\ VR WK
UHVHDUFK TXHVWLRQ WKDW DahtbndyRampl@dg th&n from a larggW KHU W
population as is the norm in the quantitative tradit{gn 408) As the aimof thesis is centred
on backers, that is, explag how thesas consumers are powerful in influencRBCF

projects and the products thereand as the theoretical framework is built around theories
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concerning consumer power, it is first and foremogtdrtant to interview backers. However,
it is also deemed relemato talk to actorfiolding the other key role within this space, that is,
creators, as these are at the receiving end of this potential backergnalnbe ones who
make the final calls inegardto their projects and the products therdaferviewing
respondents of both roles enables insights into howdkpgrienceand understand the role
and power of backers RBCF. As the problem fomulation calls for an kdepth exploration
of the powerelations withinRBCF, thekey sampling criterion is that respondents must be
experienced within their respective roledyich is to ensure théihey have gone through the
procesof backing orcreating multiple times, arttiat they hav@ersondly experienced
beingpat of the community anthusseen how matters are generatddyelopedand decided
uponwithin this space. For the same reason, it would not be sensible tprs®ahility
sampling techniquess randonty selectng respondents/ould risk that those sampled would
be new tahefield and thus inexperienced.

Access to experienced backers and creataifse games category secured via the
UHVHDUFKHUYV S U, RdtablistiedRiQ &ndnt€prismp ardstNdent job at
Cartamundi,*WKH ZRUOGTV ODUJHVW PDQXIDFWXUHU DQG GLVWL
JDPHV™ &DUW D RAX<chlhe respondentsvith whom the researcher has no
personal relatiorare referred to by experts in the field and found texiensively
experienced in regard ®RBCFandhighly active and longerm menbers of relevant
communities. An overview of the respondents is provided in the beginning of the analysis
(section 4.0)Given theonline andglobalnatureof RBCF, theinterviews are conducted via
Skype. As stated earliekyd separate interview guides are emplgoyeldich isto
accommodatand addresspecific aspects of the two roles, though it must be emphasised
tha they are similar in structuand themes to ensure compairiilAs this project focuses
on experiences and understandings, the transcripts include what is stated by respondents, but
not, for instance, articulation and rearbal communication, which are crucial in fields such
as discourse analysis (Bryman, 2016, $27#528), but not considered necessary here.
Respondents are cited by respondent number, followed by the given line(s) in the transcripts
(Appendix C to Hsection 9.3 to 9.8), an example being. (R3-45).

As for the method of analysis, thematic codby HPSOR\HG ZKLFK LV 3D ZD
LQGH[LQJ RU FDWHJRUL]LQJ WKH WH[W LQ RUGHU WR HVWD
(Gibbs, 2007, p. 38)'hematic coding constitutes an appropriate method of analysis for this

thesis, as ifacilitatesthoroughanalyses of interview datext bit by text bitenablingin-
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depth insights into the understandings and experiences of respondents, and it furthermore

allows for the identification of thematic patterns both within and across pieces of data

(Bryman, 2016, pp. 548-549). In broad terms, there are, according to Gibbs (2007), two

approaches to coding, that is, data- and concept-driven. In this thesis, a mix of these is

employed, though the initial focus is on the latter approach. Concept-driven coding means

that the data is coded with a pre-defined array of themes in mind, which is in this case based

on the concepts established in the theoretical framework, ensuring that the analytical process

remains theoretically relevant. However, as is also the case with structured interviews, being

strictly bound to a pre-defined array of codes risks overseeing or neglecting valuable ideas

and perspectives emphasised by the respondents, which one did not consider in defining the

themes by which to code. Thus, there is an openness in the coding process to deviate from the

pre-defined themes, allowing the data to drive the analysis, though only to the extent that it

remains relevant to the overall theme of consumer or backer +power (pp. 44-46). Having a

pre-set theoretical framework provides initial guidance on codes and themes to look for in the

data, but one should allow IRU 3>DPHQGLQJ@ WKH OLVW RI FRGHV GXUL
QHZ zZzD\V RI FDWHJRUL]LQJ D U H I3l Vddinlg Wolckets, thdgoficdd WH[W’
called NVivo is employed, not to perform automated data coding, but simply to ease the

manual coding process, making it more manageable and creating a better overview. The final

coding scheme can be found as Appendix I (section 9.9).

3.3 Research Quality and Ethics
Ensuring a high level of research quality is crucial, for which Gibbs (2007) establishes
certain measures to be employed when conducting qualitative research. Here, the central
conceptis WKDW RI UHIOH[LYLW\ ZKLFK LV 3WKH UHFRJQLWLRQ
reflects of some the background, milieu and predilections ofthH UHVHDUFKHU ™ S
emphasising that qualitative research cannot be fully objective and unbiased, as was also
recognised earlier in assuming a social constructionist paradigm. In terms of reliability,
conducting research alone comes with inherent quality risks, but measures to counter certain
issues do exist, such as transcription checking, meaning that transcripts are reviewed several
times to ensure data accuracy (p. 98). Furthermore, constant comparisons are employed
during the coding processtR VHFXUH FRPSUHKHQVLYH GDWD WUHDWPHC(
FRQVLVWHQF\ DQG DFFXUDF\ RI WKH DSSOLFDWLRQ RI >FRC
According to Gibbs (2007) constant comparisons are also a measure to secure higher

validity. Here, another means of ensuring such is triangulation, meaning WKDW 3E\ JHWWLQJ
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more than one different view on a subject, an accurate (or more accurate) view of the subject
matte can be obtained” (p. 94). Triangulationusuallyrefers to employingfor instance,
different method®f datacollection or analysis (p. 94), bint the case of this thesis, it refers
to interviewing respondents who hold different rolgthin RBCF. In other words, as
opposed to only interviewing backers, also interviewing creators can contrilaxeldoing
backer powein their relationfrom more than one angléhus producing more holistic
findings. Furthermore, respondent validatiand evidence aremployed, meaning that
transcripts are sent toggondents, thus giving them the opttomeviewtheir own data (p.
95), and thatitationsfrom the interviews argrovided to support findings and “demonstrate
clearly how [they are] grounded in the data collected and interpreted” (p. 97).

In terms of externalalidity, or generalisability, qualitativeesearch is often
challenged. However, as Bryman (2016) argues, “because qualitative research typically
entails the intensive study of a small group, or of individuals sharing certain characteristics
(that is, depth rather than the breath that is a pugaton in quantitative research),
gualitative findings tend to be oriented to the contextual uniqueness and significance of the
aspect of the social world being studied” (p. 384). This thesis is focused on RBCF, which is
generdly an undeiresearched arghutespeciallysoin terms of consumption. As such, the
amount of preexisting knowledge to hold up new findings against is limited, andithef
this research is rather to explore and gaitial insights into this phenomenam relation to
understading the power relationsvithin it. However, it shoulde emphasised that sampling
respondents from the largest, most successful, and thus presumably most developed and
established context within this space is a strategic choice, hopiing the responents who
are the mostepresentative fdRBCF. Thus, it is suggested that moderatum generalisations
can be made, meaning that HsnpledespondentScan be seen to be instances of a broader
set of recognizable features” (p. 399). Moderatum generalisations are moderate in the sense
that they, according tGeoff and Malcom (2005),“are not attempts to produce sweeping
sociological statements” (p. 297) andmay be refined as furthegsearch is conductedthin
thegivenarea (p. 297). As such, it is believed that the findings of this thesis are suggestive of
broader tendencies within the spac&8ICF, but at the same time, it is acknowledged that,
given the new ad undefresearchedature of this phenomengiime findngs may be refined
as RBCHs more extensively researched in the future.

Lastly to be discussed this section is research ethics. Ahilevel of research ethics

adds to the research qusgl, butthe primary reason faecuringsuch isto ensurghatthose
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agreeing to serve asspondents are not harm€xhe crucial measure in eliminating harm to
respondentss informed consent, meanitigat respondents are prded with sufficient
information asto be able to make informed decisions on whether they are willing to
participate in the researchnsuring that they are not deceiv€derefore, respondents are
provided with research information both in the initial matew request and in a briefing
beforethe actual interview. blwever,it is equally important thaespondents are not
overinformed, as this might bias their answErtgthermore, respondents are ensured full
anonymity in the iitial interview requestthe briefing andthe debriefing. Anonymity may be
corsidered more important wheesearcing more delicate topics, whidRBCFis not
deemedobe +RZHYHU LW LV DOZD\V LPSRUWDQW WdR FRQVLGHI
may affect their relationwith and wthin their environmentsnithis case¢he communities.
2QH FDQQRW IRUHVHH paRidpatidisl pecEive8RIGNGHe <@ v &
negativeperception of participation mayave extensiveonsequencesuch as reputational
damage or exchion.lt is thus the safest choice @asure respondesgnonymity to avoid
harm, also because doing smed noinegativelyaffect data qualityAlso, the aforementioed
act of giving respondents the optitmreviewtheir own data is furthermore a way of
allowing them to check if they their answers are correctly conv@manan, 2016, pp. 125
131; Gibbs, 2007, p.01-103)

Finally, the choice of making an interview study can in itbelfperceiveds ethical
As mentioned earlier, employing netnography toamilbata may seem an obvious choice in
relation toRBCF, givenits onlinenature but thismethod holds several pitfalis relation to
ethical research conduct. First of all, it is challenging to separavate and public spheres
online meaninghat trose observed in online communities may hidner privacy invaded
E\ RQHTV G D WIecdhBY i@tiégvsphBrQare able to codata covertly, that is,
without disclosingheir presencebut thiswould be extensively unethicahs emphasised
above,nformed consent is crucial, and one cannot simply callatzt oncommunity
memberswvithout them knowing. Here, it must be stressed that gaining permission from
commurnty administratorgo collect datas not sufficient, as not all members maywiting
WR DFFHSW R QHisfurth8rleldds kb GhE IEstleat many online communisehave
hundreds, even thousanalsmembers, meaning that obtainifad) informed casent is
practically impossible (Bryman, 2016, pp. 4286, 447451).
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4.0 Analysis

The aim of this section is to report the key analytical findings from the interview data,
uncovered during the coding process. First, the communities of RBCF are analysed to
provide a fundamental understanding of these, which is essential to understand the power
relations within them (4.1). Then, the scope and boundaries of backer power are analysed, the
former referring to the concrete aspects that backers are able to influence of projects and the
products thereof, and the latter referring to the extent of this influence (4.2). This is followed
by an analysis the key ways of exercising backer power, that is, exert influence (4.3). Next,
the analysis focuses on unwritten rules and community expectations, and how these are
governing the space of RBCF (4.4). Lastly, the importance of maintaining backer relations is
analysed, along with the general positive and negative perspectives on and experiences of
backer influence (4.5). At the end of each analytical sub-section, a condensation of the key
findings and their relevance to the theoretical framework and existing literature is provided,
serving as a point of departure for the discussion (5.0).

Before initiating the analysis, providing a brief respondent overview is appropriate, of
course within the boundaries of anonymity. A total of six individual, semi-structured
interviews were conducted, lasting between 50 and 105 minutes. In terms of demography, all
respondents are male, which seems typical for this space, with ages spanning from late-
twenties to start-fifties, the average age being in the mid-thirties, and they come from various
European countries and the US. The respondent group consists of three backers (R1, R2 and
R3) and three creators (R4, R5 and R6), who can all be characterised as extensively
experienced within the space of RBCF, given their numbers of projects backed and created.
Here, all three creators are also active backers, whereas none of the backers have ever served
as creators. All three backers and two creators hold a ‘superbacker’ badge on Kickstarter, as
they have “supported more than 25 projects with pledges of at least $10 in the past year”
(Kickstarter, 2018b), and one creator is featured in Kickstarter’s expert list, thus further
manifesting their experience level. The respondents are divided over two sub-categories
within the games category, where R1, R2, R4 and RS belong to tabletop games, sometimes
referred to as board games, and R3 and R6 belong to playing cards, sometimes referred to as
custom playing cards. Within the games category, these sub-categories represent the largest
and third-largest ones, respectively, and the ones currently experiencing the highest level of

growth (Bidaux, 2018). A summarising respondent overview is provided in Table 1.
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Sub-category within Number of
Respondent . Number of .
. the games project , projects
(main) role projects created
category backed
O (created a game 15
_ Well over
years ago without
_ 100 / three
R1 Backer Tabletop games crowdfunding zhas no o f
o five
desires to be a creator i
every week
RBCPH
O (will createone in the
R2 Backer Tabletop games 319
future)
0 (would like to create
R3 Backer Playing cards one, but does not have App.270
time)
R4 Creator Tabletopgames Over20 App. 100

4 (with a fifth project
R5 Creator Tabletop games _ 65
being launched sogn

8 (the eighth project
R6 Creator Playing cards campaign runimg at the | App. 120

time of the interview)

Table 1 Respondent overview

4.1 Mapping the Communitiesin RBCF

Before analysig the power relationwithin RBCF, it is important to analysand
understand thbasic featuresf the communitiesvithin whichthese relationanfold. In
generalRBCFis extensively communitdriven andpeople focused (R4, 216; R&9),
where thecommunities arelescribed as highly open atightknit (R2, 221 R4, 219220).
Thecommurities that exist around project categor@msistof memberdolding the role of
eitherbacker or creatoior both abnce 3SRXfOO DFWXDOO\ RIWHQ VHH WKDW
EDFNHUV EDFNLQJ FDPSDLJQ V255) HeWw, i I8 GirtRddribieweRiJ V- 5
that respondents often simply refer be tworolestogetherXQGHU WKH ODEHO pFRPP:
PHPEHUVY 7HKKXWHPDQAWKQJ SDUW RI WKLV Wwid " grgat WKH WHU

number of creatoreho arebackers as well.
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For each project category, one can speak of a general community, though it must be
emphasised that these exist across a multitude efubs or-communities, which,
DFFRUGLQJ WRLOWDOBH ¥DULRXV EXW ThiseadhinyhBiesdfe ILF JRLC
online and exist primarilpn social media platformghere Facebook constituttse
dominant platform, though Instagram, Twitter and Reddit are also employed (R1, 257; R2,
186-187; R3, 7071; R4, 22, 175; R5, 11017; R6, 121124) $V 5 VWDWHV 3)DFHERR?
WRQ RI FRPPXQLWLHV 9P LQ PRUH WKDI®projecitaRhagey DW W K
a Facebook group. Every single creator or publishing company. Every single thing that you
can think of in board game production, from marketing, reviews anddéwoding to design
and testing165-168). In other words, sstommunity graips are often focused on highly
specific aspects of, or niche genres withiirg given project catego(R1, 207208; R3, 70
17; R4, 7375, 165; R6, 123 24).Besides social media, Kickstarter itself also functions as a
community platform (R4, 175; R5, 14®4; R6, 120)and it is also seen howvarious website
foradedicated to theifflerent project categoriesxist (R2, 188; R3, 690; R4, 189193; R6,
123).Though this thesis isat confined to focus exclusivebn Kickstarter, it is found that
all respordents employ this as the m&BCF platform, the use of others begctically
non-existent(R1, 6265; R2, 1314; R3, 1011; R4, 3132; R5, 4647; R6, 39). In relatiorot
this, it is also worthndt QJ WKDW WKH UHVSRQGHQW VDIHDHWIP O QG XVt
H.LEFNVWDUWHUVY V\QR Q\PaRdXcyo@dfurdibly projeBmgainniadfesiing
the significance and presence of this platform.
Members, that is, backers and creattyically participatan multiple sub
community groupstacross and within platformawhich can vary greatly imember counts
where some have thousar(@2, 23).In the interviews, it is seen that backers hold similar
reasons for participating in communities, all emphasising a desire to see the general
comnunity grow and creators succeed (R1, 248; R2;Z&2 R3, 147149). Here, R2 and
R3 participate in the community because it is a hobby and a lifestyle (R2565%3, 84),
whereas R1, though initially backing projects personally, now participatesofesspional
reasons, selling the products in his store§B8978).Within thecommunity members
generallyengage and participate irsaries ointeractiveactivities including postingriginal
content xsuch as tips, questions, reviews, discussion deyé&tog posts, etctcommenting
following, creating and voting in polls, liking, tagging, sharing, building and using email
lists, and privatenessaging, either via the actp#tform or externanediums, such as
emails (R1, 237527528 R2, 198199;R3, 166; R4, 27, 555, 175; R5, 134.37; R6, 82
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85, 120121). Furthermore, two of the respondents are administratingsumunity groups
on Facebook (R2, 223; R4, 2223), which are extensively regulated to ensarder and
WRSLFDO UHOHYDQFH PHDQLQJawkobbanind blockingy LY LWLHV K|
deleting and redirecting people to where they should post, like if their post belongs in another
IRUXP ~ 5-149).

In terms of backershese are generally chatagsed as the earliest custosef
creators, that ighe beta testers amdpha consumers, who asaperfans otreators,
following them and their project history (R1, 133; R2, 4&P; R4,85-86,103104; R5,92-

LQ WKH ZRUGV R king,iddy @élyold oudbevdhéifBns, but also the
SHRSOH ZKR H[SHFW W-K8).PréWtheé datefdiR eehtralbacker typesan
be delineatedrirst, there aregilent backer§ ZKR *MXVW EDFN D FDPSDLJQ DV
something, like aéindon the campaign, be charged 30 days later and then have their product
GHOLYHUHG VL[ PRQW K \2001D5Y this gef@eiving RBEMDLinply as pre
ordering (R1, 489; R2, 31315) This type constitutes the majority of backers (R4, 206), R6
assessing that these account for 70 per aebackers (102). Second, there gnéeractive
backersfwho followcreators on social media, comment and ask questionsj\anohgutto
projecst (R4, 207210; R6, 8285), whoaccaunt for 24.5 per cendf backergR6,103). Third,
there are)YIP backerdpr pardcore follower§who are highly similar to the secondgp,
but even more interactive. Accounting for five per cent of backesstars tend to build
close relatioships with thesewhoback dl their projects and support them unconditidyal
(R4, 209211, 402; R6, 9203). Fourth, there argaegative backerwho go by multiple
names;darkbackerd] toxic backerq] gomplainergand frolls § These backers are
counterproductive, make hardeBmands and complain without prdivig any constructive
input Theaim of these backers is often@R GDPDJH D QG <€dcPdsVandrtddddhW R U V
they account for aninimal share of the total backer populatiaf.5 per cent according to R6
(103-104) +they are louder than the rest (R1;8% 503506;R4, 312320; R6, 8591, 103
110). The positive and negative influences of backers are examined furtleetion 4.5

Thoudh this section mainly intends to estableshasic understanding of RBCF
communities and the members theréodpes present certain theoretically relevant findings.
Here, it is seen that the monunities are oriented towargarticular interest, hobbie®or
lifestyles, rather than shosterm goalssuggesting a commuradic collective innovation
orientation Also, it is found that the majority of backers are silent, suggesting a higher level

of collective innovation concentratioRurthermoe, the finding suggesthat the backer role,
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along with itsdistinction from the creataole, is far more complex thamdicated in the

existing literature.

4.2 The Scopeand Boundariesof Backer Power

The am of this section is to explotée extent ofbacker involvement and influence in
RBCFprojects It first analysesoncrete ways in which backers seek to and do influence and
contribute tgprojects and the produdisereof along with their feelings about making these
contributions.Then, itexaminegheinfluenceexpectation®f backersto then lastlfocuson
the degree of the influence of backers, that is, the extent to which backeayget to
influenceprojects and thproductsthereof

When speaking about the results of the emergenB8G6IF, all respondents highlight
the increased access and ability for regular people to create and obtain degtgro
lowering the risk andarrier of entry, and that a large number of products in the niche
categories would not exist without RBQgtven te traditional dominance ¢drge
companis (R1, 5053; R2, 5963; R3, 1824; R4, 4546; R5, 7284; R6, 2 SLW KDV
FKDQJHG WK H4&45Y Rudherrboreseverarespondents emphasisat RBCF
enables backers to be nflumore involved in and ith projects, the produsthereof and the
creatos behind, especially compared to traditional consumers (R25883, 5565; R4, 92
100; R5, 2536; R6, 8 ,Q WKH ZRUGV RI 5 SWKH SURGXFWYV IRXQC
prefunded by consumers, balready exist, and consumers here are not at all influencing and
LQYROYHG LQ WKH SURGXFWDLQGWOKHSEVIHREOAD\QV B3EHLQJ D
JHW WR JR DORQJ RQ WKH MRXUQH\ VRPHWLPHV \RXTJOO KL
wilO OLVWHQ WR WKDW >«@ :LWK FURZGIXQGLQJ \RX JHQHL
QHZ ODXQFKLQJ IURP WKH YHU\ VWDUW  pRBrtoLdN initat @ ,WTV WK
FUHDWLEOR)Q "

R1 stateshat3DV D EDFNHU \RX KDY jdstadR3 é&éxplainthatD Q G
are two basic ways #t backergan influenceRBCF projects and thproductsthereof(R1,
113 R3, 5965). The first way idy backingprojecs, that iscontributing financially
through whichbackers are collectively enaldjthe realisation o& prgect tand potentially
its stretch goalstand in this way, backers hagesay in whether or not a product is made, as
opposed to in traditional retaii |l WKHUH ZHUH QR EDFNHUV WKH SURMHF
(R3,59-60). Here,severakespondents highlight that the actual backing functions as a filter
for what should be created, proving ahsprovingideas(R2, 483484; R4, 5651; R5, 337
360; R6, 2123), where two respondents directly refer to it as the democratisation of
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production and retail (R1, 2a803; R4, 43%50) In terms of financial contributionbackers
KDYH WKH FKRLFH RI EDFNLQJ tRdleglRPMnflugncel heid iSmoveNDWHV V
OLPLWHG WKDQ W KI26Y WRdReQGh&fDst way thadkers can contribute to
and influence products RBCFis purely financialthe second way relates to immaterial
contributions SMXVW DV \RX FDQ FURZGVRXUFH PRQH\ \RX FDQ F
As this thesis focuses on how backers are powerfidrizéfinancing, the focus is on
immaterial influences and contributions, whtreeedirectcategories o$uch can be
identified in the data. The firsategory relates taspects of the actual products that backers
may influence, where they will providdeainput, suggestionsind opinionsefore and
duringproject campaigrnon different matterssuch asrtwork, designand componentéR1,
137, 284534536, R2, 107115 R3, 8990, 110111, R4, 167168 259265,347-349,481-
483 R6, 9194, 136139, rewards, reward tiers and reward prices (R1, 281, 309; R3, 111
113; R6, 156152, 177), stretch goals (R1, 1289; R4, 186187; R6, 177), product nase
(R1, 284285), materials (R1, 470; R4, 1859), product dimensions and packaging (R1,
284; R3, 11a111), number of copies (R3, 8@ndproduct text, such as in rulebooks (R2,
101-103 R4, 270273, 479481; R5, 282385). What is furthermore interesting here is that
large financialcontributiors mayallow backerdo make certain immaterial contribut®to
producs. R2 explainghat if pledgingat higher tierssometimes*\R X100 JHW WR SXW \R
SHUVRQDO VWDPS -RGQ) WMchidgating ihimes in rulebooks, detg to decide
a dharactel§ appearancebecominga game character or card themselvegating to add a
piece of content, for instance a jofe2, 107115; R4, 199201).The second categoof
immaterial backer influence and contributi@@ncerns the processes aroundpiwgect and
the productthereof where backers provide idea inpuiggestions and opinions on matters
such aghe actual crowdfunding process, marketing and the campaign itself (R42825
R2,216221,264-268, R3, 109115; R4, 167168 R6, 177178, manufacturing (R1, 361
303 R2,202203 R4, 167169, fulfilment, especially théogisticsof shippingout rewards
(R1,300-30% R2, 166§ and business knowledge in genenatluding financial and legal
advice(R2, 162169, 231-:235). The thirdcategory relates tprojectpromotion,where
backers can be inflidéial by sharingor talking abouprojects in their social networks
includingcommunitiesvia social mediar website foraThis does not influence any aspects
of the actual produdr the processes aroutite project and product therediut it may
influence the piect by attracting more backegfR1, 559563; R2, 39A01; R4, 4658; R5,
305-321; R6, 127132).
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In terms ofimmaterial influencetheinterviewed backergenerally enjoy
contributing and it is found that they perceivelaarbenefitfrom doing so Here, R1
explains that he benefits from helping creators, asables hinto get new and better
products fotis shop (24854, 439445). R2statesthaBEDW WKH HQG RI WKH GD\ L\
EHLQJ SDUW RI1 W K DM2)RIREgA Kelab YAlticipates to learn and gather
backers for his first project, stating thatbhedieves in karm&l73183, 276280).To R3, the
benefitof providing input is besides theewardedoroducs, VLPLODU WR 5 fV MR\ RI
community participation 3, G R Q § WgivE Biywdiinion for free> «.@get something out
RI LW P\VHOI I , 9P KHOSLQJ WKH FRPPXQLW\ ,fP KHOSLQJ
LWV TXDOLW\ 6R ,YP DOVR JDLQLOJ@RPFDNUIW QRI BHKEDAX VH ,
FRPPXQR3N%5149).
All threeinterviewedbackersstate that thepersonallydo not expect to have
influenceon RBCF projects and the products theréadughtwo of themdo like when they
can(R1, 488492; R2; 296304; R3, 154155) However,it is seen thatertainbackerslo
expect tchave influence. Here, R1 makes the example of a creator he knows, whose backers
expressed discontent with a certamtiaboration within her proje@ndthreateedto
withdraw their pledges it did not ceasdt was %he stipulation of thenEDFNLQJ KHU SURM
(161-162) $V KH IXUWKHU\RPSOQYRWH3SHRSOH LQ DQG WHOO W
VRPH RI WKHP GHYHORS HIB8Y ThE G buppdfeWby RAVH Similarly
explains thasome backers expect to hamtuence and hat they are more demanding than
regular consumerssthey perceive theselvesas theones enabling theealisationof
projecs throughtheir financial cantributions (145146, 443 3yol compare it to
traditional business, imagimee trying to convince Hasbro not to make this certain type of
ORQRSRO\ , PHDQ LW MXVW ZRXOGQYIW KDSSHQ %XW EDFN
UHTXHVW3).However,5 VWDWHYV 3, WKLQN PRVW EDFNHUV GRQ
L Q1O X H Q-B89) which is consistent witthe fact that thenajority of backers are silent.
$V 5 H[SODLQV 3VRPH EDFNHUV GR JR LQWR FURZGIXQGLQ
EX\LQJ D SURGXFW ZKHUHDV RWKHU SHRSOH JRcaitKkH IDU R
collaborative community and that everyone is supposed to mashup an idea togethakend
LW FRPH WROD.LIH"
Backes PD\ VHHN WR 3HQFRXUDJH FUHDWRUWSWHEQ D SDUY\
their projects, butltimately, it isup tocreatosto make the finite decision on whether to

integrate a given piece of backer inpuherethelevel of opennesis found to varypbetween
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creatordR2, 117125; R3, 119129).In generalthough,creators are to listen to backers and
their input (R2111-113; R3, 6663; R4, 370375; R5, 362368; R6, 135136). Backers may
provide input and suggestions dyn incentive, commenting @rojecs, the product
thereofand the various processaround(R1, 422424; R2 252258; R4362-365; R5, 289
292; R6,286-289), butcreatas doalso directly invite backers to participatesimaping the
project for instance by asking questiorsgeking opinions or creatipglls for backers to
vote on though this is mainly in relation to concrete aspects oh¢healproductand lesghe
processes arour(Rl, 530537; R2, 252255;R3, 109117, 132136, R4, 186196; R5, 267
286;R6, 136141).
When examining the third category of direamaterialbacker influence and
contributions, promotional efforts are found to canséi a more autonomous action in the
sense that backers can choose themseli#sout creator involvemeniyhether or not to
share, and thus promote, a given project in their social netwdeks, €veral respondents
highlight that creators aextensivéy open andencouragingowards backers sharing and
talking about their projects in their social netwofR4, 559562,R2, 5851; R5 305-321;
R6, 127132; DFFRUGLQJ WR 5 3. LFNVWDUWHU LV WKH EHVW PDL
FDQ HYHU gd&es ta@roncdpt, because you have enough people who are excited
about the project and willing to back the campaign, and they will share it with their friends
EHFDXVH WKH\ ZDQW LW WR IXQG $QG WKH\fUH JRLQJ WR |
pUR MH F We aviufaRtXrihg it. You get theonstant recycling of interest «,@ke
backers will share in the communities when they get an update on the projects they back. And
then they also do it when the game is released, for instance thiexiglvs. So you get this
FRQVWDQW PDUNHWLQJ RI \RXU SURMHFW %HIRUH GXULQ.
WKH VDPH HOYMZKHUH"
Whereasreators are open towards backers pronggatneir projects, thegre found to
bemore reluctantowardsbackers influencing the actyailojects and the products thereof
along with the processes arouaad though all the interviewed creators state that they are
willing to listen to backers and theirgat, none of them feel obliged accommodate all
individual backers and integrate every suggestion (R4;375} R5, 367371; R6, 199201).
All interviewedcreators emphasise that thejuse tomake anydrastic orffundanental
changes to their projects and the products thereqf368t R5, 437450; R6, 154168, 205,
where two of them state that if backers do not like the basic idea, they should not back them
(R5, 446; R6, 189). As R4 statesWKHUHTV D OLPLW WR KRZ PXFK FUHDWI
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SURMHFWY >«@ &UHDWRUV NLQG EHKIQYWHKLYVHVURDHEDY QR
FDQ EH FKDQJHG LV IL[HG <RX FDQ DGG FRQWHRW RU XSGI
FR QW H Q V801 VThuswhenmakingpolls, the voting optionare preset bycreatos,
and when backers pledgaough financiallyo get toadd apersonal touclo aproduct, the
aspecthey get to personalise and the extent thereof ardgfneed bycreatos, SW KH EDVH
SURGXFW UHPD199MW5WKH VDPH’

This reluctance wards major project changes originatesreatorsffear of
alienating thegreat amount abackerswho like the project in its original state adidl not opt
in for agiven alteratior(R4, 295302; R5, 130140; R6,89-91). Certainvocalbackes may
SFDUH D ORW DERXW WKH JDPHQGKXMD WK¥HHN RU HE KRR W QU BEK\G
(R4,309-310), and if creators makkasticchangesthey risk thabackerswithdraw their
pledges (R4, 301 $V 5 H[SODLQV 3, FDQYW GHOLYHU DQ DOWH!I
to keep the product consistent withat you show. Imagine ordering a blue shirt online and
WKH\ VHQG \RX D UHG RQH DWHWV KBD\QMNKD R XN B238KRED 6 RRO-R WK’
the same reason, he emphasises the importance of informing backers of even minor changes
(244-247).Two of the interviewed backers directly statat theywould never attempt to
fundamentlly change productéR1, 136142; R3, 135141), and similarlyR5 states that he
3SFDQYW LPDJLQH ZK\ DQ\ EDFNHU ZRX QO3 VKR D XBHDURE MWUK L
(445-446), thougtseverakespondentdo state that certain backelsask creators to make
major changeéR1,143 R3;135141; R4, 304312; R6, 8597).

Another reasotthat creators are at times reluctant to integrate backerigtheir
perception obaclers aften not holding theecessargapabilitiesand qualificationgo
provide correct antieneficial feedback and suggestioasply because they do not perceive
them aknowledgeablenough to advicabaut given matters or because backers may
provideinput outof selfinterest, seeking to gas good a deal as possible (R4,-358, 389
393; R5, 143172;388403). Though two otfthe interviewed backers express that they only
advice within their fields of expertise (R1, 3805; R2,226-235), they tooacknowledge that
backersare not always qualifieth provide appropriate inpuand thasomesimply pretend
to be knowledgeablgR1, 172198, 355363; R2, 31832 433437).Additionally, all
respondents emphasise the mere impossibility of accommodgétivackers and their
individual desiresand of creating a prodt that everyone likes (R1, 1907, R2, 131132,
342-350; R3, 179181,334-336; R4, 413420; R5, 374388; R6, 18825); 3\RX MXVW FDQTW
satisfy everyone, and if you tried to, you would epdnith a project that is all oveéhe
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SODFH" -886), oraRk6putsit ifllisten to everybody, my project turns into
JUDQNHQYIWWHLQ"

In relation tothetheoetical frameworkthe findings in this sectiogenerally suggest
that the level of bcker agency in directly influencing projects, the products thereof and the
processes around leans mostly towsa@production as there is a set variance to how much
creators are willing to change these, though the act of promoting leans more toward co
creation, as backers are free to share and speak about the gstegtwant In terms of the
prosumption anevorking consumetheories it is seen thabackes partake in the immatexi
production process in regata projectsand the products there@nd thatreators do feel
obliged to listen to backers, thoutitey do not always find theinput to be of value and at
timesthe exact oppositend they do not feel obliged to integrate all pieces of individual
backer inputCreators do, however, oftehoose to activelinvite backergo be involvedn
their projects, though these will also get involved by own incerfivghermore, backers
enjoy being involved, and though backers are not emsgted financially, they do perceae
clear benefit and tern for their labour, meaning that they do not feel exploitedeneral,
this involvement of backers in the immaterial production process challenges the dominant

definitions of crowdfunding, suggesting a need for a redefiniabkeast in regard to RB-.

4.3 Key Ways of Exercising BackerPowe

'"HVSLWH FUHDWRUVY UHO XF WiDQduht thet Ra¢kes\ibl BdvydO WH EDF
certain wayof exerting power that increase their chances of beimggnfial in terms of
immateriallyshaping projects, the products therandl the processes around; this sectio
aims to examine the key ways

In general, it should be emphasised that any one backer is able to influence a project
and the product thereof. It may be that an individual -finsé backeisuggests somethiray
creatordid not consider, buikes and adopts, or may bethat they pledge $1 and in that way
gains access to, for instance, proofreading and commenting on a game rulebdloksend
up influencing the final produ¢R1, 192, 499528, 541546; R4, 2012, 274295; R5, 152
154). However, several respondents do emphasise that one backer voicing a certain opinion is
less likely to be influential (R1, 19B94; R3, 175182; R6, 227228).When analysing the
data,two key waysfor backers to exert influence are foutitat is, either by forming a crowd
and collectivey voice a given opinion or by being perceived by creators as being of high

status as an individuafou can have one very influential voice, or you can have 20 people
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ZKR KDYH DQ LQIOXHQWLDO YRLFH WRIJHWKHU 7RDWIV KRZ
190-192).

Starting with thenfluenceof crowds, it is found that backers are generally influential
in numbersAll respondents emphasise tinfuenceof backers as a onal, stating that
creators shoulbde atentive towards what the npoaity says(R1, 193196, 338339, R2, 551
564, R3, 174182;R4, 257268;R5, 149151, 224232; R6, 136152). As R6 argues you
FDQMYW DFFRPPRGDWH HYHU\RQH %XW LI SHRSOH VD\ WK
ZRXOG EH TXLWH VWXSLG EHFDXVH WKDW{fV OLNH SHU F
WKH VDPH WKLQJ LW KDV WR EHnd.RBRdKaM kie QavafK&W IV ZRUW
JURXS*= 6LPLODUO\ 5 H[SODLQV WKDW 3Ll PRUH SHRSO}
LQIOXHQWLDO , PHDQ WKHUHYV VWLOO VRPHRQH DW WKH
but if 1,000 backers are calling fdret same thing and it makes sense for you as a creator to
PDNH SHRSOH KDSS\ WKHUH L268RHReré&] tvD kespno@rfsW WR GF
imply that the reasoning for giving the crowd priority is that they are the ones providing the
financial conributions that are crucial to realg projects, and thus going against their
collective desires may cause a large amount of them to withdrawkbegegR3, 176178;
R6, 145147).Though individual backers are less likely to be influential, it makes a great
difference if their input is supported byacrgwdR X PLJKW KDYH RQH SHUVRQ V
WKHUHYV D FURZG EHKLQG LW \RXTUH SUREdag@udBLQJ WR
FURZGIXQGLQJ DIV2e4HEE @6 reSpondents also emphasise the need
inform and gain acceptance from the crowd before making chamtfesr projects once
launched R4, 292295; R6, 24447).

The other key wafor backers tammateriallyinfluence projectand the products
thereoflies in status, and thougimphasised above that individual backers are less likely to
have an influencanless there is a crowd behind thdrackergerceived as being of high
statusserve as an exp#on. In the data, it is seen that there are sed@rminants olfiigh
status within the community, including lotigrm participation and a high activity level (R1,
446-448;R2, 286310, R3,163-167;, R4, 228229), high numbers of followers and
connectons (R3,163-167) administrating community groups (R2, 1439;R4, 2224),
creating and/or backing a high number of projects (R1;525t R2 181183, 313320) and,
in general ahigh level of knowledge and experience (R5,-248; R6, 134135).Backers
with WKHVH DWWH LSEREHDHINRXTOO SUREDEO\ ZDQW WR OLVWI
ZKRYVY ORRNLQJ IRU D SDuUwW\ JDPH DQG ZKR KDV RQO\ EDFN
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\HDUV"™ 5318} high-status backerare more influential and gendélyaconsidered more

qualified and objective in providingput to creators (R1, 18093; 291295;R2, 380386

R3, 163167; R4, 28&287). In thesame wayhigh-statusbackersare also more influential in

terms of promoting projestwhere, if they share orlkaabout a project in their social

QHWZRUNV WKH\ 3FDQ dké&rty $shoW tpRXA\WER [ V5 R | -E3B).

