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Abstract - Online crowdfunding has become an important tool to raise funds for various causes. The success of these campaigns,
however, depends on how the campaigns for donations are framed and whether they can create a sense of trust and evoke
emotions in potential donors. This study aims to look at the social framing of the online donation campaigns and how this framing
affects the willingness of people to donate, and compare emotional and trust-based appeals, and also analyse the donation
behaviour of donors. This paper used a quantitative analysis of the data collected by 36 respondents, and the participants were
given two campaigns based in India and two in the U.K. They were analysed on a 5-point Likert scale, across three dimensions.
trust, emotional impact, and persuasiveness. Along with this, the Helping Attitudes Scale (HAS) was used to measure prosocial
orientation. There was more motivation towards donating to the campaign in the U.K., whereby credibility and transparency
were the motivating factors, rather than emotional appeal. These results suggest that donations are driven by trust as well, not

Jjust empathy. Nonprofit organisations can benefit when they emphasise accountability and show tangible results to their potential

donors to build trust.
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1. Introduction

Over the past few years, crowdfunding has become an
extensively used method of fundraising for both personal and
social causes. It brings together small contributions from
several individuals through online platforms. The rate of
success of the crowdfunding campaigns depends on how
emotions are expressed. The tone, intensity, and emotional
appeal can influence the involvement of the audience and
campaign funding (Sitruk et al., 2024). Digital crowdfunding
has rapidly appeared as a transformative model of fundraising,
and is reshaping how individuals and organisations get
financial support (Liu et al., 2025). Crowdfunding has created
new opportunities by bringing together small contributions
from numerous donors via online platforms, for causes that
may otherwise struggle to collect donations (Hoque, 2024). In
India, crowdfunding for causes related to medical has become
noticeable, expanding at a rate of 25 per cent annually and
generating nearly $630 million in contributions (Sra, 2025).
This activity occurs mainly on Ketto, a crowdfunding platform
that hosts nearly 20 per cent of the campaigns nationwide and
serves as an important middleman between patients and
potential donors.

The emerging role of medical crowdfunding has reshaped
the way people are seeking funding to support healthcare, but

it also casts important issues of equity, regulation, and the
importance of more equitable regulation (Cai et al., 2025). The
number of transactions they enable affects not only the
healthcare financing but also the rights of patients, pointing to
the urgent need for stronger legal frameworks (Bhat et al.,
2024). The current guidelines from the Securities and
Exchange Board of India (SEBI) recognise donation-based
and reward-based crowdfunding as legal; however, there is no
independent legislation or regulator dedicated to overseeing
medical crowdfunding.

Simultaneously, the inequities continue, and campaigns
in rural or disadvantaged areas are inclined to have lower
success rates. The factors such as race, gender, socioeconomic
status, and education determine the fundraising outcomes by
influencing the access to networks and the effectiveness of
persuasive storytelling. At an international level, similar
trends can be seen. In the United Kingdom, the Big Give has
become a leading model, raising £52.1 million in 2024 alone
through its match-funded campaigns, which attracted more
than 160,000 individual donations. Research across multiple
platforms confirms that campaign success is frequently driven
less by the project itself and more by the crowd dynamics,
such as behavioural signals that help predict the collective
donor action (Dambanemuya & Horvat, 2021).
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In both instances, framing is the one factor that emerges
as central. The deciding role can be played by the way in
which donation campaigns are structured, whether through
partitioned versus all-inclusive framing of amounts (Lee &
Chu, 2023) or the use of strategic information cues (Keser et
al., 2023), as studies have shown. Hence, how the campaigns
tell their stories plays an important role in the success of
digital fundraising, and this shows that it does not only depend
on the urgency of need. Existing literature on crowdfunding
highlights that people are not only influenced to donate
because of a need, but a large part of it depends on how the
request is presented, that is, how the campaign is framed.

According to Robert Entman (1993), framing refers to the
selective presentation of certain facts in reality that should be
more visible, allowing people to interpret them in a particular
manner (Entman, 1993). A situation can be illustrated, and
each situation can be described as a crisis or a challenge; both
words can trigger different reactions (Palmieri et al., 2022).
Likewise, Tversky and Kahneman (1986) claim that the way
information is framed can influence the choices that
individuals make, even if their fundamental facts remain
unaltered. Their work focuses on the cognitive biases like the
“loss versus gain” framing, and proves that minor differences
in wording can lead to different decisions. This shows how
framing is important for crowdfunding, where fundraisers
must convince donors efficiently.

