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Giving Neurotic Entrepreneurs Money to Save the World? An
Analysis of U.S. Equity Crowdfunding Projects

Research in Progress

Scarlett Koster, Heinrich-Heine-University of Diisseldorf, Germany, S.Koster@hhu.de
Andrew Isaak, Heinrich-Heine-University of Diisseldorf, Germany, Andrew.Isaak@hhu.de

Abstract

A key challenge faced by entrepreneurs is financing the venture for which equity crowdfunding presents
an alternative with relatively low entry barriers. While it has recently been shown that perceived
personality traits of the entrepreneur can impact crowdfunding success, so far, little is known about
which perceived personality traits drive funding success in the context of sustainable ventures, which
this study explores. To answer this question, through the lens of asymmetric information, we use
quantitative regression analysis of U.S.-based equity crowdfunding projects. Overall, our preliminary
results suggest an interaction between sustainability and the negatively perceived personality trait
(neuroticism) on equity crowdfunding funding success. Further, we replicate recent findings on the role
of negatively perceived personality traits in crowdfunding. This study contributes to our knowledge of
the role of the entrepreneur's perceived personality and communication in successfully financing
sustainable ventures via equity crowdfunding, bringing us closer to co-creating sustainable digital
futures.

Keywords: Sustainability, Equity Crowdfunding, Implicit Personality Theory, Big Five.

1 Introduction

There have long been calls to use the transformative power of information systems (IS) to support the
sustainable development of our world — to advance and foster sustainable actions in our society in order
to reduce our environmental impact (Watson et al., 2010). Sustainable entrepreneurs strive to be both
profitable and impactful simultaneously — earning a reasonable profit while seeking to solve social and
environmental issues. A key challenge that these entrepreneurs face is financing the venture; due to
liabilities of newness (Stinchcombe, 1965) and smallness, too often, startups fail due to a lack of funding.
Sustainable entrepreneurs have a particularly hard time financing from traditional sources and creating
sustainable solutions can require huge up-front investments e.g., for R&D. Equity crowdfunding
presents an alternative means of venture financing from a crowd of investors via an online platform with
lower entry barriers (e.g., no collateral required) than bank loans or classical venture capital (e.g.,
Vismara, 2019; Neuhaus et al., 2022). Consequently, crowdfunding has been found to support new
business ideas and innovative ventures which aim to respond to environmental, social, and economic
issues (e.g., Calic and Mosakowski, 2016; Horisch and Tenner, 2020; Lehner, 2013).

Crowdfunding is now seen as a creative source of capital for new startups — especially those sustainably-
oriented entrepreneurs who are still disadvantaged when seeking funds from traditional investors (Bento
et al., 2019). Schwienbacher and Larralde (2010) define crowdfunding as “an open call, essentially
through the Internet, for the provision of financial resources either in the form of donation or in exchange
for some form of reward and voting rights to support initiatives for specific purposes.” (Schwienbacher
and Larralde, 2010, p. 4). In equity-based crowdfunding (ECF) startups sell shares of a company to
investors in the crowd (Vismara, 2019; Neuhaus et al., 2022). The strong growth of equity
crowdfunding, which is now seen as an “important source of alternative finance for entrepreneurs”
(Buttice and Vismara, 2022, p. 1236), is an encouraging and optimistic sign for young ventures and
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private investors as it is more accessible to nontraditional stakeholders (Vu, 2021). Compared to other
forms of crowdfunding which often entail pre-purchase or donations, in ECF, investors commit larger
amounts (typically a minimum of 500-1000 USD) in exchange for a long-term share of the venture.
Further, it involves a careful platform pre-screening. Therefore this setting is particularly interesting for
study, since it relates more closely to classical venture capital, but in an IS-intermediated form. By
engaging with this context we answer calls for further research on equity crowdfunding (e.g., Butticé
and Vismara, 2022; Pollack et al., 2021), particularly in the context of personality and sustainability
(e.g., Neuhaus et al., 2022).