Also, certin backers have high numbefsfollowers on Kickstarter, all of whicWill receive

notificatiors whenever thesbackers bBck somethingtbe it with asittle as $1 +often

causing their followers to bads well (R2, 184183; R4, 22229).In terms of statust is

also interestinghat R6 explains that hessigns high status, and thus prioritythe

aforementioned groupf evhat he termg¥IP backers] WKDWHLKDBEWFRUH IROORZHU

99), who interact extensively and back all his projects, and with whom he has established

close, personal relationships €200, 170173). Furthermore, it is also seen that backers with

high financial contributions are prioritised, for instance getting to add their personal touch to

the product in a wagnd to an extergre-defined bycreatos, but also in terms of open

suggestionshough umillingto IXQGDPHQWDOO\ FKDQJH KLV SURMHFW !

backersfsuggestions and requests is calibrated based on the size of their pledge. Like, if a

EDFNHU SOHGJHV % , ZRXO0G WU\ WR ABERPPRGDWH KLV
An interesting trend dise@red during the analysis is that creatm@some

increasingly selective as tehoseinputtheytake in and integrate éiseir experience as

creatordncreasesSeveral respondents emphasise that backers are more etpradly

individually zinfluential to new,first-time cre#ors, as thesare less capable of estimating

the quality of backer input aratelooking to please all backers in an attempt to build an

audiencebut as they learn hoRBCFworks and become more skilled in weighing backer

input, they startistening more to the experiengddgh-statushackers in the community (R1,

225234;R2, 127131,338350 R5, 119129; R6, 201205) However,regardless of

FUHDWRUVY H]JiSislatkndv@de gd@hdttite Growdukimatelymore powerful

than highstatus backerR1, 551555;R4, 286292). As R4 argues, higdtatus backennay

make a certain suggestion, but if a large amount of backers collectivelythawapposite,

creators shald listen to them, as they are the ones who are going to use the product (270
at the end of the day, the voice of the many is always going to trump the best practice

WKDW ZDV WDXJKW WR \RX E\ VRPHROQH ZKR KDV GRQH LW E
However,R3 emphasises an interesticgnnection between theo key ways for

backers to exert powdf a single backerisD SHUVRQ ZLWK D ELJJHU LQIOXHC
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community, they can become 20 voices, 100 voices, because a big part of the community will
follow themand agree with them, starting to voice the same opinion. And then it will
LQIOXHQFH WKH SURMHFW DQG WKHKHQHRWRIHKDIQNDVR OLV
FRPPXQLW\ LWYV VRPHWLPHY HDVLHU WR IROORZ WKH PHP
have otheppinions. > « @ofle have fear of having other opinions and going against big
voices or the majority of the communi§o most members listen to the powerful voices,
EHFDXVH WKH\ GRQMW ZDQW WR EH GLIIHUHQW IUSP D ELJ
LQ D VHQVH WKH RSLQLRQ RI WKHVH SRZHUIXO PHPEHUV ,
community thinks.>« @R X MXVW FRQIRUP , NQRZ LW IURP P\VHOI O
stay quiet than open my mouth if | know it goes against the gppulYRLFH , PHDQ , GR!
anything out of going against it and it takes too much energy. And ydit eign get
negative reactions >« @ 7KLV LV KDSSHQLQJ WRR PXFK WKHVH GD\V
society in general -212). Thus, though theollectivevoice of the many isltimately
considerednore powerful thathatof high-statusbackersthe voiceand opiniorof the
formeroften reflects theoice andopinion of the latterand individual backers actively
choose to conformwith the popular omion of the community majoritythe crowd

From the perspective of the theoretical framework, the findings presented in this
section show that the collective innovation concentration within these communities may be
both high and low, though generallyleans towards the higénd given that the majority of
backers are silerand thus not contributing beyond financimtgre, it is also found théhis
concentration is dynamic, increasiag creators become more experienced. Furthermore, the
findingshereare also highly relevant to the concept of power statusrenBoucauldian
conceptualisation aklational powerThe existing literature preser®BCFas having
democratised theommercialisation of innovation and access to capital. However, though the
collective power of crowds is emphasised as strong, the findings suggest that the power
relations within this space are far from democra&@icnversely, it is seen thtte opinion of
themany is dictated by thaif the few, and thain the relatn, the bcation of power may be
affected byvarious determinants of statisirthermoreand as is further elaboraté the
following section both backers and creators are disciplining each atittthemselvet®
conform withcertain normsnd role expectatiorthat emerge and are altered aeproduced

within the relationsthecommunityand crowdgoverns itself.
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4.4 Unwritten Rules and Community Expectations

In section 4.2, three dict categories of immaterial backer influence and contributions
of projects and theproducts irRBCFwere identified. Howevelt is found that backeralso
indirectly influenceprojects, the products thereof and the processes around, that is, by means
of unwritten rules andly affecting the reputation of creators. Tdien of this section is to
analyse the former, wheas the following sectiowill, among other matters, focus on the
latter.

Several respondents emphasise RBCFand the commutities thereof are governed
by, in their termsunwritten rules, which refleaollective community+that is, backeor
crowd texpectationswhichare extensively influential omow creators act within this space
(R1, 608621; R5, 28298, 458514; R6,4268). $FFRUGLQJ WR 5 3WKHUH LV W
of unwritten rules, whichth FRPPXQLW\ KDV VRUW RI| (BRGEOHFWLYHO\ C
PHDQLQJ WKDW 3WKH UKE@EB8VFUKHARP Y R OBED GKIREE E
similarly statesW KDW WKHVH UXOHV KDYH SDULVHQ RUJDQLFDOO\
S O D W | B046Y). R6 explains®of coursehere are written rules on Kickstarter, like
formal ones, and you M aH WR UHDG D-G4) tRés&ékite formal matters such
ascreatorrequirements, project content andhgeal guidelines of usage (Kickstart2018c,
2018d) tbut the unwritten ruleseem to be considered at least equally important, as
respondentemphasise thege a far greater extent than the offiaiales the aly mention of
such beinghis brief one by R6According to R1, theinwrittenrulesare dominant in the
FRP P XQL WdeatdrsDpstletarn and abiddtteese] LI WKH\ ZDQW WR VXFFHHG
Backer expectations have generally increased in recent years (R#4), Hhdt is found that
the unwritten rules are highly dynamic and subject to constant chafigé12653);as R4
V W Dtindgs/change very quickly in crowdfunding, and the only ones keeping up with this
is this body of backers. Their expectations are changing and growig,lamW VvV LQIOXHQFLC
SODWIRUP WR -822RTh& whwritten rules generalbover a wide array of aspects
in RBCF, where some examples highlighted by respondents relate to allowing backers to
offer input (R5,289-298),the need to listen tabut not necessarily integrate atbacker
input and generally engage and interact with backers (R22485, 366369, adding
stretch goals when projects surpassling goals (R4, 7-79), deliveringreward to backers
within an acceptable time frame (RB1-469), howcreators should sperte financial

contributiong(R5, 469479)and shipping prices (R6, 43). Thus, it generally seems that
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these unwritten rules relate less to the products themselves, and more to the processes around
projects and the products thereof.
Two of the interviewed creators explain that the unwritten rules are highly obvious to
them (RS, 497-504; R6, 55- EwWV YHU\ HPEHGGHG LQWR WKH FRPPXQ
PDQ\ \HBRsU503-504). However, R5 does acknowledge that the community rules are far
from obvioustoall LI \RXYJYUH DOO QHZ WR VRFLHW\ ZLWK QR FOXH
probably less obvious. > « ®he norms may be so obvious to creators that have been around
for a long time, but new creators who have no experience in this field, they need to learn
these unwritten rules by participating in the communities, backing and obs H U Y L Q J508).
This need of creators to learn by participating in the communities, backing and observing is
generally emphasised across several interviews (R1, 224-234, 279-298, 315-327; R2, 34-44,
162-171, 207-224; R4, 394-397). Here, two of the interviewed creators directly state that this
is something they initially did themselves (RS, 2-11, 505-510; R6, 42-72), and one
interviewed backer, R2, explains that he has been doing this forthe SODVW FRXSOH RI1 \HD
(35-36) to prepare himself to launch his first project (34- 3, 1P WU\LQJ WR PLQLPLV/|
potential for mistakes, [which is] another reason that I back a lot of the Kickstarters, to follow
DORQJ WKH SURFHVV WR VHH ZKDW ZRUNV ZKDW KDVQfW
WR OHDUQ P\ OHVVRQV DERXW PLVW BN.Hi¥reBEwbloRtheH , PDNH W
interviewed backers explain that new creators often underestimate the resources needed to
create a project, and that these are extensively dependent on advice from experienced people
like themselves (R1, 315-327, 410-421, 465-475; R2, 210-224). Though minor mistakes are
more acceptable if made by first-time creators, (R4, 152- 5 FOHDUO\ HPSKDVLVHYV
PLVWDNH FDQ ILQLVK \RX”~ Z K L foHowing séXich W KHU HODERUI
Several respondents express that new creators cannot simply enter the space of RBCF
and launch a project, and if they start asking for input from the very beginning, backers feel
reluctant to helpthem $V 5 VWBWRIOVYWL EHOLHYH LQ WLPH VHUYH RU
industry, but what I do believe is that creators should go into the groups, make themselves
known, comment, discuss about things, be helpful to other people, and maybe then you can
SLWFK \RXU SURMBOW 'DFFRU Bjlo@spendV & & eiglit months
participating, you can really change your thing from a campaign that failed miserably to a
JUHDW VXFFHVV MXVW E\ JHWWLQJ FRQQHFWHG -VKDULQJ
224). In this sense, the expectation of new creators to participate in the community and learn

the unwritten rules before launching projects and asking for input comes to constitute an
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unwritten rule in itself, and, as is sem the following sectionso does engaging, listening to
and respecting backers, along with not going against or ignoring the opinions and idea input
of the collective backer cravGiven the dynamic nature of the unwritten rules, creators

must sustain their community participatitanstay updatedand the learning processtiiis
constant and evdasting (R4, 38587).

In terms oftheory,this section continues in line withe former oneas the findings
presented here are highly concerned with how the sp&B®©Fis governed and how the
power relations work, especially in relation to how ¢cbenmunityand crowdgoverns itslf
in the form ofbackers and creatodssciplining e&gh aher and themselves to fit the role
expectationgnd comply witlthe normszthatis, follow the unwritten rulestthat emerge
and are altered and reproduced in their relatidiese, it is further worth noticing that
creatas are highly limited imegardto individually influencing thesaorms suggesting that

the agency of backers goes well beyond merereation.

4.5 The Importance of Maintaining Backer Relations — Counteracting Trolls and
Helpful Evangelists

Theaim of this section is to analyige importance of maintaining backers relations,
that is, for creators tengage and communicate with backateng withexaminingthe
general positive and negative aspects of backer influémoerms of unwritten rulefR5
emphasises his feeling of lafation toengage anihteract with backers, which he describes
D \important and pAy W R1 WKH FRP P XQ36%).\InyEBdrbEradifdeR Q
extensively obligd to engagandlisten to backersvhichis described as crucial by several
respondents (R1, 137; R2, 415434;R3, 5267; R4, 453472; R5, 362368, 405408; R6,
250-258).R4 explans that creators must engagemmunicateand stay connecteslith
backers wheréhe community groupare key(168-173), and b furtherstresses the
importance of continuously maintaining the relation with besskeefore, during and after
RBCFcampaigs, where ceators must keep them updated, stating #fet backers need to
feel that they are being updated on a regular basis and are kept in tbae lbegproduction
timelines and everything that goes on about the project -464).

Backer engagement is important becabgepersonatonnection between backer
and creata; along with theability to be highly involvedn projecs, are key reasons for
backers to participate RBCF(R1, 2225; R6, 256256). According to R5, the experience of
using the produaemainssimilar totraditional productshut SWKH IDFW WKDW D .LFNV)\

campaign> « [@ts you interact directly with theeators of that project changes the way you



THE POWER OBACKERS AS CONSUMERS 55

UHODWH WR WKDW JDPH >«@ 7KH H[SHULHQFH E\ ZKLFK \R:
that you have with its creator, that changes your experience of it very if30e86). Here,
R2ZVWDWHYV 3\RX WHDODYWHQ WR \RXU EDFNHUV >«@ 7KH\TL
>«@ ZKR DUH ZLOOLQJ WR SXW PRIOWHK QRZRVURICKK QPR IMAD K
(461-465). He further emphasisesthatP RVW RI WKH WLPH >EDFNHUV DUH@
sweetdd O RQ WKH SURGXFW >«@ ,I \RXYUH SDUWLFLSDWLQJ
usually because you want to be the first to get it, you want to participate in the process and
JHQHUDOO\ EH KHDUG EHFDXVH \RXYfUH WKURMEA&&®J PRQH\ D
WKDQ \RX{G SD\ L Q42PHWishaOkeBsMY phtticipating because they want to
be engaged, and creators need to understakdowledgend appreciate thithey want to
succeed422-424).

Engagement does not mean that creators twaveegrate alindividual pieces of
backer input into their projects, but several respondents do emphasise the importance of
listening and treating backers witlspect and empathgndeven wherdisagreeng with
their input the responseust be polite and constructi(i@6, 217218). In the words of R2,
SPDNLQJ VRPHRQH IHHO KHDUG DQG FRQVLGHUHG LV H[WUH
positively mention or even proactively promote your brand. Bluntly dismissing their
feedback 8ks leaving a spiteful taste in their mouth. The next convention they are at, or
social media conversation, they may paint you in a negative light as rigid or dismissive or
ZRUVH <RX FDWFK PRUH IOLHV ZLWK KRQH\ WKDsQedy LQHJDU
LW FRXOG EHFRPH D ORXG QHJDWLYH IRUFH ZK3%)\RX DUH
Furthermoreseverarespondentemphasise thpublic andopen nature of online
communitieswhere everything is visible to everyone (R2,45D; R4, 112114, 243),
including FUHDWRUV Y UHYV \ecqQuind o R R/olE BeEd\telwenNfy that an idea a
backer has is out of scope of the project for whatever reason and tell them specifically why
something won't work. You don't need to provide a ton of détalEXW VLPSO\ VD\LQJ
ZDQW WR GR WKDW ¢ ZLOO JLYH EDFNHUYV 3353BE8)ZURQJ LPSU
Similarly, R5 explais WKDW 3LI LWV D SXEOLF FRPPHQW RQ WKH PD
engaging in a discussion with someone, youd brutally shut them down, other backers or
SRWHQWLDO EDFNHUV ZLOO FRPH E\ DQG UHDG WKDW FRQY
DVVKROH DQG WKHQ WKH\ ZLOJ19jRo®). ZDQW WR EDFN \RXU

R5 furtheremphasises the benefits of treatbagkers with respect and empathiy;

you send responses in a public forum that are compassionate and illustrate that you are very
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WKRXJKWIXO DERXW WKH zZD\ WKDW \RXYYH VHW XS \RXU FC
already made are rooted in your expertise, then other people will come by later, thinking,

wow, look how well this Kickstarter creator understands the marketplace and has made good

G H F L VthaRv@IMrftrease their comfort level of backing my projects. > « 8 making

those kinds of responses is marketing for your campaign for future backers who come to see

those interactions. It can even turn people who are agitated with you or your project into

enthusiastic evangel LVW YV | R U \R X-DI0YHelfu@hkr explains that it is important to
understand that backers provide input out of JH Q X L Q H the WdpEiile who are
HQWKXVLDVWLF DERXW \RXU SURGXFW DQG ZKR DUH EX\LQ.
UHZDUG WKHLU HQWKXVLDVP 7KDWTIV SUHMNX&HPthiO\ SDUW R
thing in the first place. So you can listen to the spirit of their enthusiasm more than listening

WR WKH OHWWHU RI WKHLU VXJIJHVWLRQ ZKLF#n&KH\ GRQT
>S«@®KH\fUH RITHULQJ \RX VRPHWKXQHOHKWUXIWKNVRNRY Iry KH\Y
LW WR \RX RXW RI WKLQNLQJ WKDW \RXTUH VWXSLG EXW E
WKLQJ $QG WKDWITV WKH EHVW WX@Qydu WOty waR FHRQH FD CQ
honour that, preserve itandbH FRP SDV VLR Q D W& 9D) EEReX WheWWdic B¢

individual backer input, a compassionate response can help S SUHVHUYH WKHLU HQWKX"
(186).

Worse than not listening and not treating backers with respect and empathy is not

engaging and communicating with them atal. AV 5 H[SODLQV S:HQJDJHPHQW LV
important thing of the 21 century retail and entertainment. If you fail to engage your

FRQVXPHUV \RXU EDFNHUV \RXJfUH GHDG \RXfJUH ILQLVKH
youallow WKRVH SHRSOH WR GLVHQJDJH \RX ORVW WKHP DQG
\RX"™ - 6LPLODUON 5 DUJXHV WKDW 3RQH RI WKH ZRUVW
QRW FRPPXQLFDWH >«@ ,W WDNHV WZR VHFR@backerWR JR WI
know that you are here and listening. Not communicating with your backers is the number

one killer. Because all it does is let the crowd rally and become really vocal, you know, start

threatening > «.@see it all the time, when campaigns run three, six, nine months overdue, it

happens, and you can solve 95 per cent of their problems by just talking to them > «.@ you

GRQTW OLVWHQ \RX FDQ ORVH \RXU ZKROH LGHD \RX FDQ
IXQG WR EHJLQ ZLWK DXQ@GHG RWXYH B QAUNDGRJ ODZVXLWYV
413).
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Failingto engage backers and makem feel heard and respectsth have
significantconsequencedt. should be emphasised that creatorsnateexpected by the
community tointegrateall individual pieces obacker inputand they are often allowed to
refuse it without consequencess long as their rejection is constructivleut if a large
number of backers suppodad voices cergin piece of input, not integrating it may prove
fatd to a givenprojectand its creatorAn immediate and direct consequeiéaot listening
to input supported by a large crowdltthe crowd takes against the given creatihin
the communitiesand thaboth existing anghotential backersithdraw andwithhold their
pledges, thusausing the project not to fun®1, 505511;R2,353-364,395402; R3, 175
179, 227234;R4, 421424, R5, 196202). However, the consequences may aésch
beyondthe current project of a creatas/soaffectingfuture onesas kackers are abl®
extensivelyinfluencethe reputation ofreatorsR1 explains that “creators make many
mistakes, like messing up fulfilment, not listening to backers, overcharging them,
underdelivering, delays... These things cause you reputational damage. [...] Reputation iS
hard to build and easy to destréynd we live on reputatioh(576-579).Similar toR1 (269
271) andR3 (229-231), R4 stateshat“if you completely refuse to listen to backers or treat
them unfriendly, you will lose them, you wilkver get their support again, and they’1l write
negative threads about you in the communities. They’re very vindictive. They will demerge
your name every time they see you comment or post a new project, anything lik&rbat
one creator who fundedcampaign but didn’t fulfil it to the backers’ expectations, [...] and
because of that, there are various threads online stating that no one should ever support this
creator again, ever. [...] Now, every time he launches a new project, some backers will go
into the comments sach and warn others against hifrhis might really affect new backé&rs
(427-437). Thus, just as backers can greatly benefit a projepoBitively promoting it in
their social networkshey canby posting and sharing negatperceptionsalsoextensively
damage a project, itseator andheir chances osuccessAs such, backers can indirectly
influence projectaind the products thereby affecting the reputation of creatof$he
conseqguences Wbe especially negative dreators themselves invite backers to provide
input and then choose not to listen, or if they make a promise to backers and fail to deliver
(R1, 329353, 446455; R2, 336835, 346348).Furthermore, R1 explains that creator efforts
to remedy the action thdamaged their reputation are often futile ($88); “one strike and
you’re out, forever” (601-602).Thus in terms ofreputation, “[backers] actually do have the

power over you as a collective entity” (R4, 146147).
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Theconsequences described above tdsoin creatorgailing to comply with
unwritten community rules, for instance failing to engage and ltstémeir backers.
However, some respondents do also emphasise that certain backers may unwarrantedly target
creators with unconstructive criticism make unrealistic demands, that is, the
aforementioned trolls, toxic backers or dark backels seek damage to creators and their
projects,or at least make them less successfithout particularly good reas@{R1, 82-93,
145173, 265267; 624640; R2, 38B94; R4,304-324, 451472; R6, 85118). Uhtil this
point, this section hasonveyed numerous negative experiences with and aspects of backers
butit must be emphasised that positive perceptadrisackers are also pregen the data.
Though creators may be less inclined to integrate backer input and are unwilling to make
major changes in their projects and prodtloeseof backers arat timesable to preide
valuable input anddentify problems or make suggestionsttti@ators did not themselves
recogniseor consider (R4, 36373; R5, 151155; R6,198-208). Also, & explained in section
4.2, backers can bextensively helpful in promoting projects in their social networks
attracting more backerés R4 explainscredaors mayJHW EDF N H ¢s86edtkhlgy DUH 3
evangelists for your project, and they will bring in more people. These are a positive
influence, and they are worthwhile your extra time, because they will say all these great
things and convince others to jumplaward. You need to maintain the contact with these. If
you can get 20 of these diehard fans who each have 15 or 20 friends, then your project will
fund in no time, and they will essentially do a lot of the Non RU \RX LQ WHUPV Rl PDl
(225-230).Here, creators are also able to build large fan bases and audiences, who will
follow and always support them, ensuring that every new project is instantly successful (R1,
216221 R3 120126, 218222; R6, 2729); 3ZKHQ \RX GR LW ULJKWf \RX KDYH
SHRSOH ZKR ZLOO EDFN \RX QR PDWWHU ZKDW-11B)X GR RU V
These backers will even assist creators in answering questions from other backers and
support them ithe aforementioned troltarget them (R4, 17882, 402403; R5 214219;
R6, 209214).

Thus, positve perceptions of backers exast well, and though trolls do exist and can
EH ORXG 5 H[S @duckyVo NevevmarZddhimunity, and most of the people
ZKR ZDQW WR HQJDJH DUH VPDHWUSHKSD I DWW GRUSY H Q¥ &/ HWAI
KDSS\ WR EDFN \R-2R16).SihiRaNM/H¥ \Atates that B crowdfunding matures,
QLQH RXW RI WHQ WLPHV LWTV JRLQJ WR EH D SRVLWLYH }
excited about this game, thtt KH\ ZDQW WR EH SDUW RI LW DQG WKH SU
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DZHVRPH DQG WKDW WKH\YfUH KDSS\ WKH F&feMDWRU LV P
naysayers or questionér@74-477. In sum, backerare extensively powerful, whiatan be

both positive anahegative as backerat the two extremes caervebothascounteracting

trolls and helpfukvangelistslf creatorscomply with the unwritten rulesfor instance

ensuring tantegrate input supported by the crowd geterallyengage backers and treat
themwith respectzit can benefit them greatly, but if they faildo s SWKH\fUH GHDG
Absolutelydead!' I PHDQ LW NLOOV WiISHPIW B Gdigel &udrd. If you

do it right, you get these very, very diehard fans, but if you mess KR fUH FUXFLILHG

forever (R4, 116 3\RX QHHG WR NHHS \RXU EDFNHUV KDSS\
QHYHU VXFFHHG ™ 5

In relation to the thegr the findings of this sectioshow how backers may
effectively employdemand, information, network and crowdbased power taegatively
affectprojects andhereputation of creator©n the contrary though, backers neayally
employthese power sourceés positively influence thee.In terms othe Foucalddian
conceptualisation of relationpbwer,the findingsfurthermoredemonstrate how backers
sanctionand disciplinecreators not complying witthe norms and expettons, but also how
creators discipline themselvesdonformas well.Lastly, in relation to prosumption and the
working consmer, this section displays the extensive pogfdrackersas consumerand

how creators struggle to maintaiantrol.

5.0 Discussion

The aim of this section is to discuss the key findings of the analysis against the
theoretical frameworknd, though limited in quantity, the existilgrature orRBCF.
Initially, the delineations of the backer and creator roles as conveyed in the existing literature,
along with the dominant definitions of crowdfunding, are discussed against the findings,
followed by a discussion of key analytical findings against the consumption theories and
concepts presented in ttieeoretical frameworkS(1). Then, the focus of the discussion turns
to the power of backers, with a strong focus on relational power, n(gatis)disciplining
and subjectivationy(2).

5.1 Backers as ConsumerstApplicability of Consumption Theoriesinto RBCF

When holding the findings up against the existing literature, it is found that the latter
conceptualises the backer role, along with the distinction between backers and creators, in too
simple terms, as it gathers all backers under the same label, hathiesdognisng that

different types of backers exist, thus failing to acknowledge the complexity of the role, and is

DN

RW
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too segregating in terms of backers and creators, characterising individuals asismply

only tbeing one or the other, not acknowledging the fluidity and combinatory options of the
two roles. Furthermore, the dominant crowdfunding definitionslafieient, as they fail to

define this phenomenon and the influence of backers therein beyond financing, confining it to
solely focus on fundiising. In the case of the project category of gamestlurd zand thus

a large segmentof backersare interactie anddo participate beyond financing, in that they

also contribute idea input, knowledge and other immaterial resources, and though the
majority of backers are silent, only participating financially, these do also have the option to
engage with creatoend in projectsand make immaterial contributions, but simply choose

not to. In general, this suggests the need to adopt a definition more similar to that of
crowdsourcingtthough not as flexible and opetas it involves the sourcing of other
resourceshtan merely financing, though tHetter aspecseemingly does remain the key

focus. Whether this confinement to financial resources applies to crowdfunding models other
than RBCF#that is, donation lending and equitybased onegis beyond the scopd this

thesis and can be neither confirmed nor rejected, but in the case of RBCF, this financial
confinement claim can and should be challenged.

Interactive backers are extensively ist#ed in beingngagedmmateriallywith
creators and in their projectta stated keyeason for thesw participate in RBCFwhere
they will, some more than others, actively participate not in the material productiom of t
actual productta taskcreators outsource to professional manufacturing compatiesin
the immaterial production process of ideas that exist around a given project, the product
thereof and the processes around, both by own incentive and by invitation from creators.
Furthermore, though not always equally valued by creators in terms of contriioleing
input, ceators do indeed considaaickers a crucial resource in terms of learning how to
manoeuvre in RBCF and the communities thereof when initially entering this space. Thus,
the concepts of the working consumer and prosumption are helpful irstartiéng the
immaterial influence and contributions of seeinteractivdoackers.

One aspect that the theories of prosumption and the working consumer are limited in
conceptualising is the mutual benefit derived from the transaction that occurs between
baders and creators. These theories characterise consumers as powerful, yet exploited, but as
opposed to being exploited, backers feel a clearfimancial benefit from theiimmaterial
contributions. Te feeling of nobeingexploited does not rule outahexploitation actually

occurs but given the extensive power of backérsloes not seem that suckpiesent in the
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relation between backers and creat&ather it seemshat thesetheories, in terms of
exploitation, are too focused on the economsigegts and financial compensation, thus
failing to encapsulate and provide an understanding of the relations within RBCF and the
communities thereof in terms of the mutual benefits they enable, which do indeed include
finances, but also go beyond.

In termsof the typology delineating four consumer community types, the general
communities that exist in relation to the various project categories in RBCF, across multiple
nichefocused suicommunity groups, may be defined as mobs, given that they are
communeludic in their longterm, lifestyle/hobby orientation and that the innovative work
efforts, that is, immaterial contributions, are madelbgw specialist members. s
majority of backers are silent and thus not contributing beyond financing, the collective
innovation concentration is already high, but given that tHeatole opinion of the crowd of
backers is largely dictated by a few, individual hgjatusbaclers it is even higher. The
creator is always the key contributor in regarthtgr projects, and is found that the
collective innovatiorconcentration is dynamic, increasing as creators become more
experienced and, consequently, selective in whickdyado listen toAs one of the four
FRPPXQLW\ W\SHV L Vhig/ikby seenGthg BUYIBUE GpeRBOF
communities Ironically, crowds represent the exact opposite of mobs, beinggetsfic,
that is, shorterm and goal oriented, and havinp@ collective innovation concentration,
given a large amount of contributing members. When focusing on the financial aspect of
RBCF, crowds do represent a more suitable category, as the key goal here is #egrshort
funding of a given project, beinginced by a high number of individual backers. However,
given that the typology is developed in terms of innovation, that is, the immaterial aspect, and
that this thesis focuses on the power of backers beyond financing, the communities in RBCF
are here chacterised as mobs.

From the perspective of the-ppoduction and careation theory, one consistent level
of backer agency does not exist across RBCF in its entirety. The two former categories of
direct backer influence and contributiossoncerning theiagency in regard to concrete
product aspects and the processes around projects and the productstimenebe defined
ascoSURGXFWLYH DW WKH PRVW JLYHQ WKDW EDFNHUVY LQI
often reluctant to integratedividual backer inputespecially if unsolicitedand when they
get to exert influence, the alterable aspect and extent to which it can be changed are confined

within a fixed frameworlpre-established by creators. The third category of direct backer
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influence and entributions £concerning their agency in promoting projects and creators
their social networkstmay be defined as exreation, avaders can freely pursue
promotional effortsvithout creator involvement ary the attitude they want to convey, thus
co-creating the brand of creators and their projects. However, given that the agency of
backes also goes beyond that of-ceation this theory is deemed deficient in fully
encapsulating the power relations between backers and creatorsréatbee reldéion

implies thatcreabrs arestill powerful withinthatrelation, but when examining the norms
that govern RBCF and the communities thereof, the agency of creators to individually
influence these is practically n@xistent. This suggests the need foea concept to
encapsulate the power within the relation betwesskérs and creators, which miagy
WHUPHG pUSUYRGXAWYW LR TFproductibhl, &caddpsidlefiie the framework
within which backers can influence their projects and productsenthey are given little, if
any, leeway beyond, but wh examining the normg is seen hovbackers collectively

createa framework, though more dynamic and less structured, within which creators must
operate and create their projects, ensuring thegtthe community expectationi$ they

want to be successful, thus reversing the roles. As such, though the findings initially suggest
that backes are less powerful in regata directly influencing the actual projects and
products thereof, they are found to be extensively powerful as a collective crowd in their

ability to influence the actual framework within which these are created by creators.

5.2 Community Norms and Expecttions %(Self)Disciplining and Subjectivation

As seen in the analysispmmunity members believe in unwritten rules and act
accordingly These unwritten rulesr normswhich are perceived teepresent collective
community expectationsargely govern reators, in that if thewant to succeed with their
projects, they mustomply with them Interestingly, though these rules apoken ofas
unwrittenand a complete, exhstive list establishing all of thes®es not existhey are not
invisible, but infact overtly present and written out in interactions within the communities
for instance in the form dfackerinput on certain processes around petger as reminders
whencreatordail to comply with themThese rule$unction as norms in that theyeanot
official, but represenperceiveccommunity values and expectatiomkich emerge and are
alteredand reproduced in the relation between backers and creasoseen in the analysis,
official rules for creat® and their projects do exisformulatel by RBCF platforms +and
technically,creators are able to launch a projebtt do nomeet the community norms.

However, ignoring or directly opposing these norms will most likely cause a given project to
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fail and may furthenorepermanenthydamage theF U H Drép&atifirvT hus, these unofficial
rules becomat leasjust as important to comply with as the official ones.

As indicated above, these norms are not fixed, but dynamic andichavgr time,
in the sense that theye emergent in the actualations within the community, and it is
through the inteactions here that thesee createdilteredand reproduced. Though these
norms are result ofcollective communityexpectationsthey cannot be said to result from a
democratic process in whiel backers have voiced their opinion and collectively decided
upon a set of rules to be enforcadd in the same way, alteratiasf¢hese rules are not
made by, for instance, popular vote; instead these nemmesge andre altered and
reproducednoreindirectly, through the verpperationof and interactions withithe
relations orRBCF platforms anth the communities theredfrom an immediate
perspectiveRBCF maygenerallycome acrosasbeing democraticThis is especially given
that the existing iterature characterises this phenomenon as the democratisatien of
commercialisation of innovation and access to capital, and it poetlidyasckers as being
able to enter into dialogue with creators and thus influence projects and the products thereof
ThoughRBCF does not follow the one person, one vote principleeinsehat the
democratic element is mainly present in the financial aspect of this phenomenon, where
everyone who is willing to make financial pledges given project are able to, and haik,
backers are able to voice their opini@msl make immaterial contributignegardless of
status and size of financiebntribution The initial findings of the analysfsirthermore
suggest that the voice oteowd constitutes the dominant powsgind is even more
SRZHUIXO WKDQ WKH LQEWDRLWXDEDNRNAHVIRIVIHKHL FIODULILF|
the following paragraph}within this spacendone that creators must listen to if they want
to succed. However,when subjecting RBCF and tkemmunitieghereofto more thorough
examination, it is learned that the voice of the many largelyatsfthaof thesefew,
individual pigh-status backer§and thus, democracy constitutes a deficient concept to
characterise the way in which RBCF warks least in relation to immaterial influence and
contributionsand the communities thereof are governed

In terms of the Foucauldian conceptualisation of relational poteffjridings
generallyshow thainot allbackers are equally powerful, neither in their relations with each
othernor creatorsThe power of backers is generated in the relation, and when the
participation of the majority of b&ers is passive and silentJeéaves room fointeractive

backers to behave more dominanthat enables this dominance of certain backers is the
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fact thata collective understandingnd acceptance of what high stagiemerges and is
reproduced in the relations withirBRF and the communities tleaf. Status +tand thus the
WHUP-VWKMDW XV HirplEedldhubkeWeberian conceptudiisa of power, that is,
poweras an object that possessedhared, gained aridst, but it must be emphasised that
this is not how neither status nor poweeunderstood here. The termKLJK VWDWXV EDFN
a relational one and only applies in the internal relatiatign this spacegandit is an entity
that is perceived as governitigese relationffom the perspective of the respondeifiom a
Foucauldiamperspective, it is important to emphasise the relational aspect of this power, that
is, that the factors determining status and the power they imply are redpgoific, and thus
not transferrable to other relatioMdithin RBCF and the communities theretfere is, as
statedabove this general consenso$how thestatusof backerswithin their relations both
with creators atheach others determinedWhen isolating the interactive backers, it is
furthermore seen thats® d these are especially dominaatW KH MWDKV XV EDFNHUV
whichthe others in the relation, be it backers or creatmegpt and enact, and in that way,
they actively reproduce the power of these. Thus, tlegh-status backerfare not powerful
per se, but because they meet certain determinants of status witlétatioes and act
accordingly, and at the same time \tla@e powerful as a consequencéatkers of lower
status in the relation accapg therr higher paver +and thenferior postion of themselvest
andequally ading accordingly that is, by assumingrale of lesser poweAs suchthe
power of thesehigh-status backey depends omll parties to accept and conform with the
premises and expectatiotigt emerge in the relation arouthetir respective roleshus
legitimising high-status backerfas more powerful, along with their dominant behaviour

In the case of RBCF, statwéthin the relations determined by matterscuas
knowledge and expeamce, whichs initially suggestive of this space beiggvernedhrough
meritocracyrather than democracy, meaning that the power of individuals is deteramned
the basis of their abilities akthowledge. Howevelhoth democracy and meritocracy imply a
more Weberian conceptualisation of power as possessed, and evenitl®ggbn that
backers who arknowledgeable and experiencae:perceived abang of higher status and
thus more powerful, it ialsoseen hownatters such asigh followercounts and activity
levelsalsorepresentetermining factors dfigh status, which are matters that do not
necessarily entail a high level of knowledge and experignoea meritocratiperspective
This makes more sense from a Foucauldian perspeasithese determinants of status

should be viewed as emergent and reproduced in the relation, and thehmiwsecreated
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and exercised on the basis of thesyen those that seem irrational frarmeritocratic
perspectivexrcome to be perceived as knegte by those within the relaticemd this
perception of being knowledgeable legitimises dominant behaviour within that relation. Thus,
the status and power determinants that emerge and are repruadiincedhe relatiormay not
seenrational outside theelationor in other relationsbut they arsowithin the relationof
RBCF and the communities therewithin which there is no contradiction between being
knowledgeable andeingpopular or attractiveAs such, democracy and meritocrdmth
constitutedeficient models in terms of understanding the power relations within this space.
Though there are rather clear indications of how backenseaceived asnore powerful if
theyare individually considereghigh-status backerfpr collectively form a crow, this space

is governed in a way that is less structured and, to some extent, more raasasrto be
expectedgiven that thisspace is governed by dynamic norms that emerge in the relation
and as such, the Foucauldian concepsatibtn of power aselationalproves more sufficient

in establishing an understanding of the power relations that govern this space.

Though high-status backerfareperceived apowerful in their relations with both
creators and other backers, a crowd of collective baskérsrg the same opinion is
perceived asmore powerfulwithin RBCF and the communities thereblowever, i is seen
that thevoice of the collective crowd comes to refldzat of certain backers, who, by being
perceived asxperienced and knowledgeabdgin a positbn as high-status backer§vithin
this spaceln general, backerre found to bgoverned by thikierd mentality, wherthey
simply follow the popular opinion of the crowd, KLFK LV WR EDFNHUVY NQRZOH
determined by the dominant voices pigh-status backer§in many ways, this herd
mentality resonates great similaritieshe traditional market, as one respondent also
emphasises, along with the economic model of demand and supply, where the former
confirms or rejects the need for a given product, just as backers do in RBCF in their choice of
whether or not to pledge finances to a given projécts functioning on the basis of financial
rationality, though backers have higher expenses in acquirimdupk via RBCF than
traditional retail, it is still financially rational to them given the perceived extra benefits of
them being more engaged in the project and itgtbreator However, despite certain
similarities, it should be emphasised that theketamechanisms in RBCF differ greatly from
the traditional ones in terms of consunidrere backer zinvolvement, where backéf
personal engagement witheatos and in their projects from the earliest idea stathe key

driver for their participationin RBCF =is extensively contrary to being a traditional
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consumer, who is placed firmly at thedeof the supply and value chaserving as nothing
more than a product user.