There are a few studies that test how framing works in the
real world. Lee and Chu (2023) compared partitioned framing,
where the amount of donation is broken down into smaller
amounts, with all-inclusive framing, which shows the whole
amount at once. They found that partitioned framing many
times encouraged more philanthropic behaviour, mainly
depending on the psychological traits of donors. Another
study by Keser, Kliemt, and Spath (2023) showed that the way
information is framed, such as by adding clarity or
transparency, impacts the amount that people are willing to
give. Both studies prove that framing is not neutral; it is a tool
that can strongly influence the charitable outcomes.

It is also important to consider why people donate at all.
Hladka and Hyanek (2015) found that the strongest motivation
is altruism, feelings of moral duty, empathy, and compassion.
But people also donate for personal reasons, such as the warm-
glow effect, which is the good feeling they get after helping,
or for recognition and reciprocity (Bischoff & Krauskopf,
2015). Just like crowdfunding backers, individuals who invest
in community energy projects are motivated by both financial
and social-normative factors, including personal values and
community belonging (Ddci & Vasileiadou, 2015). The study
showed that donors who made regular donations were guided
by a sense of empathy and duty, whereas donations made in
large amounts were linked to investment motives. The reason
behind campaigns generally succeeding is when their framing
connects with deeper motivation.

The way a donation campaign is framed can modify how
people react. However, most research is conducted in
experiments or focuses on a single type of platform. There are
studies that focus on how these framing ideas work on
different fundraising platforms, like Ketto in India, which uses
personal and urgent stories, and The Big Give in the U.K.,
which focuses on match-funding and short deadlines. There is
also less evidence on how these framing styles connect to the
real reasons people donate. The present study aims to
understand how framing campaigns influence people’s
decisions to make donations.

2. Methodology
2.1. Research Design and Tools Used

The study aims to explore how social framing of online
donation campaigns in India and the United Kingdom
influences the decisions of individuals in India to donate. The
focus is on what appeals to donors, whether it is the emotional
appeal, urgency, or the tone of the campaign. The study
follows a quantitative approach to collect data through a
structured Google form that was shared with participants. A
method of convenience sampling was used to collect data from
family, friends, and teachers. The questions asked were
filtered, and the respondents were asked if they had donated
before. Those who had donated in the past 12 months
proceeded to the main campaign evaluation section.

These respondents were then presented with four real-
world education-focused online donation campaigns: two
from India (Ketto) and two from the United Kingdom (The
Big Give). For this research, Ketto was chosen as it is a
prominent, leading crowdfunding platform in India, widely
recognised for social and educational fundraising campaigns
(Chandra et al., 2025). Similarly, The Big Give was selected
from the UK., as it is a well-established match-funding
platform that specialises in amplifying donations and
supporting education and educational causes (Focus on a
Funder: The Big Give and Match Funding, 2024). From both
the campaigns, education-focused campaigns were used to
provide a common ground for comparison, ensuring that
differences in responses could be attributed mainly to the
framing and country of origin rather than to the cause itself.

In the campaign evaluation section, the respondents were
asked to imagine that they were given 21,00,000 to donate. A
brief background of each campaign was given, and
respondents were asked whether they would donate
(Yes/No/Maybe), how much they would donate, to rate
emotional impact, persuasiveness, and trust on a 5-point
Likert scale, and to explain in their own words what made
them more or less inclined to donate.

The form had another section that analysed the Helping
Attitude Scales (HAS) of people. The Helping Attitudes Scale
was developed by Nickell (1998). It is a standardised tool used
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to measure the beliefs, feelings, and behaviours that reflect the
respondents’ thought process towards helping others. The
scale has 20 statements; the scores from each item were
summed from 20 to 100. Respondents were asked to choose
from a scale of 1 (Strongly Disagree) to 5 (Strongly Agree),
and a few items (1, 5, 8, 11, 18, 19) were reverse-scored, and
a score of 60 was considered neutral. The dependent variable
is the attitude regarding helping behaviour, like how positively
or negatively people feel about helping others or donating. The
scale was integrated into the survey, which included 7
sections. The survey began with questions that asked about the
respondents’ donation history, whether they had donated to
any online campaign before. Based on their responses, they
were asked to fill in the donation-behaviour-related questions
or skipped to the helping attitudes scale section. The HAS was
used in its original form to preserve its reliability and validity.

