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ABSTRACT

Microenterprises face constraints in accessing capital, markets,
and entrepreneurial support systems, which limit their capacity for
venture creation and growth. Crowdfunding emerged as an alterna-
tive mechanism with the potential to address these challenges; yet
its role in shaping venture creation decisions remains underex-
plored in emerging economies. Using an exploratory, qualitative,
multiple-case approach, this study examines how crowdfunding in-
fluences the venture-creation and decision-making processes of
Philippine-based microentrepreneurs. Drawing on eight cases of
successfully crowdfunded enterprises, the study investigates entre-
preneurs’ motivations for participating in crowdfunding, their expe-
riences before, during, and after campaigns, and the critical transi-
tion points that shape venture outcomes.

Findings demonstrate that crowdfunding is a market-validation
tool rather than a financial tool. While funding initially motivates
participation, crowdfunding’s most significant benefits are non-fi-
nancial: market and consumer insight, product feedback, brand vis-
ibility, and access to broader networks. More importantly, these re-
sources inform decisions to launch new ventures, develop new
products, enter new markets, or pivot strategically, enabling low-
risk market experimentation prior to full venture commitment.
Building on these findings, the study refines crowdfunding entre-
preneurial frameworks by extending commitment beyond new ven-
ture creation to include product- and market-level decisions, and
contributes an alternative venture creation pathway for resource-
constrained microenterprises.
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Introduction

Crowdfunding is a novel method for fund-
ing new ventures, allowing individual founders
of for-profit, cultural, or social projects to re-
quest funding from many individuals, often in
return for future products or equity (Mollick,
2014). It provides an alternative funding strat-
egy for entrepreneurs and microenterprises
that typically have difficulty accessing tradi-
tional funding sources. Entrepreneurial suc-
cess and organizational function depend on fi-
nancial capacity and sustainability. Organiza-
tions require funding to maintain operations,
expand services, or build up resources to de-
velop economic resilience (Sontag-Padilla et al,,
2012). Unfortunately, social enterprise, non-
profit organizations (NPOs), startup businesses
face financial sustainability challenges because
of limited access to funding sources (Cost et al.,
2009; Sontag-Padilla et al., 2012).

In one estimate, as many as 164,473 social
enterprises in the Philippines constitute 17%
of the 987,974 registered companies. Of these,
about 70% operate as micro, small and me-
dium-sized enterprises (MSMEs), 23% as non-
government organizations, and 6% as coopera-
tives. Most of these enterprises remain limited
in size and scale due to critical gaps in capital
access, innovative financial mechanisms to un-
lock additional capital, social enterprise eco-
system knowledge, and social enterprise im-
pact data (Ito & Shahnaz, 2019).

Pioneer literature contends that crowd-
funding provides key non-financial benefits:
consumer insight, market exposure, and a
product development mechanism (Agrawal et
al,, 2011; Belleflame et al., 2014; Lehner et al.,,
2015; Mollick & Kuppuswamy, 2014). These
benefits incentivize project owners not only to
participate in but also and more importantly to
succeed in crowdfunding (Agrawal et al., 2014).

Furthermore, crowdfunding provides an al-
ternative venture creation process (Vergara,
2019), distinct from the traditional venture
creation process (Bhave, 1994). Bhave’s (1994)
model describes venture creation as an “itera-
tive, nonlinear, feedback-driven, conceptual,
and physical” process that involves 7 different
elements or conceptual categories, which
forms part of four distinct stages: opportunity,
technology set-up, organization-creation, and

exchange. Crowdfunding, on the other hand,
changes the order in which stages transition,
and when and how buying, selling, and invest-
ing players interact with the venture. First, it
modifies the product development process,
specifically who are involved and how the
product is developed. Next, and more im-
portantly, it alters the role of the consumer;
they are no longer mere buyers, but are also co-
producers and investors (Vergara, 2019). In es-
sence, crowdfunding brings products closer to
the market, facilitating not only purchase but
also product feedback and funding for the ven-
ture. Crowdfunding provides ventures with the
funding and knowledge they need to develop
and produce a product that the market will buy.

The crowdfunding impact extends beyond
funding to encompass overarching effects
across the entire value chain, and it modifies re-
lationships among industry stakeholders
(Nucciarelli et al., 2017). Crowdfunding modi-
fies roles of & relationships between and
among industry players. Within the ecosystem,
players may take on different roles. Crowd-
funding platform owners may themselves be-
come fund seekers or funders. Fund seekers
may back or pledge in other crowdfunding
campaigns, and funders may become fund
seekers, too. This is evidenced by the experi-
ence of The Spark Project and its community
(Vergara, 2019).

Established in 2013, the Spark Project is the
longest-standing donations- and rewards-
based crowdfunding platform based in the Phil-
ippines. To date, over 120 projects launched on
The Spark Project, raising close to PhP21 mil-
lion in funding from over 3000 backers. The
Spark Project is a platform and community
with a strategic focus on helping microentre-
preneurs to raise funding and to promote their
products and services. The platform has ven-
tured into enterprise development through in-
cubator programs, matching with grants and
funding, and access to small business support
services.

Nevertheless, crowdfunding awareness
and adoption remain low with Philippine-
based microenterprises (Doce et al,, 2012; Ver-
gara, 2015). Despite crowdfunding benefits,
some ventures that have successfully
crowdfunded through The Spark Project
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remain in business and continue to grow years

after its first campaign, benefitting not just

from funding raised during the crowdfunding
campaign, but also from The Spark Project’s
knowledge and networks.