In generalwithin RBCF and the communities thergtife collective crowd is
governing both creators and individual backers. Creators are governed by meama®f
that emerge within the relatidhat are perceivedsrepresentingollective dynamic
community values and expeatats, with whichtheymust complyif they want tosucceed.
Similarly, it is seen how this strong herd mentality prevails within the backer population
wherea norm of not opposing the dominant views of the majatigfleding thoseof high-
status backer$tlargelygoverns the crowd of backets.reldion to this norm governange
the Foucauldiasonceptualisation of relational poweraigainhighly relevant and applicable,
especially in terms of (se)fliscipliningand subjectivation

Even though creators are often reluctant to integrate backer igbtivat there is a
limit to the extent to which they are willing to alter their projects and the products thereof,
creators are found to be extensivatientive anatonsiderate towards the community norms,
wanting to ensure that they comply with theseerelwen the creators who are most
reluctant tevardsallowing backers to influence and alter their projects are devout to secure
that they and their pjects comply with theseorms. If a creator fails to comply with these,
be it deliberate or not, backers will sanction thenpbiynting out their transgressismvithin
the communitieswithdrawing and withholding financial pledges and even seeking to damage
the reputation of thgiven creatarIn other words, backers will employ all of the four power
sourceszdescribedn the theoretical framewordoncerning empowerment of online
consumers and communitiesigainsicreators failing to comply. Here, especially
information and néwork-based poweplay a prominent roleyherebackersvia these online
platforms,are abé to express their discontent wilgiven creator or projebly producing
content that paints these imeagativelight. Beyond consuminthis contentother backesr
can also enter into a dialogue with each other and the backer originally posting, either
expressing agreement or disagreement with the content, and they can like or share the content
and thus contribute to its furthdissemination. In generahteractive backers a found to be
extensively engageahd networked, and the word of mouth communication is showndo be
fast and powerful way gfroducing disseminatingand consumingontent within the RBCF
communitiesThis links closely with the fourthowersource herereferring to the abilityof
backergo collectively mobiliseas a crowdiround strong, negative opinions and demands,

which, if creators do not remedy and adjust their projects to satisfy, can cause them extensive
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damage, leading both exisgimnd potential backers to employ the first power source of
demandbased power, boycatg their projects. In this way, the crowd ibla to negatively
co-create the image or reputatiohcreators and their individual projects, of which creators
have higly limited control, the only means of subking to ensure compliance with the
community norms.

In terms of these norms, it seen how creators are largely disciplining themselves to
fulfil the expectations that the collective commurstgerceived tdold in relation to their
role, seeking to confine themselves within the franméved norms that emergesound this
role. Therefore, it may seem peculiar that creators are often reluctaanidsintegrating
unsolicited input from individual backers and makmgjor changes in their projects, as this
impliesthatthe power of backers is limiteHowever,the vey reason for this reluctance is

F U H D W RihWehatirhiakd displeasiraglarge part of their backers who did not opt in for
a given alterationrshowing a high level of respect and concern towards the geneval

This again demonstrates how creators discipline themselves to fit expectatidnghat
initially suggests low backer power in fact ultimateignifestshow extensively powerful the
general crowd actually is ithe relation withcreatorsAs suchwithin their relation with
backers creatorsare subjectivated by bointernal and external forces

When turning the focus tadividual backers, similar patterrd subjectivatiorare
foundwithin the crowd, that is, among backers. As emphasised multiple times, the crowd is
powerful as a collective entity esgssing a given opinion, bthtis opinion often reflects that
of certain backers who, given that they are perceived as experiencedoaviddgeable
within the communities, gaild SRV LW L RWQNVDW X K TR&dJFdWH 8 &&fensively
governed by this herd mentalitprm and similar to creators, it is seen hidividual
backers are subjectivated by both internal and external fanciir case in relation to
complying with a norm oévoiding deviation from the popular opinion of the crowd. Here,
individual backers holdingiewsthat differ from those held by the majoriy backerswill
either adopt thenajority views, eventhoughdisagreeing with these, oompletely refrain
from expressing anyiewswithin the communities and stay silent in fe&the consequences
it could entail to oppose the crowid case of which other backers may turn offensive against
them From the knowldge of these potential consequences, backscgpline themselves to
either conform with the popular views or express no siatal, simply staying silent; the
factthat theoutcomeof voicing opposing viewis never perceived as positjvaut reutralat

the mostleaves them with no incentive to make these views heard.
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As such, it is seen how both creators artlividual backersare subjugated hyoth
the collective crowd of backers atitemselves to conform with themns that emerge
around both roles within their relation$.V ZLW K WMWMDWKXVKEDFNHUVY WKH FL
powerll per se, but becausestcollectively perceived as knowledgeable in the community
and acs$ accordingly,and becausereators and individual backeatso conform withthe
premises and expectation®f inferiority to the crowd+thatemerge in the relation around
theirroles. This subjugation may seem repressive msbnse that this conformity is
(self-)enforced, but as the Foucauldian conceptualisatioalatioral power proposes, power
is not only repressive, but may also be enabling, which is also found to be the case here.
Though creators anddividual backers are (seldisciplined to fit certain role expectations
within therelations of RBCF anthe communities thereof,ithbeing a repressive actjst
also an act of enablememthich these subjects strategically underiakide pursuit of
perceived benefitd=rom this subjugation, backers are enablguhtticipate in andemain
part of thecommunitieswhereas creatorsnore significantly, by conforming to the norms
andin that way maintaiimg the relation to backerare ablecourter the risk of losing funds,
beingunsuccestul and sufferingoften permanenteputational damagandat the same time
enjoy the benefitsf, for instancebackersdentifying problems or making suggestions that
creators did not themselves recognise or consatdyackerpositively promoting them and
their projectsserving as helpful evangelistiist as baaers can employ the four power
sources to cause reputatiodamagethese can also be employed in an extensively positive
way, by means of backers producgidgsseminatingand consumingositive content
concerning creators and their projects, causingsdipecrowd mobilisation in favour of
them, thus increasing the demand, that is, attracting more backers. Athsugh holding
repressive elements, this subjugation is extensivelplery, especially to creators.

In thediscussion of RBCF as democcatit was stated that all backers are able to
voice their opinions and make immaterial contributions, regardless of status and pledge size,
which is trueHowever it is seen that backers who find themselves disagreeing with the
majority of the crowd willkeither adopt their views or remain silent. Had this adoptiem be
out of simple agreemerit,would indeed be more democratic, but in reality, this adopgion
an act of seldiscipliningout of fearing the poteia consequences not doing soln the
analysis, it is seen how the majority of backers are silent, and though many of them may
indeed be so because they simply approach RBCF asoadaeng schemehe findingsdo
suggest that some of thesey actively choose to be silent in act of skfciplining,
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resulting from the fear of opposing the majorityn the same way, creators, though still
rather unrestrained in relation to their projects and not forced to integrate all backer input, are
also forced to manoeuvre within a constantly changiagpéwork ofperceiveccommunity
norms and expectations, and if a giveagei of input enjoysrowdsupport they may be
forced tointegrate it even if disagreeings not complying with the norms and opposing a
crowd can have extensive consequences.

Thus,backers gain their power from being and acting as a gramgicollectively,
they areextensively powerfuin influencingprojects inRBCFand the products that result
thereof alsobeyond financingThe norms that emerge and are reprodwagitin RBCF and
the communities thereatperceived as representing community and thus crowd expectations
Hargelygovern both backers and creators, making this space extensively regulated, though
there is nostructured ocentral regulatory force; baaleeand creatorareregulating
themselves and each othgfself)disciplining in the pursuit of adorming withperceived
role expectationstandin this way, the crowdtunder dictatiorof pigh-status backer$+and
the general communities goveand sijectivatethemselveslf creators want to be
successful, they must comply with this dynamic set of normsthatges in the relation with
backers anthrgely governs RBE and the communities there@fhich can, in turn, benefit
them greatlyBackers holdhigh expectations towards creators, and their key regason
participate in RBCHs the opportunity of being in engaged in the creation of something new,
and thus, listening to and engaging backers and respecting their input, along with not
opposing the collectiveopiniors, constitute central norms that creators must comply with,
and in a sens#heinfluence and contributionsf backerdecome a forced resme for
creatorgo accepif they want to succeedrom the perspective of tipgosumption and
working consumetheories backerstthe crowd tare difficult, if not impossible, for creators
to control, their only remedy being to comply with thenamicframeworkof norms that are
perceived to represetite collective community expectatig@sd as sucltihe power is, from
a Foucauldian perspective, ultimately located primarily at the backer side of the relation
between backers andeators, also beyond financinthus, if creators want to be successful
in RBCF, they must learn and comply wihe norms that govern this space, and gitien
dynamic and relational natuoé these theycannot simplyéarn the norms to then neglect
abandon the communities and their backer relations;ntesy consciously participate ihe
communities andnaintainbacker relationsas the norms arekpectéions emerge within

theseandareconstan subject tachange.
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6.0 Conclusion

Originating from a knowledge gap concerning the role and power of backers in
influencing projects and the products thereof in reward-based crowdfunding (RBCF), other
than via financing, this thesis sought to answer the problem formulation, how are backers as
consumers powerful in influencing projects and the products thereof in rdvageti
crowdfunding beyond financingfr which relevant consumption theories were identified
and an in-depth, qualitative interview study design was employed.

Backers in RBCF are found to be involved in the immaterial production process, and
thus beyond financing *this being the key driver for the participation of interactive backers +
but from an immediate perspective, they appear to be limited in power, given creators |
general reluctance towards integrating individual pieces of backer input, especially if
unsolicited, and fundamentally altering their projects and the products thereof, thus largely
confining backers to a co-productive role, at the most, of making alterations within pre-
defined limits set by creators. However, upon more thorough examination, backers are found
to be extensively powerful *though more indirectly *given their collective ability to create,
alter and reproduce a set of dynamic norms within their relation with creators, which the
latter must learn and comply with if they want to be successful. In defining these norms,
creators have practically no influence, leading to the suggestion of the establishment of a new
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and creators, that is, one in which the power is mainly located at the backer side of the
relation, and where creators must confine themselves and their projects within a framework
of norms, collectively pre-defined by the community *the crowd #if they want to succeed.

Failing to comply with these community norms can have significant negative results
for creators, as backers will consequentially produce, disseminate, consume and mobilise
around strong, negative opinions and demands, which, if creators do not actively remedy, will
lead to extensive, often permanent, reputational damage, causing both existing and potential
backers to withdraw and withhold their financial pledges, that is boycotting creators and their
projects, thus limiting their chances of succeeding with both current and future projects. From
the knowledge of these potential consequences, creators discipline themselves to comply with
the norms, making collective backer influence and contributions a forced resource to them.
Here, it is furthermore worth noticing that creators freluctance to integrate individual,
unsolicited backer input and fundamentally alter their projects, which initially indicated

backers as less powerful, is in fact a display of the exact opposite, as this reluctance emerges
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out of fear of alienating and displeasing the larger crowd of backers, who did not opt in for a
given alteration, showing a high level of respect and concern towards backers and how
powerful these actually are as a collective entity of consumers, or rather prosumers. This
general (self-)subjugation may be repressive, but it is also enabling, given that backers
complying with the norms and conforming with the expectations of their roles may enjoy
several benefits, mainly that of backers producing, disseminating and consuming positive
content concerning them and their projects, causing a positive mobilisation of the crowd in
favour of them, thus increasing the demand and attracting more backers.

As such, the power of backers can be both positive and negative for creators and their
projects, as backers will co-create the image of these based on whether or not they comply
with the norms that emerge in their relation, where creators have little control, the only means
of such being to comply with the norms. In general, the collective crowd of backers is
extensively powerful in governing both creators and individual backers zthe latter being
extensively governed by a herd mentality, (self-)forcing them to agree with the popular
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themselves, given that doing otherwise may have consequences +making this space
extensively regulated, though no structured or central regulatory force is present, and as such,
backers and creators are regulating themselves and each other, meaning that the communities
govern and subjectivate themselves. Thus, if creators want to be successful in RBCF, they
must actively participate in the communities and maintain their backer relations to learn the
norms that govern this space and ensure compliance with them, where their continuous
participation in and maintenance of these communities and relations are crucial, given that
the norms emerge within these and are in a constant state of revision.

From a practical perspective, this thesis has positive implications, as it provides
substantiated knowledge on an area in which little of such exists that can be strategically
employed by creators *be they large, established companies or individual people who want
to fund their idea on a hobby plan *especially new ones who are just entering the space of
RBCF, where knowing on beforehand the necessity of (continuously) participating in the
communities, and learning and complying with the norms that govern this space, can save
them from making mistakes and the consequences thereof.

From an academic perspective, this thesis opens up a generally under-researched area

*that of crowdfunding *which is especially limited from a consumption perspective. Here, it

contributes with new insights into how backers behave as consumers zor rather, prosumers *
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within this space, and how the power relations between both baakdrbackers and
creators function. In relation to RBCF specifically, the findings do give rise to new questions
and issues to be addressed in future research. Givenghggésts a change in the power
relations over time, where creators become increasingly selective in which backers to listen
to as they become more experienced, it could be interesting to conduct a longitudinal study,
following creators through a seriesgbjects, starting with their first one, to see if, and if so,
how, their relation with backers changes over time, along with their perceptions and
understandings of their powéturthermorethis researchlsooccasions further examinatio
of the silentbackergo explore whether they simply perceive RBCF as aopdering scheme
or if they actively choose not to voice opinions and participate as result of their fear of
deviating from the dominamtrowdviews. In addition to this, it would be interestitay
explorewhethemany of the interactive backers are simply conforming to the crowdsview
though actually holding opposirmmes.
Also gecifically in relation t(RBCF, there idurthermorea need for more theory
development in relation to consumption. geen, the consumption theories employed here
are translatable in regard to certain aspects, and they were helpful in contributing to partial
understandings of backers as consumers and the power relations within RBCF, but they are
unable to provide a mot®listic understanding of the phenomenon from a consumption
perspective with focus on consumer povidere, the greatest flaw of the employed theories
is their implication that corporationshere creatorstremain powerful and in some cases that
power renains mainly located with them, where the exact opposite is found in RESI;
this thesis demonstrates the strength of qualitative research, establishing its abilities to
conduct thorough exploratiomsd establish Hilepth understandings of social pherema,
processes and relations, thus calling for more of such to be conducted in relation to RBCF.
On abroaderacademidevel, it is suggested that as corporations open relations to
their environments, it generates changed power dynamics, where new power relations arise
out of corporations increasingly opeg up and engagingonsumers and other relevant
stakeholders. Her¢hereis a lackof consumption literature that discusses these changes from
a perspective thatirectly conceptualss power as relationand this thesis thus emphasises
the need for such to be established. Furtherntloiethesigs suggestivef howaherd
mentalityand norm of conformitynay be generally governing online communities, but also,
asone respondent directly proposesnsumers igeneral, manifested in thedreasing

power in contemporarglobal consumer culture of the-salled influencers orocial media
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and their abilities to mobilise mags consumer crowds. Lastlthis thesiss also suggestive
of a more general tendencytbk increasing fragility of image and reputation, again in the
light of online communities and social media, wham&ne content concerningeverything
from individualsto largecompaniesis often notsimply deleted again, buives forever, thus
causing potentialamage to be more permanent and difficult, if not impossible, to fully
remedy. { must be emphasised thhése ideaare onlysuggestiveand require further
research to beonfirmed or rejected, thuscasioningnteresting questions and issues to be

addressed in future reseamma more general levas well
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9.1 Appendix A zinterview Guide for Backers
Briefing:
Hello. Thank you so much for agreeinga@rticipate in this interviewit really means
a lot to me and the research | am currently doing. Before we start, | would tjkeckdy

introduce myself. My name is Sean and | am a currently studyihg final semester of my

PDVWHUYTY GHJUHH LQ p&XOW X WH WALRRRPTX R WF $D\VAVIRRUD B® L* O
, DP VSHFLDOLVLQJ LQ H&RQVXPSW AR isisGh6inal BdostewW &R P P X
of mydegree LW PHDQV WKDW , DP FXUUHQWO\ ZULWLQJ P\ PDV\

interview will be used as data. As you pably understood from the email | sent you, the
research | am doing is focused on crowdfunding, or more specificaprdbased
crowdfunding and the role of backers therein.

Before we begin, | want to state that your identity and your answers willlige f
anonymised in the transcription process. | also want to ask ytas #lright with you that |
record thignterview?The reason | wish to record the interview is purely for transcription
purposes. | will be the only one with access to it the séileydand it will be deleted as soon
as the interview has been transcridégou have any questions at any point during the
interview feel free to ask them. If you do not have any questions before the interview, |
would like to get started.

Interview Questions

Q1: How did you get into crowdfunding?
Q2 Do you think that the emergence of crowdfunding has changed the field of
[project category of given backer]?
Q21: If yes, why/how? If no, why not/how not?
Qs3: How many projects have you backed?
Q3.1: How do you decide if you want to back a new project?
Q4 As an experienced backer, what would you tell a new, unexperienced backer

who is about back his/her first project?

Q5: How does being a backer differ from being a regular, traditional cossu
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Q5.1:

Qe6:

Q6.1:
Q6.2:

Q6.3:
Q6.4:

Q7:

Q7.1:
Q7.2:

Q7.3:
Q7.4:

Q8:

Q8.1:

Q9:

Q9.1:

Q10:

QlI:

Debriefing:

How can you as a backer influence a given product, compared to being a

consumer of a similar product in a store?

Are you active in any communities related to [project category of given
backer]?

If yes, why do you participate in these communities?

If yes, which activities do you typically engage in in these communities?
What do you as a backer gain from such activities?

Which communities and platforms do backers in the field of [project

category of given backer] use most often?

Do you ever do anything active to help creators? (feedback, promoting/sharing
project, etc.)

If yes, what and why? If no, why not?

If yes, do you do so by own incentive or invitation from the creator?

If yes, how do you feel about sharing your expertise for free?

Have you ever felt reluctant to help a creator?

As a backer, do you expect to have an influence on the products that you back?

Why/why not?

Do you think that all community members are equally influential to creators?
Do you think that the number of backers voicing a given opinion makes a
difference in whether creators are influenced?

What happens if a creator does not listen to the community and its inputs?

Is there anything you would like to add or ask before we end this interview?

Once again, thank you so much for your willingness to participate in this interview, it

is really of great value to me and my research. How did you generally feel about the

interview? Do you have any concerns or questions about it? If at any point you have any
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guestiondhere after the interviewyou are more than welcome to contact me. Beforbang
up, | wantto restate that your identity and younsavers will be fully anonymised in the
transcription proces3hank you, and have great day.
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9.2 Appendix B zInterview Guide for Creators

Briefing:

Hello. Thank you so much for agreeing to participate in this interview, it really means
a lot to me and tresearch | am currently doing. Before we start, |1 would like to quickly
introduce myself. My name is Sean and | am a currently studying at the final semester of my
PDVWHUYY GHJUHH LQ p&XOWXUH &RPPXQLFDWLRQ DQG *O
, DP VSHFLDOLVLQJ LQ HN&RQVXPSWLRQ DQG ODUNHW &RPPX
RI P\ GHJUHH LW PHDQV WKDW , DP FXUUHQWO\ ZULWLQJ P
interview will be used as data. As you probably understood from the emailyiae the
research | am doing is focused on crowdfunding, or more specifically, réaaedl
crowdfunding, and the role of backers therein.

Before we begin, | want to state that your identity and your answers will be fully
anonymised in the transcriptigmocess. | also want to ask you if it is alright with you that |
record this interview? The reason | wish to record the interview is purely for transcription
purposes. | will be the only one with access to it the sound file, and it will be deleted as soon
as the interview has been transcribed. If you have any questions at any point during the
interview feel free to ask them. If you do not have any questions before the interview, |
would like to get started.

Interview Questions

Q1: How did you get into jowdfunding?
Q2 Do you think that the emergence of crowdfunding has changed the field of
[project category of given creator]?
Q21: If yes, why/how? If no, why not/how not?
Qs3: How many projects have you created?
Q4: As an experienced creatorhatwould you tell a new, unexperienced creator

who is about launch his/her first project?

Q5: How many backers do you typically have for each of your projects?
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Q6:

Q7

Q8:
Q8.1:
Q8.2:

Qo:
Q9.1:
Q9.2:
Q9.3:
Q9.4:

Q10

Q10.1:

Q1L

QIL1:

Q12

Q13

Debriefing:

Could you tell me about your relationship with your backers?

Which channels do you use to communicate with your backers?

Do your backers in any way influence your crowdfunding projects?
If yes, are all backers equally influential? Why/why not?
Does the number of backers voicing a given opinion make a difference in

whether you are influenced?

Do you in any way involve backers in your projects?

If yes, how and when?

If yes, is that by their own incentive, or do you invite them?

If yes, do you perceive backer input as valuable and/or useful? Why/why not?

If no, why not?

Do you feel obligated to listen to backers and take in their inputs?

Why/why not?

Are you ever met with resistance from backers?

If yes, how do you react to such?

What happens if you do not listen to backers or if you go against their inputs?

Is there anything you would like to add or ask before we end this interview?

Once again, thank you so much for your willingness to participate in this interview, it

is really of great value to me and my research. How did you generally feel about the

interview? Do you have any concerns or questions about it? If at any point you have any

questions here after the interview, you are more than welcome to contact me. Before we hang

up, [ want to restate that your identity and your answers will be fully anonymised in the

transcription process. Thank you, and have great day.
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9.3 Appendix C — Interview with Respondent 1 (R1)

Interviewer: How did you get into crowdfunding?

Respondent: That’s a good question. I actually can’t remember what the first project I

backed was. You knowvthe purpose of it was that | would be able to back projects that |
wouldn’t otherwise see, and I have been a games retailer for about 20 years. Back in the day,

there used to be this magazine published by SPI, which would have in the back of it a list of
all the projects they wanted to do, and you had to write in to them, and the one that got the
most votes would be the next game they ptblis So you would relthisand think, “oh, if

only that game existed, that would be great!”, and of course, 90 per cent of these games never

got made. Someties | will still look through thee magazines to see all of these possibilities
that could have become real. | thinlatltrowdfunding gives you the ability to do the same.

In many ways crowdfunding is perfect, and it was something that | embraced quite early on.
In many ways, this magazine can be seen as sort of a predecessor for crowdfunding where
people could vote anedbsWhat we want is generally to be increasingly engaged! You know,
if you buy sausages, you want to know that the butcher cares to make goodssausage

want to know that the megou’re buying has been ethically sourced, that the pigs have had a
happy Ife. Of course I’m not equating Kickstarter games to pigbut there is very much a

thread of this in modern culture, where we actually do care about the things that maybe our
parents care about so much. Our parents were maybe happy to just have tlaipgs che

where we started to think about how, for instance, clothes are made in sweatshops and we
don’t want that. The current industries are composed of these big, arrogantusinessetelling

us that we don’t want to know that, you don’t need to know how those sausages or these
clothes are made. But that is not true. What we want is to be engaged with other human
beings and feel that these other people care about the same things that we care about. If we’re
aligned with them, we will support them, and crowdfing is probably the best way of doing
that. With crowdfunding, you know, a Kickstarter, you know that you are dealing with a
person who really, really cares about creating their game. Of course, some people may be
good at faking it, but genuinely, far stoof these creators really care.

Interviewer: Okay.

Respondent: In the theatrical world, there is this concept of ‘angels’, who are essentially

backers, who back a theatrical production that would otherwise not have been. A production
costs a lot in tim@and money, so you need to have people backing, people who believe in it.

So the ideas behind crowdfunding already existed in the wbnds just about harnessing
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and making them easier to deal with. More accessible. Back in the day, you didn’t know the

people to talk to, and they didn’t know you, but the Internet has allowed us all to

communicate with one another.

Interviewer: Okay. You are actually getting close to answering one of my other questions.
Do you think that the emergence of crowdfundingdtenged the field of tabletop games?
Respondent:Uhm, yes and no. It has definitely changed the economics of how the tabletop
games industry works, but there has always been off the wall companies producing off the
wall stuff. And most of the stuff that Bdoeen a great success on Kickstarter has also become
a great success in retail. So this goes to prove that if you had created the product through a
traditional channel, it would also have been a success. There has always been this desire for
newness in th world of games, the nerds, the early adopters, have always embraced.the new
But crowdfunding has changed the way things are funded, enabling the people to create and
back stuff. It has changed the power. People who launch Kickstarter campaigns ae peopl
who really love the industry, the world of games, and want to become part of it. There are of
course people who just want the money and see it as an eagyralashut most creators are
truly passionate.

Interviewer: Could elaborate on what mean abduarmging the power?
Respondent:Crowdfunding has definitely madeiplishing games more accessibleean,

you were always able to pusii games, and though it may cost §00, you can borrow that

in the bank. So crowdfunding has lowered the risk, whiohably encourages more people.
Definitely enables thenit used to be a lot harder as well. | mean, during this interview, |
could actually have gone onliaéd launched a projedtom nothing, with nothing.
Crowdfunding has reduced the barrier of erdiryd it has brought around a lot of things

which probably wouldn’t have funded without it

Interviewer: Okay. How many projects have you backed?

Respondent:l lose track. It is well over 100. | probably back between three or five every
week. So it’sactually a lot more than 100. You know, | am a backer because | bring these
products into my store, and thessrges are unique selling points.

Interviewer: You’ve mentioned Kickstarter a few times. Is that the platform you mainly use?
Respondent:Yes A pro knows wlere to go. If you don't go to Kickstartgqu aren't a pro.
Maybe you want a better margin, or a different form of expmsBut by not using

Kickstarter,you are already making a statementl that statement is, “I am not going to

make it easyor you to back me”.

%% Interviewer: Okay. How do you decide if you want to back a new project?
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Respondent:Sometimes, you can see that the creator has really put in a lot of effort, and if

WKH\ KDYH DOUHDG\ SXW LQ D ORWroRdblypuRriuaMobf eRotTO O NQR
further down the linel will look at how fast they are engaging. Campaigns that really have a
PDVVLYH VSLNH RQ GD\ RQH ZKLFK WKHQ WDLOV RII WKDW
the word of mouth was not that goddonly picked up what we call the cognoscenti, you

know, the one per cent of people who religiously follow Kickstarter and back every project

WKH\ FDQ ILQG 7KH\ SLFNHG WKRVH XS RQ GD\ RQH EXW W
ten, because it has roat of steamYou also look at what their funding goal is and how

PXFK LW KDV JRQH RYHU $QG WKHQ RI FRXUVH \RX ORRN [
exact science. A lot of the time, you go for something unique and original. | tend not to back
zombie games, because all zombie games are essentially the same. Of course it also needs to

be something that | can sell in my stdrstarted off backing stuff personally bedéd backed

stuff for the store

Interviewer: So you are a backer with therpose of putting the games you back into retail.

Does that in any way differ from being a regular backer?

Respondent:There are many similaritieMany people back Kickstartebecause they want

to be the cool guy who has the thing that no one else has. And | want to be the cool shop that

has what no one else has. Bdiffer in that | want to make the gamegailable after the

campaign. Unfortunately, many of the individuatkers who want to be this cool guy, they
GRQYW UHDOO\ zDQW FDPSDLJQV WR VXFFHHG WRR PXFK E
guys just want the bragging rights. That is the dark heart that unfortunately also is part of
crowdfunding, the nerds who wato be the exclusive kids. Not wanting other people to

know or own something because it makes you less exclusive is to me a really poisonous way

of thinking. A lot of Kickstarter communitieBave luckily grown out of that. | call them the
cognoscenti, thpeople who know, and in every hobby, there will be those people who want

to be exclusve7KHVH SHRSOH SUREDEO\ GRQIYW HYHQ NQRZ WKDYV
SV\FKRORJLFDOO\ LWYV VR GHHSO\ VHHGHG

Interviewer: Okay. As arexperienced backer, what wdufou tell a new, unexperieed

backer who is about back hisloer first project?

Respondent:, ZRXOG WHOO WKHP WR EDFN WKH WKLQJ WKH\ UHIL
WR ZKDW RWKHU SHRSOH VD\ '"RQYW IROO RgeakskdlydiHUG R Q
WR \RXU KHDUW 7KDWTfV ZKDW .LFNVWDUWHU VKRXOG EH D
you %DFN WKH JDPH WKDW PDNHV \RX JR 3RK P\ JRG , FDQT'
PDGH WKLV JDPH LWYV WKH JDP Hmeal, FhorrGharD3,00Zgarged/ H G W R
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are released every year, and it has gone beyond what Kickstarter was initially envisioned as.

The danger of Kickstarter is that you relax your backing criteria and just \tanother

people say are great. Thgou will end up spending a lot of money.

Interviewer: Okay. How does being a backer differ from being a regular, traditional

consumer?

Respondent:As a backer, you are giving money and getting the product a lot later than you

would normally. Sometimes, backer&Ar W D \HDU DQG WKHQ WKH\ GRQfW
because cooler projects were launched imteantime 7KDW{V VRUW RI WKH VDG S|
.LFNVWDUWHU 5HJIJXODU FRQVXPHUV GRQTW SDhisRU D WKL
ZRXOGQMW EH DOORZHG

Interviewer: How can you as a backer influence a given product, compared to being a

consumer of a similar product in a store?

Respondent:As a backer, you are influential in two ways. The first way is the backing itself.
Backing is a metric whichismeasdtG $V D UHJXODU FRQVXPHU \RX GRQY
which games are made. Games grade on the basis on what compathesk the market

ZDQWYV ZKDW WKH\YYH EHHQ SLWFKHG E\ D GHVLJQHU DQG
G R Q 1 Ve s&yDnYthdr catalogues, which are essentially made based on what they think the
SXEOLF ZDQWV $V D EDFNHU \RX KDYH SRZHU <RX GRQYW
have power as a mass. If 500 people back a particular game, then all of a sudden, they have
power. The number of backers, the speed of which it is backed and so are all metrics you can
track. The weird thing about Kickstarter is that a lot of people will back stuff because other

people are backingit EXW , ZRXOGQTW IRU Lj@GvoacBuldrhbnyjgeopeéHH D PR
saw it. Thesenetricsallow you as a backer to influence the project, because the more people
backing it, the more money the projectgyethich leads to a greater chance that the project

will succeed and the creators will be atdanake more projects. But the level of influence

here is more limited than the second way. The second way that you as a backer can be

influential is that you can comment on a pobjand encourage creatalswn a particular

line. So if you particularly ke a thing, you can tell the creator, for instance, what you think

the next stretch goal should he.most projects, creators will read all their comments, reply

to them and engage with their backers. And the more they engage with their backers, the
morelikely you are to be able to influence the project.

Interviewer: Could you elaborate on that?

Respondent: , WV N L Qh&vilgall@duiNsHpefians in a room, and they are keen to

engage with you. Like, if you run a game demo at a convention, peopleatamgeand play
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LW DQG DIWHUzZDUGYV WKH\TOO JLYH \RX IHHGEDFN 7KDW{
people can give you feedback through the comment threads. | do this all the time. For

instance, you can tell them that their font lsitstoo dark.But | never comment on the

gameSOD\ EHFDXVH , KDYH WR DVVXPH WKDW LI \RX JRW WKL
about the artistic freedom, and thera reason that they want their game to work the way it

does. If these people are going to thedr sauls to me | want to see the game that the

FUHDWRU ZDQWYVY PH WR VHH I , GRQYW OLNH WKH JDPHSO
who says that my tastes represtet market taste? They oftendde XW , FDQTW JXDUDQV
Some backers do eburse comment on the gameplay.

Interviewer: How do creators react when someone comments on gameplay?

Respondent:It dependsTake for example one of my friends, who is a really Wwathwn

social justice warrior in the games industry. She does a numbsswvedfunding projects and

they basically picks up two types of backers. They pick up backerseahyp care about the

material thathis creatoproduceV % XW WKH\ DOVR SLFN XS EDFNHUV ZKR
activists, who back it only to be able to entex tebate on the comments section for the

Kickstarter campaign, with the sole purpose of provoking and picking fights. So there is a

danger there, because you invite these people in to comment, and you might get the wrong

sort or people in, who will actiWework against the project. This can affect a project really
QHIJDWLYHO\ DQG RQFH WKH\ DUH LQ WKHUH \RX FDQYW U]
Interviewer: Is this something that is common to see in the communities?

Respondent:Well, there are trolls everywherAnother person | know launched a

Kickstarter to open a board game cafZ, and a number of backers came on board to back it.

Now this creator wanted to work with her local game stioue the people who came on to

back it hatedhe guy who ran the local gaméWRUH , PHDQ , GLGQYW H[DFWO)
either, but he has a business and caters to his community. The bottom line is that she said that
she was going to work closely with this local game store, but these backerd ek | 3QR
\RXJUH QRW ZHDKQIBWHHWIOMW ARX W Becbrdidg\dth&nt, fhe 6

stipulation of them backing her project was that she would not work with him. These backers
backed really heavily, and they encouraged their friends to batkhan they told her that if

VKH ZRUNHG ZLWK WKDW JX\ WKH\ ZHUH JRLQJ WR SXOO R:
IXQGLQJ \RXU ERDUG JDPH FDIp~ 6R VKH ZDV FDXJKW LQ D
money, which is why she was crowdfunding it, but shefaasd intothis situation.

6RPHWLPHYV EDFNH U Vszal OprehemViKyblinvie@&pleW fand tell

WKHP WKDW WKH\fUH VSHFLDO VRPH RI WKHP GHYHORS HC
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games community has struggled with for mgegrs.<RX VHH LW HYHU\ZKHUH ,W{
to what | said earlier about these backers who back projects not because they want them to be

a success, but because they want to be theyoorlyRZQLQJ LW WYV W\A\SLFDO IRL
culture, ths cligue matality, waning to be the special oneSometimes, these backers will

exert their weight in a campaign which is not to benefit for the campaign.

Interviewer: Can it be to the benefit?

Respondent:Yes, of course! But try to think about it like this. Thisarview is for your

dissertation, right?

Interviewer: Yes.

Respondent:Who is the most important person to read your dissertation?

Interviewer: That would be my supervisor and my censor.

Respondent:Exactly! So imagine that on the way to hand in youretisdion, you go to a

cafZ and the barista asks to read your disserfaiohfW JRHV 3RK , UHDOO\ GLGQT
VKRXOG EH PRUH . XQJ )X DFWLRQ LQ WKHUH =~ 6R \RX WHOC
QRW . XQJ )X WR ZKLFK IQHR W HX®DW KAV KD QYWHIGD WKW Q \RXTC
GHVLJQHG IRU \RX VWRS JLYLQJ PH FRPPHQWY ~ 6RPHWLP
the success of a given thing, like if you show your dissertation to your partner or parents.

They might give you adve; but the bottom line is that the advice of the people who are

going to mark it is more important. | feel the same about backers in crowdfunding. There are

some people who will give you good and relevant advice. People who are experienced and

happy toshae their advice. You have experienced people who are able to give you good
DGYLFH EXW WKHQ WKHUHYV UDQGRP EDFNHU QXPEHU Z
LI \RX GLG D JDPH DERXW FRZER\V DQG WKLV EDFNHU VD\V
becDXVH , UHDOO\ ORYH JRPELHV =~ 7KH\ FRXOG KDYH D YDOL
to everybody. So creators need to learn to pass the information they get\R X TUH D Q
individual backeryou may influence the ganmiough it is less likelybut if 20 backers tell

you that they had expected the game to have zombieghentmaybe you should start

thinking about putting zombies in it. But if one person does, it could paralyse you, because if
everyone is giving you feedback in differenteditions, you can very easily have a project

that gets paralysed with too much input.

Interviewer: So the number of backers voicing a given opinion makes the difference?
Respondent:, PHDQ LWV VRUWRNY®HRBHWLWLOGO\BUWTYV GHPRF
the same way that every form of entertainment is. Either you go see the new movie or not.
1RERG\TV JRLQJ WR EH KHOG DW JXQSRLQW DQG IRUFHG WI
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PDQ\ zD\V LWV WKH GHPRFUDWLVDWLR QreRallsivadfairly UHW D L (
democratic anyways, because companies that produce good stuff, their stuff sells, and they

G R Q £8\pddple to buy rubbish games.

Interviewer: Okay. Are you active in any communities related to tabletop games?

Respondent:, WKL QMND LWWYW\R V D\ W K D W thefddrmnbmiiésY HP LQF WQ O HRLQ D
lot of different Facebook groups.

Interviewer: Why do you participate in these communities?

Respondent:, SDUWLFLSDWH LQ WKH FRQVXP HAUXIW RPPS BEO ¥ R HDREXW
in thecrowdfunding communities, Kickstarter communities, with backers and creators. To

me, Kickstarter is designed kickstart \R XU JDPH ,W{V OLNH OLJKWLQJ D IL!
tinder burns really quickly, so you have to get more tinder. Kickstartde the tinder. If

\RX GRQTW SXW WKH ORJV RQ \RXU ILUH JRHV RXW DQG \R:
RI .LFNVWDUWHUYVY ERXQFH IURP WLQGHU ILUH WR WLQGHU
be able to give these creators theieelthey need to bounce to the next tier. | want them all

to grow and be successful, and eventually, they will leave Kickstarter, because they get to a
VWDJH ZKHUH ZKHQ WKH\ ODXQFK D QHZ SURMHFW WKH\{O
so theydofW QHHG WR FKDVH WKH EDA$SHKckstar@réakealb@@ XD O O\ DQ
cut of the funds. &cessful creators reach a point where tteyjust mass produce their

game, and people will buy, EHFDXVH WKH QDPH DORQH ZLOO VHOO LW
creators have successfully crowdfunadeaybe four or fivegames, thejeave Kickstarter and

start a business.

Interviewer: So they use crowdfunding as a sort of launch pad to start a liessntially?
Respondent:Exactly. So in the beginning these creators will come in and maybe not have

that much knowledge. So backers are more influential in the beginning, because creators will

learn in the early stages what to believe and what notlievbeThey will start to get a

IHHOLQJ IRU WKH LQGXVWU\ DQG E\ WKH WLPH WKH\TYH IL¢
a good feeling for how it works.

Interviewer: Could you elaborate on that?

As you make more projects, you will start to builglyour own picture of what is, and what

is not,truth. All truth is subjective. So the more experience you have, the greater you will be

able to judge when a backer is leading you astray from your vision into Ba&alsers can

give great input, and new @@rs are often unexperienced, but they learn over time.

Interviewer: Alright. If we talk about these communities again, which activities do you

typically engage in, in these?
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Respondent:, FRPPHQW RQ RWKHU ,$MR SOOCHM M US Retiihy WIH@GGZ U L W L
WKUHDGV VR , ZLOO SRVW D WKUHDG DUWLFOH , XVHG WR
WKLQN LWV D ELW DUURJDQW WR KDYH D EORJ EHFDXVH \
stuff. And | do realise that posting on Facebook is soasetiming that people want to read

\RXU VWXII DV ZHOO EXW LWV PRUH OLNH D JURXS RI SHR
instance make a post about poatmpaign advertising or how to produce a game that will

break through in retail, people caschA WD UW OHDUQLQJ WKH VWXII WKH\ FDQ{
mean, there is no other place for them to learn it

Interviewer: Okay. So the activities you mainly engage in are related to advising creators?
Respondent:<HV 7KDW{fV HVVHQWLDOO\ ZKDW , GR

Interviewer: As a backer, what do you gain from such activities?