Overall, the research design ensured that responses
reflected both campaign-specific behaviour and general
prosocial attitudes. The following section outlines the
demographic and background characteristics of the sample
that formed the basis of this study.

2.2. Sample Characteristics

To understand the donor behaviour across different
contexts, the study included participants from various
demographics. This ensured a variety in data, ensuring
perspectives beyond a single age or professional group. A total
of 36 participants were a part of the survey; this data was
collected through convenience sampling from family, friends,
and teachers. Specific age groups were not tracked down
formally, but it is clear that the sample was dominated by
students and those who are still in the education system,
indicating that there was a great number of younger
respondents. This corresponds with a movement where young
people are taking on an increasingly active role in areas such
as facilitating financial decisions, including giving to charities
and engaging in crowdfunding. Overall, the sample was
gender-balanced, heterogeneous in education and background,
and biased to students. This bias is a result of the convenience
sampling method, but still, it gives some useful information
about the approaches of the younger population and working
adults to donation appeals. (Table 1) depicts the different
variables that were considered and their frequency from the
data, and their percentage.

Table 1. The variables for the participants of the survey, with their categories, frequency, and percentage, were considered

Variable Category n Percentage (%)
Female 19 51.4
Gender Male 17 459
Student 24 64.9
Working Professional
(Private Sector) 6 162
Academic/ Researcher/
1 2.7
Occupation Educator
P Entrepreneur / Self-
2 54
employed
Homemaker 3 8.1
Daily wage or informal
1 2.7
worker
Higher Segondary 9 243
education
Dlploma/.V-ocatlonal 4 10.8
training
i Bachelor’s degree 6 16.2
Education
Master’s degree 5 13.5
Doctorate/PhD 2 54
Currently studying 10 27.0
Grade 9 1 2.7
Donated in the past 12 Yes 29 78.4
months No 8 21.6




Aarushi Karnawat / IJHSS, 12(6), 1-8, 2025

2.3. Ethical Considerations

Before beginning the data collection, straightforward
informed consent was obtained from all participants in the
study. This was done by briefly explaining the purpose,
expected time commitment, and nature of the survey at the
start of the survey. Participants were informed that the study
aimed to explore the donation behaviour and the factors that
influenced the donor’s decision to donate, and that their
participation was completely optional. This was backed up
through the conclusive statement: “By continuing with the
survey, you are giving your consent to be part of the study.”

For the demographic analysis, the respondents were also
required to provide their email, gender, occupation, and
education. The details gathered from the participants were
kept strictly confidential and stored securely, along with their
other responses. No identifying information was disclosed to
any third party. Participants were informed that there were no
known risks associated with taking part in the study. While
there were no direct personal benefits, their responses would
contribute to a better understanding of charitable giving
behaviour. They were also informed of their right to withdraw
from the study at any time before submission of the survey,
without any consequences.

2.4. Data Collection Procedure

The data for this study were collected through a self-
administered survey created on Google Forms. This platform
was chosen as it provided a convenient and accessible way for
participants to complete this survey at their own pace.
Through the use of online forms, participants could respond in
a flexible setting without the limitations of location or time,
which ensures the ease of participation. The survey was made
in English and shared with individuals across different age
groups. The distribution was carried out with the link
circulated among family, friends, and teachers. This method
lets the survey reach a diverse demographic while remaining
effective in the collection of data.

2.5. Data Analysis Strategy

The data collected from this study were analysed using
both quantitative and qualitative methods to capture not only
how respondents scored each campaign but also why they felt
that way. For the quantitative analysis, data from the 5-point
Likert scale were compiled for each of three times: the
emotional impact, persuasiveness, and trust. Since each
respondent answered three questions for each of the 2
campaigns, the lowest score was 3 and the highest was 15 for
each person. This means that the total of a single campaign
varied from 60, which suggested complete rejection, to 300,
which suggested wholehearted support among the sample of
20 participants. The descriptive statistics, such as the mean,
standard deviation, and frequency distributions, helped in
identifying the response trends. Graphs and tables were
created to show differences between the India and the U.K.
campaigns.