Crowdfunding can help microenterprises
address multiple challenges that limit growth
and development. Many microenterprises lack
access to capital and funding, markets, ecosys-
tem knowledge of microenterprises, and net-
works, which are crucial in venture creation,
growth, and development. Crowdfunding pro-
vides access to these critical resources, which
can motivate microenterprises to participate in
crowdfunding. In providing access to critical
resources, crowdfunding can facilitate the cre-
ation and development of microenterprises. To
understand how crowdfunding can support the
creation, growth, and development of microen-
terprises, this study sought the following re-
search objectives:

1. To identify the characteristics of microen-
terprise owners, specifically the challenges
in and motivations for venture creation,
that influence their decision to participate
in crowdfunding.

2. To describe the crowdfunding experience
of microenterprise owners and, more spe-
cifically, to identify the important transi-
tion points during and after crowdfunding
that lead to venture creation, growth, and
development.

3. To create a framework that encapsulates
how crowdfunding facilitates the creation,
growth, and development of microenter-
prises based in the Philippines.

This study examines how crowdfunding
contributes to venture creation of microenter-
prises and how it can offer support. The re-
search contributes to the venture creation lit-
erature by providing an alternative framework
or mechanism for venture creation that ad-
dresses challenges and limitations faced by mi-
croenterprises.

Literature Review
Venture Creation

Interest in the study of entrepreneurship
and venture creation stems from the
knowledge that they are drivers of economic

growth and wealth generation (Parra et al,
2021), making entrepreneurship and venture
creation literature one of the fastest-growing
research areas (Cefis & Marsili, 2011; Gupta et
al, 2021). Despite wide interest, extant litera-
ture lacks a universally accepted framework
that fully encapsulates venture creation, in-
cluding its key components, processes, and
players. Perhaps this is because of the charac-
teristics of entrepreneurship (Parra et al,
2021) or the varied perceptions entrepreneurs
have of this endeavor (Kickul et al., 2009) that
make it challenging to represent it explicitly
through a mathematical model or through a ho-
listic and systemic model. Nevertheless, nu-
merous attempts have been made to describe
the venture creation process and integrate cru-
cial elements into a comprehensive and holistic
framework. Table 1 summarizes the literature
on the traditional venture creation process.

Gartner (1985) developed what is perhaps
the most cited and most accepted venture cre-
ation paradigm because of its broad descrip-
tion of the venture creation process, allowing it
to be applicable to all new ventures (Bhave,
1994). The Gartner model represents new ven-
ture creation in four dimensions: (1) the entre-
preneur or individual, (2) the organization that
is formed, (3) the environment surrounding the
organization, and (4) the new venture process.
[t identifies six actions that entrepreneurs per-
form under the new venture process. The
model specifies, however, that how the actions
are enumerated do not imply a sequence of ac-
tions: (1) locates a business opportunity, (2)
accumulates resources, (3) markets products
and services, (4) produces the product, (4)
builds the organization, and (5) responds to
government and society.

Bhave (1994) extends the venture creation
process framework by providing more nuance
and organizing the dimensions identified by
Gartner (1985) into a venture creation
roadmap that begins with an idea for a business
and culminating when the product or service
reaches the market. While the Bhave model
specifies that venture creation is a non-linear
and iterative, it does offer a sequence of events
through three stages: (1) opportunity stage, (2)
technology and set up, and (3) exchange stage.
These stages are demarcated by important

IJMABER

655 Volume 7 | Number 2 | February | 2026



RAG Vergara, 2026 / How Crowdfunding Shapes Venture, Product and Market Decisions

transition points: the commitment to venture
creation and product creation. The Bhave
model considers the first sale as a significant
event as it vindicates the business concept and

Supply

bridges the demand and supply side. Figure 1
illustrates Bhave’s model of the traditional ven-
ture creation process.

| Demand
|

|
Product <——» Sale

Product Feedback

|

i
Opportunity Technology !
Recognition >> SetUp :Exchange

|

|

|

|

|

Figure 1. Traditional Venture Creation Process
Adapted from Bhave (1994)

Nevertheless, the Gartner and Bhave mod-
els remain broad, leading to later models to at-
tempt to provide different dimensions or dif-
ferent perspectives to provide more nuance.
For example, Perrini et al. (2010) formulated a
process-based view of venture creation for so-
cial entrepreneurs. It builds off from the Bhave
model’s opportunity identification stage and
specifying four stages of social enterprise ven-
ture creation: (1) social entrepreneurship op-
portunity identification; (2) opportunity evalu-
ation; (3) opportunity exploitation; and (4) ex-
pansion. Gordon (2012), on the other hand, de-
scribes venture creation using an input-pro-
cess-output framework, whereby human and
social capital are inputs that lead to two ven-
ture creation outcomes: positing that venture
creation action is the fundamental mechanism
that drives venture creation outcomes: estab-
lishment or failure. Parra et al. (2021) offer a
different perspective and proposes a dynamic
view of venture creation, whereby external fac-
tors such as human and financial resources

Table 1. Literature Matrix of Venture Creation

found within the environment surrounding
ventures and influenced by government poli-
cies and actions impact the creation or failure
of ventures. This paradigm, however, is less a
description of the creation of a single venture
and instead an illustration of the dynamics that
drive the creation of ventures in an economy.
In general, there are similarities in the at-
tempts to describe the venture creation pro-
cess. Many agree on the complexity of venture
creation (Gartner, 1985; Bhave, 1994; Parra et
al,, 2021), and yet continue to describe it in se-
quences of actions or stages (Bhave, 1994; Per-
rini et al,, 2010; Gordon, 2012). Many of these
studies rely on narratives from entrepreneurs
(Bhave, 1994; Perrini et al,, 2010), which ana-
lyzes stories systematically. The difficulty in
lies in the broad nature of entrepreneurship
and that each entrepreneurial journey will be
different and distinct, influenced by the nature
of their business concepts and markets, making
comparison difficult (Gartner, 1985).