In the field of IS different studies have examined various aspects of crowdfunding (e.g., Rottler et al.,
2020; Hong et al., 2018; Nevin et al., 2017; Raab et al., 2017; Bretschneider et al., 2014). However, in
this paper, we study equity crowdfunding through the dual lens of sustainability and personality.
Pacheco et al. (2010, p. 471) describe “sustainable entrepreneurship as the discovery, creation,
evaluation, and exploitation of opportunities to create future goods and services” consistent with
sustainable development goals. Based on the Brundtland Report, sustainable development means
“development that meets the needs of the present without compromising the ability of future generations
to meet their own needs” (WCED, 1987, p. 51). To accomplish such inclusive development, innovative
solutions are required to overcome unsustainable (ecological and social) market failures. Sustainable
entrepreneurship is essential for creating and implementing such innovations (Schaltegger and Wagner,
2011). Various studies have noted that crowdfunding represents a successful tool for financing
sustainable entrepreneurship (e.g., Calic and Mosakowski, 2016; Horisch and Tenner, 2020; Lehner,
2013). Following Lehner (2013) and Shepherd and Patzelt (2011), we, therefore, consider ventures
having a social or environmental mission as their primary goal and contributing to preserving the
environment and social communities as part of sustainable entrepreneurship.

Additionally, Schaltegger and Wagner (2011) point out that sustainable entrepreneurship is
characterized by entrepreneurial activities which focus more on the personal initiative and skills of the
entrepreneurial person or team and less on management systems or technical procedures. This indicates
that the entrepreneur’s personality is an essential factor when it comes to sustainable ventures as well as
sustainable crowdfunding. Regarding decision-making, personality traits matter because personality can
be seen as the foundation for individual differences between people (Mairesse et al., 2007). While
personality is a complex subject, researchers largely agree that all personality traits can be categorized
into five main dimensions, often referred to as the Big Five (Goldberg, 1990). This Five-Factor Model
(FFM) is the most widely used in research today (Barrick et al., 2001) and these traits have been shown
to be stable over the course of adult life (e.g., Kassin, 2003; Judge et al., 1999).

In this paper, we examine associations between the Big Five personality traits of entrepreneurs perceived
by investors and sustainability in crowdfunding. To shed further light on this interplay, we seek to
answer the following research question: What is the impact of perceived personality on the funding
success of sustainability-oriented equity crowdfunding ventures vs. 'purely’ profit-driven ventures?

In particular, we attempt to examine this question using a narrative analysis approach based on machine
learning. Based on implicit personality theory and our knowledge of the Big Five, we put forward that
positively perceived personality cues in campaign communication should facilitate venture funding,
while negatively perceived cues (i.e., neuroticism) will lead to less funding. Further, based on prospect
theory, we argue and find that such negative cues should be particularly impactful in the presence of
additional perceived uncertainty due to the particular context of sustainable ventures (e.g., due to
stereotypes of lower profitability). Overall, while our effects for positively connotated personality cues
do not reach significance, our results point to a considerable negative effect of perceived neuroticism on
equity crowdfunding, particularly under the condition of sustainability-driven ventures, supporting both
the notion of implicit judgements and prospect theory. Hereby, we contribute to studies in IS and
entrepreneurial finance on the role of perceived personality and crowdfunding outcomes (e.g., Thies et
al., 2016; Neuhaus et al., 2021; Neuhaus et al., 2022).
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2 Theoretical Background

21 Sustainability and Crowdfunding

In his study, Vismara (2019) shows evidence of the attractiveness of sustainability-oriented ventures in
equity crowdfunding. Even though sustainability orientation does not increase the chances of success or
of engaging professional investors, it attracts a higher number of lay investors. Considering an
institutional logic, the results reveal that professionals follow a market logic, and these smaller investors
also believe in a community logic (Vismara, 2019).

Other studies also showed that when it comes to investors’ decision-making, it is not always about
extrinsic motivations such as monetary incentives. Based on cognitive evaluation theory, Allison et al.
(2015) found that investors in reward-based crowdfunding respond positively to narratives highlighting
the venture as an opportunity to help others and less positively when the project is framed as a business
opportunity. Therefore, the authors suggest that funding initiatives are more effective when focusing on
the reasons why investing would be intrinsically satisfying to the donors (Allison et al., 2015). Hence,
crowdfunding presents more than simply a financial tool: it allows entrepreneurs to find an audience
that aligns with their sustainability focus. In contrast, investors see opportunities to invest their money
in line with their values (Vismara, 2019).