A paired t-test was conducted to explore if there was a
significant difference between how respondents rated the two
campaigns. This test helped to determine if the difference
observed between the India and the U.K. campaign averages
statistically meant anything.

A correlation analysis was also carried out to check
whether variables such as emotional impact, persuasion, and
trust were positively related to overall willingness to donate.
Where appropriate, a simple linear regression was used to see
which of these variables best predicted willingness to donate.
This gave an insight into whether emotional or trust-based
framing had a stronger influence on donor behaviour.

The qualitative analysis involved open-ended questions,
where the respondents elaborated on the reasons that inclined
them more or less to donate, and the qualitative analysis was
conducted thematically. The frequent themes and words were
determined and summarised into general themes like
emotional connection, trust in systems, perceived urgency,
and transparency. The numerical data were then associated
with these themes to comprehend the motivations of high or
low scores.

Lastly, the findings of the Helping Attitude Scale (HAS)
were combined to determine whether more prosocial
individuals were also more willing to donate. The average and
the standard deviation of the HAS scores were used to explain
the overall tendency of helping among the sample, and the
correlation among them was used to test the association
between positive attitudes to helping and greater willingness
to donate.

This analysis offered a balanced approach to
understanding the quantifiable patterns and the rationale of
these patterns by using the descriptive, inferential, and
thematic approaches.

3. Results and Discussion

In the results and discussion section, the key findings of
the research are presented and interpreted as they relate to the
objectives of the research. Likert scale quantitative results are
summarised initially to indicate general trends in the overall
evaluation of the respondents of the two campaigns. There are
qualitative insights of open-ended responses that give an
answer to why the participants made those choices. The
findings, along with their analysis, offer a more in-depth
insight into the use of emotional appeal, trust, and persuasion
in influencing donor behaviour in various circumstances of
campaigning.

The highest score one could get on the Likert scale for a
campaign would be anywhere between 3 and 15 points. When
considering the data for 20 people, the possible lowest total
was 60, and the highest possible total was 300. The way the
results would be interpreted was set by a boundary.
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Fig. 1 Causes respondents typically support donating (n=36)
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Fig. 2 Motivation of respondents to donate (n= 36)

The cause that has the highest number of respondents is
education, as shown in Figure 1. This demonstrates that
individuals feel that education can bring about change in the
long run and enhance future generations. Close to them are
health and medical aid (17 respondents) and hunger and
nutrition (17 respondents), which indicates that many people
also prioritise basic survival needs. Animal welfare (15

respondents) and children and youth development (14
respondents) were also highly supported as other causes.
Although lower compared with these, women’s empowerment
(10 respondents) is still characterised by an evident interest in
equality and social justice. The least supported were disaster
relief (5 respondents), arts and culture (5 respondents), and
LGBTQIA+ rights (2 respondents). Religious/spiritual causes
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(7 respondents), elderly care (7 respondents), environment and
climate (6 respondents), and mental health (6 respondents)
were rated in the middle range. These figures suggest that
individuals are aware of these causes, but they may not
prioritise them as high as more pressing concerns, such as
hunger or medical assistance.

The trends in the graph are clear: the causes that concern
survival and long-term development are more supported than
those issues associated with culture, identity, or a specific
event. This points to the fact that the importance and attention
to some spheres, including LGBTQIA+ rights and mental
health, is yet to be given equal consideration.

The channels of donation that donors usually use for
donations are crowdfunding platforms (such as Ketto, Milaap
and GoFundMe), NGO websites, social media fundraisers
(Instagram, Facebook, etc.), in-person or offline donation
drives, and religious institutions (temples, mosques, churches,
etc.), government-run platforms (e.g., PM CARES Fund),
SMS of phone campaigns, contributions made through friends
or family asking for a cause, participation in trusts and
nonprofit organizations, school-led fundraising initiatives
(such as annual charity events), and non-monetary forms of
giving like volunteering or teaching support.