Authors Methodology Research Locale General Findings
Gartner Literature Review n/a There are four dimensions to new
(1985) venture creation: individual, organ-

ization, environment, and venture
process. New venture process in-
volves a series of actions under-
taken by an entrepreneur.
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Authors Methodology Research Locale General Findings
Bhave Qualitative analysis of = New York, USA New venture is an iterative, nonlin-
(1994) in-depth interviews of ear, feedback-driven, conceptual,
entrepreneurs and physical process that involves
three stages of opportunity recogni-
tion, technology and organizational
set-up, and exchange. The first sale
is significant in validating the busi-
ness concept and bridges the de-
mand and supply sides.
Gordon Panel study of venture Australia Venture creation is driven by entre-
(2012) creation using random preneurial action.
sample of 493 nascent
ventures collected as
part of the Comprehen-
sive Australian Study of
Entrepreneurial Emer-
gence
Perrini Qualitative in-depth San Patrignano, It- There are four stages of social en-
et al. longitudinal analysis of aly terprise venture creation: (1) social
(2010) social entrepreneurs entrepreneurship opportunity
identification; (2) opportunity eval-
uation; (3) opportunity exploita-
tion; and (4) expansion
Parra System dynamics Colombia Entrepreneurial intention is not a
et al. model static variable and changes depend-
(2021) ing on environmental factors, which
impact overall venture creation and
growth in an economy.
Constructed by author

Crowdfunding and venture creation

While many frameworks acknowledge the
non-linearity of venture creation (Bhave, 1994;
Parra et al., 2021), they suggest that the ven-
ture creation is a process that entails, however
loose, phases or stages. Crowdfunding alters
the venture creation process by changing the
sequence of important transition points, specif-
ically business or product development, com-
mitment to venture creation, and market link-
age (Vergara, 2019). This supposition, how-
ever, implies that crowdfunding not only reor-
ganizes the sequence of actions or stages in the
venture creation process, but alters venture
creation as it is traditionally understood. Table
2 summarizes the literature on crowdfunding
and venture creation.

Crowdfunding alters the role of consum-
ers. Crowdfunding is defined as an alternative

fundraising mechanism that allows individuals
or groups to fund projects or businesses by
pooling small amounts of money, typically
online through a crowdfunding platform. While
there are many types of crowdfunding, re-
wards-based crowdfunding is one of the pio-
neer categories and was the subject of early
crowdfunding literature, many of which con-
tend that crowdfunding alters the role of the
consumer. Consumers, or crowdfunding back-
ers in the crowdfunding paradigm, act as both
investors and co-developers of products. This
means that the crowdfunding backer’s purview
extends from the demand side and into the sup-
ply side.

A crowdfunding campaign operates as a
form of product pre-selling. A fund seeker or
project owner raises funds by offering a prod-
uct concept in exchange for a pledge. The raised
funds finance the production of the product. In

IJMABER

657 Volume 7 | Number 2 | February | 2026



RAG Vergara, 2026 / How Crowdfunding Shapes Venture, Product and Market Decisions

essence, crowdfunding backers are investors of
the venture (Belleflamme et al.,, 2014; Ordanini
etal, 2011).

Furthermore, as the product concept is re-
leased during the campaign period, it serves as
a market pre-test (Lehner et al, 2015), allow-
ing projects to evaluate the opportunity using
market and consumer insights generated dur-
ing the campaign. Crowdfunding backers are
encouraged to offer comments and suggestions
on the product during the campaign, essentially
involving them in product development
(Agrawal et al,, 2014; Belleflamme et al,, 2014;
Lehner et al,, 2015; Junge et al., 2022; Mollick &
Kuppuswamy, 2014; Vergara, 2019).

Crowdfunding alters the nature of eco-
nomic exchange. The traditional economic ex-
change involves money and products and

services exchange hands between firms and
consumers. Crowdfunding alters what is ex-
changed and how it is exchanged. The con-
sumer is no longer just a consumer, but also an
investor (Belleflamme et al,, 2014; Ordanini et
al, 2011). The money exchanged is not merely
revenue, but capital.

Furthermore, information is exchanged. In
the traditional venture creation process, con-
sumer feedback is exchanged almost simulta-
neously as the first sale of a produced product
(Bhave, 1994). In crowdfunding, market and
consumer insights are exchanged during the
crowdfunding campaign and before the prod-
uct is manufactured (Vergara, 2019). This
means that crowdfunding alters the sequence
of events and transition points that lead to ven-
ture creation.

Table 2. Literature Matrix of Crowdfunding and Venture Creation

Authors Methodology Data Key Findings
Agrawal et al,, Literature review n/a Backers as funders and
2014 sources of market infor-

mation
Belleflamme et  Theoretical discus- n/a Backers as funders and

al, 2014

sion

sources of market infor-
mation

Lehner et al,,
2015

Qualitative case study

Case selection criteria:
four relevant crowd-
funding campaigns in
the ICT

Crowdfunding as an alter-
native distribution chan-
nel and pre-market test.
Crowd as omnipotent
source-potential

Junge et al.,
2022

Qualitative case study

Case selection criteria:
crowdfunded startups
based in Denmark

Crowdfunding as source of
capital, business valida-
tion, and marketing strat-

egy.