However, this may differ based on the crowdfunding type. The findings of Cholakova and Clarysse
(2015) show that nonfinancial motives play no significant role when donors decide to invest in equity
(typically much larger and more long-term investments) but that the extrinsic financial return motivation
is a crucial driver on both equity-based and reward-based platforms. Analyzing projects from a reward-
crowdfunding platform, Bento et al. (2019) find evidence that the perceived sustainable mission
positively influences the outcome of the crowdfunding campaign.

2.2 Implicit Personality

Implicit personality theory refers to specific patterns and biases a person uses when forming impressions
based on a limited amount of initial information about an unfamiliar person (Pedersen, 1965). The term
describes the expectation of the co-occurrence of traits and behaviors. For example, people expect
talkative people also to be sociable (Borkenau, 1992). Much of the process of social perception is
automated and not conscious (Bargh and Chartrand, 1999). The conscious and intentional regulation of
one's behavior, evaluations, decisions, and emotional states requires considerable effort and is relatively
slow; therefore, conscious self-regulatory acts only occur for a short time. On the other hand,
unconscious or automatic processes occur unintentionally, effortlessly, and very quickly. They are
effortless and guide people safely through the day (Bargh and Chartrand, 1999).

Individuals’ implicit expectations when meeting a stranger may differ. People unconsciously rate others’
different implicit traits and behaviors (Borkenau, 1992). That being said, Individuals tend to see
themselves and others in similar ways, and perceiver effects are more and more stable over time,
resulting in group-specific stereotypes (Srivastava et al., 2010). Consequently, first impressions and how
potential investors in the crowd perceive an entrepreneur’s personality are highly important in a funding
situation. This is especially the case for sustainable or social entrepreneurs as they are linked to certain
prejudices and public expectations. Plus, social determinants and peer influence are crucial factors in
crowdfunding (Hong et al., 2018).

In an article from 2018, Forbes describes social entrepreneurs as those who “prioritize purpose over
profit and step(ping) out of corporate life and into the world of passion and social impact” (Forbes,
2018). They differentiate themselves from traditional entrepreneurs by their vision-driven leadership,
creativity for providing innovative solutions for issues they seek to address, temperament as they often
see things that do not exist yet, profound beliefs and confidence in what they do, and persistence in
challenging situations (Forbes, 2017).

Some scholars have looked at personality differences between the two types of entrepreneurs — those
that act profit-oriented and those that strive to be profitable and impactful simultaneously. According to
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Smith et al. (2014), social entrepreneurs display statistically significantly higher levels of creativity and
innovativeness, risk-taking, and need for autonomy than traditional entrepreneurs. Using a content
analysis technique Pangriya (2019) explored the characteristics and motivations of social entrepreneurs.
The results indicate that social entrepreneurs' main character traits are creativity, empathy, community
roots, and contentment, while they are also marked by education, global exposure, and prior work
experience. Like the Forbes list, the findings reveal self-transcendence, unique ideas, and innovation to
solve pain points, inspiration, and personal experience as the motivational key drivers for an individual
to become a social entrepreneur (Pangriya, 2019). Hence, crowdfunders are likely to implicitly attribute
these characteristics to sustainable entrepreneurs.

23 Personality and Crowdfunding

The fast-growing crowdfunding market allows individuals and organizations to raise funds for various
projects. However, potential investors face uncertainties regarding the quality of projects and the
characteristics and behavioral intentions of project promoters due to a lack of publicly available and
unbiased information (Thies et al., 2016). The personality traits of project founders and potential
investors are of high importance in the decision-making process and as well as for the funding success
of a crowdfunding campaign.

Rottler et al. (2020) examined personality perceptions in a reward-based setting and found that the
donor’s behavior is influenced more by the perceived personality than gender or race. While in the
decision-making process, the crowd concludes all dimensions of personality: inventors appearing to
have a high intellect, imagination, and creativity (openness to experience) and who are perceived as very
caring and structured (conscientiousness) perform exceptionally well (Rottler et al., 2020).