Respondent:With my industry hat on, | have a vested interest in these creators succeeding.
Because as a retailer, what benefits the industry benefits me. | may come acrosstassbeing

super altnistic guywho wants to help everybody, which is sort of true, but | do have a vested
seFLQWHUHVW LQ WKLV ,Q WKH HQG LI, VHOO PRUH JDPHYV
my bottom line. As much as | love helping creators, at the end obghédlping them helps

me.Being in business like | am is like being in a constant state of war. We constantly need

new supgkes, and games are our supplies.

Interviewer: Alright. Which communities and platforms do backers in the field of tabletop

games use most often?

Respondent: ORVW RI WKHP ZLOO EH RQ )DFHERRN %XW WKHUHY
would actually advice everyone to stay out of. Reddit is full of amaug trolls, and thus

\RX FDQTW UHDOO\ WUXVW DQ\ERG\ ZKHUHDV )DFHERRN KD
You can respect a person more when you can sort of hunt them down. | mean, you can see
WKDW WKH\TYH KDG RWKHU & QWHUDFWLRQV ZLWK RWKHU S
Interviewer: <RXTYH PHQWLRQHG WKHVH WUROOV EHIRUH &RXO!
Respondent:Well, they are these individuals who ente® tommunities to cause damage

Especially on Reddit. And unfortunatehety can be quite influential. They can tagainst a
FURZGIXQGLQJ FDPSDLJQ DQG FDXVH FUHDWRUYV GDPDJH 7
the troll community, which wants to cause damage, so it is best to avoid platforms with a lot

of members whose main purpose is to cause damage. So | saraiddreddit.

BoardGameGeek is another longstanding forum in the community, where loads of things are
GLVFXVVHG , DOVR WU\ WR VWD\ DzZD\ IURP WKDW 7KLQJV
RQH SHUVRQ ZKR GRHVQTW OLN ktheyRah dRise [DQIN daDagetd FXO D U
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you and your brand. It can haunt you forevef KDW IV WKH GDQJHU IRU WKH FU
WKHVH IRUXPV EHFDXVH LWV FUXFLDO IRU FUHDWRUV WR
your project is real and excitirepough to make them back. But there is a danger involved in
WKDW , PHDQ ZHYUH OXFN\ WR KDYH D VPDUW FRPPXQLW\
HQJDJH DUH VPDUW SHRSOH DQG DUHQTW WUROOV 7KHUHY
your project.

Interviewer: Okay. So you have already touched upondhige a lot but do you do

anything active to help creators?

Respondent:Yes! | help them and give them advice on what to do. | also did that before
Kickstarter, you know, helped people with theingss. But yes, | give advice on many

things, like box sizes, price points and so. | mean, you may have the best game ever, but there
are so many factors that may play a role and affect the game negativefyVl QRW UHDOO\ P
MRE E&&Xjub ltdskupomyself to basically tell creators that their game could be a lot

better if it had a different pricpoint, a different box size, different cover art, a different

name. Many of these things that may seem small can really make a significant difference, and
sRPH FUHDWRUV RIWHQ GRQYW HYHQ WKLQN RI WKHVH WKL(
no research. Basically, if they want to, they can stamlomlyfrom nothing, all from

nothing and that projeawill basically be as valid as one that took fixears to develop, in

WKH VHQVH WKDW .LFNVWDUWHU GRHVQYW UHDOO\ FKRRVH
think, 3ZK\ DUH SHRSOH EDFNLQJ WKDW" =~ $QG RW KDHUH Q/TWHV
SHRSOH EDFNARW \UEKRWW 'KH P8dpe lké-roe-hbd/atRdd &kperienced

backers and people who know the industry really well, we can shortcut their way to success,
because we can tell them about box design, why games are designed in particularsivays

on a shelfThings that these creas may never have thought aholi$ a creator, you may

never have been in a games store, looking at other games, which | find odd, because if | was
making a blockbuster Hollywood movie, | would probably have seen some films before. All

the time on Kicksdrter, you often get the feeling that these creators have not looked at how

the market looks.

Interviewer: Could you give some more examplesadfat you do to help creators?

Respondent:lt can also be on fulfilment, you know, sometimes creators will ask, for
LQVWDQFH ZKLFK IXOILOPHQW FRPSDQLHVY EDFNHUV UHFRF
probably less likely to give my input, unless a creator says they will use a manufacturer that

has had problems in the past, then | will share it with them. But you know, manufacturing is

not my main field of expertise, but then there are others who will know a lot about exactly
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this. As a backer who is a retailer, I also allow creators to come into my store a run demos on
their game during their campaign, which can get them more backers, and they can also get
feedback from those who come to the demo. This also builds up a relationship to the creator
which is beneficial to me. I also give creators advice on how to get their games into retail, for
instance by explaining them the benefits of adding retail pledge tiers in their campaigns. I can
use my experience and position as a store to guide the next generation of Kickstarter, and I
can provide a way for projects to think about how they can be bigger and better, how they can
grow, also beyond Kickstarter. Because it matters to me that creators know that there is a
difference between selling 100, 1,000 and 10,000 copies.

Interviewer: You do quite a few different things to help creators.

Respondent: Yes, you know, I made this analogy to being in the games industry as being in
a constant state of war. You’re constantly seeing these new recruits, these new creators,
coming along who needs training, and it’s frustrating, because they’ve never had to fight in
this particular war before. These people come in imagining that it’s not a war, but that it’s a
party. But you know that it’s a war. So you are the sergeant, and your job is to get them to
understand what it is that they’ve gotten themselves into before they die. Kickstarter is like
that. Business is like that. You can’t make mistakes in it. A mistake can finish you. My job is
to stop that from happening as much as possible. Well, it’s not my job, but anyone would do
that. Imagine if you saw an old lady about to step into oncoming traffic and she hasn’t seen
the lorry coming straight towards her. Anyone of us would run over and pull her off from the
curb so she wouldn’t get crushed. That’s kind of what I feel I do online. I stop people from
getting hit by trucks. Some people still step out, and some people dodge the truck, that will
happen.

Interviewer: Some people still step out?

Respondent: Yes, you know, sometimes I don’t think creators are paying attention.
Sometimes, creators will ask what you think about their game, and then you’ll give them
feedback, but then they ignore your feedback. And it’s not an arrogant thing of me saying
that they didn’t pay attention to what I said. It’s me and other experienced backers, there’s a
number of us who will give feedback and support on projects, and they may ignore all of us.
They say that they want advice on their projects, but they are not prepared to accept it.
Imagine if you went to your dissertation supervisor and asked for feedback, and they would
tell you to work a bit on the conclusion, and all you would do is yell, “hahaha, what do you
know?!”. Then ultimately, you’ll get a poor mark on your dissertation. I mean, we’re not

always right about the advice we give, but it relates to what I said earlier. If 20 people are
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saying thatjou should puzombies in your game, you shouéttually consider it% XW WKHUHV
DOzZD\V WKLV SHUVRQ VD\LQJ 3QmRe of tdeRdpEpleIaWStIfBERELHYV L
backed, but other times you block them and choose not to befriend them. | mean, if people

DVN \RX WR VXSSRUW WKHLU FDPSDLJQ DQGelkayfV WKH WKL
former campaign the backeBVN 3KDERQRXWKLV KDYH \R¥ergttni@ H WKDW
he FRPHVY EDFN DQG VD\V 3QR ,fP ULJKW DERXW P\ SURMHF)
ZRUN EHFDXVH , UHQDPHG LW DQG VDFULILFHG D JRDW = §
him advise the fitstime, which he refused to take. We gave him a whole lot of advice on a
ZKROH ORW RI VWXII DQG KH MXVW UHIXVHG WR WDNH LW
RQH ZH JDYH KLP WKH VDPH DGYLFH DQG DJDLQ KLV FDP¢
UHODXQFK LW DJDLQ DQG \RX DOUHDG\ NQRZ WKDW LW ZR(
never fund, no one is going to back lgame. And if it does fund, then good luck, because |
ZRQTW EDFN LW , PHDQ LWYV QRW CenhiigBom&®ddYsH D G XW\ F
EDFNHUV DUH KDPPHULQJ RQ ZLWK DGYLFH EXW \RX FDQTW
if they want to make it work, they should at least understand that there is advice out there.
Interviewer: Okay.

Respondent:But | shouldprobably say that often, the advice you get from a regular

Kickstarter backer may not be the advice that will add to the success of your company. Say

for instance, a creator wants to know what price they should produce their game at. They

have all these pces that go into their game, and they ask themselves how much they should

sell it for. And then your Kickstarter backer will say that it should be no moreE&@n
because they wantitto co&tV OLWWOH DV SRVVLEOH 7KH\WUH QRW QI
UHDOO\ ORYH WKLV SURGXFW DQG , ZDQW WR EDFN LW = EI
projects as well, so they want to get their spend as low as possible. So obviously, that might

not be the best advice for the creator. There was a case a fesvbgekvith this creator who

was one of the first really, really big successful board game Kickstarters. He created this

game whth was a massive succes$s)Y H U EDFNHUV EXW ZKDW KH KDG
there will you will have to ship the produW RXW RQFH LWV SURGXFHG , WKI
in the UK, and most of his backers were not in the UK. This was before fulfilment companies
HILVWHG +H ZDV OLNH 3Be&endihg thesd copiebXtt Yo\peppklalDdver

WKH ZR Utbe@ of cbul&§ he went to send them out and he realised that had committed
people that they would get this product for maybe £20, including shipping, but the shipping

alone on most of them was more than that. He honoured it and lost his house. Heethad to s

his house to fulfil a Kickstartgaroject | mean, if youalk to certain supéackers on
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.LENVWDUWHU WKH\ ZRXOG EH OLNH 3ZHOO KH SURPLVHG
WKLQN LV 3VHULRXVO\" "~ , PHDQ DUH WKH\ KDSS\ WKDW W
DQRG WROG PH WKDW WKH\YYH PDGH D WKIDWIZ MWMWXPWW VKD
IRU \RX =~ WKDWTV &QsRM/mikRazmistdRd?and Wirfad backers will take
advantage of it when they notice it. They will jump on it right away and see the fantastic
value they are now getting. Maybe if they knew the guy had lost his house on it, they would
care, they should care. The whole reason we back on Kickstarter is because we want that
UHODWLRQVKLS ZLWK WKH F&yRMlibhkhip, Ve ydulude WWaff V' SXUH O\
other person to get as much as possible... In nature, we call that a parasite, as opposed to a
symbiont, which also lives off another animal, but for their mutual benefit. , WV QRW DOZD\V
FUHDWRUVY IDXOW LI WKLQJV JR ZURfDdnad Rimpdl @ KDYH XOQI
sudden puts a tariff on imports, like board game imports, Kickstarter in its entirety would be
fucked. Since practically everything is manufactured in China, the manufacturing costs would
all of sudden go up, say, 200 per cent. Every single Kickstarter creator would be wiped out.
No one has a plan. They are working on such tight margins, and because they are just
FUHDWRUVY DQG DV RSSRVHG WR FRPSDQLHV WKH\ GRQTW
this could happen. Most goods that come from Kickstarteraremade LQ &KLQD DQG WKDW
ZHDNQHVYVY DQG WKHUHYV QR VWUDWHJI\ IRU LI WKLV JRHV .
Interviewer: Okay.
Respondent:But on the other hand, you also see creators who ran a successful campaign,
received the money and then spend it on nice property or staff, and then they also rent a stand
at all the huge game expos around the world. And as a backer or a person in the industry, you
ORRN DW WKHP DQG WKLQN WHKRHWDH MNKXEH\.VSHQWKHUH«" DQ
soon they run out of money. And then, they will end up funding the actual production of their
first game by launching a second Kickstarter campaign, which they say is for a new game. So
they get caught in this vicious circle. And you know that these creators are eventually going
to go out of business. It may take time, but it will happen. As soon as your campaign
succeeds, you are in debt to these backers. AndyRX FDQIW MXVW JHQHUDWH
nowhere. Kickstarter success is a bit like winning the lottery. A sensible person would look at
the money and think about how they can spend X amount now, but they will need Y amount
IRU WKH FDPSDLJQ DQG = DPRXQW IRU WKH SURGXFWLRQ D
that necessary business experience and thus, they are running blindly, like winning the lottery
and thinking, 3ZXKX LWV SDUW\ WLPH =~ DQG WKHQ \RX VHH WKH
advices and helps them, then who is actually to blame? All of a sudden, they have all this
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PRQH\ DQG WKH\ VSHQG LW WKLQNLQJ WKDW LW ZRQYW FR
it always does, and then it is too late. There was nobody there advising them.

Interviewer: So someone shoultlvise therfd

Respondent:Yes. Well, sa \RX KDYH D YDOXDEOH 3RNpPRQ FDUG , NC
GRQIYW , RIIHU \RX ... DQG \RX JR 3ZXKX knhevEthewrue WV DFW >
value of it, so, TP D FW X D O O hirk xh&lsabkEr®whant toWe angels like in the theatre.

They want to be intimately familiar with the creator and their projects, and they want to have

inputs in that. And at that point they have to accept some degree of culpability for when

things go wrongThey should.7KHUHfV QR VDIHIJXDUG FRPSDQ\ WKIRW WD
going bankrupt, you would probably want to have a board meeting to have some inputs. So |

think that backers should get more involved in the projects. It should not just be about the

money, how good a deal it was to themhow much they can resell it for. Crowdfunding is

supposed to be a way that people can get more control over how products are funded, and in
order to do that, you have to not only get more control, but also assert more, obmivakse

in a responsile way.

Interviewer: When you advice creatordo you do sdy own incentive or invitation from

the creator?

Respondent:Both. | mean, | will post articles so they are thére and people can see what |

would advise. But people will also email méjere they say thethat they are launching this
.LFNVWDUWHU FDPSDLJQ DQG ZKDW , WKLQN DERXW LW 21V
LI WKH\YfYH WDNHQ WKH WLPH WR FRQwuDthloretieyW KDW P HD(
contacted me

Interviewer: Why do you think that creators contact backers to get feedback?

Respondent:l think that there are benefits to both sides in the process. You can be the best

poet in the worldandeither you keep it to yourself and someone may discover it when

\R X fiebd, butitwoqf W PDWWHU E H F DryauHtah RaKefthatipdetd/ 2t reRd it

WR SHRSOH LQ D UHDGLQJ DQG SHRSOH ZLOO WKLQN LWYV
validation, it makes you think that people love your poetry, it makes youtwanite more.

With the first option, you may still write poetry, but you may be unsure of it. Sometimes

people are nervous, theyant to do a thing and just nesdmeone to say that it looks good.

Humans have this need for validation, and backers desfiysihis need for creators.

Interviewer: How do you feel abowugharing your expertise for free?

Respondent::HOO , GRQYW VKDUH LW IRU IUHH |, EHQHILW IURP

for me to helpThe better the game, the better the industry. If people paid me, | would feel
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OLNH , QHHGHG WR GHOLYHU PRUH W ZRXOG IHHO ZHLUG
stronger together, and the more we learn, the stronger we are. We can learn thvimggh ha
opportunities to learn. | can tell them that if they change these things, | think their game

would be more likely to succeed or make it even better. And this also means the game sells
EHWWHU LQ P\ VWRUH VR , ZLOO EHQHILW LWIV QRW SXUF
Interviewer: Have you ever felt reluctant to help a creator?

Respondent: <HV WKHUH DUH D FRXSOH RI FDVHV 7KLV JX\ , PHI
paying attention to anything that anyone said to him. He has come back several times and

asked what he shtwldo about his campaign, and the first couple of times, we all gave him

advice, but the third time itcomé&sDFN DQG IDLOV \RXJUH GRQH KHOSLQJ
VHH WKDW KH GLGQfW OLVWHQ WKH ILUVW WZBoWdLPHYV I ,
DQG WHOO KLP WKDW KH UHDOO\ GLGQYfW SD\ DWWHQWLRQ
7TKHUHYV D OLPLW WR ZKDW \RX FDQ VD\ WR VRPHRQH ZLWK
PDWFK %XW LI WKH\ GRQTW OLVWHOWKRH LW KM\ ZRXQIJWHOR
WKLV WLPH HLWKHU DQG W K H QhamHtMautd H& a @asteSaRtin@W LQ PH
You also have these creators who will just come out of nowhere, maybe with their new adult
SDUW\ JDPH« 1RZ , GRQ T WoEpdying odrtlubin WeirddstkyHoutY

what | do believe is that creators should go into the groups, make themselves known,

comment, discuss about things, be helpful to other people, and maybe then you can pitch

your project. If you join the communit X UHO\ WR SLWFK \RXU .LFNVWDUWHI
SHRSOH ZULWH \RX RXW RI QRZKHUH DVNLQJ \RX WR SURPI
JRLQJ WR VWLFN P\ QDPH WR VRPHWKLQJ WKDW , GRQTW Dt
told me to tell peo@ to back your gamé. | tell people to back a game which turns out

rubbish, | can no longer tell anyone to back anything. | have to be careful.

Interviewer: Do you think that creators are dependent on advice from backers?

Respondent:Yes. Yep.

Interviewer: How?

Respondent: 8QOHVYVY \RX SD\ D ORW RI DWWHQWLR®ostfo LQV WD (
commentshow do you know any of these things? How do you know what box size to go

with? How do you know which paper to print on so that it does not become too heavy to

ship? How would you know which price point ®BKRRVH" <R X ZR XddGa@ fiake NQR Z
arealyJRRG LGHD IRU D JDPH EXW WKHUH DUH D ORW RI RWK
important to thihnkKk ROLVWLFDOO\ DERXW WKLQJV ,I \RXfighH ORRNL(
heart will not solve the problem, if the lungs, liver and kidneyd aEDG LWV SRLQWOHYV
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have to look at the whole thingmademy own game 15 years bagkst at the dawwof the

Internet,and | made mistakes in relation to some of these thiigs can really lose money.

| would have loved if someone would haveegivme advice, but no one had. And how would

| know? How would anyone new? People make mistakes, but it could be a $10,000 mistake,
DQG , ZRXOGQIYW KDYH NQRZQ EHIRUH LW ZDV WRR ODWH 7
house. | think if he had beenopeta®J QRZ LW ZRXOGQIW KDYH KDSSHQHC
be enough people to give good advice. Not everyone gives good advice, and there are other
IDFWLRQV RXW WKHUH WKDW GRQYW KDYH WKH VDPH DJHQ(
Interviewer: Okay.You said thaiou created your own game 15 years back. Have you ever

created a game on Kickstarter?

Respondent:1R , KDYHQYIW , OLNH P\ VDQLW\ ,fP RQO\ EDFNLQ
Interviewer: Alright. As a backer, do you expect to have an influence on the products you

back?

Respondent:8KP« , GRQYW H[SHFW WR W LV QLFH ZKHQ , GR ,'
to have an influence. A lot of people think of it as aquaer scheme % XW LWV D KDUG
guestion. We expect to sort of have an influence with the feedback and all, burmatras
LQIOXHQFH« , GRQIW QHFHVVDULO\ VHH WKDW DQ\WKLQJ ,
absoluteyVKRXOG KDYH DQ LQIOXHQFH ,MP JLYLQJ WKLV SHUVEF
know other people who will give them the best possible adviQegGa WKHQ LWV XS WR W
to take it or not take.i would not necessarily withhold my backing of a project if they, for
LQVWDQFH GLGQYW WDNH P\XDVGYEEB QR KLKQHN BARK 0oM LW @ R
and not sell as many copies ithey would have taken my advice. But of course | can also

be wrong.

Interviewer: Okay.Do you think that all community members are equally influential to

creators?

Respondent:Yes, dangerously. Community members definitely. The negative ones can be as
LQIOXHQWLDO DV WKH SRVLWLYH RQHV DQmearRYWUZRQIW HY
GROQYW JHW WR FKRRVH ZKR JLYHV \RX IHHGEDFN EXW \RX
their validation or not. Validation can be positive and negative. Negatidatiah makes

SHRSOH XQSURGXFWLYH 7KH WUROOV WHOOLQJ \RX WKDW
may also eat youup.KHQ \RXfUH RQ )DFHERRN 5HGGLW RU %RDUG*
control whether they take against you, and one person alone edotdaf damage. There

was this guy who made all characters in his game women, thinking that he was doing

something good for gender representation. Someone asked him when he would make an all
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PHQ JDPH WR ZKLFK KH UHSOLHG 3@ tbisdduencess RReseDQIW GF
trolls will share it and make sure that consequences come your way. He got a lot of stick for

that.

Interviewer: Okay.

Respondent:But you know, you can never be fully sure of which decisions will lead to

1,000 backers and which wi#ad to 10,000. As an individual, you will have an opinion, and

the more focefully you stress that opinioch , PHDQ ZKR NQRZV ZKHWKHU \RXY
thing that will get you 1,000 or 10,0007 The person who is loudest might be the one who only
wants it b be 1,000, because they will then have exclusivity. And you may not know who
\RXfUH WDONLQJ WR 7KH\ PD\ EH JLYLQJ \RX UHDOO\ UHDC(
individuals who are more experienced and verynegpected than other in the community.
Interviewer: Why are they wellespected?

Respondent::HOO WKH\TYH EHHQ DURXQG IRU D ORQJ WLPH VR
Someone who has done, say,ceOwdfunding projectsr someone who has backed a lot of

games. | mean, | can be replaced bgtreély few backers, but | have experience, | can help

get your game into retail and | can bring other retailers on board. We might post something or
make a comment and get 100 likes, which makes it more valid. But we could easily be

drowned out by a rando guy, who says he wants zombies in the game. Sometimes we may

not give the best advice, like if creators make a poll where the community can vote for what

their new games should called.

Interviewer: Do creators often make polls?

Respondent:Sometimes theglo. An important thing about launching a Kickstarter project is
engagement with backers, and there are a lotbiw WR HQJDJH OLNH SROOV W
traditional advertising. Engagement takes a lot of difficult work. Polls are often about

validation You have an idea and you allow people to engage Yoit.can, for instance,

have a closed poll where people can choosedssiviour options <R X OO RIWHQ VHH W}
polls on stuff like colourways, which I think is really good idea, | love it. Credtave a

cover and ask which colours they should use. This can also force creators to rethink their

ideas, which is good.

Interviewer: Alright. So what you are mentioning now sounds like twira talked about

earlier.If manybackers want the same thing, y&hould maybe go for.iBut you also said

that certain backers are more influential than others. So both can be influential?
Respondent:<HV , PHDQ LWV DOZD\V JRLQJ WR EH DGYLVRU\

backed a game before, no likes, no friemdhe community, makes a comment, and you
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WKLQN 3WKDW JX\ KDV JRW LW ~ RU 3ZRZ VKH UHDOO\ FDPI
MXVW DV \RX FDQ FURZGVRXUFH PRQH\ \RX FDQ FURZGVRX
$QG \RXT0O0O QHY Hbic\vglirmake tke differdhce between 1,000 and 10,000

backersBut yes, there are certain experienced backers in the community who are more

influential, given that they have been around fargphave a lot of experience, havaigh

activity level.Stuff like that.

Interviewer: Is one of the two more influential than the other? | mean, the collective voice of

20 backers or the weighty voice of an experienced backer.

Respondent: 7KH FROOHFWLYH YRLFH LV VWURQJ ,WYV D PRE ,
democracy, everyone gets to vote, which is good, everyone gets tavbaatkis good.

Some people get more of a voice, because they spend time and effort to get in a position

where they get a voice, which is good. But all of that can be torn down byothe m
LQVWDQWDQHRXVO\ 6R WKH PRE LV DOZD\V PRUH SRZHUIX«(
ZLOGILUH LW GHVWUR\V HYHU\WKLQJ $QG WKHUHTV QRWK
unjustified, and the only thing you can do at that point is to leave Kickstdart EHFDXVH LWV
longer beneficial to then W R OLVWHQ WR WKHVH YRLFHV WYV OLNH FI
where they do their own thing, and then people can buy their games if they want to. | mean, a
main reason for creators to use Kickstartdoighe publicity it enables. You know, for the

advertising, the word of mouth in the community, people going on Facebook to tell people

ZKR KDYHQTW E D HAfMNbblckers Rké Mour prejéctt, they will often shareitK DW V D

main reason to be thereee publicity. The problem iwhenthe publicity is allbad, then why

would you be on Kickstarter , WV QRW OLNH WKH\ KDYH WR EH

Interviewer: Okay.What happens if a creator does not listen to the community and its

inputs?

Respondent: 7 KH\TUH7&HDI@WH GHDG $EVROXWHO\ GHDG , PHDQ
sad truth. In conventional manufacturing and distribution, you would produce the goods, and
WKHQ SHRSOH EX\ LW RU WKH\ GRQTW % XW LI \RX FURZGVF
feedbackac DGYLFH LI \RX JR WR SHRSOH DQG VD\ 3JLYH PH \R
DURXQG DQG JR 3DFWXDOO\ QRW KIPWHE KON Grekhe JuR WKHU W
ZLWK WKH JDPH ZH GRQMTW KHOS DQ\PRUH 7KHQ WKRVH SHI
engagement is the most important thing of th& @dntury retail and entertainment. If you

IDLO WR HQJDJH \RXU FRQVXPHUV \RXU EDFNHUV \RXTUH (
a brutal world. If you allow those people to disengage, you lost taednif you lost them,

WKH\ ZRQYW EDFN \RX &UHDWRUV PDNH PDQ\ PLVWDNHV O
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to backers, overcharging them, un@eHOLYHULQJ GHOD\V« 7KHVH WKLQJV |
damage. Unfortunately, we live in a world wheeputational damage will kill your business.
Reputation is hard to build and easy to destroy. And we live on reputation. My question is,

should you be allowed to make a mistake? If you murder someone, you are prosecuted and
convicted, and 20 years later,uyoan get out on parole, and by the end of the period, you

ZRQTW EH IODJJHG XS DV PXUGHUHU DQ\PRUH 7KHRUHWLFI
\RXJTOO EH DEVROYHG RI \RXU OHJDO JXLOW IRU WKH FULPF
up aKickstarter like fail to include a stretch goal that you promised to include, and you will

EH KDXQWHG XQWLO \RXU GHDWK 7KDWfV WKH VRFLHW\ ZH
someone who will follow you until the end of tirmedtell everyone that this persaioes not

deserve to be part of our community, our indudtegause the creator promised trhéi

WKLQJ DQG GLGQTW GHOLYHU 3+HYV D OLDU DQG D IUDXG
WKLV =~ 6XGGHQO\ SHRSOH ZKR GLGQWmen ysivdiveld widefbY H SR Z|
SHRSOH ZKR SUHYLRXVO\ GLGQYfW KDYH D YRLFH WKH\ VD\
SHRSOH ZKR EDFNHG LW GLGQYW FDUH DERXW WKLV OLWW(
good excuse, which is never good enough for thes\agilante. And this is now what we

have to deal with. | know this guy, where the delivery of his game was messed up by the

fulfilment company. He suffered reputational damage, and when he launched his new project,
there was a howling chorus of discorttabhout how he had let everyone down. | mean, he did

WKH EHVW KH FRXOG EXW WKDW ZDVQfW HQRXJK DQG KH
NQRZ ZKDW KHYOO GR $V VRRQ DV KH WULHV WR UHODXQF
what he promises. i the problem is that if he delivers and absolves his debt, when he then
ODXQFKHV KLV QHZ FDPSDLJQ SHRSOH ZLOO FRPH DQG VD\
ZDVQIW JRLQJ WR DQG KHfV D ORVHU ,evenderiyDudoV XIITHU U/
WKH ULJKW WKLQJ 2QH VWULNH DQG \RXJUH RXW IRUHYHU
HYHU | Idgitwwdid @t dreators. Zero toleranpelicies for any transgression of any

FRGH 8QZULWWHQ FRGHV WKDW ZH 6w@GténfuesHayide®eNQRZ DE
if creators make decisions from the best possible information they have available, having
WDNHQ DGYLFH IURP WKH FRPPXQLW\ WKHUHfV VWLOO VRF
did something wrong. How is that fair? People ni@eckspect the ability of others to mess

up.

Interviewer: Could you elaborate on these unwritten codes?

Respondent:Yes.There isan overall set of unwritten ruléisatexist in the community that

creators must learn and abide tdhigéy wantto succeed. Experienced people likgself are
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around to help steer therlo XW WKH JX\ ZKR iSgrdiestQfiiie@iiviid HQ K

because heefuses to learn the rules. And actualhg tules themselves vabeen

crowdsourced todVlost people candctually tell you them, because they ctiange. One

year, every game has to be a Kickstarteclasive, the nextickstarter exclusives fail to

fund. The rules changed owgght, because what the buying public were prepared to fund

changed overnighBuW RXU UROH DV H[SHULHQFtsGkeHRIRFPaX QL W\ PHPE
oracle. We only intergt the will of the Kickstarterggs. We don't make it. We can't. Tl§at

what makes the process scary

Interviewer: Okay.

Respondent:So there is this overall set ofiwritten rules, which the community has sort of
collectively decided on. The problem is sometimes thgbiae could at any time decide that
VRPHRQH KDV WUDQVJUHVVHG WKH XQZULWWHQ UXOHV RI
7TKDWYV WKHWGDQGHUWRGRHVQIW WDNH D IoRaN, ®iaBHRSOH W
backers are like this. Backers are powerful, but you have to think of it as light backers and

dark backers. The light backers want to back you for good reasons, the dark backers want

back you for negative reasons. You could call them positive and negative backers as well.

Positive backers are the people driven by all the positive emotions that crowdfunding brings

out, and the negative backers are driven by the more negativetsstinch as the desire to

be the only people owning the game or the desire to meddle in a thing. If the dark backers
ZDQW WR EH QHJDWLYH DERXW \RXU SURMHFW \RX FDQYW
negative effect on yowou know, creatorsar@ RW PHGLD WUDLQHG VR WKH\ G
handle it.If you are not careful, all your backers tulinthey piss off the wrong people, those
SHRSOH ZLOO PDNH WKH FUHDWRUVY OLYHV PLVHUDEOH $(
those giving you a hdrtime, they sense blood in the water, like a shark. No matter what you

vVD\ WKH\ ZLOO FRPH EDFN DW \RX DJDLQ DQG DJDLQ DQG L
trolls. You feed them and more and more of tethcome DQG VXGGHQO\ \RXJUH V
And some creators will fall foul of them. As soon as a backer backs a project, they can

contact creators directly through Kickstarter, and they can make their lives a living hell.
7TKHUHYV QR ZD\ RI VWRSSLQJ LW DQG WKH\UFGBRMWQINWRW I
police or moderate. You are left to handle it yourself, which few creators can.

Interviewer: Okay. Those were all the questions from me. Is there anything you would like

to add before we end this interview?

Respondent:. :HOO DERXW E Ddgt\ HitdiWed ast Bdceénwriter, and we were told

a story abotua screenwriter in Hollywood. édhad written a script that got through to the
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script editing stage. He went to a meeting withgheduction peopleand they really loved it,

but Dances witlthe Wolves was really popular at that point, so they said they were looking

for something with a more Native American feel to it. So he went off and rewrote the entire
script,exactly what theyvanted,and when he came back six months lates studio wet)

3ZK\ DUH WKHUH 1DWLYH $PHULFDQ¥ LQYWRHWMKRRJIK H VW ZQ
exactly what they wanted. If he had come in with that exact script ready in the first place,

they would have optioned in, but in six months, the market has mové&mdany point is that

\RX DOzZD\V KDYH WR VHFRQG JXHVV ZKDW SHRSOH ZDQW E
LW ,WiV WKH VDPH ZLWK EDFNHUV , FDQYW WHOO \RX ZKD
Suddenly, certain games just explode.

Interviewer: Alright. Is there anything else you would like to amdask before we end this

interview?

Respondent: 1R , WKLQN ,fYH VDLG ZKDW , KDG WR VD\
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9.4 Appendix D #interview with Respondent2 (R2)

Interviewer: How did you get into crowdfunding?
Respondent:, GLGQYW UHDOO\ VWDUW E D B¢l thah) inWIKLQJ XQWL
maybe backed a project or two, just randomly theetd seen. Around March, 2014 when |
backed my first board game, and from that point, | was just totally hooked, | just started
EDFNLQJ EDFNLQJ EDFNLQJ 6R QRjécts dnvitkg@ernvec D WRWL
WKH ODVW WKUHH \HDUV JLYH RU WDNH DQG WKH\ DUH DO
that | do on there.

Interviewer: <RXTYH EDFNHG FURZGIXQGLQJ SURMHFWV"
Respondent:Yes. Well, those are all the full project backingsd none of them are like the

WRNHQ SOHGJHV WKDW \RX RIWHQ VHH OLNH RU VR 8VX
something | like, 1 just back it fully.

Interviewer: And is this all on Kickstarter?

Respondent: :HOO ,fYH VHHQ S orothét plafoir, & Blicks@ier is my-go

to. | follow the releases regularly, and | have a feed set up for all of the new game releases,

you know, releases every day. | check out pretty much everything. | usually back six to ten

new games at theirful DPH WLHU HDFK PRQWK ,WTV OLNtHo &KULVWPI
unwrap the random UR@esentshat arrive at my porch

Interviewer: How do you decide if you want to back a new project?

Respondent:l have aveekly game group that | play with, ahdoto a bunch of

conventions around the camn | look at my game groy@nd basically if | find it fit for the

JDPH JURXS DQG WKH VW\OH ZH OLNH , ZLOO XVXDOO\ EDF
FRPPXQLW\ DV ZHOO ,fP DQ DP D Widt¥ twobyRstrauHity LIQHU DQ!
groups on Facebook with 10,000 and 6,000 members, respectively. | manage those two, like
moderate them, and so | get to coomicate with a lot of thpublishers and designers on

WKHUH DQG VRPHWLPHYV , ZL Cafd st tHralvKharwa pleddge) §vel JRW JR
though it may not be my game type, just to support them and the growth of their
LQGHSHQGHQFH 6R WKRVH DUH WKH WZR ZD\V 6XSSRUWLC
trying to get them going, or seeing somethirg fithink will fit in my game group, where |

will basically look at the cost and see how many plays | will get out of it on average. You

know, to justify the value, almost like value per hour of entertainment. | mean, $5 an hour is
cheaper than a movie. BW LQ JHQHUDO ,YfP EDFNLQJ D ORW DQG , D¢
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Interviewer: $OULJKW 6R \RX PHQWLRQHG WKDW \RXYUH DQ DPD
ever served as a creator on a crowdfunding project?

Respondent:Not yet, not yet. | have incorporated my publishing company, so | do have the
EXVLQHVYVY VWDUWHG 0\ KRSH LV WR SRVVLEO\ GR P\ ILUVW
of years studying it, and | go #olot of the designer conventions, and agamodtlerate the

forums relatedo it. | already own a software companyhere | have 23 employees, so
EDVLFDOO\ P VWXG\LQJ WKH LQGXVWU\ WR PDNH VXUH W
GXFNV LQ D URZ DQG PDNH VXUH makeDA mahly nksRISEL IBGO O\ QRYV
this is different from theoftware EXVLQHVYV ,fP XVHG WR EHFDXVH WKLV |
SURGXFWLRQ JRRGV IXOILOPHQW DQG DOO RI WKLV VWXII
mistakes, and | guess you can count thahashar reason that | back a lot of the

Kickstarters WR IROORZ DORQJ WKH SURFHVV W, whdH ZKDW ZRU
people make mistakes.rijtto learn my lessons about mistakes before | make them myself.
Interviewer: Okay. Do youhink that theemergence of crowdfunding has changed the field

of tabletop games?

Respondent: 2K DEVROXWHO\ 7KHUH DUH VR PDQ\ JDPHV WKDW
without it, as well as just enabling people to get their publishing companies off the ¢wound

where hey can reach a point where they produce new games without crowdfunding, like you

see some of them do. And just the exposure to the industry in general that crowdfunding is
creating, which is creating a larger demand for what we call the cult of the oewkngw,

everyone wants to know what is new, different and hot. This has created a hunger in the

industry for more and more stuBack in the day, you had to gather all the money, like

$20,000, have your 2,000 pieces produced, dump it on the markeeanatdly toGod that

someone would buy it. Now you can gather an audience before producing, and the risk is

lower. | also think that if you went by the old, traditional way, where you pay upfront, put it

RXW VHH ZKDW ZRUNV D Q G evht$ Of@hy amdrixt HRitksyol candford HG L C
to front the money for, versus the crowdfunding, where yotseliat, and if it moves

enoughto cover enough units to go to retail, you can keep making it happen. I think it has
KHOSHG WR IRFXV WKH PRQH\ DQG DOORZ SHRSOH WR GR V
EHIRUH 7KHUH DUH PDQ\ JDPHV WKDWcrdmiK@liagb§ausK DYH EHI
they would have toniche of a theme, and | think that Kickstarter has created a community

IRU WKDW DQG LI WKH\ JHW HQRXJK SHRSOH LW ZLOO PDN
NQRZ ZRXO G&I§ Wo Kefal. Ihd3Z R Q 1 $écdndRrunsand maybe they did 1,500
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FRSLHV LQ WRWDO DQG RQFH WKH\fUH JRQH WKH\JfUH JRQ
other ones that maketo retail the same time you receive it as a backer.

Interviewer: Alright. As an experienced backer, what wbyou tell a new, unexperieed

backer who is about back hisloer first project?

Respondent: 7R GR WKHLU UHVHDUFK 7KDWV WKH ELJ RQH +DY
spectrum of crowdfunding, such as delivery, reliability, whether people gesthi

WRIJHWKHU RU QRW« , PHDQ \RXYUH QRW EX\LQJ D SURGXF
to understand that you are making a bit of a gamble. You can hedge that by seeing whether
creators have delivered projects before or if they aretiirsrs, if it looks like their product

LV ILQLVKHG DQG SROLVKHG LI \RX FDQ VHH WKIX& WKH\TY
that. | mean, | will baclkirst-time creators as well as experienced creators. For somebody

new to backing, they needtouHddVWDQG ZKDW WKH\TfUH JHWWLQJ LQWR
product catalogue, like Amazon, where you just pickaalpct, but then whedelivery is

GHOD\HG KDOI D \HDU RU D \HDU DQG WKLQJVY GRQTW ZRUN
IUHDN RXW DERXW EHLQJ UREEHG %XW WKDWYfV QRW KRZ L
circumstances. These creators are typically starting d&bdsYy V. DQG WKH\fUH W\SLFD
RQ RYHUVHDV PDQXIDFWXULQJ DQG TXDOLW\ DQG FRQWUR
FDQ JR ZURQJ 6RPHERG\ QHZ FDQ EH WXUQHG RII LI WKH\ (
Interviewer: Okay. You mentioned elggr that you also buy retail games$ow does being a

backer differ from being a regular, traditional consumer?