Mollick & Kup-
puswamy, 2014

Empirical study (large
survey design, de-
scriptive statistics
only)

Case selection criteria:
large design, technol-
ogy, and video games
projects in Kickstarter
before mid-2012

Crowdfunding as source of
funding, customers, press,
employees, and outside
funders.

Ordanini et al,,
2011

Qualitative case study

Exploratory case se-
lection process involv-
ing multiple steps to
satisfy theoretical rep-
lication logic. Ulti-
mately, research chose
three projects from
Germany, UK, and It-

aly.

Crowdfunding as source of
funding and customer in-
formation
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Authors Methodology Data Key Findings
Vergara, 2019 Qualitative case study Case selection criteria: Crowdfunding modifies
successfully  crowd- the following stages of the
funded ventures in the venture creation process
Philippines as defined by Bhave
(1994): business and
product development,
commitment to physical
creation, and linking to
market.
Constructed by author

Figure 2 summarizes the literature tackling
the traditional venture creation process and
how crowdfunding alters the roles of consum-
ers and nature of economic exchange. It also

Traditional Venture
Creation

Crowdfunding alters
role of consumers

e Gartner, 1984 e Agrawal et al,

eBhave, 1994 2014
eGordon, 2012 *Belleflamme et al,
2014

e Perrini et al, 2010
eParraetal, 2021

eLehneretal, 2015
eJunge et al, 2022

highlights the current research gap in litera-
ture, in that there is a lack of literature explor-
ing the crowdfunded venture creation process.

Crowdfunding alters
economic exhange

Crowdfunding
Venture Creation

e Agrawal et al,
2014

*Belleflamme et al,
2014

eLehneretal, 2015
eJunge et al, 2022

*\Vergara, 2019

*Mollick & *Mollick &
Kuppuswamy, Kuppuswamy,
2014 2014

*Ordanini et al, *Ordanini et al,
2011 2011

eVergara, 2019 *Vergara, 2019

~— ~— ~— ~—
Figure 2. Literature Map
Constructed by author
Research Gap markets, microenterprise ecosystem

The traditional venture creation process
disadvantages microenterprises because it is
predicated on initial access to funding, infor-
mation, and networks for successful outcomes.
Unfortunately, access to these resources poses
a challenge for businesses of this type. Finding
an alternative venture creation process, partic-
ularly one that affords access to key resources,
becomes necessary to achieve successful out-
comes for microenterprises.

Crowdfunding alters the buying, producing,
and selling roles in the traditional venture cre-
ation process. It permits a more prominent role
for consumers, allowing them to be product co-
producers and investors. More importantly,
these role alterations provide microenterprises
access to crucial resources: capital and funding,

knowledge, and networks, which are crucial in
venture creation, growth, and development.
These resources come from potential custom-
ers and would have remained untapped until
one participates in a crowdfunding campaign.
Crowdfunding allows microentrepreneurs to
access these untapped yet crucial resources.
Currently, hile literature suggests that crowd-
funding venture creation deviates from the tra-
ditional process, there is no venture creation
framework or paradigm that explains this phe-
nomenon.

Framework
Theoretical Framework

Through crowdfunding, microentrepre-
neurs access resources from the “crowd,” or the
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public. Funding is the initial motivation. How-
ever, crowdfunding experiences demonstrate
that it provides market and consumer insight, a
product development mechanism, and access
to markets. These benefits come from relation-
ships built and nurtured with those who sup-
port the campaign throughout and after the
crowdfunding process. Crowdfunding essen-
tially taps social capital. Thus, this study ex-
plores the crowdfunding venture-creation pro-
cess through the lens of social capital theory. By

leveraging social capital, crowdfunding alters

the traditional venture creation process, as

shown in Figure 3.

1. It allows founders to conduct low-risk
market experiments first before commit-
ting to a business venture.

2. Italters the product development process.

3. Italso advances the linking to market,
which, in the Bhave (1994) model, only oc-
curs when the venture makes its first sale.

Busmess &
Product
Development

Linking to
Market

Commitment
to Physical
Creation

Figure 3. Vergara (2019) Crowdfunding Venture Creation Framework

Social capital comprises of social networks
and the assets that can be obtained from it (Na-
hapiet & Goshal, 1998). A large social network
implies a sizeable level of social capital and that
a large amount of assets may be obtained from
it. In the crowdfunding context, campaigns that
raise funding from many backers are exposed
to large social networks, and therefore, a high
level of social capital. Furthermore, the role of
social capital changes over time, and crowd-
funding project owners are exposed to differ-
ent types and dimensions of social capital
through different stages of the crowdfunding
process (Cai etal., 2021). For example, the early
stage of crowdfunding focuses on funding accu-
mulation and then shifts to communication
during the general campaign process (Cai et al.,
2021). It has been shown that crowdfunding
provides access to additional funding, wider
knowledge ecosystems, and broader networks
(Vergara & Vergara, 2023), which typically oc-
curs in the later stages of the campaign and
even after the campaign has been completed.

Conceptual Framework

To understand how crowdfunding enables
venture creation, growth, and development,
this study (1) proposes a conceptual frame-
work that outlines the crowdfunding cycle in
the context of venture creation, (2) traces the

exchange of funding, information, and other as-
sets, which result from access to and exposure
to stakeholder networks in crowdfunding, and
(3) investigates the decisions, actions and be-
haviors that define crowdfunding stakeholder
dynamics that lead to venture creation.