By analyzing crowdfunding campaigns running on Kickstarter, Thies et al. (2016) found that campaigns
of project creators can signal certain personality traits through their project description and video are
more likely to succeed and to be shared via social media. Favorable traits for a successful campaign in
reward-based crowdfunding are openness and agreeableness; neuroticism should be avoided (Thies et
al., 2016). These results are complemented by recent studies by Isaak et al. (2021) and Creek et al.
(2019) on equity crowdfunding and personality. Further, a literature review on the subject (Neuhaus et
al., 2022) reveals that a total of 26 recent studies have begun to examine the role of personality in
crowdfunding, with comparatively large research gaps in for the equity-based crowdfunding type and
for topics like sustainability.

3 Hypotheses Development

The first four of the Big Five personality traits (Goldberg, 1990) are generally seen as positive in the
literature. First, openness to new experience has often been related to creativity, imagination and
innovation capability (e.g., Zhao et al., 2010), factors which are clearly seen as valuable among startup
investors in the crowd. Second, conscientiousness has been tied to task-orientation, systematic work,
attention to detail, self-control and dependability (e.g., Almlund et al., 2011), traits which are important
in project execution — carrying through a project to success. Third, extraversion, a trait related to being
talkative and highly active (Barrick and Mount, 1991) has been related to people's ability to expand their
social networks, a status symbol and an important capability for entrepreneurs that signals the future
ability to reach new customers, develop new partnerships, etc. Finally, agreeableness, being perceived
as pleasant and cooperative and therefore generating sympathy from others can be seen as important for
getting along in (startup) teams and therefore for achieving social acceptance. Through the lens of
implicit personality theory (Borkenau, 1992), we would expect that given limited information, investors
in the crowd will be positively biased towards entrepreneurs with these traits, implicitly judging their
personality based on such pre-existing and socially prevalent behavioural archetypes as a way to
simplify their complex decision on investing in a given venture. Therefore, we posit that:

Hla: Positively perceived personality cues in campaign communication will lead to higher equity
crowdfunding.
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The fifth of the Big Five personality traits, neuroticism, or emotional instability, is associated with
pessimism and a low locus of control (e.g., Almlund et al., 2011). Hence, it clearly carries strongly
negative implicit associations particularly detrimental to trust. Further, equity crowdfunding is a type of
crowdfunding that requires higher minimum investment amounts (typically 500-1000 USD) increasing
the stakes and need to rely on the entrepreneur. Herefrom, we posit that:

H1b: Negatively perceived personality cues (neuroticism) in campaign communication will lead to less
equity crowdfunding.

Hybrid ventures, while doing an important service to society, face additional hurdles. The founders need
to simultaneously focus on dual missions, profitability and some form of social welfare maximization.
While social and environmental goals can be intrinsically motivating, they also imply additional project
risks and, simultaneously, constraints on profitability (opportunity exploitation) and therefore a lower
return, since some of the earnings will flow towards sustainability goals. Most investors want businesses
to focus on bottom-line profitability, i.e., they generally favor conventional commercial entrepreneurs
that maximize earnings potential, as stated by Calic and Mosakowski (2016) and will therefore implicity
judge sustainable entrepreneurs as less worthy of additional funding. Therefore, we expect that:

H2a: Sustainable projects will receive less equity crowdfunding than their primarily profit-driven
counterparts.

From the above, we already expect that entrepreneurs perceived as neurotic based on their crowdfunding
campaign, as well as sustainable ventures will receive lower funding. Further, social entrepreneurs are
often perceived as the 'good guys'; displaying cues of neurotic communication or behavior would starkly
contrast with this social stereotype likely leading to negative reactionary judgements. Finally, based on
prospect theory (Kahneman and Tversky, 1974) and related behavioral and neuroeconomic experiments,
we know that losses loom higher than gains for investors deciding in uncertain situations, leading to a
phenomenon known as loss aversion. Therefore, if both factors (perceived neuroticism and sustainability
of a venture) co-occur for a given campaign, we expect that their negative effect will be cumulative.
From the above, we posit that:

H2b: Sustainable projects will receive particularly less equity crowdfunding in the presence of
negatively perceived personality cues by the entrepreneur (neuroticism).