Respondent:l will get a fewretail gamesH Y HU\ TXDUWHU RI D \HDU %XW LQ
VDPH YROXPHYVY DQG ,1P OBVM EQ¥VOWDQMEH WR, JBREOMHLNH ,TP
VRPHERG\ GRLQJ WKHLU RZQ WKLQJ VR ,fP ZLOOLQJ WR WI
more research, like watch more videos and so. But you know, being a regular consumer in

retail is really just seeinga@ LVKHG SURGXFW WKDWY{YV RXW WKHUH ZKI
and then buying it to add it to the collection and have the experience. Being a backer, you get

to go along on the journeyVRPHWLPHYV \RXTOO KDYH FUHDWLYH LQSXW
will listen to that. It depends on how polished they are. But with crowdfunding, you generally

get to become part of something new launching from the very start of it. And with the

Kickstarter games that eventually retail, you get to see these wagfore thH\ GR VR W1V
the experience of being part of an initial creation. | probably have my name in 60 or 70 rule
ERRNV EHFDXVH ,f9YH SOHGJHG DW D FHUWDLQ OHYHO ZK&F
will include your name in the back of the book.

Interviewer: Soyou say that as a backer, you can have creative input into the project?
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Respondent:Yes.

Interviewer: Could you elaborate on that?

Respondent 6RPHWLPHYV ,YYH GRQH Viebobksthhking ssr&/tRERIUHDGLQJ
everything isclearZ KHUH FUHDWRUV IHHO WKDW WKH\fUH GRQH ZL'
them out there and ask for comments and feedback. Sometneetsrs will also have polls

that backers can vote,iand WK H\{OTXX KHYWHRQV WKDW WKH\fabce iiDVN WK
WKH\fUH FRQVLGHULQJ LQFOXGLQJ VRPHWK IlinaJa@ady LQ WK
gameor somethingwhere they want to know which one backers would vote for. So as a

backer, you can do that type of thing. Some projects also allowlgdge at higher tiers,

ZKHUH LI \RX SOHGJH WR WKRVH \RXTOO JHW WR SXW \RXI
RIWHQ WKDW , ZLOO EDFN DW WKRVH OHYHOV EXW LWY{V L(
instance, sell off ten game charaatames or so, where the backeisgetdecidats name,

lookorso ,Q JHQHUDO LWYV DERXW EHLQJ DEOH WR KDYH DQ
projects are in a flexible state when they layndiere the creators are still willing to take in

some nput. For instance, backers can tell creators that their iconography is way too hard to

see, and they may go back to the drawing board with their art, things like that which you can
contribute to.

Interviewer: So creators are open to take in backer input?

Respondent:Well, some of them are so married to their project that everything is perfect in
WKHLU H\HV DQG WKH\ ZRQfW HYHQ UHSO\ WR IHHGEDFN %
ZHOFRPLQJ WR LQSXWV DQG IHHGEDFN ,WypV seelttéH KLW RU
SURMHFW 2IWHQ \RX FDQ ORRN DW WKHLU KLVWRU\ DQG W
RSHQ WKH\ ZHUH WKHUH DQG D ORW RI WKH WLPHV WKH\Y
WKH\fUH RSHQ WR LQSXW 6R VR™MWMKBDUW DUNH DNMR XRPBHI\ \2
GRQH DQG ZH GRQYW UHDOO\ ZzZDQW WR KHDU DQ\WKLQJ DE
GLITHUHKQMWHTY QR ZD\ WR JXDUDQWHH WKDW \RXT0OO KDYH
same creators doing stuff, and you learw ioey work.

Interviewer: Okay.

Respondent: 8VXDOO\ WKH HDUOLHU WKH FUHDWRUV DUH OLNH
SURMHFWYV WKH\YfUH W\SLFDOO\ PRUH UHFHSWLYH WR EDFV
WKDW WK Fo\dalsi, EH RZ &V H W K H \ §rablihgtd/ge0a® @anybiatkers as
possibleDW WKDW SRLQW 7KH\ XVXDOO\ GRQYW KDYH DQ DXGL
become crowndlSOHDVHUV DQG Wikpdt 1 OKODW DANCHQ LEPHPRWBGIIHU R XV W |

projects wheg the creators get too much feedback and allow too much input, like for



HH#
"#S!
"#94
"H&!
2
"H( |
"#) |
g 1
"$" !
"$+!
"$#!
"$$!
"$%
"$&!
"$' !
"$( !
"$) !
%"
"%"
"%+
%
"0
"% %
"%&
"%'!
"%l
"%)!
"&* 1
"&" !
"&+
"&H!
"&$!
"&%
"&&

THE POWER OF BCKERS AS CONSUMERS 112

instance, a game where they were going to do caricatures for the characters, where if backers
backed at a certain tier, they could get their face on these characters. But they nadntanag
WKH EDFNHUV GLGQYW UHSO\ LQ WLPH ZLWK WKHLU SKRWR
GHOD\LQJ LW 6R LWV WASLFDOO\ HDUO\ RQ 2QFH WKH FUL
gone through a real development cycle, and they maybe siagtdsting at conghey may
generallypecome less inclined and open to backer feedback on their pr@atiscomes
down to the creators personality, depending on whether they have a project they want to
come to life or simply a product they sell prye-order.
Interviewer: You mentioned certain Facebook groups earlier. Are you active in any
communities related to tabletop games?
Respondent:Yes! Sol moderate the two community forums that | mentioned earlier. |
joined them early, around the same tinneally got into game design as a hobby, 2013 or

$Q ZLWKLQ VL[ PRQWKV RI SDUWLFLSDWLQJ , ZDV DVNl
OLNH IRXU RU ILYH RI XV LQ HDFK JURXS :HfUH WU\LQJ WR
topically relevant. LNH VXSHU UHJXODWHG« /LNH QR SURPRWLRQV
format. And a lot of banning, blocking, deleting and redirecting people to where they should
SRVW OLNH LI WKHLU SRVW EHORQJV LQ DQRWKHMWth IRUXP
D ORW RI FRQYHQWLRQV SUHWW\ PXFK DQ\WKLQJ , FDQ GU
D ORW RI SXEOLVKHUV [fP IUWH@G&\todferahsgopetdeRaNd R1 GHV L JC
KDQJRXW SOD\LQJ SURWRW\SHV 6dtit, &l pedpl knomyQ YROY H G
QDPH HYHQ WKRXJK , KDYHQYW SXEOLVKHG DQ\ JDPHV P\VH
Interviewer: Why do you participate in these communities?
Respondent: , WV P\ KREE\ 3HRSOH JROI SOD\ VSRWA&V FROOHF
Board games and boardmedesign is a creative hobby for me. | grew up to become a
software developer, where | s¢ffught myself from my teens until now. Now | run my
FRPSDQ\ DQG LWV MXVW WKDW SDUW R isédMngédlemberips HQMR\L
of software thatranslate really well into analogue board games. So | get to flex that side of
my brainoutside work as well
Interviewer: Alright. In these communitiesyhich activities do you typically engage in?
Respondent:Moderating these community groups and ans@elqi TXHVWLRQV <RX NQR
EHHQ DQ HOQWUHSUHQHXU VLQFH , ZDV DQG ,fP QRZ V
and in a lot of these scenarios, especially with Kickstarter creators, most of these game
designers are firsWLP H F U H D W Rrdalise ThatHheyGaRe @tfirting a business, which

comes with taxes, liability and all the logistics of running a business. All they wanted to do is
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make their game. Saend to be able to contribute a lot to these communities with business
experience antelp people, who are really just creative people, to understand some of the

pitfalls of running a small business. | participate a lot there, and then, as said, | also go to
conventions, where | equally give feedback, participate, answer questions @ahemally, |

try to point other people in the right direction.

Interviewer: What do you gain as a backer from such activities?

Respondent: + RSHIXOO\ WKHUHYV VR FSd eMebDtuaD| \HIXduodWthe S WKHU t
crowdfunding campaign fany game, anthen | can maybe call on the 300 guys whose

JDPHV ,YfYH EDFNHGVBYHRFEDO® \PILIQYH PHW WKHP LQ SHUVR
EXLOGLQJ XS NDUPD %XW LWTV OLNH DQ\ EXVLQHVV DFWXI
showing support. | getagamexoV RI LW DQG ,fP DOVR HPEHGGLQJ P\VH
UHODWLRQ WR SXEOLVKLQJ P\ RZQ JDPH ,YP QRW GHOXVLR
ORQRSRO\ , ZRXOG GR LW IRU WKH KREE\ DVSHFW RI PDNLC
much, and through picipating, | learn so much and | meet new people. At the end of the

GD\ LWV DOO DERXW EHLQJ SDUW RI WKDW FRPPXQLW\ :K
people tend to recognise that and they follow me on Kickstarter, and people will start backing
projects because | do.

Interviewer: Okay.Which communities and platforms dadkers in the field of tabletop

gamesuse most often?

Respondent:l primarily use Facebook. A lot of people use Twitter for a lot of

communication. Reddit has a really big tabletop games community with Kickstarter forums

and design forums. You obviously also have the classic forum of BoardGameGeek. But |
participate mosOD\ RQ )DFHERRN ,W{YV WRXJK WR PDQDJH GLIIHU
Interviewer: Is there a reason that you prefer Facebook?

Respondent:The way that the conversational thread is, the visual and social element of it.

You know, Reddit is typically merlike the old classic text message forum, where Facebook

has more media interactivity, like videos embeds and pictures. | never really got into Twitter.

TP VXUH LWV JRRG DQG VR EXW LWV OHVV WKUHDGHG I
communcations and multimedia capabilities in the bestwdyR JHW WKH PRVW RXW R
RFFDVLRQDOO\ XVH 5HGGLW EXW WKDWSVdyREH RYFH LQ D
, P DSSURYLQJ DQG GHFOLQLQJ PHPEHUV We®&towekiélw I RUXPV \
reports from members. And of course | participate in the forum itself, commenting, posting
andsoSoLW{fV D ORW RI ZRUN LQ WKDW RQH VSDFH DQG , GRC(

Interviewer: Okay.
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Respondent: <R X100 RIWHQ ILQG U ld Bod@unifids RrChow\d o kblo@ iV K H V
the industry. For instance, the other day, there was a conversation on prototyping, like, best
prototype materials. And once you enter the conversation, you keep reading and replying, so

it can be a rabbit hole.

Interviewer: Alright. SO\RXfYH DOUHDG\ WBoybeMds dX S RIgngvedileV

to help creators?

Respondent:, GHILQLWHO\ JL YoHeriwiHead BID I©N prifavehmessage to

creators/LNH LI , VHH WKDW WKH\YY tHeiPdagztdni Ri@Wwthetl PLVWDNH
WKHUHTVY QR SRVVLELOLW\ WKDW WKH\TUH JRLQJ WR IXQG
DQG SRLQW WKHP WRZDUGV WKH IRUXPV ZKHUH WKH\ UHDO
realise what it takes, so they pop up, put gdbmg together relatively quickly and launch

their crowdfunding campaign, without having ever participated in any of the Facebook

groups. | was the same way when | first started, thinking that | could simply make a game

and put it on Kickstarter. But it vgaonly after six, eight months of just watching what was

going on in these forums and reading, and realising how dumb really was, | mean, wow, there

Lv zD\ PRUH WR LW WKDQ LW DSSHDUV WR , PHDQ \RXYTOO
$300,000 goalwhich is ridiculous, and you can just see that they have no idea of how it

ZRUNV ,WIV WKHLU ILUVW SURMHFW HYHU DQG WKH\ KDYH
JRLQJ WR EH D PLOOLRQ GROODU fXieRdgwoBahéad\oitie \SE D YHQ TV
, TP WUu\LQJ WR JLYH FUHDWRUY DGYLFH WHOOLQJ WKHP WI
WKLV IRU VL[ PRQWKY DQG MXVW SDUWLFLSDWH LQ WKHVH
community at the industry level that if you spend six or eighitims participating, you can

really change your thing from a campaign that failed miserably to a great success, just by

getting connectedgsharing and participating in the community.

Interviewer: Okay.

Respondent:, GRQTW JLYH IHH G E DkRdw &@hidg khoQtI\ike, |GavEQreVeér

produced and shipped from China, but | have talked to enough people who have, so then |
ZLOO VKDUH DQG FRQQHFW WKHP %XW ,fP QRW JRLQJ WR .
manufacturer to use and how to do this typstoff. Stuff that | have directly experienced, |

share, and stuff that | have heard or learned from moderating, or know the right people, | will

tell those with the question who they can talk to. There are people who pretend to know what
WKH\fUHDERR®RWLAOQWKR XJK WKH\ G R @shatialliz o gvardReQdl sSidG R W K [

financial advice, like taxes. | will share my experiences when it comes to contracts and so,
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EXW , GRQTW SUHWHQG WR EH DQ DWWRUQ@pay iRtax€&Q DFFR X
/., JLYH IHHGEDFN RQ WKLY , PDNH LW YHU\ FOHDU WKDW
Interviewer: Alright.

Respondent: % XW , ZLOO DOZzZD\V JLYH KRQHVW IHHGEDFN , PHD(
IHHGEDFN XSIURQW ZKDW{TV WKDW JRLQJ WR PHDQ ZKHQ \F
WR FKDQJH LW" $W WKDW SRLQW \RXfUH ORFNHG ®QG FDQ
SK\WVLFDO XQLWYV DQG WKH\fUH RXW WKHUH 7KH\YfYH DOO
IXQGDPHQWDO WKLQJ WKDW \RX QHYHU WKRXJKW DERXW 6
FRQGHVFHQGLQJ RU VD\LQJ WKDW FUHDW RgUBUt DJivél VW XSLG
my honest opinion, having played 1,000 games and having backed one third of dffese.

WKHP P\ HI[SHULHQFHV I VRPHERG\ GRHVQTW ZDQW WR KHI
WKDWTV IDQEV BERW DADKO\ D © MRl 3K dves &terGpivgZdgivé/them

advice. Sometimes, you can just feel that a given creator is not receptive to your feedback

DQG WU\ WR GHIHQG HYHU\ GHFLVLRQ WKH\fYH PDGH QRW
ILQH WKHQ ,100 M ¥\XW \LW RFESX UMW FQ@MWQLXRJ LQ D SOD\WHV
the creators should at least accept the feedback, listen and take in these things. Because
WKHUHYVY DOZD\V VRPHWKLQJ %H F Datyféedback Brixi ppiibonr RW Z L O
you prooDEO\ VKRXOGQIW EH LQ D VSDFH OLNH WKLV

Interviewer: Alright. When you give feedback to creatails, you do so by own incentive or

invitation from the creats?

Respondent: %0 RWK <RX NQRZ ,Y00 JHW SULYDWH PHVVDJHV RQ
time, DVNLQJ 3KH\ , VHH \RXTYH GRQH D WRQ RI EDFNLQJ ZK
MXVW FDWFK LW DQG GR LW ,900 JLYH IHHGEDFN LI LW VH
making a critical mistake with their project that | might haersa hundred times before,
OHWWLQJ WKHP NQRZ WKDW WKH\ PLJKW ZDQW WR GR VRPF
Interviewer: We already talked a bit about this, but why do you offer creators feedback?
Respondent:$V VDLG ,fYH EHHQ @FRHHQW®RH,§BHIRRNL QL DW WKD
EXVLQHVY DQG , VHH WKHVH JX\V WU\LQJ WR GR WKHLU EX
actual software company. | lecture at colleges for business classes angstaget nothing

RXW RI LWQRBRQJXHVYV LWV MXVW LQ P\ QDWXUH WR JHQH
stuff that | feel | have experience in and can contribute to. | know things they can relate to,

like pitching, speaking in public, presentation, digital marketing campaigns elrsite
development, and my companyhasl FXVWRPHUV VR ,YYH VHHQ D ORW R
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you message and present yourself, so | can give a ton of feedback in that area. Helping people
succeed.

Interviewer: How do you feel about sharing yoexpertise for free?

Respondent: ,fP D ILUP EHOLHYHU LQ D SKLORVRSK\ , IRXQG ZKH
years ago, when | joined this networking group where business owners or representatives

went in to pitch referrals to each otheW 'V F D O @gaid,@Gnd limakel &lot of sense,

because basically when you offer advice, you tend to get a return that is tenfold. When

somebody is given something, they tend to be more likely to give something back. So by
SODQWLQJ VHHGYV DQG JLtN th@ekpediakonDRg@tling adyhii Xatk, but

it often just happens. You can ciilkarma or whatever you want, but the basic idea is that

you give stuff out freely and it returns to you, not always, but probably ahl@éstf the

times. Sd like to share the information thahave, and when | then when | need to rally and

call for help and support, there are enough people that will be there for me. | enjoy giving out
information, and | enjoy people learning something new that | can teach them.

Interviewer: Have you ever felt reluctant to help a creator?

Respondent:A couple of times. | mean, sometimes we have to block people in the forums,
because they just try to promote themselves. These forums are meant to get help and ask
guestions, but sometis, creators disguise promotion as a question. But also people who are

not honest, not open or just extremely rude to othelR.XJfOO KDYH SHRSOH MRLQLC
immediately asking other members to review their crowdfunding project and campaign. In
WKHVH IRUXPV \RXYOO KDYH FHUWDLQ PHPEHUV ZKR DUH L
QHZ FUHDWRUV KDY HaQurllytalking t& KHess\ckebtdfs ded advice from
VRPHRQH ZKRTV H[WhotH Badkers antl @ealRr®, ldr@ these new crebhens

VWDUW WHDULQJ WKHP GRZQ LQ WKH FRPPHQWY DQG UHVS
EHFDXVH WKH\ GRARWVHKHMNTUN@GERHDOLQJ ZLWK 7KHVH VHDV
advice from experience, and some new guys just treat them likgeatbld high school

kid.

Interviewer: Okay.As a backer, do you expect to have an influence on the products that you

back?

Resmpndent: $ ELW OLNH , VDLG HDUOLHU , GRQTW H[SHFW WR
QLFH ZKHQ , FDQ , EDFN D ORW DQG .LFNVWDUWHUYV XSG
WKDW EHFDXVH ,fP MXVW IORRGHG GGeEchwé | bacwdd mRQ WL QXR
$QG LWYIV QRW MXVW IURP WKH DFWLYH SURMHFWY DV DOC
7KHUH DUH WLPHV ZKHUH ,100 JHW RU HPDLOV IURP .LI
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SURMHFWYV VR VRPHWL P Hdy ah®tKeff bhirkeMitevndt warv td pattiCidateP H
6RPHWLPHYV ,YO00 EH OLNH 3RK WKH JDPH LV ZKDW LW LV |
to have an influenceout LWV QLFH ZKHQ theéréa@rs Bs® iGr &hK EIQw you

to. Some backer6&6 R JR LQWR FURZGIXQGLQJ WKLQNLQJ WKDW LWTY'
ZKHUHDV RWKHU SHRSOH JR WKH IDU RWKHU ZD\ WKLQNLQ
community and that everyone is supposed to mashup an idea together and make it come to

life. Those are the extreme ends of the crowdfunding spectrum. Retail, ready apahdone

one end and a completely crowdfunded and designed project, open to all inputs around

everything on the other. A lot oprojects fallsomewhere in the middle. Doisg much

EDFNLQJ ,YYH FRPH WR DFFHSW WKDW VRPH GR VRPH GRQ
Interviewer: Okay. Do you think that all community members are equally influential to

creators?

Respondent: 1R 1R , ZRXOG GHILQLWHO\ VD\ QRbacgk€rHUH TV GHIL(
mentality ofpeople who are really just there to participate in the funding and getting the
particular game eary7 KHUHTV REYLRXVO\ DOVR LQGXVWU\ SHRSOH ~Z
WLPH KDG D ORW RI VXFFHVV RU KDG PXOWL $0OdablB URMHFW
ZDQW WR OLVWHQ PRUH WR WKDQ MXVW VRPHERG\ ZKRYfV O
backed four projects over the last four years. Not all backers are creative equally, even
WKRXJK VRPHWLPHV WKH\ ZDQW W R outhbOldWidkeMmenzddl ,1 \R X
that way.

Interviewer: Why is that?

Respondent:Making someone feel heard and considered is extremely valuable to creating

raving fans that positively menticor even proactively promote your brand. Bluntly

dismissing theifeedback risks leaving a spiteful taste in their mouth. The next convention

they are at, or social media conversatibey may paint you in a negative light as rigid or

dismissive or worse. Yocatch more flies with honey thavinegar. If you are well

eshblished and confident that you have the social credibility to dismiss folks, you can do so.
%XW LW GRHVQYW UHD O, @nd dépevdiig ¥n @ YWauKlisQidsed Ht\aowd U
become a loud negative force when you are in the middle of a camaathyou never want

to hit a road bump of momentum. So you should make all bafdedrthat they are just as

HTXDO DV WKRVH H[SHULHQFHG JX\V EXW WKHQ ZKHQ \RXT
asyouwant6 R , ZRXOGQTW WHOO WRHWHQ PRPREQO® WKNWHDG 3
JUHDW LGHD ZHYOO SXW WKDW LQ WKH JDPH =~ EXW MXVW
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it back and add to the list of the team as we consider different options. | kMg Q \RXJUH

not invalidatingther HHGEDFN EXW \RX DOVR NQRZ WKDW LWY{V SUR
Interviewer: So you think that creators listen more to what you referred to earlier as the

seasoned backers?

Respondent:l would definitely say so. If they themselves are participatinglé@aaing
H[SHULHQFH LI WKH\fUH QHZ DQG KDYH QHYHU UHDOO\ GR
may take all feedback equally. But then you may end up with a disaster.

Interviewer: Why is that?

RespondentBHFDXVH \RXTUH JRLQJ LWV XWY B @GORWRKI ERGTW N
filter it based on experience amthere the input is coming from 2QH EDFNHU ZLOO FRP
vVD\ 3ZH QHHG WR DGG PRUH RI WKLV ~ DQG WKH QH[W EDF
RXW PRUH RI WKDWRDQ® EHWHVHORW HIYHQ WKH SURMHFW
the game that you had. If you react to everything that is said equally, you can very easily be
VWHHUHG LQWR D FRUQHU ZKHUH \RXYYH SURPLVHG HYHU\
andnoZ \RX KDYH KDOl WKH SHRSOH DQQR\HG ,WYfV OLNH WKIL
very easily become distracted by all the shiny objects all over the place and los& éacus.

ruin it before you even get going.

Interviewer: Okay.Do you think that tB number of backers voicing a given opimimakes

a difference in whether creators are influenced?

Respondent:l would assume so. It depends on their reasoning and origination, like what

their reasoning is. Like, if you have a card game with all male cteaisa but it really should

KDYH PL[ RI JHQGHUV LQ WKHUH DQG \RX JRW \RXU ZKROH
XQGHUVWDQG zZK\ KDOI RI WKHVH FKDUDFWHUYV DUHQYfW IHF
JX\ FKDUDFWHU JDPH Talltkipl behihR thad, andyQu J¢dlNy probably

VKRXOG OLVWHQ (YHQ WKRXJK WKH\ GRQYW KDYH DQ\ LQG.
DUH VD\LQJ WKDW \RXU JDPH LV WRR PDOH GRPLQDWHG DQ
\RX VKRXO G @&aw, iiauwhalel @business game with CEO cards, and all the CEOs

DUH PHQ DQG WKH PDMRULW\ RI \RXU EDFNHUV YRLFH WKD
QRW UHDOO\ D UHDVRQ ZK\ WKH\ FDQYW EH <RX PLJKW KDY
crcowG EHKLQG LW \RXYUH SURE DifEe@lowWRIln@gdn WReZDQW WR SOF
crowdfunding after all.

Interviewer: Would a crowd like that be more influential than the seasoned backers you

referred to earlier?
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Respondent:l think it depends on what yogoals are with your project in general. | mean,

DUH \RX WU\LQJ WR PDNH VRPHWKLQJ WKDW VHOOV D ORW
WKHQ \RXTUH SUREDEO\ JRLQJ WR EH PRUHYbUXBOGHQFHG E\
that quantity over cality. On the other hand, if you want to have a really polished product

that may not appeal to as mahynean, you still have to have mass appleat,sometimes

you have tdewilling to sacrificea loud, verbal, anonymous crowd, and instead listen to a

handful of really good advice from experienced, seasoned people. Some people are creating

their project out of passion and trying to start a publishing company with multiple titles and

mass appeay R WKH\ PD\ EH PRUH LQIOXHQFHG E\ WKH FURZGTV
time, after a couple of projects, you start to realise that the same anonymous people say the

same anonywus things every time, andthaR X VKRXOGQITW ZHLIJKeVNKHP DV Kt
more experienced people.

Interviewer: Alright.

Respondent:As | just said, you can speak abguintity over quality. Sgour seasoned

backers are probably going to give you more quality advice on your whole thing, like your
campaign itself, the produitself, the more technical things. The others are giving more of

just a public opinion, and a lot of times that mob mentality will kick in, so if the comment

threads start, they start playing off with each other. | also think that your more seasoned

backev DUH JRLQJ WR JLYH \RX PRUH REMHFWLYH IHHGEDFN
emotion. Because you do see some campaign walls, like the comments section, go
FRPSOHWHO\ RIl WKH UDLOV ,1YH VHHQ SURMHFWY FDQFHC
gone wildly off, off topic, and then they get it going to the point where you start to see the
EDFNHU FRXQWYV GURSV 8V X-bDuddd thing/ Kke thabeCteMEces o'WW ZL W K D
genders or some sort wiisogynisic attitudes, and you may not bble to recover without

refactoring your whole product line, and so, just letting the campaign run can create trolls.

But as said, early on, creators tend tonitgally swayed more by how the crowd feedback is

going, and then hopefully they learn ovien¢ what is just emotional group think versus

quality.

Interviewer: Okay.What happens if a creator does not listen tdoteker, you know, the

community and its inputs?

Respondent: 2EYLRXVO\ LWYV FURZGIXQGLQJ VR WKH ZRUVW FC
crowdfund. <R X IDLO \RXU IXQGLQJ KDOWV I SHRSOH DUH QRW
EX\ LW , WKLQN WKDWYfV SDUW RI EHLQJ UH&theddy, YH WR IH

your indicator is how many people are backing, and how many people are sharing and getting
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more backers to join in, how many people are talking about it on social media. That type of
WKLQJ $QG LI \RXTUH HLWKHU Qowd,DiWbrgeiid UHVSRQGLQJ W
FRPPXQLFDWLQJ DW DOO« 2QH RI WKH ZRUVW WKLQJV \RX F
PHDQ ,YP RQ .LFNVWDUWHU DOO WKH WLPH DQG LI \RXTUH
WKRXJK ,9G QHYHU UHFRPPHQ 6yod XaQepheépiojectandy\and Q F H « %)
maybe a history of a couple of projects. It takes two seconds to go to your comments wall and

let your backers know that you are here bsténing. Not communicating withour backers

is the number one killer. Becauséittoes is let the crowd rally and become really vocal,

you know, start threatening with lawsuits and so. | see it all the time, when campaigns run

three, six, nine months overdue, it happens, andcgatsolve 95 per cent of their problems

by justtalkiQJ WR WKHP DQG MXVW VD\LQJ VRPHWKLQJ DERXW L)\
\RXU ZKROH LGHD \RX FDQ ORVH \RXU ZKROH &a®iPSDLJQ \R
\RXYYH DOUHDG\ IXQGHG \RXfUH ULVNLQJ ODZVXLWV DQG I
Interviewer: Okay.

Respondat: % DFNHUV DUH SRZHUIXO <RX NQRZ PRVW RI WKH W
VZHHW GHDO RQ WKH SURGXFW <RX FDQ SLWFK LW OLNH L
that nine out of ten times, if you want the game, you can probably get it cleagizil after

a year. You may not get the special promosorBIQV I URP WKH FDPSDLJQ :KDW
LV WKDW EDFNHUV GRQYW JHW D VSHFLDO SULFH DQG LI \F
EDFNHU LWV XVXDOO\ EHFD X YVYitl yo&Rwant 0 Qaviicipate irethk WKH LU
SURFHVVY DQG JHQHUDOO\ EH KHDUG EHFDXVH \RXJUH WKU
SUREDEO\ PRUH WKDQ \R&R G ISBY H@WRUW DG R QY WHLW WHQ D
backers are backing, they can get sunkabee more and more people will jump off and wait

for retail. You need to keep your backers happy, otherwise your project will never succeed.
Interviewer: Alright. | actually think that that was all | had. Is there anything you would like

to add or ask befe we end this interview?

Respondent:At the end of the day, if you would start a traditional business or run any kind

RI FRPSDQ\ DOO RI WKH FXVWRPHUV \RXJfUH VHOOLQJ WR«
FXVWRPHUV EHFDXVH WKBWWVWKHD PWH EKDVY WYRHXUDSUBIR G X
UHDOO\ D SURGXFW %XW LI \RX GRQTW OLVWHQ WR \RXU F.
You can say that you have the best idea in the world, but if none of your customers want it

DQG WKH\JUH W FORD®D \BERXRWQIW OLVWHQ DQG HLWKHU VRPF
VDWLVI\ WKHP LWV GDQJHURXVY , PHDQ WKH\ PD\ EH VD\L
what they want. | see that all of thetiideL WK P\ RZQ FRPSDQ\ ZKHUH P\ FXV\
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knoz ZKDW WKH\ ZDQW XQWLO WKH\ VHH ZKDW WKH\TUH JHW!
of developing their website before they even know what they want omwiblesite. So

backers can béhe same way. The difference is that versus a traditional business where

\RXfUH VHOOLQJ WKLY DQG DEOH WR KHDU IURP LQGLYLGX]|
\RXU SURGXFWYVY .LFNVWDUWHU DQG FURZGIXQGLIQNTW DQ |
DOO GRQH RQ VRFLDO PHGLD LWV DOO GRQH RQ FRPPHQW
actually running a traditional business, but then naked, | mean, everything is oubthiére.

\RXJfUH KHVLWDQW RU DIUDLG RI WKDWE NRXU$U R E DREONKIDY I
RI WKDW SHUKDSV FUR Zfenyx@®rdésiare getifiyloudRadd YRy, |

mean, you have all these places like Yelp, Google Reviews, where traditional customers can

voice their opinions, and they tend to be muoegative. Happy customers tend to not put up
UHYLHZVY DV PXFK DV SHRSOH ZKR KDYH D EDG H[SHULHQFH
UHDOO\ VWDUWHG \RXU EXVLQHVV \HW DQG \RXYfUH VWLOO
be worried that your pradtt is going to raise that kind of problshRU \RX , GRQfW UHD((
NQRZ LI \RX VKRXOG GR LW ,Q WDEOHWRS JDPHV LI \RX FLC
publisher, take a percentage and let themdle it, because they understand how to manage
customers and s&ol think of crowdfunding as a naked staxtS <R XfJUH SXWWLQJ \RX
WKHUH DQG LI \RXfUH QRW UHDG\ WR KHDU ZKDW SHRSOH
EXVLQHVV VKRXOG \RX UHDOO\ EH GRLQh yow'tdlowrHFD XVH LI
closed, peopH ZLOO EH VD\LQJ WKH VDPH WKLQJ EXW WKH\ GRQ"
I[URQW RI RWKHU FXVWRPHUV ZKR FDQ WKHQ UDOO\ RII
conversation with that individual customer, and them gan change your process, policy or

project quietly. But in crowdfunding, backers communicate more with each other and are

able to get behind each other and start rallying together. In crowdfunding, one comment or

idea may spur 20 offshoots that are nmddy and you have to be ready for that.

Interviewer: Okay.

Respondent: <RX UHDOO\ QHHG WR OLVWHQ WR \RXU EDFNHUV 7
\RXU HDUOLHVW FXVWRPHUV 7KH\YfUH \RXU EHWD FXVWRPH
the masses. Ny LFDO EXVLQHVV \RXYJYYH JRW \RXU HDUO\ DGRSWI
are your early people, who asdlling to put money down with no guarantee, with no
SURGXFWV VLIJKW XQVHHQ , PHDQ WKHVH DUH WKH HDUOI
a the Apple store for two weeks to get the new iPhone, just so they can say that they had it
ILUVW $QG LI \RXfUH QRW ZLOOLQJ WR OLVWHQ WR WKHP
SUREDEO\ JRLQJ WR KDYH D PXFK ZRUVtd géf wdyHbudetdi FD XV H L\
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2QFH LW JHWV RXW WR UHWDLO DQG \RX ILQG RXW WKDW Q
DGRSWHUYVY DUH VKRRWLQJ LW GRZQ WKHUHYV SUREDEO\ D
Interviewer: Okay.

Respondent:And as for what we talked about earlier, the influence of the crowd versus

seasoned backers, you can also think of it terms of classic business. | mean, here you also

have consultants that you typically hire or bring in that are very experienced iarteeitike

VDOHYV +5 RU PDUNHWLQJ DQG WKRVH DUH SHRSOH WKDW
in relation to those particular areas. And then you have your customers who will also have an
opinion, and they may counter what the experts sayyamavill have to balance it. In
FURZGIXQGLQJ \RXYUH GRLQJ LW LQ WKH ZLGH RSHQ VR \F
to be generally ready to understand that peapegoing to be very easy to voice their

RSLQLRQ ,WTV DOO RvMIQHel@mHonayKidt\ggdin liRé mwldsgiclbusiness, it

the same thing a customer does. The difference is that you usually already have something to
VHOO WKHP LQ D UHJXODU EXVLQHVV 6R LI \RX FDQTW JHW
might be n a tough place. But I think it works really well for filtering, | mean, if something is

QRW JRLQJ WR FURZGIXQG LW SUREDEO\ VKRXOGQYW H[LW!
Interviewer: Okay. Anything else you would like to add or ask?

Respondent: 1R , WKLQN WKDWTfV DOO
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9.5 Appendix E zinter view with Respondent3 (R3)

"I Interviewer: How did you get into crowdfunding?
# Respondent: % DVLFDOO\ ,fP D SOD\LQJ FDUGYV didw@ddHgWRU DQC
$!' before, but never ithe world of playing cards. Sehen | discovered it, | started helping
% SHRSOH IXQG WKHLU GHFNV DQG WKDWfV KRZ LW DOO VWL
& Interviewer: When did you start collecting?
"l Respondent:ln 2012.
(! Interviewer: And is that the @ame time you started using crowdfunding?
)!  Respondent:No, that was a little bit later, in 2014.
*1Interviewer: Alright. How many crowdfunding projects have you backed in total?
"+!  Respondent:Around 270And | would say that 99 per cent of those have been on
"1 Kickstarter.| mainly know Kickstarter. Of other platformispnly know two or thredy
"#! name.l was only a small collector before | discovered crowdfunding, and Kickstarter really
"$! helped me to grow my collection.
"% Interviewer: Okay. Do you think that themergence of crowdfunding has changed the field
"&!  of custom playing cards?
" 1 Respondent:Oh, for sure! For sure!
"(! Interviewer: How?
") ! Respondent:l think the collectors of playing casdtarted to see that crowdfunding would
"*1 help them to create more, new projedteu know, projects that would otherwise only exist
#+ in their mind. Only big companies could produce decks of playing cards, like four or five
#'!' manufacturers, and Kickstarter has enabled more people to make the ideas they had in their
## minds cometolife. BERUH FURZGIXQGLQJ SHRSOH FRXOGQTW MXVW
# SOD\LQJ FDUGY EHFDXVH WKH\ VLPSO\ GLGQYW KDYH WKH
#% dreams as a designer or collector to create became possible with crowdfunding. It has
#& changed théfe for both those wanting to create and those who colldaise who are
# 1 designers and creators in the community are often collectors as well, so | can really relate to
#(! them and understand what they are trying to do. Crowdfunding is an amazing way to hel
#! WKHP DQG DW WKH VDPH WLPH E\ KHOSLQJ WKHP , REWD
#*1 win-win situation.
$+H Interviewer: Alright. Soyou say that many creators are also collectors. Have you ever been

$"! acreator of a project?
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Respondent: 1R, G BwW® §nudk time to do that. | have the same dream as they have,

EXW , GRQTW KDYH HQRXJK WLPH

Interviewer: Okay.As an experienced backer, what would you tell a new, unexpedenc

backer who is about back hisloer first project?

Respondent: 7KDWV D JRRG TXHVWLRQ« 8KP« 7KH ELJ PDMRULW
projects, but what | would tell someone starting to back is that they sétautidby pledging

WR SURMHFWYVY E\ FUHDWRUYV ZKR DUH DOUHDGSNRZQ LQ W
SURMHFW DQG LWYV WKH ILUVW WLPH \RXTUH EDFNLQJ \R’
have seen projects that were frauds with the only goal of taking money from backers, so we

do have to be a bit careful with new creators or someone who is noh knakae community.

Interviewer: Have you ever experienced this yourself?

Respondent:Yes, maybe four or five times. But that was mainly in the beginning. When

time passes by, you learn. And as said, most projects are good. Most creators have good
LQWHQWLRQV %XW DV D QHZ EDFNHU \RX KDYH WR EH FDU
WKHVH WKLQJY .LFENVWDUWHU LV D JRRG SODWIRUP EXW \
can be risky.

Interviewer: Alright. How does being a backer diffstom being a regular, traditional

consumer?