The traditional venture creation process in-
volves a sequence of stages, where the first sale
of the product or service marks the transition
from demand to supply. In crowdfunding, de-
mand and supply stakeholders engage in the
crowdfunding ecosystem. The traditional
stages of venture creation occur while different
assets are exchanged simultaneously within
this ecosystem. In crowdfunding, potential ven-
ture owners typically promote a product proto-
type, which eliminates the technology set up
stage. Opportunity is recognized based on
backer response—a high number of pledges in-
dicates promising market potential. Further-
more, as backers send inquiries about the prod-
uct, its design, and features, they provide in-
sights on consumer preferences. When backers
provide product feedback or offer suggestions
to improve design and features, they are partic-
ipating in the product development process.
Lastly, crowdfunding offers an alternative dis-
tribution channel for the products, allowing
project owners to deliver directly to buyers.
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Operational Framework

In this study, the traditional venture stages
are reframed in the crowdfunding context. The
constructs used are assets exchanged within
the crowdfunding campaign ecosystem: con-
sumer and market insight, product feedback,

and funding. These assets result from exposure
and access to social capital from large networks
through crowdfunding. In Table 3, these assets
or constructs are operationalized using extant
literature.

Table 3. Crowdfunding Venture Creation Constructs

Phase Construct Operationalization Literature Support
Opportunity Consumer/Market (1) Consumer Interest Agrawal et al., 2014;
Recognition Insight If crowdfunding project Belleflamme etal,

owners used backer com- 2014

ments to gauge interest in

product and/or viability of

project
Product Devel-  Product Feedback (1) Features Preference Agrawal et al., 2014;
opment If crowdfunding project Belleflamme etal,

owners used backer com- 2014

ments on product design and

features to develop product

prototype and/or new prod-

ucts
Exchange Funding Pledge level Agrawal et al., 2014
Constructed by author

Methodological Framework

Crowdfunding adoption, specifically for re-
wards-based crowdfunding, remains low in the
Philippines (Doce et al., 2021; Vergara, 2015).
Currently, there is only one Philippine-based
crowdfunding platform that continues to oper-
ate, which is The Spark Project. Since their in-
ception in 2013, only about 120 projects have
been launched in the platform, a small percent-
age of which benefitted small ventures. Given
the low adoption of crowdfunding by micro
businesses and social enterprises, this study
will use an exploratory research design.

It begins with data collection and analysis
using qualitative research to understand the
crowdfunding venture creation process from a
select group of owners of micro businesses and
social enterprises who crowdfunded their ven-
tures, members of the crowdfunding platform,
and campaign backers. Results will be inter-
preted using a case-based approach.

Methodology

Using an exploratory, qualitative, intensive,
multiple-case approach, this study examines
cases of Philippine-based microenterprises

that crowdfunded their ventures, using the mi-
croenterprise owner, also the crowdfunding
campaign project owner, as the embedded
units of analysis. The investigation focused on
the following broad data collection strategies:

1. Identify the perceived benefits faced by mi-
croenterprise owners that influenced their
decision to participate in crowdfunding.

2. Identify the decisions and actions of micro-
enterprise owners before, during, and after
the crowdfunding campaign that contrib-
uted to the creation of the venture.

3. Understand perceptions of microenter-
prise owners on crowdfunding and venture
creation outcomes, on why it succeeded (or
failed), and what actions, decisions, or sup-
port could have improved outcomes.

The data collection strategies address the
research objectives of this study. The first data
collection strategy will help identify the charac-
teristics of microenterprise owners, specifi-
cally the challenges in and motivations for ven-
ture creation, that influence their decision to
participate in crowdfunding. The second strat-
egy describes the crowdfunding experience of
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microenterprise owners and, more specifically,
to identify the important transition points dur-
ing and after crowdfunding that lead to venture
creation, growth, and development. Finally, all
three data collection strategies will assist in the
creation of a framework that encapsulates how
crowdfunding facilitates the creation, growth,
and development of Philippine-based microen-
terprises.

Case selection
This study interviewed 8 key informants

from The Spark Project who all consented to

this research. Given the exploratory nature of
this study and a small number of microenter-
prises that have crowdfunded their ventures, it
employed a diverse case selection strategy for
the following reasons, according to Seawright

and Gerring (2008):

1. It provides flexibility in interpretation as it
is appropriate for both exploratory and
confirmatory studies. It is appropriate for
exploratory studies when the focus is on
understanding variations of factors, while
also being appropriate for confirmatory

Table 4. Cases

studies when the focus is on understanding
the relationships of factors.

2. Diverse cases are likely to provide repre-
sentative cases, although in a minimal
sense. As this study is novel, it would be
beneficial if the discussion and results fo-
cused on typical cases. However, because it
is novel, it is difficult to ascertain what con-
stitutes a typical case.

This study sought to achieve both literal
and theoretical replication logic. As prescribed
by Yin (2014), literal replication entails choos-
ing at least 2 cases of each selection criterion,
while theoretical replication entails choosing at
least two cases that have contrasting criterion.
The following criteria are the values that will
determine which cases will be chosen: (1)
whether venture was created before or after
crowdfunding, (2) crowdfunding outcomes:
fully funded or exceeded funding targets by
more than 100%, and (3) which years crowd-
funded: before or after 2022. Table 4 summa-
rizes the case selection.