4 Methodology

To test our assertions empirically, we first extracted a total sample of 701 campaign descriptions,
including comments, updates, and corresponding video pitch subtitles from the homepages of three
leading equity crowdfunding platforms (StartEngine, Wefunder, and Republic) in the years 2017
through 2020. Since the habit of using certain categories of words when communicating correlates with
a person's personality characteristics (Tausczik and Pennebaker, 2010), we ran the resulting text through
IBM Personality Insights, which utilizes a machine-learning algorithm to predict the personality trait
value of a given campaign (or pitch video) text. This process was successfully used in previous research
on corporate fundraising (Gruda et al., 2021) and blogging (Yarkoni, 2010).

To categorize the sustainability of the equity crowdfunding campaigns, we made use of the tags (e.g.,
"Green Tech", "Social Impact", etc.) available on two out of three of the platforms, resulting in a reduced
sample of 394 campaigns. All projects tagged by the platform as having a social impact were coded as
1 and the rest as false. We confirmed these predefined tags by examining the tagged campaigns to
confirm these. For example, these include a cafe founded by a black minority, startups led by a female
founder, a health therapeutics firm, benefit corporations ('b corp'), etc. These align well with the defined
ask for inclusive sustainable development (e.g., health, gender diversity, etc.). The use of third-party
(the platform's) coding of 'social impact' limits the subjectivity and therefore bias in the data. Second,
using the tags provided on the platform mirrors the sustainability impressions a typical investor in the
crowd is likely to receive when ascertaining the sustainability (and investment worthiness) of a
campaign.
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To limit the degree of omitted variable bias, we also include a number of variables suggested by the
literature. Perceived project quality shapes investors' overall impression towards a crowdfunding
campaign (Bi et al., 2017) and therefore, influences the effect that other signals have on crowdfunding
success (Mollick, 2014). For example, the use of videos increases the borrower's perceived
creditworthiness and endorsement by others (e.g., via comments) can help to validate given information
(Courtney et al., 2017; Elliott et al., 2012; Wang et al., 2019). Research on this topic denotes the word
count of the campaign description text, media use (e.g. pictures, videos) and the number of updates and
comments as quality indicators (Bi et al., 2017; Courtney et al., 2017; Mollick, 2014; Wang et al., 2019).
Based on previous literature (Barbi and Mattioli, 2019; Mollick, 2014), we also control for project size,
category, security type, number of employees, company age (established company), the year, campaign
duration, location (state) and word count for project descriptions and videos.

We test our hypotheses with linear regression (Wooldridge, 2002), which facilitates the interpretation
of our results vis-a-vis alternatives and provides us with an actual r-square value for our models. Our
dependent variable, the funding amount reached for a given campaign is non-normal according to a
Shapiro-Wilk test (p<.001; z: 12.04) and is characterized by heteroskedastic errors according to a White
test (p<.001; Chi-sq.: 256.01); therefore, in line with previous literature, we use the log-transformed
variable (Block et al., 2018; Chan and Parhankangas, 2017) and report robust standard errors in our
models. Our outlier analysis led us to drop one observation which was clearly above the 1,5 IQR
threshold. Also, variance inflation factors (VIFs) are well below five for all our variables (M=1.41),
suggesting that multicollinearity should not be an issue for our data.

5 Results

The results of our stepwise regression models are presented in Table 1 below. Additional descriptive
statistics for our variables are provided in the Appendix.

DV: Fund. Amount(ln) 1) S.E. ?2) S.E. A3 S.E. “4) S.E.
Project Size 125%* (.05) 127%x* (.048) 126%** (.048) 132%** (.049)
Category -.001 (.004) .001 (.004) .001 (.004) .001 (.004)
Campaign Duration .001 (.001) .001 (.001) .001 (.001) .001* (.001)
Mult. Visible Speakers .028 (.089) .072 (.089) .07 (.09) .062 (.089)
Word Count 178 ** (.057) A77*** (.054) 176%** (.054) 178 ** (.052)
Video Duration (Sec.) .001 (.001) .001 (.001) .001 (.001) .001 (.001)
# of Images .005%** (.002) .006*** (.002) .006*** (.002) .006*** (.002)
# of comments (In) 652 ** (.053) 63 *** (.052) 620 ** (.052) 632 ** (.053)
# of updates (In) -.028 (.047) .008 (.047) .007 (.047) .008 (.047)
Crowdf. Experience .163 (:2) 197 (.196) .196 (.196) .18 (.192)
# of Employees .004*** (.002) .004** (.002) .004** (.002) .004*** (.002)
Jurisdiction (State) .001 (.003) .001 (.003) .001 (.003) .002 (.003)
Established Comp. 154 (.097) 119 (.092) 119 (.092) 135 (.091)
Openness -.046 (.68) -.026 (.682) -.114 (.674)
Conscientiousness .307 (.466) 287 (.475) 341 (.472)
Extraversion -442 (.319) -453 (.321) -.522 (.32)
Agreeableness -.523 (.586) -484 (.613) -.51 (.607)
Neuroticism -1.83%** (443) | -1.841%** | (443) | -1.454*** | (477)
Social Impact -.041 (.128) .184 (.162)
Social Impact # Neurot. -2.224%%* (.932)
Year Dummies Included Yes Yes Yes Yes
Observations 361 361 361 361