Respondent:Well, | do go to the store and buy regular Bicycle Playing Cards as well. But

the traditional consumer, who wants to go to the store and touch the deck of playing cards,

they know what they are going find in that store.Q FURZGIXQGLQJ-naRXJOO ILQG
projects WKLQJV WKDW GIRHK ivatkheLnvaily difféiice i€tRat in

crowdfunding, we as backers, as consumers, are part of the projects. Our pledges will help to

fund thatproject. So that project exists and is successful thanks to us. I like to be involved, |
OLNH WR IHHO WKDW , ZDV LQYROYHG LQ FUHDWLQJ VRPHW
VRPHWKLQJ LQ WKH VWRUH LWYV DOUHDG\ PDGH DQG DOU}
Interviewer: Okay. So you say that you like to be involved. Could you elaborate on that?
Respondent:Basically, | help to fund the project. If there were no backers, the project
ZRXOGQMW EH IXQGHG 7KDWITV WKH ILUsKeonKcte@ds a7 KH VHF
project, usually they are very open to suggestions and opinions, so they respect the people,

the backers, who are trying to help them. In far most cases, we can exchange ideas during the
campaign of the project. | think those are the taain reasons. We can help the creators with

ideas, suggestions, opinions and so, and we can also help them with money, helping them to
IXQG WKH SURMHFW $QG WKRVH WZR WKLQJY DUH DOVR Wl
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The product found in a rgular storearenot prefunded by consumerbut already exist, and

consumers here are rattallinfluencing and involved in #hproduct in the same way

Interviewer: Okay.Are you active in any communities relatecctegstom playing cards?
RespondenttYes 7KH PDLQ IRUXP WKDW , JR WR LV 8QLWHG&DUGI
PDQ\ WLPHV SHU ZHHN , KDYH D ORW RI IULHQGV LQ WKH F
pages and groups on Facebook.

Interviewer: Why do you participate in these communities?

Regondent: 7TKDWTV D JRRG TXHVWLRQ« &ROOHFWLQJ FDUGV FD
, WHOO SHRSOH WKDW , FROOHFW GHFNV RI SOD\LQJ FDUG\
WR SOD\ ZLWK ~ VR LWYV VWUDQJH WR RAQJMWP KDX\M VDL H W®&
of the sheer quantity of projects and the art that some decks have in the cards themselves or

the tuckbox.7KH\ GRQIW XQGHUVWDQG ZK\ , GRQIYW RSHQ P\ GHF
ZDQW WKHP ZKHQ , GRQTW S @®df artSd/ IKhikk kheitve &b Xead th&v VvV D S
support of the community to understand that we are not crazy, or at least not the only crazy
people, and that there are other people like ourselves. Idémindedpeople who

appreciate the art of a simple dexfkcards. | think thaf ¥e main reason for all communities

of people who collect something or are interested in something niche and specific. Like,
SHRSOH ZKR FROOHFW +RW :KHHOV YLROLQV DQ\ RQH WKL
support of othepeople who understand theyWWfV D OLIHVW\OH D KREE\
Interviewer: Okay. In these communities that you are part of, which activities do you mainly
engage in there?

Respondent:A lot of trade, buying and selling. | also exchange opinions and ideas on
UnitedCardists or in Facebook group with creators of crowdfunding prejedtether

backersWe can help creatoms relation tq for instance, colours, numbers of decks, the back

of the cards, all these things. We exchange ideas and opinions about pvégeatso help

newcomers start their collection, advising them on what to buy first and what they should

have in their collections.

Interviewer: What do you gain as a backer from these activities?

Respondent:Nothing. Well, when trading, buying and selingW vV TXLWH FOHDU ZKD\
you know, newdeck % XW LQ KHOSLQJ FUHDWRUV |, GRQIYW UHDOO\
in the same way as when trading, buying or selling. But it feels good to help them. In relation

WR KHOSLQJ QHZFR\PRHUNY HTW K\HP\ ZKDW , GLGQIW JHW LQ W
GLGQIYW KDYH DQ\RQH ZKR WROG PH WKRVH WKLQJV OLNH
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and this creator or the best ways to start my collectoR WKDW{V ZKDW , WU\ WR G
what | would have likd WR KDYH P\VHOI ,WfV LQ WKH LQWHUHVW R
Interviewer: Okay. You already went a bit into this, buttieh communities and platforms

do backers in the field austom playing cards use most often?

Respondent:That would bdJnitedCardists, which is a dedicated forum on a website.

7TKHUHYVY DOVR D VLWH FDOOHG 30D\LQJ&DUG)RUXP EXW ,
lot, because there are so many groups there, Himek the groups called The Card Club

and The Playig Card are the most important ones.

Interviewer: Alright. This next question you also already answered a bit, but | would like to

dive a bit deeper into iDo you ever do anything active to help creators?

Respondent:Yes. If creators ask the community feelp about their projects or campaigns, |

FDQ KHOS WKHP , WU\ WR KHOS WKHP ,Y00 JLYH WKHP IHF
product itself, both the cards and the tuckbox. | can even give advice on the crowdfunding

itself, like the division of fedges, you know, if they should offer uncut sheets or special

decks as extra rewards for instance. Sometimes you also just have creators crying for help in
general, and then | give them my opini@ften, before they launch their campaign, they

might uplaad their projects and campaign content and just ask what people think in general.

try to help them based on my experience as a backer and colfeaticthen my personal

taste of course also affects what | think.

Interviewer: Do you feel that the creatare open to listen to you?

Respondent:Most people in the community are open to feedback. Some listen. The more
experienced creators, no. The experienced creators are not very open to listen, because
WKH\TYH DOUHDG\ IXQGHG WDOR WKSHU RMRZWAK DQ/ W/HKH \J D YW
QRW MXVW VWDUWLQJ MhQBmMMmUGiE \oratiReiDNoe, baddusSit sitdéady W

So they are less opefind whereas many creators ask for feedbgake a few of the
HISHULHQFHG RUHDDO/ORWDW BB RBMMDXVH WKH\ MXVW NQRZ LW
reputation and an audience alrealdyiean, you see their project reaching its goal in two

hours, even though the campaign will run for a moN#w creators are far more open listen,

andthe fUH ORRNLQJ I'FheselndivddinersPtiRelw ldreators, whaant to start

KHUH OLNH WKHLU FDUHHU DV D GHVLJQHU RU DV KREE\ L
listen to the opinions, because they want to have backers, so their prdjbetfwnded.

Interviewer: Okay. Soyou say that you help creators who ask for help. Do you everliiem

your own incentive without them asking?
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Respondent:No. | think that when someone wants to listen to the community, they must say

that they want tdisten. If | give advice because | think a given creator needs it, that creator
SUREDEO\ ZRQfW EH YHU\ SOHDVHG E\ WBUDWightWe FDQ IHHO
different from other backers, because you also have the backers that say sometreng in
SURMHFW DOVR ZKHQ WKH\fUH QRW DVNHG $QG VRPHWLPI
WKH\ GRQTW UHVSHFW WKH SURMHFW LWVHOI 7KH\ GRQTW
do, the taste of the creator and the idea of the crédeml WKDW WKH\TUH VRPHWLPH"'
disrespectingtheideZ KHUH DUH EDFNHUV ZKR GRQYW FDUH DQG MX
try to understand the project, the idea, and respectrdéagor.| mean, | would never try to
fundamentally change the creators prqjkke, the entire theme for instance

Interviewer: Okay. When you help creators, how do you feel about sharing your expertise

for free?

Respondent:, IHHO JRRG DERXW LW ,fP QRW D FROOHFWRU WR
GRQIW EX\ GHFNVSZXIUVE R WHKRII VURHOYyHOOLQand,|friptdges ULYDWH F
GHFNV IRU PH 6R , GRQYW FDUH LI , JLYH P\ RSLQLRQ IRU 1
WKHLU GUHDPVY DQG PH WR JHW DQRWKHU GHFN , JHW VRP
FRPPXQLW\ ,fP KHOSLQJ WR & XIQFG MDK/HH AR\PWP XQRDW LW\ 6R
VRPHWKLQJ EHFDXVH , 1P WKHUH TP LQ WKDW FRPPXQLW\
Interviewer: Have you ever felt reluctant to help a creator?

Respondent: 1R , GRQTW WKLQN VR , GRQTW UHPHPEHU DW OHD
Interviewer: Alright. As a backer, do you expect to have an influence on the products you

back?

Respondent:No. | know that my part is to give them some money so they can realise the
SURMHFW I WKH\ ZDQW DQ\WKLQJ HOVH ,TPRKMHUKPWR KHO
RND\ ZLWK WKDW , JLYH WKHP PRQH\ WKH\ JL¥h.PH WKH U
$QG LI , GRQYW OLNH D FHUWDLQ SURMHFW RU FUHDWRU ,
beginning, when | started crowdfunding, | would back anythimgyuld pledge tany deck

of playingcards% XW QRW DQ\PRUH ,YYH JURZQ DV D FROOHFWRU
selective with my backing now.

Interviewer: Okay.Do you think that all community members are equally influential to

creators?

Respondent:No, no, no. There are certain voices in the community that have more power

than others. Thelgave a lot of followers WKH\fYH EHHQ DURXQG IRU D ORQJ

other older members, so they have that advantage. And creators reallyoligtem. They
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are involved in a different way, like, they make reviews, they talk to cre&torhere are

voices inside the community that are heard more and in a different way. My voice is like any
RWKHU EDFNHU TV, everLtNadgh Dbac#®lbt OraeaR, QrHay be heard more than

an alknew backer, butKk HVH PHPEHUV DUH RQ D GLIITHUHQW OHYHO W
PH $V , VDLG , GROQYWAL KD YNWWKDWREKEXKWR PH EXW LI \RX
levels, you have to dedicate a lot of time to it.

Interviewer: Okay.Do you think that the number of backers voicing a given opinion makes

a difference in whether creators are influenced?

Respondent Yes. | mean, if a creator hears, say, ten people are saying the same thing, |
WKLQN WKH FUHDWRU ZLOO OLVWHQ WR WKHP DV D JURXS
GRQYW OLNH WKDW UHG FRORXU PDNH LW 1Ib@bsadkeis WKH FUL
vD\ WKH VDPH WKLQJ WKH FUHDWRU ZLOO SUREDEO\ OLVW
the project. The backers can withdraw their pledges, so the creator wants to keep them in the
prRMHFW VR WKH\T0 OB@bnyWeeR WWRZWRKEDENHANNUWD\LQJ VRPH
EHOLHYH WKH FUHDWRU ZLOO OLVWHQ EHFDXVH WKH\ FDQ
ZLOO DOzZD\V EH SHRSOH ZKR OLNH D SURMHFW D ORW DQG
influential. Well, it depend/ RI FRXUVH EHFDXVH LWV GLIIHUHQW LI L'
community members we talked about just befoftK HQ LWV D ELW GLIITHUHQW 7
power, and then what they can actually do is to influence the other backers. So in a sense,

even hough they are just one person, if this is a person with a bigger influence in the

community, they can become 20 voices, 100 voices, because a big part of the community will
follow them and agree with them, starting to voice the same opinion. And thiin it w

influence the project, and the creator has to listen to them.

Interviewer: Okay.

Respondent:6 R LWV WZR ZD\V YylRcah Have QieOvEry iQfMehtial@oice, or

\RX FDQ KDYH SHRSOH ZKR KDYH DQ LQIO ¥an QeiéalO YRLFF
LQ WKH FRPPXQLW\ $QG HYHQ WKRXJK WKH YHU\ LQIOXHQV
EH KHDUG \RXY{ O @mbéidjomvtKedn\&@ndPtBepinidés. It can also just be the

community together, without that one influential voBet WKHQ \RXJfUH LQ D FRPPXQ
sometimes easier to follow the members who have power than to think and have other
RSLQLRQV ,WYV HDVLHU WR JR ZLWK WKHP 6R ZKHQ WKHV
SDUW RI WKH FRPPXQLW\ ZLRXJUR ¥HUM UDLKBRW YTV BERRBXMUH ¢

fear of having other opinions and going against big voices or the majority of the community.

6R PRVW PHPEHUV OLVWHQ WR WKH SRZHUIXO YRLFHV EHF
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a big part of the community.h€y just agree. So in a sense, the opinion of these powerful
PHPEHUV , GRQIYW WKLQN LW DOzZD\V UHSUHVHQWYV ZKDW W
crowdfunding. You have influencers, like singers, actors or comedians, on Instagram for all
products. Lile if a popular person posts a picture of themselves wearing the newest Nike
VQHDNHUV WKDW VQHDNHU ZLOO JR RIIl WKH VKHOYHV LPPI
of the community necessarily likes the sneaker, maybe not even the influencég,HbufjtU H
DIUDLG WR EH HIFOXGHG EHFDXVH DOO WKHLU IULHQGYV DC
though | may have a different taste or opinion in my head, | like that singer, and it would be

stupid not to like them. You just conform. | know it from\VHOI OLNH VRPHWLPHYV
VWD\ TXLHW WKDQ RSHQ P\ PRXWK LI , NQRZ LW JRHV DJDL(
anything out of going against it and it takes too much energy. And you might even get

negative reactions. And | think th&ig is happening too much these dayshecommunity

but also society in general

Interviewer: Okay.

Respondent:Sol just said that the more experienced creators will listen less to backers, but

they may still listen to certain influential voices in the community, because they know that

this YRLFH ZLOO EULQJ WKH UHVW RI WKH FRPRBQLW\ 6R WK
people, but essentially only two or three. But actually, it may not matter what these voices

say, because experienced creators have most often already built a firm and steady ffan base.
mean, | think they shoullisten to the community in geneyalut | understand that when they

JHW WKDW VXFFHVV IRUPXOD LWV GLIILFXOW WR OHW VRI
try to change it and improve it, becadts\R X GR QW KD Ydd hav&thd foxilila, W 6 R
everyone knows you, everyone buys yprsducts, so why change it? There will always be

people who say bad things about everything. | mean, if you know it works and you know you

have the community with you, then you can just go witBut. | do think that many of these

successful creators Biisten to the influential community members, maybe not in public, but

in private.

Interviewer: Alright. What happens if a creator does not listen to the community and its

inputs?

Respondent:,| LWV D ELJ SDUW RI WKH FRP sie@th,Wwhe MactDW WKH |
will probably not be funded, and the name of the creator will also stag icothmunity as a

failed one. Sat can affect their reputation and future projects. Backers are powerful, because

the creator knows that without backers, B®& RMHFW ZRQYfW EH IXQGHG VR WK

community to stay with them and hetp create and fund the project. The backer is a big part
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of making it happen. The creators respect tlokés. They can of course not eeerything

that the backers ask forytl think they respect them and understand the impact that the

backers have on the project.

Interviewer: 2ND\ P DOO GRQH 2Zdtieie dnything kv Wolulg lix&/to add

or ask before we end this interview?

Respondent:Not really. | think you had some good questions, and | think that this is a really
interesting topic. | like this kind of work, like trying to understand the people and the
FRPPXQLWLHV LQ FURZGIXQGLQJ LWYV YHU\ds&aaHdJ HVWLQJ
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9.6 Appendix F zInterview with Respondent4 (R4)

Interviewer: How did you get into crowdfunding?
Respondent:The answer is quite straight forward. | used to blog, which | stitedalarly,
about board games, specifically in crowdfunding and on Kickstarter. Before that, | started
working as a community organiser and marketing person in a shaveorking spacdor
entrepreneurswvhere | hrew events, like board game nights evelnyiBday which were
open to anyone in the area. Eventually, 50 people would show up some weeks. At that point,
| started getting welversed in Kickstarter games, because we would play them at the events.
So | get exposed to 20 to 30 new games per wetlatpoint. | then started blogging about
the intersection of board games amdwdfurding, and | waregd to show creators that there
were a set of best practices to implement in their campaigns. Back then, the bar for
campaigns and what could fund was miasker. If youcompare now to just two years ago
RQ .LFNVWDUWHU LWTV OLNH QLJKW. Batk&rs@ded thlav&l HODWLR
lower expectationLreators have drastically improved their pjtalinichhas causeE DFNH UV
expectations to go up for new projec. DFN WKHQ \RX GLGQTW QHHG WR KLC
LQIRUPDWLRQ RU WKH ILQDO DUWZRUN \RX GLGQYW QHHG
were able to just explain it in tex@o | created a rubric whichalould give campaigns points
on each week, when new projects launched. The creators then started to look at that and
model their campaigns after then, some really respected people in the community took me
under their wings to develop this rubric of wistmportant in a Kickstarter campaign. | was
eventually hired by a games publisher for a marketing position based on my name in the
community. Later, | got a job offer from a large Chingasmegnanufacturer, which | took.
$W WKLV SRLQWn adhitin wilduery2D QifferBriv F&cebook groups related to
FURZGIXQGLQJ DQG ERDUG JDPHV DQG , VWLOO GR WKDW
being part of these Facebook communities that are built for vabatiguite specificgoals.
Oneday,ape&/ RQ IURP .LFNVWDUWHU SRVW LQ RQH RI WKH JURX
experts programmagsking people to nominate wkiey would think are a good fit. A lot of
people tagged me, knowing that | was doing the thought leadership on the blog. Sod beca
SDUW RI .LFNVWDUWHUYV H[SHUW SURJUDPPH DQG \RX FDC
website. So that launched into the consultation walkddo now.
Interviewer: Alright. How many projects have you created?
Respondent:l have collaborated omultiple Kickstarter SURMHFWY [P XS WR DW O

projects, or even more than that, of campaigns that | havelgicetiaborated in as a creator
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$QG WKHQ LI \RX ZzZDQW WR H[WHQW WKDW WR LQFOXGLQJ W
campaigns andorrected things for other creators, where | was not collaborating, but helping
WKHP DV SDUW RI P\ MRE WKHQ ZHYUH DURXQG SURMHEFEW
Interviewer: Alright.

Respondent: S UHDWRUV GRQTW D Qez foreverv @vdatorRvho. haveNfigesiaD U
VXFFHVVIXO FDPSDLJQV \RXT0O0O RIWHQ VHH WKDW WKHVH I
.LFNVWDUWHU EHFDXVH WKH\ GRQTW GHSHQG RQ LW DQ\PF
VXUH WR VHOO ZLWKRXW .LFNYV WdapohehtiallyhasdeMb maidgé aD OV R E
project as the number of backers grdike, when you have 10,000 backers, thien have to

fulfil 10,000 rewardsndividually. Fulfilling 300 is way easieBut you also have a lot of big

creators who could publish their games in tlaeitronal way, but they choose to continue

doing crowdfunding campaigns, because they get more engagement with their customers and
DUH DEOH WR DGG VWUHWFK JRDOV DQG EHFDXVH WKH\ DL
necessarily do well on its own atail. And Kickstarter is the best marketing push for a

product that you can ever do. Period.

Interviewer: Why is that?

Respondent: WV MXVW WKH ELJIJHVW PDUNHWLQJ VSODVK \RX F
industry. It proves the concept, because lyave enough people who a&cited about the

project andwilling to back the campaigmand they will share it with their friends because

they want it to fund. AndK H\fUH JRLQJ WR FR @W talRaXdiit iNeRpréjddt &5[ FL W H G
\RXTUH P D Q X.I'nk yeithistd@siant recycling of interest on social media and
BoardGameGeek, like backers will share in the communities when they get an update on the
projects they back. And then they also do it when the game is reléasiedtance through

reviews So you get this constant marketing of your project. Before, during and after

production <RX FDQMTW DFKLHYH WKH VDPH HOVHZKHUH ,W{V ZD
focus of retail.

Interviewer: Okay.Have you ever backed any projegtairsdf?

Respondent:Yes,I've backed roughly 100 projects

Interviewer: Alright. Do you think that the emergence of crowdfunding has changed the

field of tabletop games?

Respondent:Yes! The tabletop industry owes a lotitsfgrowth to crowdfunding, it owes a

lot to the explosion of Kickstarter. You also see that the big companies are joining in, like

Hasbro has recently established its own crowdfunding platform called HasLab, so basically

%% their own version of Kickstarter, b&&X V H W Kwhht @ R4Y KMkstarter a fee. But in
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general, there are like 7,000 game releases, new pspdach year, entering the market, and

DOO RI WKHP KDYH FXVWRPHUV EHFDXVH RWKHUZLVH WKH'
customes were spé&en for and able to provide the funds to enable someone to produce the

first 1,000 copies of their game. You know, the minimum order quantity is like 1,000 units,

so hat leaves the creators witBunits to selafter the campaigmMost campaigns will hi

300 backers, mean, when they are successadpecially firsttime creatorsThe way that

board games and the board game market have changed is in the sense that you get a lot of
siloing of audiences, and on Kickstarter, you are able to attract difieustometbaseslike

the niches within the board game commuriigr instance people who like games with a lot

of miniatures. And these people will then expect you to include a lot more miniatures than
\RXYH DQQRXQFHG 7KHUH eamEigmaddswarVgigassinglyburR X K D
funding goal, expect as collectors that creators start to give them more stuff, stretcBgoals.

these are the exclusiveskiIH\ GRQfW ZDQW WKHP WR OlavbuFpécd® PHSOD\
In crowdfunding, thiss fine and it can add value to your game. But in traditional publishing,

there is no such thing as stretch gaalsrowdfunding exclusivest{V MXVW RQH SURMHF
prethought ofand made already.

Interviewer: Okay.

Respondent: 7TKHUHTV D ORW RI |HDdbaRKert and inlthg hoRXy&mB PR Q
community in general. Backeare theseompletionists, like these early adopter, alpha

consumers who want everything associated with this ggmeoften see deluxe editions on

Kickstarter which make the basic edition pale in comparsomost backers will actually

back the deluxe edition. And creators know this. So if the deluxe edition is $75 and the basic

LV EDFNHUV GRQYW VHH LW DV D thhe$ WePelteddy UH E XW
willing to pay.

Interviewer: Alright.

Respondent:Crowdfunding has also changed the field in the sense that for a traditional

ERDUG JDPHV FRPSDQ\ FRQVXPHUV GRQTW FDUH WKDW PXF
will make theirpurchae decision based on what they read on the box. Kickstarter has
FKDQJHG WKDW LQ WKDW EDFNHUV DUH ORRNLQJ DW WKH F
before, and | trustthemtodowdl JDLQ" 6R \RX DUH | &0y 0OlRazenm@Qd FUHDWR L
engaged in the project and its succéssl creatorgrow their own audience, snowballing it,

who will follow their journey and keep backing them, helping them fund and grow. In
WUDGLWLRQDO UHWDLO \RX MXVW S XiWaluj\uhe khatke@@ D VKHOI

and whether they do it well.
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Interviewer: In a sense, it sounds like you think that backers are more critical than regular
consumers?

Respondent:Yes. Absolutely. 100 per cent. They are very critical. These are the people who

buy the poducts early, like bettesters. These people are always the more savvy consumers.
7KH\fUH JRLQJ WR ORRN DW DOO WKH UHYLHZV DQG UDWLQ
before they give them any money. And crowdfunding is normalisiagktehaviar, the

gamer, alph@onsumer behaviour. And KRQHVWO\ GRQYW N Qad,becdus®d KLV LV
it puts so much empha®s the creatoraot tomess up, because if they do, tle® O KHDU DER X
it forever. In traditional publishing, the game publishend@daeal with all these things, like

messed up fulfilment or print runs, behind the scenes. Now, backers are the first people to
UHFHLYH DQG TXDOLW\ LQVSHFW DQG FRQWURO WKH SURG?
until the backers have it in theiriinds. So the emphasis on creators is very rough right now,

DQG LWYV KDUG WR GR HYHU\WKLQJ ULJKW 7KH\ FDQYW PH
make it right very publicly. They have to ensure that they geldiig customers that they

take care of, aththe good thing is that when you do it right, you have a fan base of people

ZKR ZLOO EDFN \RX QR PDWWHU ZKDW \RX GR RU VD\ 7KH\
edged sword. If you do it right, you get these very, very diehard fans, but if you mpss it

\RXYUH FUXFLILHG IRUHYHU

Interviewer: Okay. As an experienced creator, what would you tell to a new unexperienced

credor, who is about to launch his leer first project?

Respondent:Start smallYou often see that new creators, who have npublished a game

before, will actually be overconfident in what type of game they think they can fund as a new
creator. So you have some creators who will make a giant game, bloated out so much. They
GLGQTW QHHG WR PDNH LW WKHWL EQ B IDW VIRG®I WHPW WW B QY &\
just keep designing and overdesign their game. First of all, it makes the game hard to
manufacture, but also, you suddenly have a $100 game, which is a lot harder to get backers to
back, especially if they hawmeveieard of you before. Sshat | usually stress to new
FUHDWRUY ZRXOG EH WKDW LI WKH\fUH JRLQJ WR PDNH D C
amouns of resources on pmmarketing it. Temper your expectations for what you can

actually achieve on the pfarm as a firstime creator.

Interviewer: Alright.

Respondent:Firsttime creators typically get 300 backers if they are successful. What you

actually see often is that creators set a lower funding goal than what they need to cover their

costs. For instance, a $15,000 dollar project may be set at a goal of $7,000. Tinéoreaso
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WKLV LV WKDW LW ZRXOG WDNH ORQJHU WR UHDFK D(C
UHDFK DQG WKHQ OHW WKH EDQGZDJRQ HIIHFW WDNH
QRZ WKLY SURMHFW KDV UHDFKWYWXGUHVW KIRDIO VR GV KVHK\HZLH] €
bandwagon, piling inBackers are more likely to back a project that has already reached its

JRDO %HFDXVH LI LW KDVQTW LWYV QRW VXUH LW ZLOO D
success, meaning that th/sUHWFK JRDOV DUHQYfW VXUH HLWKHU ,W¢YV
,WIV QRW QHFHVVDULO\ KHDOWK\ IRU WKH LQGXVWU\ EXW
having certain expectations seeing a campaign for the first time

Interviewer: Could you tell meabout your relationship with your backers?

Respondent:Generally speaking, they are your number one fans, but also the people who

expect the most of you. They think that having given you $100 makes you beholden to them
forever, which is true on a reputatad standpoint. They actually do have the power over you

as a collective entity. You, having gone to Kickstarter in the first place, should understand

this dynamic, or you will at least learn it quickly. Because of this dynamic, you have a lot of
creatorsZ KR DUH GRLQJ WKHLU EHVW WR UHPDLQ JHQXLQH OL/
DQG ZHYUH DOO JRLQJ WR JR WKURXJK WKLY WRJHWKHU D
FRRO WKLQHRSBH@GRQITW KDYH WKLV SHURRR Qb FRQQHF
start to get this more corporate feeliigtanbecome dangerous. Because if the backers start

to look at the creatpnot as a person who is trying to make this cool thing, but as a large

company that has made a lot of money, they expeat to fix everything that is wrong.

Like, if a backers pledges $20 to a new gdram a smaller, maybe new, creatthrey know

WKDW WKH JDPH PLIJKW KDYH FHUWDLQ WKLQJV WKH\ GLGQ
like the ame VR W Kddkif anyway But if they back a game from a large, established

publishing companyand make a larger pledgbe backerperceive the company as having a

lot of money to blow, and thegxpect thathey have an entire staff dedicated teitlkevery

whim. Andthe person thetalk to will not be the owner of the company. So if the creator is

seen by backers as the person who works on this day in and day out, the owner of the

company, then you are more likely to have a healthy relationship with your backers. You

need to appear small and keep yourself small as long as possible.

Interviewer: Which channels do you use to communicate with your backers?
Respondent: ) DFHERRN KDV D WRQ RI FRPPXQLWLHV TP LQ PRUI
Every single project can ti@ a Facebook group. Every single creator or publishing company.

Every single thing that you can thinkiofboard game production, from marketing, reviews

and crowdfundingo design andesting There are Facebook groups for everythingd An
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all these, you communicate with your future backeBQG RQFH WKH\fYH DFWXDOO
FDPSDLJQ WKH\ H[LVW LQ WKHVH )DFHERRN JUAYyo8e/ DQG V
who is part of this hype machine, anyone who is talking about your gaimesie Facebook

groups, you want to interact with them directly. You have to stay connected and engaged

ZLWK \RXU EDFNHUV ,W{V KDUG WR VWD \DFORURQAHKWLHNGY ¥ LG\
for creatosto stay small and deal with everything benfselves. You communicate with

backers on many levels, like, the comments section for the project on Kickstarter, Twitter,
J)DFHERRN« $V D FUHDWRU \RX ZDQW WR VHH LI DQ\RQH KD
project. And if they have said something, y@n respond and in that way strengthen your
relationship with this backer, who may turn out to be a lifelong customer. And when you

interact with these backers, they might share your projects and eventually, if another backer

asks the same question, tistfbacker will respond in your place. They will start answering
TXHVWLRQV IRU PH DQG , ZRQMW KDYH WR GR LW HYHU\ WL
network of the people who are supporting you financially. Even if you get critical comments

from badkers, you can correct it by engaging and talking to them. Engagement is so

important.

Interviewer: Okay. Do your backers in any way influence your crowdfunding projects?
Respondent:Oh, surely! Stretch goals are obviously a thiigu can make a map sfretch

goals, where the route would split angom at different points. So each split would

represent two possible stretch goals, and then the backers get to pick vétathgaal

would become reality. They getvote in the communities, like Faceioor

BoardGameGeek, where you can make polls. So this is actually doing two things. It makes

people talk about your game, which can for instance make you a hot topic on

BoardGameGeek, but it also enables you to interact with backers, who vote for tiease va
XSJUDGHV $W WKH HQG RI WKH GD\ LWV DOO MXVW D SHL
voted for at this level may reappear later on the map of stretch godlshe base duct

remains the same. But ydsmckers absolutely affect whabgduct you are going to be

making. 100 per cent.

Interviewer: Do the backers get ttecide the content of the poll, or is that set by the creator?
Respondent:What you are talking about there is backerated content, and that does

happen, butnotinthtRUPDW RI D SROO 8VXDOO\ LI \RX EDFN DW D
SUHPLXP EDFNHU \RX FDQ IRU LQVWDQFH EHFRPH D FDUG I
example. Or you can add a joke to a party game.

Interviewer: Okay. Would you say that all backense equally influential?



"HS!
"#04
"#8)
e
(1
" |
g |
" 41
"4+
"y
e
"0
"+&)
e )
ot
4y
)
gt |
)
$ |
")

& !

.
",

ke |

"t
"$+!
"$"
"$$!
"$%
"$&!
"$' !

THE POWER OF BACKERS AS CONSUMERS 137

Respondent:All backers are as influential as they want to be involved in the campaign.
7TKHUHYV SOHQW\ RI EDFNHUV ZKR ZLOO MXVW EDFN D FDPS
abandon the campaign, be charged 30 days latehandhave their product delivered six

months later in the mail’here isa majority ofthesesilent backers, or simply backers who
communicate in their immediate network and you don't hear from them, good @rbtuk

polar opposite, we find the backevio comment on everything, ask all the questions

repeatedly, who talk to you and about you on social media, both good and bad, who will

always be present, and who you know by name and even become friends with. Creators who

do well become friends with tirdbackersKickstarter is an open forum for backers so you

get all sorts of people

Interviewer: Okay.

Respondent: <RXfOO DFWXDOO\ RIWHQ VHH WKDW FUHDWRUYV DU
other creators. Thesatking creators often batdlecause oftteir friendships in the

community. The board game industry is very commur@y LYHQ DQG LWV UHDOO\ "
compared to video games as an example, which feels more corporate and distant. In the board
games industry, | know so many small publishing camypawvners personally. | just feel that

LWV D YHU\ WLIKWNQLW FRPPXQLW\ DQG D YHU\ ZHOFRPLC
VHSDUDWHYV LW IURP RWKHU LQGXVWULHYV WYV YHU\ ZHOF
the effort to interact with all ttse people, who are available for conversation in these

Facebook groups, obviously without spamming or overselling, then they are likely to support

and back you on Kickstarter. The support can be as little as $1, but the benefit is that when

these communitynembers back you, who are wednowned in the groups and have a great

sphere of influence, all of the people following them on Kiaker will get a notificatiorthat

these people backed you, which can really set the pace for your campaign. Whendasckers

that these more significant backers are backing you, they are more likely to back you as well.

You know, popular figures in the community who have participated for long, posted and
commented a lot and generally participated grehtlyhe same wayhese figures can give

you valid criticism, like in the Facebook groups. For instance, if creators ask questions in the
these groups, they might ask about what the best fulfilment service is right now, because this
changes all theme, and then thisxperencegerson recommends someone, and the creators

will go there. Also, if you are a regulareator and you have an experienced creator backing

you, andtheythensee that something is seriously wrong with your campaign and tell you

you will probablylisten morelt can also just be other creators in the community that are not

necessarily backing you. There are so many industry groups on Facebook for people creating
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games. Wat must be kept in mind is that mosthesecreators who also back campaign

are not going to try to haveheavy influence on your campaign. Becausg thderstand the

way projects work, and if they see a problem, they will only message you privately, without
making the problem public. In the same way, if | see problems witkoHU SHRSOHV
campaignsl will message them privately and tell them what they should MV D UHDOO\
tightknit community between the creators as well. So other creators influence you, especially
some of the welknownfigures. Backers say things monahgticly, in more public forums.

Interviewer: Okay. So you mention two types of backers. Those backers who are also

creators and those who are not creators. Are they equally influential to you?

Respondent:l would argue that the backers who are also creators are more influential on the

big stuff, the big things. Especially if they are in these communities, where they can interact
with creators. But that is mainly before the campaign is launéhathg thecampaign, that

goes awaw lot, because you can only focus on so much stuff, so you choose to focus on the
people who are giving you monel/that time. So the backestart to have an influence then.
KLOH \RXYfUH VHWWLQJ XS W KHhé prdnBriseiing 5Qff, imikét SURG XFW
creators have a really big influence on what shape the product will take. Once the campaign
ODXQFKHV WKH EDFNHUV DUH JRLQJ WR VWDUW EHFRPLQJ
you money, and money talks. So whatetteey were told before, if backers want the

opposite, a creator might be able to flip that and give them what they want, simply because

the people giving the creator money are now demanding these specific things.

Interviewer: Alright. Does the number of bkers voicing a given opinion make a difference

in whether you are influenced?

Respondent:Yes | know of this other creator who made game, where one of the stretch

goals was to add female characters, but the community generally voiced the opinion that
incOXVLRQ VKRXOG QRW EH D VWUHWFK JRDO 7KH FRPPXQL)!
give the creator more money to make the game indusispecially because they could see

that the artwork for the female characters was already done, so it would not be extia work.
started blowing up on Twitter as welind eventually, they chose to include the female
FKDUDFWHUV LQ WKH JDPH ,I PRUH SHRBOUID OR L AAHH B R P MM k
still someone at the top, the creator, who has to niekdecision, but if 1,000 backease

calling for thesame thing and it makesnse for you as a creator to make 1,000 people

happy, there is no reason not to do it.

Interviewer: Okay.
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Respondent:There are situations whelbackes will tell the creator that this rule should be

explained in a certain way. Everyone else may have told you differently, even someone you

paid to go over the rulebook, but if you have enough backev \H FRPPXQLWLHYV VD\L
QR H[SODLQ LW WKLV zZzD\" WKHQ LW ZLOO IOLS EHFDXVH"'
A lot of new creators will have a rule book for their gamikich is not 100 per cent accurate

or complete. So you will see a lof them make a Google Doc, where they have the majority

of the rulebook layout done wit KH GLDJUDPV DQG WH fNeén&sotteivHW XS D
backers to go in and doubddeck things, leave comments, give feedback and suggest
improvements, jusbtensure that everything is clear. And you will get a lot of backers who

actually participate in that, and you can improve your product based on their input, and it has
nothing to do with how much money they have pledged to the project. It could be a backe

for $1, and they can still have an impact on the rulebook they want to see completed.

Interviewer: Alright. What | hear you say is that you can both have certain individual

community members, who are influential due to their experiences and so, but you also say

that if many backers voice the same opinion, that can also be influential. Is one of these

entities more influential than the other?

Respondent:A name carries weight in the community. If someone tells you something, and
WKDW SHUVRQ KDV EHHQ DURXQG IRU ORQJ DOO \RX QHHG
people say the same thing, tfey H S U R E D E But dt/thd &nd/ofhR dRy, the voice of

the many is always going to trump the best practice that was taught to you by someone who

has done it beford-irst of all, things change very quickly in crowdfunding, and the only ones

keepirg up with this is this body of backers. Their expectations are changing and growing,

DQG LWYV LQIOXHQFLQJ YoKrHight @lép\Wavie bl $ingie¢ RerSdu RayiddHtvay

they tried many different ways and that this way was the best, and if yaut god everyone

is okay with it, then that single person was inflMd. DO EXW LQ D VHQVH LWV D¢
many. % XW WKHUHTVY D OLPLW WR KRZ PXFK FUHDWRUYVY ZLOO |
EDFNHU ZDQWV RU HYHQ ZK x#%¥sarily EHafybuHVdWd ZanQodol. VQ TW Q
because it might alienate the other backers, who are also giving you money. With that in

mind, creators kind of have a set variance of what can be in this project. It can end up

deviating so far from the core audienckonsupported you in the first place. What can be
FKDQJHG LV ILIHG <RX FDQ DGG FRQWHQW RU XSGDWH FRQ(
is. If you swap somethingmidDPSDLJQ \RX VWDQG WR ORVH D ORW RI
not what they backed im¢ first place.