Case selection criteria

Case

Whether crowdfunding campaign was fully
funded or exceeded funding target by more
than 100%

Fully funded (at least 100% funded) = 6 cases
Exceeded target 2-fold (at least 200% funded)
= 2 cases

Whether venture was created before or after
crowdfunding campaign

Created before campaign = 4
Created in conjunction with campaign = 3
Created after campaign =1

Whether venture is still fully operational or
not during the time of study

Operational = 6
Considering sunsetting venture = 2

Constructed by author

Data collection strategies

Data was gathered from multiple sources,
as prescribed by Yin (2014). It involved a two-
step data collection process.

The investigation began with intensive
desk research, collecting secondary data from a
host of information sources, such as but not
limited to venture websites and social media,
crowdfunding platforms, online news and mag-
azine articles, blogs, and published interviews,
to gain an understanding of the microenter-
prise venture creation process in the Philippine
context as well as key features of cases under

investigation. Preliminary information from
desk research was used to enhance the inter-
view protocol and to ask informal follow-up
questions or probes. The data was also used to
triangulate information from interview re-
sponses and to provide context for interpreting
them. The study estimates that relevant and
context-specific secondary data published be-
ginning in 2013, when The Spark Project was
established, will be used in this study.

In this second stage, a semi-structured in-
terview was used to generate responses from
key informants from each of the selected cases.

[JMABER

662 Volume 7 | Number 2 | February | 2026



RAG Vergara, 2026 / How Crowdfunding Shapes Venture, Product and Market Decisions

Given the exploratory nature of the study, a
semi-structured interview protocol provided a
systematic guide for asking questions while al-
lowing for probing so that the process remains
open and sensitive to new information and re-
sponses deemed important to the study but go
beyond what the pre-determined questions
ask.

Analysis

This study employed protocol analysis. De-
fined, protocol analysis “involves participants
verbalizing thoughts, either concurrently or
retrospectively, when exposed to a stimulus.
The benefit of using protocol analysis when ex-
amining consumer behavior is its introspective
nature. Introspection forces participants to
search their own mind to report their thoughts
and feelings about a message, event, or prod-
uct” (Li etal, 2001, pp. 19-20).

Protocol analysis essentially begins in the
interview process, when informants are asked
to “think aloud” or verbalize their thoughts,
particularly the sequence of actions and deci-
sions that occur between the introduction of a
stimulus and the arrival at an outcome (Erics-
son & Simon, 1980; Kuusela & Paul, 2000). This
study will employ a retrospective protocol
analysis, which is fitting as the study is con-
cerned with information pertaining to out-
comes (Kuusela & Paul, 2000). Two
information stimuli will be used in this study.
The first is the page of the crowdfunding

Table 5. Quality Tests of Rigor and Validity

project, which served as an archival account of
the campaign, and the second is the product
that was crowdfunded and was a key factor in
the venture’s creation.

Transcribed verbal responses, or interview
protocols, were categorized according to deci-
sion-relevant sequences, which were then
coded and categorized. These categories were
content-analyzed for emergent themes, as
guided by the constructs specified in the con-
ceptual framework. The study used four analyt-
ical techniques, as prescribed by Yin (2014):
(1) pattern matching, (2) explanation building,
(3) logic models based on existing venture cre-
ation models identified in extant literature, and
(4) cross-case analysis. Analysis began within
each case and was particularly sensitive to (i.)
the convergence (or divergence) of motivations
of each stakeholder, and (ii.) the convergence
(or divergence) of experiences of each inform-
ant. Analysis will focus on how these (i.e., i.and
ii.) influence the venture creation process.

Rigor and Validity

To ensure the trustworthiness of this re-
search, the study combined Guba and Lincoln’s
(1981, 1994) quality framework with Yin’s
(2014) quality design tests. Patton (2002) and
Beverland and Lindgreen (2010) were also
used to operationalize these quality measures.
The table below summarizes the strategies that
this study employed in this inquiry:

Quality Tests Case Study Tactic, identified at each phase of research
Credibility (Guba & Lin- e Data collection: The study used multiple sources of evidence
coln, 1981 & 1994) and employed data triangulation (Beverland & Lindgreen,
2010; Guba & Lincoln, 1981; Patton, 2002; Yin, 2014).
Internal Validity (Yin, e Data collection: Beverland and Lindgreen (2010) and Patton
2014) (2002) suggest the use of negative cases. In this study, diverse

cases were used to provide different perspectives.

Data analysis: The study analyzed findings through the follow-
ing analytic techniques: pattern matching, explanation build-
ing, logic modeling using the venture creation model, and
cross-case analysis (Beverland & Lindgreen, 2010; Yin, 2014).

Transferability (Guba &
Lincoln, 1981 & 1994)

External Validity (Yin,
2014)

Research design and case selection: The study employed both
theoretical and literal replication (Yin, 2014).

Data collection, analysis and report composition: The case re-
ports and case presentations composed of thick descriptions
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Quality Tests Case Study Tactic, identified at each phase of research
of cases to provide context (Guba & Lincoln, 1981) and to
maintain a chain of evidence (Yin, 2014).

Dependability (Guba & Conceptual framework: Constructs used in the study are well

Lincoln, 1981 & 1994)

Internal Validity (Yin,
2014)

defined and grounded in extant literature (Beverland & Lind-
green, 2010).

Research design: Standardized interviews are used for each
stakeholder (Beverland & Lindgreen, 2010).

Data collection: Recorded audio are preserved to provide an
audit trail (Beverland & Lindgreen, 2010).