Adj. R-squared .383 410 410 416

F-stat 22.534*** 20.351*** 19.559%** 19.014%**

RMSE 757 742 741 736

Log-l. -401.932 -391.056 -390.994 -388.254

Robust standard errors are in parentheses, constant not shown, *** p<.01, ** p<.05, * p<.1

Table 1. OLS Regression models of Personality, Sustainability and Funding Level.
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Model 1 regresses the control variables related to the hard facts of the campaign (e.g., campaign category
and duration) and campaign communication (e.g., word count, # of updates and comments, etc.) against
our dependent variable the final funding amount achieved by the campaign. Among the hard facts,
project size and the number of employees of the startup behind a given campaign are significant across
all models (p<.05), while the campaign year is significant in most models. Regarding the campaign
communication controls, we find a significant effect of the word count and the number of comments
and images of the campaign (p<.01), while the number of updates does not reach significance (p=.18 in
Models 2-4). Model 2 adds the perceived personality traits. Here we can see that only perceived
neuroticism has a significantly negative effect on the amount funded (B=-1.83, p=.018). Model 3
introduces the variable social impact and shows that its main effect is negative but insignificant. Finally,
Model 4 adds the interaction between social impact and neuroticism which is significant. Probing this
interaction reveals that the effect of the continuous variable perceived neuroticism indeed has a different
slope for campaigns designated as having a social impact (1) vs. those that are not (0). Also, the
interaction model explains additional variation in funding success (for a total of 41,6%), which is likely
to rise further when expanding the sample.

6 Dicussion and Implications

The purpose of this paper is to contribute to the literature on the role of individual-level factors in venture
finance by examining the interplay between entrepreneurs’ perceived personality traits and sustainability
orientation in crowdfunding through the lens of implicit personality and prospect theory. While it has
recently been shown that perceived personality traits of the entrepreneur can impact crowdfunding
success (e.g., Neuhaus et al., 2022), so far, little is known about which personality components drive or
hinder funding success on such platforms for ventures perceived as sustainable. Therefore, this study
aims to bridge literature streams and to add to our knowledge of the interplay of personality and
sustainability to advance building a more sustainable society while using the transformative power of
IS in the form of equity crowdfunding.

First, our findings for the positively connotated Big Five traits do not reach significance, leading us to
reject Hla. Similarly, while the main effect of social impact (sustainability-orientation) is negative as
expected, but not significant leading us to reject H2a for now. We expect that these results are partly
due to the sample size. Currently, the study entails only a moderately sized sample of 394 crowdfunding
projects from two major U.S.-based equity platforms, Wefunder and Republic. That being said, we can
already confirm two of our main hypotheses (Hlb and H2b) leading us to believe that the already
challenging information environment for investors in the crowd in equity crowdfunding is indeed
accentuated by the presence of negatively perceived personality cues and the decision-making context
of social projects. When founders have a dual mission, the perceived risk of investors is likely to be
higher because of the higher information asymmetry this invokes; that is, investors face additional
unknowns regarding the entrepreneur's future behavior. Further, purely profit-driven ventures will have
an easier time focusing on the bottom line. Yet, investors in the crowd only seem to reward 'pure profit'
ventures with higher funding if additional negative 'soft' information cues are present, in this case,
perceived neuroticism. This result seems to partly align with Vismara's (2019) study, which finds that
sustainable ventures do not attract significantly more investors.