Interviewer: Okay.
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Respondent:You asked about influence by community members. You can also have vocal
minorities. Vocal minorities happen all the time in the world of games. <R X0 O RIWHQ JHW
20 people who are very, very vocal in a campaign, like in the comments and social media,

especially if you have a community for your project build into Facebook. If you have ten
people in that community providing 90 per cent of the content in that community, then you
may experience vocal minority issues, where you have these few people, who care a lot about
the game, but they are not necessarily indicative of who your audience is. So that does
happen, and creators need to make a decision on whether the time spend on these vocal
backers matches the economic return gained from those ten backers. One of my fellow

creators talks about firing customers, firing backers. He became really big on Kickstarter and

started experimenting more, which he got a lot of critique for from certain backers, and he
had to essentially fire them, where he told them that the labour costs of dealing with them
were not worth making the game and sending it to them. You sometimes get these toxic
backers, who take more time sometimes than their pledge is worth. After a campaign ends,

\RX FDQ FDQFHO EDFNHUVY S Onhhfend bh\Kickstatés avyokt Qo WKH\ FDQ*
you can refund their money and hope they leave you alone, or you deal with those people as
you need to. You can also remove them from social media communities. You may not want
to block them, because then you will not see the things they say in public communities, and
they may actually be spreading negative words about you. But you can fire them and rid

\RXUVHOI RI WKHLU LQIOXHQFH DQG WHOO WKHP WKDW WKt
PD\EH JRHV LQWR UHWDLO <RX ZRQYW NHHS FRQYHUVLQJ :
backers, you deal with them, because they are essentially evangelists for your project, and
they will bring in more people. These are a positive influence, and they are worthwhile your

extra time, because they will say all these great things and convince others to jump on board.
You need to maintain the contact with these. If you can get 20 of these diehard fans who each
have 15 or 20 friends, then your project will fund in no time, and they will essentially do a lot

of the work for you in terms of marketing. Vocal minorities can be powerful, influential,
helpful DQG DQQR\LQJ DW WKH VDPH WLPH EHFDXVH WKH\ GRC
talking about. I mean, some superfans do have a small working knowledge of how games are
made, but you also get superfans who make unrealistic demands, and they have a great sphere

of influence, so if they convince the people they bring in, then you end up with a lot of people
GHPDQGLQJ WKDW XQUHDOLVW L FIf WoKdof@pare\iRtXtrkd D@ W DIIRUG
business, imagine me trying to convince Hasbro not to make this certain type of Monopoly, I

PHDQ LW MXVW ZRXOGQTW KDSSHQ %XW EDFNHUV IHHO PF
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have to tell them that you would love to do it, maybe later on, but that it is not possible within

this campaign. You need to pelite, but alsaupfront and honest to them, telling these

EDFNHUV WKDW \RX KRSH WKH\ ZLOO X Q6 tHey WartDApE WK D W \
XVXDOO\ WKDWTV HQRXJK WR VDWLVI\ WKHP

Interviewer: Are backers trying to influence your projects?

Respondent: <HV WKH\ DUH %DFNHUV ZKR DUHQYW QHFHVVDULC
the projectas a prodycGHILQLWHO\ ZDQW WR EH LQYROYHG LQ WKH ¢
VRPHWLPHV LWV QRW 7KH\ KDYH GLU ENnd&FaM WR WKH
have a sayThey just want to be heard | think, but they also want to get more for their money.

6R WKDW LV GHILQLWHO\ DQ L Q LiReXiftoely wWant R@rtZiK DW WKH\{O !«
miniature or character in the game, that would entlait af extra costs internally for a

FUHDWRU 7KH\ ZDQW WR HQMR\ WKH JDPH WKHPVHOYHV D
extra things. Especially Kickstarter exclusives, where they got in and their friends did not. So

the friends have to go by regla UHWDLO %XW WKHUHfVY DOVR WKH DVStH
PDNH WKH JDPH EHWWHU WKLQNLQJ WKDW WKH\ ZLOO DFW
selfish and a bit selfless. They want the best experience for themselves, but also others.
Interviewer: Just before, you said that you have to be polite. Why is that?

Respondent:You need to verify that an idea a backer has is out of scope of the project for
whatever reason and tell them specifically why something won't work. You don't need to

provide a ton of details, but simpbaying 4 don't want to do that'will give backers the

wrong impression in the open forum.

Interviewer: Alright. When backers become involved in your projestshat by their own

incentive, or do you invite them?

Respondent:l mean, you invite them to, for instance, participate in a poll, and then those

who are interested can voice their opinion through voiug.you also have backers giving

their opinion by own incentive. They want to control as much as thegfdaw the product

shapes up. So as much as the creator is willing to let them, the backer pool wants to have an
influence over what the final product will be. This can be through a comments section, where
EDFNHUV ZULWH 3ZH ZDQW QWK WK LAH« Z DERW HWVR L W KZ2H/ B DN K L
GLGQIYW HYHQ WKLQN RI EXW WKH\ PD\ EH DEOH WR LQFOX
future stretch goal. If a single backer has an idea that the creator finds cool, they might add it

if it works. It will never be some drastic change though.

Interviewer: Do you perceive backer input as valuabled useful?
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Respondent:Yes, alwaysEven the negative stuff. AlwaysW VvV XVHIXO IRU WKH LQG
criticism andthen use that in a proactive and creatiray to solve problems. If you never

KHDU DQ\ IHHGEDFN \RXTUH Odoliis it ¥hds upBeing BadW KRXVD QG
Interviewer: Do you feel obligated to listen tzackers and take in their input

Respondent:Yes. Well, maybe not do everything thegy, but definitely listen to them. The

funny thing that happens when you have a lot of feedback, the person who is suggesting a
specific thing to change is usually wrong, but the person who feels a certain way about a

thing is usually right. Like, if a pgon feels that something could be betteaW KH\fUH XV XDOO
ULJKW EXW LI WKH\ ZULWH H[DFWO\ KRZ , VKRXOG IL[ LW \
GRQIW XQGHUVWDQG WKH LQWHQW RI WKH SURMHFW WKH
you canget them to express themselves in a way, where they say that they feel that
VRPHWKLQJ FRXOG EH EHWWHU EXW WKH\ GRQTW NQRZ HJL
there is usually a way in which you can improve their experience and flip it into sogneth

positive. But if they offer specific suggestions on how they should do it, they are usually

ZURQJ DQG GRQTW XQGHUVWDQG LW %XW LWYfV DOO LPSRL
EDG EHFDXVH LWYV DOO XVHIXO flBwaldd & Yatorié R betigr WKL QJV
creator in general. Just to absorb all that input from people.

Interviewer: How do you assess whether input is good or bad?

Respondent:Some of it is common sense, like | know how manufacturing and product

GHVLJQ ZRw jondtlgdughfhese things with other creators already. So | know what

LY DQG LVQTW S Raxgeridegtekl thanReven & sdjsaker. So | will know if
VRPHWKLQJ LV SRVVLEOH XVXDOO\ MXVW E\ KHDULQJ LW I
manufacturing partner to hear if something is realistic. But it all depends on the creator. How
well-read and knowledgeable is this new creator? Because-@patirs have done this

HQRXJK WLPHV WR NQRZ ZKDW FDQ DQG bhéegf® EH GRQH I
communities, read all the posts and even hired consultants, they will know the answer to the
EDFNHUVY TXHVWLRQV DQG VXJIJHVWLRQV

Interviewer: Alright. Are you ever met with any resistance from backers?

Respondent:Yes, all the timeEspecially wien you tell thenmo. Backers will also talk a lot

amongst themselves. | told you about the creator earlier, who added female characters as a
VWUHWFK JRDO DQG WKHQ PDQ\ EDFNHUV FDPH RXW WR VL
But in that casehere were these diehard fans, who will support you no matter what you do,

DQG WKH\ WRRN WKH FUHDWRUYV VLGH DQG FDPH WR KLV C

wrong, but essentially this relates to what | said about how backers can be your friends who
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do your work for you, but they can also hinder you and give you more work. And in this case,
these diehard fans tried dealing with the other backers, while the creator was also dealing

with it internally.

Interviewer: How do you react if your backers aesistant?

Respondent:: KHQ \RX PDNH D FKDQJH LWV QRW QHFHVVDULO\ .
wanted. People who want change have seen the roadmap of what will happen in the

campaign, but when you get these dramatic changes that were not in the plaopwtlypr
VKRXOGQTW PDNH WKDW FKDQJH RU \RX VKRXOG KDYH KDC
beginning. But when you are met with resistance, you really gy to be diplomatic and

accepthat someone is not going to be happy. You have to tell thelVtheR XfUH VWLOO GR
your best, and that is will still be a fun game. You still have to be the cheerleader, even if you

meet resistance from backers. But you also need to stick to your guns, and not make

fundamental changes even though a backer wants siogeise., Q WKH FRPPHQWYV \RX
see backers pulling back their pledges from campaigns, because the project is not going the

way they want it to, and then you just have to accept that and be positive about it. So be as
diplomatic and positive as possible

Interviewer: What happens if you do not listen tockars or go against their infut

Respondent: <RX GRQMTW OLVWHQ WR \RXU EDFNHUV DW WKH ULV
with their dollar, so if you do something to a certain point where enoudgetsaoull back

WKHLU ILQDQFLDO VXSSRUW \RXU SURMHFW ZRQYfW IXQG ¢
WKLQJV WKDW EDFNHUV VXJIJHVWLDKW VRDXWLNWQRF DDVQ G H.D \
XQGHUVWDQG WKDW \RX FDQEW VGBRY WKW UQ JIW WHQWRFZR SHH RD .
maybe in a later pyect. However, ifyou completely refuse to listen to backers or treat them
unfriendly,you will lose them \RX ZLOO QHYHU JHW WKHLU VXSSRUW DJ
negative threads abodfR X LQ WKH FRPPXQLWLHV Thd/iNdereryeH U\ YLQG
your nameevery time theygee you comment or post a new project, angthke that. | know
onecreatorZ KR I XQGHG D FDPSDLJQ EXW GLGQTW IXOILO LW WR
G L & ®Werything they were promised, and because of that, there are various threads

online stating that no one should ever support this creator again, ever. | mean, everyone can
JHW D QHJDWLYH FRPPHQW EXW ZLWK WKLMWéetOHDWRU WK
actually give i credence. Now, every time feinctesa new project, some backers will go

into the comments sach and warn others against hiirhis might really affect new backers.

But the reputation of this creator has started to turn a bihagai

Interviewer: Okay.
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Respondent:Backers are generally influential. Crowdfunding democratises production. It

sets the bar for publishing games way, way lower than it used to be, and because of that,

anyone can be a creator. Everyone can throw somethikgkstarter. Whether they will be

successful depends on how much time and effort, and sometimes money, they invest into

their project. But everyone can be a creator, which means that the backers themselves are

usually more demanding than a typical consumauld be Because they perceive how easy

it is to become a creator. The consumers are now deciding what gets made. They are
FROQOWULEXWLQJ WR WKH GHPRFUDWLVDWLRQ RI SURGXFWLF
HILVW WKH\ GRQ TWoEHhat they féel titaRthEyHhBVR Animfluence over what

gets made, how it gets made and the various aspects of the game, which is to be operating a
certain way. And the backers make their voices heard about those things. For better and for
worse,they wil voice their opinion.

Interviewer: Just to get it all clear, do you mean that because backers hold the power over
funding,they expect to bafluential in other areas?

Respondent:Yes.The role of backers is to make the life of creators a living niglieniNo,

, TP MXV WBDNLGe@r, (bl do see that backers can have unrealistic expectations, but
LWV QRW VR PXFK RI D SUREOHP LI \RX FDQ FRQWURO LW
like clarifications and things like that, but then at times) also have backers wanting you

to, for instance, make a component that is not going to benefit the creator. The creator still

needs to make money at the end, and sometimes, you get certain situations where you get

what we in the community call atoxidbFNHU SRRO DQG \RX GR JHW WKDW
the expectations for your backers early on, then that can turn into an even bigger problem
WKDQ DQ\ RWKHU WKLQJV \RXfUH GRLQJ LQ WKH FDPSDLJQ
that after a campaiginnds and is in production, most new creators are in production for

eight to 12months before the fulfilment starts. Within that timeframe, the backers need to

feel that they are being updatedaregular basis and are kept in the loop on the production
timelines and everything that goes on about the project. Now, right after the campaign funds,

LI \RX GRQYW XSGDWH WKH EDFNHUVY DQG WHOO WKHP VSHF
\RX RQFH SHU PRQWK WKHQ ZKDW W Kegul§ry @ tite Rarbpaidgh [ SHFW
and almost maintain that campaign for 12 months, which is not realistic. Another thing is, on

the flipside of the coin, that if you overshare as a creator, then the backers are likely to mute

you, and if they mute you on KickstdtU WKH\ GRQIW MXVW PXWH \RX IRU \
DOVR DV D FUHDWRU LQ JHQHUDO VR IRU DQ\ RWKHU IXWX!
VHH DQ\ FRPPHQWY \RX SRVW 6R LWV D YHU\ WLJKW OLQH
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Interviewer: Okay.

Respondent:ButheUHfV DQRWKHU WKLQJ $V FURZGIXQGLQJ PDWX!
JRLQJ WR EH D SRVLWLYH H[SHULHQFH %DFNHUV VD\LQJ W
WKDW WKH\ ZDQW WR EH SDUW RI LW DQG WKHe®dppFHVV W
the creator is making it. You will always have a few naysayers or questioners. Usually, the
QHIJDWLYLW\ FRPHY ZKHQ VRPHRQH DVNV D TXHVWLRQ DQG
but then you just have to deal with that. Backers will requesbél of things, usually

clarifications in the campaign or rulebook, and if you have to clarify something, it is because

\RX GLGQYW H[SODLQ LW ZHOO HQRXJK <RX PD\ DOVR JHW
FRORXU EOLQG DQG WWDMH®Y KR X B DRDIUWNG & L BIRIRJIHEMK L QJ WK D
DERXW ,WfV D YHU\ JRRG H[DPSOH RI KRZ EDFNHUV ZLOO L
Interviewer: Alright. | think that was all the questions | hadtisre anything you would

like to add or ask before we etids interview?

Respondent: 1R QRW UHDOO\ , FDQIYW WKLQN RI DQ\WKLQJ DW C



"y
"
"#1
"$!
"o
"&!
"l
(1
o)
|
#+H
#"1
#H#
#3!
#%
#&l

#(!
#)!
#*1
$H
$"l
$#

THE POWER OF BACKERS AS CONSUMERS 146

9.7 Appendix G Inter view with Respondent5 (R5)

Interviewer: How did you get into crowdfunding?

Respondent:l became interested in crowdfunding generally, because it seemediike it

going to be very important for game publishers especially, and the best way to start learning
about it seemed to be just starting being involved in it as someone who backed projects. S

just started backing things to get the sense of what the expeiglike. The things that a

person backing hopes to get out of it, the best ways as a crowdfunding publisher. | wanted to
understand and experience it. As crowdfunding was starting to become a new platform for

game publishing, | was actually outside game industry. | had taken a different job in
PDUNHWLQJ FRPPXQLFDWLRQV VR , GLGQYfW KDYH D VSHFL
ideas, so | was really looking into crowdfunding very speculatively, from a general sense that

it would be important, WV QRW OLNH , ZDQWHG WRWIR OQWWLQJ VS
interesting, game publishing, role playing game publishing specifically, is also an areas that

drove very early electronic, digital publishing, befdreas mainstream to be able to buy

digital books on Kindle and Amazon. Role playing publishers were doing PDF publishing for
FRPPHUFLDO XVHV \HDUV LQ DGYDQFH DQG LWV LQWHUHV
cuttingedgeRl QHZ FRPPHUFLDO WHFKQRORJ\ L Q@eDutgide\aWdK DW V
| think that the success from the tabletop game publishers in Kickstarter, like the fact that
Kickstarter has such a huge tabletop games category and that the success rates for that are

high, suggests that this is another place where gaiviespers are leading the way.

Crowdfunding is a great way for creators to expose what they believe and thereby to find

other people who also believe those things, and then maybe make a connection in terms of

those shared believes.

Interviewer: Do you thirk that the emergence of crowdfunding has changed the field of

tabletop games?

Respondent:l think it really has, very much! Part of the way it has changed the field of

tabletop games is that it has changed the way that gamers interact with games in eommerc
TomDNH DQ DQDORJ\ WKH ULVH RI 1HWIOL[ KDV DEVROXWHCOC
films and television, even though at the end of the day, it all amounts to a box showing light.

But the fact that you experience it in your home, that you have atgigaenu of options to

choose from on demand. Back to tabletop games, the fact that a Kickstarter campaign, or a
crowdfunding campaign on any platform, lets you interact directly with the creators of that

project changes the way you relate to that gawen) € at the end of the day, a game that you
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get and buy through Kickstarter is a game that you set up on your table, and it has cards
punchboards, miniatures and a rulebook. That is all exactly the same as a game that you

bought 15 years ago, but thepexience by which you got it and the relationship that you feel

that you have with its creator, that changes your experience of it very much.

Interviewer: How many projects have you created?

Respondent:In crowdfunding, | have been directly involved in fqurojects. Two

roleplaying games, game desigmorkshop in a box, which allows you to make your own

ERDUG JDPH DQG D VPDOOHU VRFLDO JDPH $QG ,fP JRLQJ
will launch soon. Besides that, | also do some consultant woik §ame publisher, which is

LQ WKH PLGGOH RI D FDPSDLJQ ULJKW QRZ ,Q WRWDO QRYV
over 100 games throughout my career.

Interviewer: You mentioned that you started out as a backer. How many projects have you
backed?

Respondent: S HUVRQDOO\ ,fYH EDFNHG SURMHFWYVY RQ .LFNVW
maybe three on Indiegogo and maybe one project on some platform even weirder than that.
Interviewer: Are you still active as a backer?

Respondent:Oh, absolutely. think | only have one project open right now, but | do still

back, yes.

Interviewer: Okay.As an experienced creator, what would you tell a new, unexperienced

creator who is about launch hislaer first project?

Respondent:The thing that has become mostvious, especially as the crowdfunding

platform matures, is that Kickstarter is not a magic platform that delivers you money in

exchange of engaging with it. All of the traditional rules of making someone interested in

ZKDW \RXTUH FUH DWwda(pdbjatidle@dD, itDsSHIQaur Gesponsibility to go out

and find people who might be interested inrygame and explain to the@d K\ LWV

compelling and interesting. Listing it on Kickstarter does not necessarily do all that much to

make peoplenterested in your game, and | think tttet is really not obvious in the

beginning. | mean, new creators can just see if other campaigns have done well, and in fact,
WKH\ FDQ VHH H[DFWO\ KRZ PXFK PRQH\ WKH\YfYHADLVHG |
this place as magical, like, that someone will come with a wheelbarrow full of money just for

the labour of having the idea. But connecting to fans who might like your project is still
DOPRVW HQWLUHO\ XS WR WKH FUHDiNaRAIl th&t @Q@ehFURZGIXQGL

Interviewer: How many backers do you typically have for each of your projects?
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Respondent:That will vary extremely wildly. My first project had fewer than 500 backers,

in the low hundresl The two roleplaying games hag around 00 backers. Thgame

designtoolkit had like 2950 backers or so. The number of backers arises from a combination

of how broadly compelling your idea is and how effectively were you able to get the word

out about it.

Interviewer: Alright. Could you tell ne about your relationship with your backers?

Respondent:Yes. They are different in each of those four casethe case of the

roleplaying game projects, the traditional distribution market for roleplaying games has
EDVLFDOO\ IDOOHQ DSDUW ERWK LQ WKH 86 DQG JOREDOO
games store to stock them on the speculative propositad someone is going to walk in

ZKR LV LQWHUHVWHG LQ WKRVH JDPHV 7KHUH DUH VR PDQ
QLFKHV RI SHRSOH SOD\LQJ WKHP VR LWYV HVVHQWLDOO\
games. But at the same time, we krfowcertain that there are thousands of fans of any

given game. Obviously, there are millions and millionsoté playersn the world.

Dungeons & Dragons sells millions of copies. So we know that there are people who like

playing roleplaying games, butb VHH WKDW LWV LPSRVVLEOH WR VHOO
games in stores. So crowdfunding really comes along and idethletool for reaching out to

the people we know love these gammeEsX W FDQITW EX\ WKHP LQ WKHLU ORFD
impractical.Those fans come tothtDPH SXEOLVKLQJ FRPSDQ\ WKDW ,f P S
DUH DOUHDG\ IDQV RI ZKDW ZH KdwvifthdedtheYHirR 2hd 8etoBARQH  : H
editions, respectively, of these two beloved roleplaying games that grew their fan bases

before crowdfunding, when the games were sold in stores, 15 to 20 years ago. Those games
ZHUH DOUHDG\ SRSXODU LQ WKH FRPPXQLWkstaNer. XIRt R FR XL
takes is to reach out on Kickstarter to the people who liked it before, who are likely to like it

again. In case of the social game I did, it was probably more fans of my previous designs or
people who know me through the professionallighing community, as well as the fans of

my fellow creator on that project. Often, you will get that people who have liked your

historical work as a creator are willing to look at the new things you are doing. In the case of
thegame desigmorkshop in aox, | think that we stumbled into a demand that was not met

by any other products in the marketplace. | think it turns out that many people are interested

LQ JDPH GHVLJQ DW WKLV SRLQW LQ KLVWRU\ DQG WKH)\ G|
they knew, buit GLGQ W H[LVW 6R WKH VXFFHVV RI WKDW FDPSDL
finding an unmet need.YfYH WDONHG WR RWKHU SHRSOH VD\LQJ WKH\
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ZKDWYfV PDNLQJ RXU SURMHFW VR DWWUDRW,WIH LYRWKND YN k
collection of norsense you can buy at a crafts store.

Interviewer: Alright. Which channels do you typically use to communicate with you

backers?

Respondent:The direct channels that Kickstarter provides are crucial, like, sending sipdate

WR EDFNHUV WKURXJK WKDW WRRO DQG WKH FRPPHQWYV VH
forms on a website, where people can give us their emails if they were interested in hearing

more about the project that we were planning on launching in the fahdéhat is an

extremely good way to get immediate velocity for the campaign from the people who are

most interested init HfYH DOVR SUHYLRXVO\ XVHG D *RRJOH IRUP
PRQWKO\ QHZVOHWWHU IURP WKH SXEQYNKLOQVRFRYHBDBQNZWW
both personal and professional, and also personal Facebook profiles, just over the months
OHDGLQJ XS RYHU WKH WKLQJ ,WfV JRRG WR JDWKHU WKH"
in backing the future project in one place, usiwgK H IRUPYVY EHFDXVH \RX FDQTW
to remember that a certain project is going to launch in two or three months, and then have

them magically go to Kickstarter and search for it.

Interviewer: Were backers able to interact with you or each othreutih these channels?
Respondent:Except for the comments section on Kickstarter, not very well probably. Some

people might get in touch via Twitter, asking for supplements for the new project, and then

we can drive them towards signing up on the form. &ones you get these discussions on

social media, where we can then harvest their information by having them sign up via a URL.
%XW ZH GRQIW PDLQWDLQ IRU H[DPSOH )DFHERRN JURXS\
which is a place where you might seere organic discussions. Aihknow that other

publishers have been extremely successful in generating interest in their projects by doing
HIDFWO\ WKDW NLQG RI WKLQJ DQG ZH SUREDEO\ RXJKW W
particular reason. The 2VRQV DUH WKH VDPH WKDWn¥ éth& BnafW WDNH
opportunities. WV MXVW WKH OLPLWHG DPRXQW RI WLPH DQG VW
Interviewer: Alright. Do your backers in any way influence your crowdfunding projects?
Respondent:They can. Stretch goals are an obvious way that backers sort of influence

projects | mean, we say that we want toXlpY and Z additional thingsf we achieve A, B

DQG & OHYHOV RI IXQGLQJ DQG WKDW(TYV D ZD\ WwiksH\ LQIOXI
of funding. | have not been a big proponent of things like getting all the backers to vote for
ZKHWKHU WKH\ ZDQW WR VHH D VXSSOHPHQW IRU WKLV JDF
whichever one most of the backers wamtg the reason that | YaH Q€leia big proponent
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of that is that | feel that the backers who would vote for the other optiaid becomeupset.

, GRQITW zZzDQW WR RIIHU EDFNHUV WKH FKRLFH PRVWO\ IRL
GRQTW JHW WKH WK Lrtla @rkoHdffSibgHthbidées likdthaf[iR a formal way,

where people can vote. Certainly, our interactions with backers in comments threads, in

emails that they send us or on social media are absolutely influencing the way we think of

what is possible a6 WKH ZD\ ZH WKLQN RI ZKDW LV ZLVH DQG ZKDV
more organic thing that arises out of the conversation rather than a formal sort of voting or

polling.

Interviewer: Could you tell me more about these interactions and the waynifigsnce

you?

Respondent:Uhm, | mean, anecdotal evidence is very bad, generally. So we try to be

sceptical about someone writing us, saying that there should be a supplement in this game
DERXW GLQRVDXUV \RX NQRZ 3HYHU\R@idbed RBYand/l I&/eQRV D X |
dinosaurs, and all my friends love dinosaurs, so there should clearly be a thing about
GLQRVDXUV =~ 7KDW FRXOG PHDQ WKDW HYHU\RQH OLNHV G
that this one person is just very enthusiastic abmasaurs and will not shut up about them.

So | think that you have to be scepticaliémdsanyone who tells you anything like that, you

know, what everyone likes. But if we get that email from six or seven people, then it starts to
become clear for usdhthis could actually be a real thing. But it could also be that just one

person writes us, which causes us to have a discussion in the office at the coffee machine
DERXW ZKHWKHU ZH NQRZ VRPHRQH ZKRTG EH H[WUHPHO\ F
aboutGLQRVDXUV , PHDQ ZH PLJKW LQFOXGH LW MXVW EHFL
think of ourselves. But a lot of the time, backers are less knowledgeable than they think about
good ways to do creative processes or good waysita Kickstarter, andsW KH\1O O VD\
WKLQJVY OLNH B3REYLRXVO\ \RXfOO QHHG WR SULQW WKLV |
implication there is that they understand the differences between playing card stocks, which

tumns RXW WR EH QRW WUXH LQ PDQ\ Irduabovt hevRdiffgrer® JHW 1D QY
FDUG JDPHV \RXTYH SXEOLVKHG IHHO GLIITHUHQW IURP HDFI
other, because it was printed on a different stock, when in fact they were printed on the same
stock. These things happen all the timvere it becomes clear through what backers say that
WKH\ KDYH QR LGHD ZKDW WKH\TUH WDONLQJ DERXW <RXT{
you get people who have just enough knowledge to have vocabulary they can use, but not any
detailed underdd QGLQJ Rl ZKDW LW DFWXDOO\ LV WKDW WKH\YJUH

to just pass these suggestions and figure out if they have any merit at all. And this further
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leadstottH FRPSOLFDWLR@QStWRDWBBRNAFDQ O XPEHU \RX KDYH
LGHD ZKDW \RXYfUH WDONLQJ DERXW SOHDVH OHDYH PH DO
HOQOWKXVLDVWLF DERXW \RXU SURGXFW DQG ZKR DUH EX\LQ.
reward their enthusiasm. TRV SUHVXPDEO\ SDUW RI ZKDW \RX ZDQWH
thing in the first place. So you can listen to the spirit of their enthusiasm more than listening

WR WKH OHWWHU RI WKHLU VXJJHVWLRQ ZKLFK WKH\ GRQT
Interviewer: ,\W VRXQGV OLNH \RXJUH VD\LQJ WKDW \RX QHHG WF
Respondent:Yes. | end up making, like, two or three draft emails in response, where the

ILUVW SDVV LV VRPHWKLQJ OLNH S3REYLR%VDQGZ& FDQGW G
WKHQ WKH VHFRQG RQH DGGV WR WKH IURQW RI WKDW 3Wk
JUDWHIXO IRU \RXU FRPBIBQWRWP HWKQ@ WWRQKH HQG WKDW
PXFK DJDLQ =~ $QG WKHQ \RX FKDQ Jad ol ixpgefehce @@ H SDUW LC
VXJIJHVWLRQ LV LPSUDFWLFDO EHFDXVH RI UHDVRQV $ % D
WKDQNV IRU WKDW VXJJHVWLRQ ~ RU VRPHWKLQJ OLNH WK
thirdrevisiRQ LV ZKDW , 10 @arg R YaMmh& ¢drrédttQn® and put it in a way that
represents how | want to come across. You know, sometimes it helps to just write that first,

very blunt version so that you can understand where you need to soften it or make it more
compassionate. SONfVY DQ LWHUDWLYH SURFHVV RI PRYLQJ SDVW \|
something that is more of a positive communication, because you would like them to have a

good experience of communicating with you. That will preserve their enthusiasm. Those
tacticsare@Q W DQ\ GLIITHUHQW IURP DQ\ WUDGLWLRQDO FXVWRP
LWV OLNH WDONLQJ WR KXPDQV ,WIV D ORW DERXW EI
EHFDXVH WKH\fUH RITHULQJ \RX VRPHWKLQJ WWietH\ WKLQN L°
RITHULQJ LW WR \RX RXW RI WKLQNLQJ WKDW \RXJfUH VWXSI
\RXU WKLQJ $QG WKDWTV WKH EHVW WKLQJ WKDW VRPHRQ
project, and you absolutely want to honour that, preserve ibartompassionate about that
WKDWITV ZKDW WKH\fYH JLYHQ \RX

Interviewer: : K\ FDQTW \RX MXVW EH EUXWDOO\ KRQHVW WR WKH
answer?

Respondent:In that case, | think they will often then unback your project, so that will

absoluteN FRVW \RX GROODUV $QG , WKLQN WKDW RIWHQWLPH
.LFNVWDUWHU SDJH DQG \RXJUH HQJDJLQJ LQ D GLVFXVVL
them down, other backers or potential backers will come by and read thatsatioverand

WKH\ ZLOO WKLQN WKDW \RXYfUH DQ DVVKROH DQG WKHQ W
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HYVSHFLDOO\ ZKHQ LWTV D SXEOLF GLVFXVVLRQ LW FDQ UH
lot. Conversely, if you send responses in a publigrfothat are compassionate and illustrate

WKDW \RX DUH YHU\ WKRXJKW I X@p yout Baxhpaigh, lamdl tAddtheV KD W \R>
deciVLRQV \RXTYH D O UteddrGyouP & geHis®) théh athreipeople will come by
ODWHU WKLQNLQJ Il thisRKekstarkeRchkatORunderstands the marketplace and

KDV PDGH JRRG GHFLVLRQV" WKDW ZLOO LQFUHDVH WKHLU
37TKLV FUHDWRU KDV REYLRXVO\ WKRXJKW DERXW DOO WKH"
thoughtabox W WKHVH WKLQJV °~ 6R PDNLQJ WKRVUWLQGY RI UH
campaign for future backevgho come to see those interactions. It can even turn people who

are agitated with you or your project into enthusiastic evangelists for your thinge Gemte
designworkshop project, | had this one guy who kept coming back to the comments section,

telling us how wrong we were about various things. He kept providing us aith i which

we were wrong. \Wting lengthy responses to him converted him into an enthusiastic backer.

And on top of that, | think that loads of other backers saw that correspondence in the

comments section, and it was clear from their comments that they were taking our side and
thought that our correspondence was reasonable and smart, and demonstrated our expertise.

We even saw that backers started responding for us, supporting us and taking our sides. So

, P DEVROXWHO\ FHUWDLQ WKDW WKDW FRbiUYSRQGHQFH
particular projectSo responding negatively will have a negative impact on your project,
ZKHUHDV UHVSRQGLQJ SRVLWLYHO\ ZLOO KDYH D SRVLWLY'l
Interviewer: Okay. Soyou said earlier that if you get six or severa@dmwith a certain

suggestion, they may actually be on to sometHdugpsthat mean thahe number of backers

voicing a given opinion make difference in whether you are influenced?

Respondent:Yes. | think that about half a dozen of people or soaithe point where |

would start taking an idea seriousBut | actually think that most people who have an idea
GRQIYW JHW LQ WRVWEF B FHWKVDRXQ BRVHQW RQH SHUVRQTV R
dozen, even 100 people, who have that opiniongioumot invest the time in telling you. But

RQ WKH RWKHU KDQG RQH SHUVRQ FRXOG DOVR MXVW KDY
represent 99 per cent of people. But if six or so people start to contact you, that suggest that
maybe there are six dozen600 people who hold that opinion. But, you know, if one person
HPDLOV WKDW WKH (DUWK LV IODW LW MXVW LVQTW EXW ¢
otherwise.

Interviewer: Are dl backers equally influential?
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Respondent:No. Some backerare absolutely more influential than others, and | think that

they are more influential in all of the ways that some people are just, in life, more influential

than others, and crowdfunding is not different from other realms of human interactions in

termsR|1 ZKR FDQ EH LQIOXHQWLDO 6R LI ,fP UXQQLQJ D FUR:
email from someone who is articulate and whose discussions and arguments reflect that they
have obviously put some thought into this, then that is something that | wilinake

seriously. If | get an email from a backer who is not eloquently expressed and does not put

forth any indication at all that they have thought deeply about this, or express that they can

bardy construct a sentence and spell the words inside ®RUAJHFW O\ WKHQ LWTV PR
for me to take their opinion serious. So in all of the ways that communication can be good, in
Kickstarter, such good communications are more likely to influence me as a creator.

Interviewer: Okay.

Respondent:You also gepeople in the communities who are very experienced, and | think

that you are more likely to listen to such people. But the people who are influential because

of their expertise are not typically running around, offering opinions, without being
prompted So those opiniongare ones, ZRXO0G JR WR JHW I WKHUHYV VRPHEF
want to have about a Kickstarter project or the campaign, | would ask them at some point

prior to launching. Kickstarter actually has a software functionality that allowsoyexpose

the Kickstarter page to arbitrary people you choose before it launches. You can send them an
email and tell them that this is how the Kickstarter page looks now, and then ask them for

their opinion, and then they can actually type in theiramsps to me directly on the page,

which is an extremely useful function. | can think of a dozen people | might ask before
ODXQFKLQJ WR JLYH PH WKHLU RSLQLRQV EXW , GRQYIW WEk
mind would be running around lookigr creators to offer their opinions about their projects

and campaigns. Most of these people, who are community leaders and voices of particular
expertisewould Q fWwaround and just offer it. | think | would have to ask directly for it.

And | should ad that most of the people who | would ask are creators, publishers, who have
GRQH WKH SURFHVV WKDW ,fP GRLQJ ZKR DUH H[SHULHQFF
Interviewer: 6R \RX ZRXOG DVN H[SHULHQFHG FUHDWRUV EXW \F
Respondent:No. But that might be an oversight on my part, actually. | would actually be

interested to hear whether there are other Kickstarter creatorgondpecifically to, like,

supebackers for evaluations and what they think the offering looks like.

Interviewer: Alright. Do you in any way involve backers in your projects?
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Respondent:Yes. TKDW{V WKH VKRUW DQVZHU 2QH RI WKH WKLQJ\
in the roleplaying game projects is offering the current draft of the rules immedately

people who back it. | tend to think that for any game product is that people will play your

JDPH EHFDXVH WKDWYV D ZD\ WKDW ZRUGV FDQ VSUHDG DI
other things, in that the method of interacting with them spreads kagevief them. If you

go see a movie, you have seen the movie, but that has not, in itself, exadsadvie to

other people. WOHVYV \RXJUH SOD\LQJ D VROR JDPH RU D FRPSXW
fact of playing the game, it has been exposed to seenelse, who might or might not have

known about it before. And even if they knew about it before, playing it again has brought it

to the front of their mind, which probably makes you substantially more likely to want to buy

more or talk about it to someemlse. In a Kickstarter campaign, anything that you can do to

cause people who have already backed it, or are thinking about backing it, or are not even

aware of it, to play the game is good. So if | can convince a backer to play it, that backer is
goingto have to play it with someone else, which exposes two, three, four or five other
SHRSOH WR WKH LGHD WKDW WKLY .LENVWDUWHU H[LVWYV |
RQH WKLQJ WKDW ZHYJUH YHU\ H[SOLFLW®ih Wiithéve® J WR GR *
state it currently exist©f course you also get their feedback on the gameplay, ensuring that
everything is clear and so, thouphKDULQJ WKH UXOHERRN ZLWK EDFNHUV
guarantee that everything will be cleBut my main nativation for sharing rulebooks with

backers is that the word gets spread and that | get engagement from it.

Interviewer: So this is very much you inviting the backers to get involved or engaged. Do

they ever get involved biheir ownincentive?

Respondent:l think that the unwritten tas of crowdfunding essentialgre that backers are

invited to offer their opinions. That just seems to be how crowdfunding works. | think that on

all crowdfunding platformsa commergthread exists, or there israe way for backers to
FRPPHQW 6R WKDW{V MXVW VRPHWKLQJ WKDW LV EDNHG L
much in contrast to, say, a bookstore. In a bookstore, you can pick up the books and browse
WKURXJK DQG EX\ WKHP RU Q &fwd bl Xhi¢h & tobkistetd &hablés thef SO L F |
UHDGHU WR VD\ VRPHWKLQJ WR WKH DXWKRU 7KDW{V MXV'
or any retail front works. So | think that the community expectation just supports that. So

often, we will explicitly enourage people to tell us what they think, but most of it arises on

the basis of community expectations rather than what we say. And | do not particularly go out

RI P\ zD\ WR JHW SHRSOH WR RIIHU PH WKHLU UDQGRP REV

create me a lot of customer service work. And a lot of the times, what they are saying will not
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be super wellnformed, and so | will end up having to talk people out of a lot of things. It

will just be unsatisfying for everyone. | mean, | tell everyone toecby the Kickstarter page

and tell us what they think, and then they will tell me that | should print on 310 GSM paper
VWRFN DQG , 100 KDYH WR WHOO WKHP WKDW LW DOUHDG\
manufactures it or whichever reason.v@tat we will encourage a lot is for people to go on

social media and tell their friends about our project, because it helps spread the word, but |
GRQTW VSHQG D ORW RI WLPH HQFRXUDJLQJ SHRSOH WR WI
already spent a vdte lot of time thinking about these things already, and if | have already

EHHQ WKLQNLQJ DERXW WKLV IRU QLQH PRQWKYV , GRQIW (
seconds of thinking about it. Unless | really value their expertise, and in that cslséhdém

privately before the campaign.

Interviewer: Could you elaborate on what you said about backers sharing projects on social
media?

Respondent:Backers are really influential in spreag the word about projects. S KHUH{V D
.LFNVWDUWHU FDPSDLJQ JRLQJ ULJKW QRZ IRU D UROHSOD"
know personally is doing, and it is exactly the kind of game that | personally want to see in

the marketplace, so anybody who has been following me onefott the last two or three

ZHHNV NQRZ WKDW , ZRQW VKXW XS DERXW LW DQG WKDW
campaign can really benefit from testimonials from someone like me, and I think that a lot of

other backers know this as well. THaw VvV YDOXDEOH WR D FDPSDLJQ LI WK
Also because they want the game to fund obviously.

Interviewer: When you say someone like me, do you mean a person who ieewalned

in the community?