Objectivity /
Authenticity (Guba &
Lincoln, 1981 & 1994)

Construct Validity (Yin,
2014)

Data collection: The study employed triangulation using mul-
tiple sources of data and perspectives (Beverland & Lind-
green, 2010; Patton, 2002). The study not only used multiple
information resources (primary and secondary sources) but
also triangulated information be using the different perspec-
tives of each stakeholder of the venture creation process (Yin,
2014).

Data collection and analysis: Informants were given copies of
transcribed interviews and were asked to provide feedback
(Beverland & Lindgreen, 2010).

Report composition: This study provided a chain of evidence
(Yin, 2014) using “cross-case tables and quotes from inform-

ants.” (Beverland & Lindgreen, 2010, p. 57).

Constructed by author

Findings and Discussion
Microenterprise Characteristics and Experi-
ences

The eight key informants interviewed in
this study successfully launched their crowd-
funding campaign on The Spark Project be-
tween 2013, when the platform was estab-
lished, and 2025. Of the eight entrepreneurial
ventures, four were launched prior to The
Spark Project’s shift from a crowdfunding plat-
form to an entrepreneurial support organiza-
tion, which offers a crowdfunding platform and
support programs, including fellowships and
incubation programs, to help microentrepre-
neurs. Seven informants crowdfunded tangible
products, while one launched a service. All the
enterprises were still operational at the time of
the interviews, although two informants were
considering sunsetting their ventures due to is-
sues unrelated to crowdfunding. Table 6 sum-

marizes the characteristics, motivations, expe-
riences, and crowdfunding and entrepreneurial
outcomes of the eight cases investigated in this
study.

Initial motivation: To raise funding

Raising funds was what interested key in-
formants in trying crowdfunding. The initial
motivation is to raise funding to cover the pro-
duction costs. For Case 4, they were encour-
aged to crowdfund their product idea to raise
funding to cover the research, development,
and production costs of the project:

“The funding goal was going to be used
to cover the logistics costs of retrieving the
raw material and the research and devel-
opment, because the trial-and-error pro-
cess is costly.”
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Table 6. Case Characteristics and Crowdfunding Experience

Case Year crowdfunded Year bus.lness Crowdfunding motivations Crowdfundl.ng benefits Entrepreneurial decisions
formalized realized
Case 1 2013 2013 (1) To raise funding (1) Market insight Commit to new venture

“Initial seed capital would be nice.”

(2) To market test
“We wanted to concept test a product.”

“We learned a lot about our
customers.”

(2) Brand awareness
“It created buzz.”

“Our experience in crowd-
funding is why we started
the business.”

Case 2 2015 2014 (1) To raise funding
“We needed funding to produce the
products.”

(2) To promote product
“We crowdfunded to create aware-

(1) Brand awareness
“It created awareness.”

Commit to new venture
“Crowdfunding was day one
of our sales and marketing.”

ness.”

Case 3 2017 2014 (1) To raise funding (1) Market insight Commit to new product
“To raise funds to help with production “Crowdfunding helped me un- “Crowdfunding definitely le-
costs.” derstand the market.” gitimizes it.”

(2) To market test
“To introduce the brand.”

(3) To promote product
“To find out how the product was hit-
ting the market.”

(2) Brand awareness
“It was a good way to pro-
mote a new/small brand.”

Case 4 2022 2017 (1) To raise funding
“Maybe we could crowdfund to fund
the experiment and material develop-
ment of the product.”

(1) Market insight

“We weren’t expecting a lot of
people would like the prod-
uct. They were looking for it.”

Commit to new product
“We were able to find out
what we should be doing as
a business.”
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Year business

Crowdfunding benefits

Case Year crowdfunded : Crowdfunding motivations . Entrepreneurial decisions
formalized realized
(2) To promote product
“We wanted to create awareness.”

Case 5 2024 2023 (1) To raise funding (1) Market insight Commit to new venture
“I needed funding for the physical “l understood the demand for  “It was the push for me to
space of the business.” the service better.” put up the physical space.”

Case 6 2024 2023 (1) To raise funding (1) Brand awareness Commit to new venture
“We needed funding for raw materi- “After the campaign, we “The campaign paved the
als.” started receiving orders from  way for more orders.”

Manila. Others ordered in
(2) To access broader market bulk to resell.”
“We needed to widen our network.”

Case 7 2024 2022 (1) To promote product (1) Market insight Commit to new venture
“We knew people who crowdfunded “We discovered a new market “We realized that there was
and it helped create awareness for we didn’t know.” a product-market fit.”
their brand.”

(2) Brand awareness
“They would not have discov-
ered us if we did not crow-
fund.”
Case 8 2025 2018 (1) To market test (1) Market insight Pivot to a new direction

“To see if I can break into the local re-
tail market.”

“The local retail market is not
the right market for me.”

“It helped me understand
what I should not do in the
business. It helped me refine
by mission and vision.”
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Crowdfunding also provided access to mar-
keting resources that many microentrepre-
neurs do not have access to. Case 8 shares, “I did
manage to get my products featured on televi-
sion and several newspapers. We did drum up
noise for the campaign.” This exposure allowed
a broader market to discover them, as was the
case of Case 7, “We were discovered through
crowdfunding.” The campaign created aware-
ness for the brand and the entrepreneur, as was
the case of Case 2, “It created the awareness for
the brand. Until now, they know that I was part
of a Spark Project crowdfunding campaign.”