Filling an important gap in extant studies, our paper contributes to research on the role of perceived
personality in crowdfunding by showing that not only can negatively perceived personality cues increase
perceived investor uncertainty but that the framing of the project as sustainable can amplify such
perceived risks. While we conducted and argued our study through the lens of information asymmetry,
we also indirectly contribute to research on signaling in crowdfunding and the interaction between
signals (e.g., Courtney et al., 2017). Signaling is quite essential in crowdfunding as it can contribute to
the overall quality of a campaign and high-quality campaigns have been found to be more resilient and
less affected by the “market of lemons” than low-quality campaigns (Geva et al., 2015). Plus, in
hindsight, campaign creators might also benefit from a successful project as signaling crowdfunding
success can provide a trustworthy signal of product quality. Wehnert et al. (2019) argue that such signs
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are particularly relevant for sustainability-oriented products as sustainable attributes are often not
directly accessible to potential consumers.

The study also has practical implications. For instance, the results imply that in equity crowdfunding,
entrepreneurs perceived as neurotic will have a harder time gathering funding and an even harder time
when this is for a sustainable venture. This means they may need to make an extra effort to convince
risk-sensitive investors in equity crowdfunding, e.g., by providing additional information on the
business case. Considering different types of potential investors and how to communicate with them is
valuable knowledge especially since the right choice of campaign communication is an important factor
in sustainability-conscious surroundings (Gimpel et al., 2020). The study also has practical implications
for equity crowdfunding platforms that can use them to improve risk (pre-)screening, which plays a
particular role in equity crowdfunding.

Finally, our paper also has limitations. First, our sample size is not yet particularly large (with 36 projects
tagged as sustainable), yet represents over 10% of U.S.-based equity crowdfunding projects (under
regulation C) during the time-period observed (2016 through 2020). But we expect to collect additional
data on campaigns from 2021 by December to facilitate a more detailed examination of potential
interaction effects. Second, we focus on U.S.-based platforms, discounting potential cross-national
variation in our analysis. Third, given the particular nature of equity crowdfunding (e.g., long-term
commitment to the venture, larger investment amounts) which implies a higher sensitivity to risk, our
results may not fully generalize to other forms of crowdfunding that typically involve short-term one-
shot interactions (e.g., pre-purchases, donations). Further, in equity crowdfunding, market logic plays a
stronger role, which also implies that fully sustainability-oriented projects or those with extremely pro-
social narratives may not enter the crowdfunding process and we are more likely to observe projects
with a ‘moderate’ level of sustainability-orientation. Finally, we cannot fully rule out greenwashing, but
based on our knowledge of the data do not believe this to have occurred among the sample studied here.

Appendix

Variable Obs. Mean Std. Dev. Min Max
Total Funding Amount (USD) 361 300480.14 322669.15 13966 2188466
Total Investors (count) 361 590.266 925.787 20 8551
Project size (categorical) 394 2.921 .963 1 4
Campaign Category 361 23.695 10.508 1 39
Campaign Duration 394 92.152 57.741 0 425
Multiple Visible Speakers 394 294 456 0 1
Word Count (homepage & pitch) 361 6245.825 3162.882 736 30830
Video Duration (sec.) 394 138.381 139.444 0 1736
# of Images 394 37.201 2145 0 159
# of Comments 361 48.343 35.333 2 264
# of Updates 361 11.114 11.024 0 96
Prev. Crowdfunding Experience 394 .038 192 0 1
# of Employees 394 6.571 16.602 0 225
Jurisdiction (state) 394 31.188 11.245 1 62
Established Company (>5 yrs.) 394 .198 .399 0 1
Year (of campaign) 394 2018.234 1.064 2016 2020
Openness 361 914 .075 .615 .998
Conscientiousness 361 751 .104 478 .969
Extraversion 361 .688 156 .144 951
Agreeableness 361 .097 .082 .001 573
Neuroticism 361 .096 .106 0 .584
Social Impact (yes/no) 394 132 .339 0 1

Note: 33 Campaigns were withdrawn, for these the final funding amount is unknowable

Table 2: Summary Statistics for Variables.
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