Respondent:Yes. Wel, IGR Q TW KD Y HlawbKD Mostof thyRRiof&ssional career

has been behind theeswes and behind the curtains\MSODWIRUP LV QRW PHDQLQJ!
not giant. | think that there are lots and lots of people who speak compellingly and have

coherent opinions, who others Iisten to because they speak compellingly and have
FRKHUHQW RSLQLRQYV 7KHUH DUH SHRSOH ZLWK ORWYV RI Il
PXFK WUDFWLRQ ZKHQ WKH\ SURPRWH VRPHWKLQJ EHFDXV
promote thingsfoQ R SDUWLFXODUO\ JRRG UHDVRQ , GRQTW OLNH
HILVW ZKRVH VROH FODLP WR IDPH LV WKDW WKH\ FDQ LQI
valuable to society, even though it is true that some people can cause thousandgs®tdacke

show up and back things P QRW @utiIHhavdk&r®Na&ve a voice when it comes to

spreading the word, for sure, but some are more influential than others.
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Interviewer: Alright. Returning to the opinions and feedback from backergpd perceive

backer input as valuable andeful?

Respondent:l think that individually, it is often not extremely usefulsf because if you as

a creatohave thought aboyour projecong enough, then you have thought about all these

things. Maybe, e very most useful piece of input that backers can provide for you is

whether this idea that you have put out is something that marketplace is actually interested in.

| might have an idea for a particular style of game, like, imagine that | would werstatie a
FROOHFWLEOH 7ZLVWHU JDPH 7KDWYV REYLRXVO\ D UHDOC
EX\ EXW LI , P REVHVVHG ZLWK WKH LGHD Rip&dpuDWLQJ Wt
on Kickstarter. And then if | do a good job to makegle@ware of that, and no one backs it,

except my mum, the Kickstarter comniyrof backers is sending me artremely clar

signal that no one wants Bo by not backing you, Kickstarter has all gotten together and

rejected your idea, telling you thaketidea is bad. Conversely, for instance in the case of the

game desigmworkshop in box | was part of creating, the Kickstarter backers of the world, as

one giant mass, were telling us that they absolutely needed this thing in their lives to create
games. Ad they needed it 15 times more than they thought we neededHiF D XVH WKDW {V
actually how many timewe surpassed our crowdfunding goal.dickstarter, the

marketplace is absolutely sending a message of whether your idea is good or bad, and the
numbeU RI EDFNHUVY DQG WKH DPRXQW RI PRQH\ WKH\ DUH ZL(
FRPPXQLFDWLRQ IURP EDFNHUV WKDW LV YHU\ VXJJHVWLYF
voting to back your Kickstarter, or not to, is a very clear message that ia sevdry clear

way in little bits and pieces all around, but they all add up to the message that you should
absolutely not release your collectable Twister game, or you absolutely should rejease a
designworkshop in a box. This is simply in the choice of backers backing your project or not.

Even though no one says anything to you, the fact that no one backs you sends the message

that thousands of people have gotten together to tell you that this ibke telea.

Interviewer: Alright. Do you feel obligated to listen to backers and take in their inputs?
Respondent:| feel obligated to treat them with compassion and respect, because they are
essentially customers who are willing to give me money for ihg that | want to create. |

tKLQN WKDW LWYV YHU\ HDV\ IRU SXEOLVKHUV WR IDOO LQW
because the publishers fele#t they are much more expert. Bioy extremely hard to not fall

into that trap, and | think that mibs| succeed in nadloing so So yes, | absolutely feel

obligated to interact witthemto the extent that they want to interact with me. | think that
WKDWTV LPSRUWDQW DQG SDUW RI WKH FRPPXQLW\ H[SHFW
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they wantmeWR GR ,Q SDUW WKDW{TV EHFDXVH , IHHO WKDW [P
publisher desigrer and writer to create the best thing for them, and they might actually not

know what the best thing for them is. People ask for all kinds of things that areuzdlyac

good for them. | think that Apple is a good example of a company that provides the product

that they think people want, and if Apple listened to its customers, a product like the iPhone

would be wildly different or even not exist at all. If you askae million cell phone users

what they like and then produced it, | have no doubt that it would be terrible and not fulfil
DQ\RQHYTV QHHGV 3ddd30wthRiR Qpelditinsy Ifut ey have not spent

\HDUV WKLQNLQJ DERXW WKHVH WKLQJV Dagten tdierfPda&VLPHV |
person or a smaller group of people to think very hard about the thing they want to make in

order to meet the needs of the market place. And | think thahihgtis often not properly

understood by the marketplace until that thing has been presented to them. So if a backer
FRPHY WR PH DQG VD\V WKDW P\ SURGXFW QHHGYV WR EH S|
feel obliged to do that, because | think ttiety may not understand what they actually want,

or they may be making a request that makes no financial sense. If their request would destroy

PH ILQDQFLDOO\ WKDWYTV QRW JRRG |RHdymighHike BgetV KH HQ G
the future thingsW KD W , T<OFOX AVDXNVHW F D Q TW Dbl Wied td, youWbRI@Q H D Q
endXS ZLWK D SURMHFW WKDW LV DOO RYHU WKH SODFH W
magnificent thing through a democratic proce8® LWV NLQG RI PP\ntdtbV SRQVLEL
everythingW KH\ ZRXOG OLNH 6R DQ H[DPSOH RI D UHTXHVW WK
SXEOLVKHU LWTV YHU\ H[SHQVLYH WR VKLS WKLQJV RXWVL
IRU PH WR JHW RQ WKH SODQH DQG Epensyé td Ehiptbv WR DOO R
backers in Europe, Southeast ABsaazil or South Africa. Sbackers write me, telling that

, TP DVNLQJ D ULGLFXORXV DPRXQW RI PRQH\ OLNH W R
should makethe dhSSLQJ ITUHH % X KB WY novaXine Df @efjWest that can

work. So for that particular kind of request, we have a stark but compassionate answer to

WKHP WHOOLQJ WKDW ZH DOVR GRQfW OLNH WKH SULFH R
DQG WKDW ZHYTUH @QeRaptiddZ Drithis. Badmetiés Ro@odple will then get back

to tell us that this other creator or publisher made it more inexpensive, and when we then

ORRN LQWR WKHVH FUHDWRUV ZHYOO VHH WKDW WKH\ DUH
things that a either blatantly illegal or sort of illegal, which we are just not willing to do.

/LNH PDUNLQJ SDFNDJHV DV JLIWV UDWKHU WKDQ PHUFKDQ
ZKHQ , VDLG WKDW DQHFGRWDO HYLGHQFH LVe®@&AWMghJRRG 6
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VKLSSLQJ SULFHVY HLWKHU DQG WKDW ZHYfYH ZRUNHG KDUC
DQG DV ORQJ DV WKDW LV QRW D OLH WKHQ LWV JRRG
Interviewer: Okay.

Respondent: WV DERXW FRPSDVVLRQ DQG UHVSHFWwh&® X NQRZ
all customer service and correspondeacel human interaction is all about. Empathy,

absolutelySo, GR IHHO REOLJDWHG WR OLVWHQ WR EDFNHUV DQ
obligated to integrate their inputs into my projects.

Interviewer: Alright. Are you ever met with resistance from backers?

Respondent:Sometimes. In the case of thame desigworkshop for example, as originally

launched, it was going to have four colours of components, and we had two stretch goals to

add a fifth and sith colour of components. Everybody wanted to have all six colours of
components, and especially as the end of the campaign was getting closer, we got a lot of
pressure to make that stretch goal easier to reach, which | felt very strongly that we should

notdo. This was not because | was trying to avoid spending the extra money to add extra
components in that colour, but because | think that it diminishes my credibility to say that |
H[SHFW RQH WKLQJ DQG GRQfW GR LW vddeddefite€s0LQJ \RX U
WKH\ ILQLVK WKHLU YHIJHWDEOHYV ,I| WKH\ GRQTW ILQLVK W
\RXYUH JRLQJ KDYH D SUREOHP WRPRUURZ DW GLQQHU <R’
said does not have any force of your convictions, andtsoH that over the course of a

career, if | want to Kickstart 20 more games before | retire, if all of these backers, who | hope
ZLOO EDFN P\ IXWXUH FDPSDLJQVY DUH DOO WUDLQHG WR G
big problem for me. Thewaywwt DURXQG LW LQ WKRWIY® ahFeekth F FDVH«
change that stretch goal, even though people told us it was unreasonable and to lower the

goal. Frankly, we actually got closer to reaching the stretch goal than anyone expected us to,

and patof KH UHDVRQ ZH JRW VR FORVH ZDV EHFDXVH ZH GLGQ
LW zDV D FKDOOHQJH WR WKHP DOO WR JR RXW DQG JHW P
,IP QRW JRLQJ WR FKDQJH LW ,QVWH D Gnk,it #as@@dFd¢ DO OHQJ
them. At the end of the day, we got close enough to the goal to actually say that we really
appreciate how successful the project was and how hard they tried, so as a thank you to the
community, we added the extra colour anyway. | thivéd¢ was a good way to get around,

because it allowed us to express our attitude without changing our expectations.

Interviewer: And the community reacted well to this?

Respondent:Yes! Because they got the stuff they really wanted, but in a way thatovas

giving in.
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Interviewer: Alright. What happens if you do not listen to backers or go against their inputs?
Respondent:, FDQMTW WKLQN RI D FDPSDLJQ WKDW , ZRXOG ODXC(C
show up and demand something completely differe@R QW NQRZ ZK\ WKH\ ZRXO(
and talk about it, if what they wanted was so completely different from what was on offer.

/ILNH LI ZH ODXQFK D .LFNVWDUWHU IRU D UROHSOD\LQJ JD
arise that we would have dozens of pé€bpl VKRZLQJ XS VD\LQJ 3ZK\ RQ (DUW
roleplayinggame noKk DYH D ERDUG" ~ S ROMIUD\IGRIQIWPKDYH ERDU(
hard to imagine finding myself in a position, where | would just have an overwhelming wave

of response that was agsinvhat was actually on offer. You can have suggestions to minor
FKDQJHV EXW , FDQMW LPDJLQH ZK\ DQ\ EDFNHU ZRXOG VK
something. | WKH\ GRQTW O LiniHsMWIHAR TWG B Dried KWAKD | have

backed thing/y P\VHOI , GRQfW UHFDOO WKDW ,fYH HYHU WULHG
PLIKW WDNH WKDW EDFN LI \RX GRQTW FKDQJH \RXU SURMF
GRQYW H[SHFW WR KDYH D VD\ LQ WKH V\Vdtxritb, EDFN $W WK
FRPSOLPHQW WKHLU ZRUN DQG DV VDLG ,YYH VKDUHG SUF
Interviewer: $V D EDFNHU ZRXOG \RX HYHU JLYH IHHGEDFN WR L
Respondent:No. Well, with the exception of | know someone personally who is a creator

DQG , WKLQN WKDW , KDYH DQ LGHD WKDW LV VR LQVLJKWI.
WKRXJKW RI 7KHQ , PLIJKW UHDFK RXW DQG OpdbabhKk DYH \R X
UDWKHU VvD\ 3\RX KDYH SUREDEO\ FRQVLGHUHG ; DQG UHMI
REYLRXV WR PH EXW LI \RX KDYHQTW FRQVLGHUHG ; WKLQ
somebody who | have a personal relationship with, armbe/success | felt invested in.

Interviewer: Okay. You talked about these unwritten rules or community expectations

earlier. Could you tell me more about those?

Respondent:l think they have arisen pretty organically, just through the operation of those
piIDWIRUPV P WU\LQJ WR WKLQN DERXW VRPH RWKHU XQ2ZLl
feel like there is probably a number of maidite that your Kickstartgurojectcan be before

your backes feel entitled to get abusive about it. And | think that thanber is probably six

months or a year. As you have funded a project and continue to not deliver it on the timeline

that you said you would, your backers will start showing up in ¢dineneents threads, asking,
SZKDMR XU SUREOHP"™ ~ RU 3\RXYfUH LQFRPSHWHQW DQG D EL
a community expectation that delivering your project one, two or three months late does not

entitle backers to get their torches and pitchforks out and come after yW.KSD W VvV D

community expectation that has arisen around crowdfunding. Another example is that | think
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LWV D UHDVRQDEOHs MISBIWWDRHLRRQH\BBRYM¥MHY UDLVHG IUR
earmarked specifically for what the campaign is for. | think thagtrhackers will say that

LWV QRW RND\ IRU \RX WR WDNH WKH PRQH\ WKH\ FRQWUL
ZLWK LW (YHQ LI \RX NQRZ WKDW \RXTOO JHW PRQH\ IURP "
FDPSDLJQ OLNH \RX NQRZ Vohel Wom oXrip@a aurik ¢t Qonethikdgd UL W P
WKLQN WKDW PRVW EDFNHUV ZLOO QRW WKLQN WKDW LWTV
and buy a car, even if | know that | will get money elsewhere in time, enabling me to do the

exact same thing. | thintkat this is an expectation, even though most backers may not even

have thought about it. But this is not a rule that is written or exists anywhere. Unwritten rules
certainly exist.

Interviewer: Soas a creator, are you influenced by these community eatfmets or

unwritten rules?

Respondent:Yes. | mean, we spend, and have speifdt of timewhen putting together
campaignensuring for instancethat we properly present all the costs that might arise in

relation to shipping and handling. So somethikgDW ZHYfUH YHU\ FDUHIXO WR GEFk
accurately as possible what the amount for shipping and handling will be, because as a
EDFNHU \RXf0O ZDQW WR KDYH WKDW LQIRUPRWERQ ZKHQ
project | mean, as creatorsgvecan easily charge you $50 for the game now, and then conceal
WKDW ZH ZLOO FKDUJH \RX DQRWKHU GROODUV ODWHU
that is a backer expectation that we have observed that we proactively takecouot

Thesebacker expectations are mainly things that exist in a broader sense. Things that are not
related directly to your specific project or the content thereof. | mean, there are expectations

to projects in general, and | do think that | as a creator undetsiasel because | understand

the market place.

Interviewer: Okay.

Respondent My first concern when envisioning the Kickstarter project and campaign is the
community standards and rules, because thoselate/ely well established, and because

everyone wha@omes to the community seem to accept and abitteeto /LNH LI ,fP D FDU
GHDOHU LWV VRUW RI DQ XQZUL bé\W th€sdonx parking KitDSY DOO R
if I create a car dealership where | park all my cars on the street acrossen ent
QHLIKERXUKRRG WKDWfV MXVW QRW JRLQJ WR ZRUN <RX
need to ask the potential buyers if they would like you to put your cars in a lot or spread them
DURXQG WKH QHLJKERXUKRRG W Y¢/scpRhiusIidrr thé/wap U\ WR D)\
WKDW SHRSOH EX\ FDUV 6R LWYV YHU\ HPEHGGHG LQWR Wi
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yearsBut LI \RXJUH DOO QHZ WR VRMKMWJXL PEOABIRIEBONH RI KR
obvious.1R PDWWHU ZKDW Z iHdnddianrs DeedNth @arnEnE Bdkiten rules.

The norms may be so obvious to creators that have been around for a long time, but new

creators who have no experience in this field, they need to learn these unwritten rules by
participating in the communitiebacking and observing.

Interviewer: Like you said you did yourself in the beginning?

Respondent Exactly. But sometimes | think you should bréakmn the orthodoxyat least

challenge it Breaking with the unwritten rules can be a successful stratetjye sdeal

circumstance is for someone to know those rules, but to still critically and proactively

examine their biases to see if something novel is being overloBkedusehere certaint

exist novel ideas, approachesd innovations.

Interviewer : Okay.| have asked all the questions | had. Is there anything you would like to

add or ask?

Respondent :HTYH WDONHG D ORW DERXW EDFNHU LQIOXHQFH
most influence is in how later campaigns are conducted by creators.

Interviewer: Could you elaborate on that?

Respondent:Backers may addre#isings andpresent ideas or objections that creators are not
prepared to accept or change in the moment, but they may have a profound influence on the
succeeding campaigns.

Interviewer: As a creator, is thabsmething you feel yourself? | meayou said that you are

about to rura new campaign soon.

Respondent:Yes, WHfUH DERXW WR GR D QHZ FDPSDLJQ IRU D QHZ
that our experiences in the former campa@osolutely influence how we will operate this

one.

Interviewer: Including the responseand inputss RXfYH KDG IURP EDFNHUV LQ Sl
campaigns?

Respondent:Yes.

Interviewer: Alright. Is there anything else you wallike to add or ask

Respondent:No, not that I can think of.
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9.8 Appendix H zInter view with Respondent6 (R6)

Interviewer: How did you get into crowdfunding?

Respondent:It was a necessity, because | wanted to produce my own deck of ptaydsy

and | tried contacting all the manufargrs, like, Cartamundi, USPCC aa®wedish one.

7KH LGHD zDV WR VHOO WKH SURMHFW %XW LW GLGQYW ZF
Kickstarter and give it a shot there, basically. | mean, | thaingif the manufacturers

GLGQIW ZDQW WR GR LS$¢e if | ZoRIX @ise thé thorieWo Produt®©the

minimum amount that manufacturers have. And | succeeded really well, so | just carried on

doing it. I learned how to use Kickstarter andtlv LWV QRW D VWHabaudH SODWII
community and people, and there is a lot of interaction, and you can build your base of
IROORZHUV DQG IULHQGV <RX NQRZ LW OHYHOV HYHU\ERC
OHYHO ZKHQ ZHLWBONFRWS$Y QRAWIOWLQJ *GHDU EODK EOD!
EXW PRUH OLNH? \RVRZKWWMVZXSPRUH LQIRUPDO 7KH EDFNI
people and they feel that the people they talk to are on their level. I think this is an important

key featureof crowdfunding They feel more comfortable and they get the reply from me as

soon as possible, becaudwalenotifications switched on on my phone, so | treat them more

RU OHVV DV IULHQGYV LQ WHUPV RI WKH MAP HVIW QRN HOA MN/H
FXVWRPHU VHUYLFH EHLQJ RSHQ IURP WR I LWV
night, 1 reply. | reply when | can.

Interviewer: Do you think that the emergence of crowdfunding has changed the field of

custom playing cards?

Respondent:Yes, definitely. The access for everybody has increased. Of course there is this
automatic filter, which is skills. The better yate with design, the higher ayeur chances

of succeeding. As said before, trying to WoMK URXJK FRPSDQLHYVY GRHVQTW ZR
are too many people deciding, they have their own pipeline, their own roadmap, things like

these. Also, they have the resources, so if they want to hire an artist, they find one. So |
WKRXJKW 3VERHZINLRMVHIMWIO OD\EH WBIWBUD SBBE® HDARAW X\VORO ®
doable, but now, | work on ngwn things. Now, | have learned how Kickstarter works, and |

KDYH EXLOW P\ EDVH RI IROORZHUV DQG WKDWI{Y ZK\ P\ FX
day one and two. So my campaigns fundartime. The community is very important. And

IRU PH ZKHQ , QRZ ODXQFK D SURMHFW , GRQTW MXVW WK
happens. | already know them, the backers in the community. Aftemdagnd tw, it goes

into autopilot for the first week, but | haeatrareleases throughout the campaign, so new
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things are added thrabLK RXW LW WV IDWQITM YRFEOWWERXWSRXVW ODXQF
SDUNLQJ LW DQG WKHQ FRPLQQ HINRN RWHRPR PWK @ WWWURF
people as well, like when you aik feedback or opinions. You can ask them, and they

UHSO\ 1RW HYHU\ERG\ UHSOLHV , PHDQ WKHUH DUH SHRS
HIDPSOH GRQTYW UHDG WKH XSGDWHYV

Interviewer: Alright. How many projects have you created?

Respondent:The one | have running right now is my eighth projéctd all on Kickstarter.

Interviewer: Okay.As an experienced creator, what would you tell a new, unexperienced

creator who is abou&unch his oher first project?

Respondent:l think they have to learn about Kickstarter by backing and by following the
VXFFHVVIXO FUHDWRUV 7KH\ KDYH WR XQGHUVWDQG ZK\ L\
project. They have to observe and analgsel, break down all the positive things into pieces

and analyse it. New creators need to be smart and understand how to analyse these things. |
recently saw someone launching a project, where they had the shipping costs for one deck of
playing cards higheWW KDQ WKH SULFH IRU RQH GHFN LQ LWVHOI ,[fP
a consumer, so | knowwbW WKH FRQVXPHIUVDGRANY FRIMMMHY &R , GRQ
SD\ % PRUH MXVW IRU WKH VKLSSLQJ 3V\FKRGRH\VFQDWO\
ZRUN 7KDWIV WKH WKLQJ WKDW QHZ FUHDWRUV QHHG WR
prices are not their business, because it is. It is. Because they are the ones selling.

Interviewer: Okay.

Respondent: , WV OLNH W KH Vithed) & ddueithidr® ateg X@tehvfules on

Kickstarter,like formal onesand you have to read all of them. But thereaseunwritten

rules that you have to understand. W 1V U H D OThasé tRiSgR &&\Dit® vvious to me

bynow., WKLQN LWV TXLWH FRPPRQ VHQVH OLNH HYHU\ERG
IDLU ,WTV QRW ZULWWHQ DQ\ZKHUH EXW , DSSO\ WKHVH U
was a backer, | would appreciate it. Now, you also see that when athtarsrdo

somethingghat the community generally doe§®W OLNH \RX WD NiH ygukolwviwv L QW R
projects <RX OHDUQ IURP LW $QRWKHU XQZULWWHQ UXOH FDC(
written anywhere on Kickstarter when you have to reply youtNoldJV. WV DQ XQZULW
WKDW \RX VKRXOG UHSO\ DV IDVW DV SRVVLEOH , PHDQ LI
want to wait three days for a reply, do you? Mou want to wait as little as possible for an
answer.You also haveinwritten rule in the communityhat are more creatoelated like

giving mutual shout outs. So | will give another creator a shout out in my camaadihey

ZLOO JLYH PH RQH LQ WKHLUV WYV PRVWO\ ZLWK RWKHU F
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toberele QW OLNH LI ,fP GRLQJ D SURMHFW IRU D GHFN RI S

shout out for a toothbrush project.

Interviewer: Okay. You said that new creators should back in the beginning and look at

what the successful creators are doing. Isgbatething you did yourself in the beginning?

Respondent:Yes, yes. Of course. Because you get to know the mechanics of the platform.

You also get to know the timing, and you learn how the platform works.

Interviewer: How many projects have you backed itatd

Respondent:In total, around 120 projects. And mainly custom playing cards projects.

Interviewer: Alright. How many backers do you typically have for each of your projects?

Respondent:lt depends on the project, but between around 475 and therl®@®The

biggest one is 1,400.

Interviewer: Could you tell me about your relationship with your backers?

Respondent:l can actually split them into groups. Group one is the casual backers, which

are the backers that have absolutely no contact or communication, and they just jump in.

7KH\ XVXDOO\ EDFN DW WKH ORZHVW WLHUV OLNH SOHGJL(

DOQ\WKLQJ WKH\ NQRZ KRZ LW ZRUNV DQG WKH\ GRQYW UHEL

more interactive backers, you know, the people following me on Facebook and Instagram,

who ask questions and give answers, and they give suggestions as wellalthbof a

closer relationship with them, informal as alwalken you have the complainers or trats

rage quitterswho want me to change their projects completely for their nétadsng

demands/LNH 3, VWURQJO\ VXJIJHVW WKRX\D R RK®R) WHKWKDWU 3

OLNH 3®*QR WKLV LV P\ SURMHFW DQG \RX FDQ MXVW OHDY|

P\ SULFHVY EDVHG RQ P\ FRVWY DQG WKH\ WU\ WR FKDQJH

one backer wants me to changediesign of a certain card, but what about the rest, the other
EDFNHUV ZKR DFWXDOO\ OLNH LW" , FDQTW FKDQJH LW W

once had a design that included a woman, whose nipple you could see, but really barely, like

one pixel.And then thisoneguy wrote me, saying that | had to change it, because it would be

embarrassing for him and his family playing with those cards. And then | checked his pledge

to me, like, how many decks he ordered or pledgedtfaras one One deckSo I told him to

buy a sharpie and cover it with a dfott was that embarrassing for him. Seriously. But yes,

they try.The trolls are a very small percentage, but they do make a lot of noise. The fourth

group consists of the followers, the people wheays back and are always there. The

hardcore followers who back everything | do, and we talk a lot. We have a close relationship.

You can call them the VIP backers
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Interviewer: How would you say that the division between these groups are?

Respondent:l would say that 70 per cent of backers are camudisilentFive per cent for

the VIP backer group. Then 24.5 per cent ofitiveractivebackers. And then only Oger

centfor the noisycomplainers, thé&olls. There are not too many of thesemplainersput

they are loud. For exampl®r the campaign | have running right now, there was the one

person who slammed me for changing my project so much away from what it looked like at
prototype level, and that it was now beyond recognitarst RI DOO WKDW{TV QRW WU
also, he never backed me before or followed me, so he should shut the fuck up. But these

people just always have something to say, and it feels like this one per cent is louder than the

rest of the 99.

Interviewer: How do these complainers affect you?

Respondent: <RX NQRZ ZKHQ EDFNHUV JLYH PH IHHGEDFN DQG |
VXJIJHVWLRQ RI FRXUVH , FRQVLGHU LW EHFDXVH LWTV QL
if | already made my decision, | thank theeXW WHOO WKHP WKDW P JRLQJ )
decisions. But these complainers they demand things, and sometimes there are not even any
VXJIJHVWLRQV LQ WKHLU FRPPHQWY J/LNH WKH JX\ , MXVW F
being negative. He does not pre$¢nDQ\ LGHDV RU VXJJHVWLRQV RU DQ\W|
MXVW FULWLFLVLQJ :KHQ LWV MXVW LQVXOWLQJ , NLFN V
Interviewer: Okay. Which channels do you use to communicate with your backers?

Respondent:l use Kickstarter, private messaging on ktiekstarter platform. | use

Facebook and Instagram, and sometimes, we also communicate via email. The problem is
WKDW , GRQTW NQRZ ZKR LV ZKR mediftbesd/diffevént rédikimsy H G LI |
, DOVR IROORZ D IRUXP FD Ooréhly &0ve W sb@edDtheSd Raweéhookd% X W |
groups that | check daily. Communities on social networks.

Interviewer: Okay. You already spoke a little bit about thi® your backers in any way

influence your crowdfunding projects?

Respondent:They influence KHP \HV I WKH\ VKDUH WKHP RQ WKHLU V
like an emotional reaction, where they like something and share it with their friends. And in

that way, they can positively influence me and my project, because they extent the exposure
andvisibility, and it might attract more peoplewill launch a competition soon where if

people share the project on social media, they enter the chance to win something. That can

also really help spread the word.

Interviewer: Are all backers equally influsial?
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Respondent:No, because | have certain backers who are collectors, and they know much

PRUH WKDQ PH DERXW FDUGY DOVR KLVWRULFDOO\ VSHDN
suggestions and inputs, and when | see something that | like, | makeatigeshLater today,

TP JRLQJ WR SRVW DQ XSGDWH FRQFHUQLQJ WKH GHVLJQ |
is oneway, because | thougttwould be more coherent, bubw when | see the prototype, |

realise that this oneay design is a bit annoyindd QG , PLJKW FKDQJH LW 6R WR(
to ask for feedack and input on this chang&o to keep it as it is or make the change. The

option that gets most support is the one | will go with.

Interviewer: So you are actively asking backers to give thguts?

Respondent:Yes, absolutely! The backers really love to get involved. So now, | will give

them this A or B choice, and then | can get their opinions. And when you ask them for their
opinions, they get really active, like, the amount of commer#8 tenes the usual. And if 99

per cent of people tell me to absolutely not change anything, alright then, the people has

spoken. They are the ones who are buying it.

Interviewer: So the number of backers voicing a certain opinion can influence you and your
project?

Respondent:Yes. For example, if | get a lot of requests for making a certain reward or
RSHQLQJ XS D QHZ WLHU WKHQ , RIWHQ GR VR ,W GRHVQT
people want.

Interviewer: Could you elaborate on the involvenmenh backers?

Respondent:Yes. They write in the comments section, and | read everything. So if notice

that three of them asked me to open a certain reward, so | did. They also give suggestions to
WKH SURMHFW LWVHOI EXW L Wotk@ing teVnRake fandameéntaiW KL QJ GRIL
changes in the project. | always evaluate their requests and suggestions. If they ask me to do

ten more illustrationdor example WKHQ LWYV D QR EHFDXVH , KDYH HQR
Interviewer: Alright. You gave me the example of thiseobacker who was unhappy about

your design choices, and then you said you looked into how much he had pledged for your
campaign. Does the size of the pledge decide how influential backers are?

Respondent:Well, in that particular case, | thoughtit was®@@® VKLW , PHDQ LI ZH FD
handle a drawn nipple that literally takes up one pixel on one out of 56 cards, then we need to
close all museums and art galleries all over the world. But my answer to bf#stlggsestions

DQG UHTXHVWYV LV FDOLEUDWHG EDVHG RQ WKH VL]H RI WK
ZRXOG WU\ WR DFFRPPRGDWH KLV ZLVKHV PRUH |, ZDQW W
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%XW LI LWV VRPHWKLQJ IXQGRBHOQRMEBOOENHNRFEKORHH W\
no,l FDQMTW GR WKDW 6R LW GHSHQGY RQ WKH UHTXHVW
Interviewer: Okay.

Respondent:You know, the VIP backers | spoke about earlier, they have more of my

attention of course. These people are following me, they are lypio#lectors and they

UHDOO\ NQR e AlKiny\&boit KTHayget priority aaway. | mean, | reply to

everybody, but they get priority.

Interviewer: Alright. You also said that the number of backing voicing a given opinion is

influential. Are theVIPs more influential?

Respondent:lt really depends on the request. | will evaluate everything. Because there are
UHTXHVWYV WKDW ,fP RSHQ WR OLNH W Krewdsdpaded) G WLHUV
release dates and so. For example, | accommduatemerican backers, because they

constitute 85 per cent of my backers. If one person from Japan then asksharge the

release time to fohis time zone, | have to tell him no, because there are only three Japanese
backers in total. My top backingpuntries are US, UK, Canada, Australia, Germany, Spain,

Sweden, Italy, France, Singapore, in that order.

Interviewer: Alright. So you saidhat later today, you will post an updating, asking your

backers fofeedback?

Respondent:Yes.

Interviewer: That PHDQV WKDW \RXJfUH GLUHFWO\ LQYLWLQJ WKHP
ever just give you their opinion without you asking?

Respondent:Yes. | mean, they will always make comments, like in the Kickstarter
FRPPHQWY VHFWLRQ %XW , MHKH® G R RV GEFOFNVLW/LN HPLQR\
TKHUHYY D OLPLW WR KRZ PXFK , FDQ DFFRPPRGDWH EDFNEF
with the project, because if | listen to everybody, my project turns into Frankenstein. If their
feedbackisgoodandrel&v\QW DQG LW SRLQWV WR VRPHWKLQJ , GLGC(
listen to them and take it in. Like, if they told me that the fingers of this character in my
DUWZRUN DUH WRR VPDOO WKHQ RS tl& XwilMiit., ZLOO WDNH [
Inter viewer: Okay. Do you perceive backer input and feedback as valuable and useful?
Respondent:<HV DEVROXWHO\ ,WYV DOZD\V JUHDW WR JHW IHH
7TKHUH DUH WKLQJV WKDW , GRQTfW VHH RI FRXUVH ,W{V O
Interviewer: Do you feel obligated to listen to your backers and take in their inputs?
Respondent:Listen, absolutely. | like listening, and | want to hear what they have to say.

,QSXW LV DOZD\V QLFH %XW , GRQTW IHHO REOLWGDWHG WR
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P\ SODQ ,I LWtheybaw LLFBIFEGIS® LW % XW \Raf bedi&psTW DFFRPP
Then your project turns into Frankenstein, as Sé&idi sometimes see this with new creators,

trying to accommodate all backers. But | think you learakecontrol over your projects in

a sense. | mean, | will still listen to backers, but whether | take in their input repkynds

RQ WKH L Q £hange anytirnQ fudamental about the design of my project, but for

example opening up rewards, that llwlib, or if the backers spot something in the design that

, GLGQTW VHH %XW VRPH EDFNHUV GR JHW PRUH DWWHQW
talking about.

Interviewer: Are you ever met with resistance from backers?

Respondent:There aretrollsLQ WKH FRPPXQLW\ TP WKLQNLQJ RI HVSH
+HYV DQ DQJU\ SHUVRQ +H KDV D ELJ FKDQQHO RQ <RX7XE
never have a war with anyone. And if someone tries to be negative about me or my projects, |

can call fo backup from other people, like my friends in the community, backers and other
FUHDWRUV $QG WKH\ ZLOO KHOS PH VLQN WKDW WUROO I
Interviewer: When you geteactions that are purely negative without any suggestions or
anythingconstructive, how do you react to that?

Respondent:, UHSO\ WR WKHP H[SODLQLQJ WKLQJV WR WKHP LC
WKDW \RX UHSO\ WKHP LQ D FRQVWUXFWLYH zZD\ EHFDXVH
down to their level, it onlgets worsel tell themno when the& request is not possibleybl

understand that sometimes they need to understashbe explained why it is not possible.

Otherwise, thegontinue nagging

Interviewer: Okay.What happens if you do not listenliackers or go against their inputs?
Respondent:l might lose some of the backers. There will always be someone who dislikes
ZKDW \RX GR DQG WKDWYfV RND\ ,I WKH\ GRQfW OLNH LW
everyone. But if 100 people say thage thing and you go against it, that would be quite

VWXSLG EHFDXVH WKDW{fV OLNH SHU FHQW RI DOO WKH |
KDV WR EH VRPHWKLQJ WKDWTfV ZRUWK O RRNLM@tEoLQWR %D
much individwally, only in certain cases, like with the VIP backers

Interviewer: Okay.

Respondent:There aresometimeshings | might have missed, so it is good ¢édpen and

listen. Bu custom playing cards agelot about the design, and there &K LQJV , ZRQIW
FKDQJH EHFDXVH WKLV LV ZKDW ,fP VHOOLQJ , FDQTW GH:
gold foil on my cards into silvédoii EHFDXVH QRZ ,fYH VSDPPHG WKH EDFI
WHOOLQJ WKHP , ZLOO XVH WKDW ,Wé&wWwitiPvé Bt yow shawv W R NH
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Imagine ordering a blue shohline DQG WKH\ VHQG \RX D UHG RQH 7KH\ FI
they changed the colour. So of course, if many people say something or some of the VIP

backers make suggestions, | might make a chang@ub of respect for all the other people
EDFNLQJ , FDQYW MXVW FKDQJH P\ SURGXFW EHFDXVH RQH
look better. Because many backers actually like it as it is and want to keep it that way. | tell

them from the beginnindhat there might be minor tweaksjtimot drastic, radical stuff. With
tRGD\f{V XSGDWH , ZDQW WR VHH KRZ LW JRHV , KDYHQTW
because it would be a bit more of a significant change.

Interviewer: : KD W d4d lds¥\sffnificant change?

Respondent:Whenever you make any changes, you have to notify the backers, always. And

LI LWYV IRULQVWDQFH FHUWDLQ 9,3 EDFNHUV ZKR VXJJHVYV
gooG WR PHQWLRQ WKDW LW tig But\ &vwayisihQlify bdcRers-afhautvV X I I HV
FKDQJHV ,I \RX GRQTW WHOO WKHP WKH\ PLIJKW UHDFW QF
Interviewer: Okay. | think that was all | wanted to ask you. Is there anything you would like

to add or ask?

Interviewer: Uhm« 7R PH D NH\ |HdoWwcslhtiolnig &2 \a creatas really this

direct contact and communication. Project creator and backer, there is no middleman or
FXVWRPHU VHUYLFH WV MXVW \RX DQG WKLV SHUVRQ RQ
HQJDJHPHQW LV UHDOO\ LPSRUWDQW. | e2plyGaslsuwoisy D NH\ IHDYV
possible, and they know tha#ly backers really appreciate this. | mean, imagine yourself
ZULWLQJ FXVWRPHU VHUYLFH ZDLWLQJ WKUHH GD\V IRU D
WR EX\ P D FRQVXPHU Ha\VHLONH IDQGEs., GNRARIZVZOLNH
Respondent:Alright. Is there anything else you would like to add or ask?

Interviewer: 1R WKDWY{V DOO
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9.9 Appendix| zFinal Coding Scheme
Below is the final list of codes/themes and-sollestthemes employed in the
analysis. The codes apeganisednto five main groupssimilar to the manner in which they
+and the findings concerning thefrareorganisedn the analysis (section 4.0)lithin each

group, the codes are organised alphabetically.

List of Codes/Themes
1.

Community
I Backer reasons for community participation
I Backer types and characteristics
I Community activitiegposting, commenting, sharing, etc.)
' Community platforms, mediums and channels
' Crowdfunding platforms

- The result of the emergence of crowdfunding

- Agency expectations of backers
- Backer contributionand influence
I Immaterial (inputtideas, opinions, feedback, ettand promotion)
I Intersection between material and immaterial
I Material (financial)
- Backer feelings about offering input for free
- Backers only give input withirheir fields of expertis
- Degee of agency
I Backer involvement by backer incentive
I Backer involvement by creator invitation
I Creators being open to listen
I Inability and unwillingness of creators to integrate all backer input
! /JLPLWDWLRQV LQ EDFNHUVY FDSkBdn&ficisV LHY DQG

input
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- Ways for backers to exercise power
I Any one individual backer can be influential
I Change of influence over time (firsine creators vs. experienced creators)
I Influence of number of backers voicing a given infnawer as a crowd)
I Influence of statugpower of individual highstatus backers)
f Herd mentalityhigh-status backers influencing the crowd opinions

andbackers generally followinmajority viewg

- Creators need to learn and need input
I Backer reluctance to offer input
I Creators being dependent on backers and their input
I Requirements of new creators to participate (before launching projects and
asking for input)

- Norms and unwritten rules

- Boycott
- Creator reputation
- Creator control of backers
- Engagement of backers
I Creabr responses to backer input
I Consequences of creators engaging and communicating with backers
- Negative experiences with and perceptions of backers
- Positive experiences with and perceptions of backers