Most entrepreneurs acknowledge that mar-
ket information, particularly market demand
and product use, helped them decide on the
business direction, specifically whether to com-
mit to launching the new business, product, or
in new market, or pivoting to a different direc-
tion altogether. For Case 5, crowdfunding was
the push that led the business to take the next
step of committing to their own physical space:

“Crowdfunding was the push for me to
commit to a physical studio. It was the
push I needed to take the next step. I
learned a lot.”

For others, such as Case 8, it provided cru-
cial insight on consumer preferences that led to
the conclusion that their foray into a new mar-
ket will not be profitable.

“The experience was eye-opening for
me. [ was able to experience trying to mar-
ket my product. Even though I met my
goal, I wouldn’t consider the product a
success. It was incredibly hard to find a
market for the product. If  were to do this
on a larger scale, it would be difficult to
find a profitable market for my product.”

Crowdfunding provides a test run for a ven-
ture. It allows would-be microentrepreneurs to
understand, within a limited period and con-
text, how it is to create and operate a business.
It equips microentrepreneurs with some re-
sources required to launch a new venture, a
new product, or in a new market while also
providing the experience of doing so. Crowd-
funding is a low-risk way to experiment and
test things out before investing significantly in
a new venture.

Updating the Crowdfunding Entrepreneurial
Framework

The key feature of how crowdfunding alters
the venture creation process is that it facilitates
market linkage, allowing entrepreneurs to en-
gage with potential customers and access con-
sumer and market information even before a
product is launched. In practice, microentre-
preneurs sell the product idea during the cam-
paign.

Production in an average crowdfunding
campaign is typically limited—entrepreneurs
only produce small quantities that correspond
to how many is purchased during the cam-
paign. Crowdfunding is a pre-order, which
means almost all is sold during the campaign.
Project owners use campaign pledges to esti-
mate demand and use the funding raised to
cover production costs.

Feedback received during the campaign
helps entrepreneurs understand consumer in-
terest, preference, and behavior. It allows mi-
croentrepreneurs to use feedback from the
campaign to develop products, thereby con-
tributing to product and market development.
This process reduces the costs of launching a
new product, in a new market, or a venture. Es-
sentially, crowdfunding provides funding, in-
formation, and network, to equip entrepre-
neurs with resources crucial to take on the next
step: to commit to producing the new product,
launch in a new market, formalize the venture,
or pivot to something else entirely.

The 2019 crowdfunding entrepreneurial
framework (Vergara, 2019) identifies three key
features: low-risk experimentation, product
development, and linking to market. Crowd-
funding helps microentrepreneurs determine
the next step to venture creation: the commit-
ment to the physical creation. Technically, this
would appear to be the physical creation of a
new venture. In practice, however, the commit-
ment to the physical creation of the business
can be extended to other areas, including the
development of a new product or the entry into
a new market. This research recognizes this
finding and updates the crowdfunding venture
creation process with this new information.
Figure 4 illustrates this updated framework.
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Pre-campaign

Decisions

*Product ideation /
opportunity
recognition

*Product

Campaign Processes

eLinking to Market

Development

Post-Campaign

Decisions

eEntrepreneurial decision:
eCommit to new venture,
product, or market

*Pivot to a different
direction

Figure 4. Crowdfunding Entrepreneurial Framework
Constructed by author

Conclusion

This study aimed to investigate how crowd-
funding facilitates the venture creation of mi-
croenterprises in the Philippines, with particu-
lar focus on the decision-making processes of
microentrepreneurs before, during, and after
crowdfunding campaigns. The research exam-
ined the characteristics, challenges, and moti-
vations of microenterprise owners who engage
in crowdfunding and the crowdfunding experi-
ences and critical transition points that shape
venture-related decisions to develop a crowd-
funding venture creation framework in the
Philippine context.

The findings of the study show that micro-
entrepreneurs are initially motivated to partic-
ipate in crowdfunding by access to funding.
They, however, realize important non-financial
benefits: market and consumer insight, brand
visibility, and access to broader networks.
These resources are typically inaccessible to
microentrepreneurs operating outside of es-
tablished entrepreneurial ecosystems. These
resources also help shape microentrepreneur-
ial outcomes.

Across cases, crowdfunding functioned as a
low-risk mechanism for market experimenta-
tion, enabling entrepreneurs to access product-
market fit, refine product features, identify new
market segments, and evaluate the viability of
committing to a new venture, product, or mar-
ket. Furthermore, the study shows that crowd-
funding does not uniformly lead to venture
continuation. In some cases, it informed strate-
gic pivots or decisions not to scale,
underscoring its role as a learning and valida-
tion mechanism rather than merely a funding
tool.

Building on these findings, the study up-
dates the existing crowdfunding entrepreneur-
ial framework by extending the notion of com-
mitment to physical creation beyond new ven-
ture formation to include commitments to new
products and markets. This refinement better
reflects the varied entrepreneurial trajectories
observed in practice and highlights crowdfund-
ing’s role in advancing market linkage earlier in
the venture creation process.

Future research may build on this study by
conducting comparative analyses across differ-
ent crowdfunding platforms or national con-
texts to assess the framework's generalizabil-
ity. Longitudinal research tracking ventures
over longer post-campaign periods may further
illuminate the sustained impacts of crowdfund-
ing on growth and survival. Finally, quantita-
tive or mixed-methods approaches could com-
plement case-based insights by examining how
specific campaign characteristics influence en-
trepreneurial outcomes at scale. Collectively,
such efforts would deepen understanding of
crowdfunding as an alternative venture crea-
tion pathway for resource-constrained micro-
enterprises.
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