In Figure 2, the biggest reason why people donate is
because of their personal values or beliefs, with 13
respondents choosing this option, denoting that people often
give when they feel that the cause aligns with their own
principles or what they believe is right. Another common
reason was the emotional connection to the cause (9
respondents). This shows that when people personally relate
to or feel moved by an issue, there is a high chance that they
will donate. Both reasons point to how strongly donations are
guided by personal feelings and beliefs rather than outside
influences.

On the other hand, reasons like transparency of the
organisation (2 respondents), urgency (2 respondents), and
religious or spiritual reasons (2 respondents) were not chosen
as much. This proposes that while these factors do matter to
some people, they are not the main motivators. Even fewer
people said that peer influence (1 respondent) or tax benefits
(1 respondent) encouraged them to donate, and surprisingly,
media coverage or influencer endorsement received no
responses at all. This shows that publicity alone does not
necessarily convince people to donate. Interestingly, 3
respondents said they do not really know what motivates them
or that they have never thought about it. This suggests that for
some individuals, donating may be an impulsive action, where
they give without much planning or consideration. From this,
one clear trend is evident: people are more motivated to donate
because of their personal feelings or beliefs, rather than
because of external rewards or pressure. For organisations,
this means that making a strong emotional connection and

linking their cause to people’s values may be the best way to
encourage more donations (Shang & Croson, 2009).

Table 2. Frequency distribution of: What made they feel more or less
inclined to donate to this campaign?

Campaign Category (Reason) N %
Emotional
appeal/empathy for 13 68.4%
children
Helping o
society/fairness/equality 3 15.8%
| Famlllarlty/personal 1 5.26%
experience
Practical reasoning
(education 1 5.26%
responsibility)
Lack of emghonal 1 526%
connection
Empathy/child 10 52 6%
welfare/care for orphans
Urgency and severity of 4 211%
issue (poverty, neglect)
Trust/familiarity with the o
2 platform (Ketto) 2 10.5%
Awareness or experience | 2 10.5%
Personal beliefs/values o
(education & equality) 2 10.5%
Preference. fpr domestic | 5.26%
giving

Table 3. Regression Analysis of the relationship between Helping
Attitudes and Willingness to donate (n=20)

Model B SEB t p
Constant | 82.65 | 8.03 10.30 0.0001
Helping 0.23 0.41 0.57 0.57
Attitude

R? 0.018
F 6.51
*0<0.05

B=Coefficients
SE B = Standard Error

Table 3 shows a simple linear regression that predicts the
willingness to donate (total score) using the Helping Attitude
Scale (HAS). The model intercept was B = 82.65 (SE = 8.03,
t=10.30, p <.001). This shows that the expected willingness
score is when HAS = 0 (however, this is an extrapolated value
if HAS is not zero-based, thus it is impossible). The slope for
helping attitude was B =0.23 (SE=0.41, r=0.57, p = 0.574).
This shows that for every point that increases on the Helping
Attitudes Scale, willingness to donate goes up by a tiny
amount (0.23). The most important thing here is that this effect
was not statistically significant (»p = 0.574). The value of R? is
0.018; this is extremely low, therefore, we can conclude that
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the Helping Attitude Scale is a poor predictor of willingness
to donate in this model.

The data from Table 2 show that, although the Helping
Attitudes Scale was a poor predictor, the overall findings made
it clear that people were more willing to donate to the U.K.
campaign. Trust and credibility were two strong predictors of
willingness compared to purely emotional campaign appeals.
It turns out that people who already had a positive outlook
towards donation (HAS = 84.92) were most likely to donate,
but only when they were convinced that the campaign was
genuine and effective. This backs up the research by Sargeant
and Lee (2004), which states that if one trusts an organisation
and thinks they know what they are doing, they will stick with
them and are more likely to donate (Sargeant & Lee, 2004b).
We can observe this as a vital message that they should cease
depending on sad and emotive narratives. The focus of the
campaigns should be on transparency, displaying the direction
in which the funds are spent, and accountability,
demonstrating the quantifiable results. By doing so,
organisations can achieve trust and credibility, particularly
with donors who are willing to assist.

These results are to be handled with caution, as the
research is also limited in its way. Sampling was small and
random; therefore, one cannot assume that the results are
generalised to all people beyond the study group.
Additionally, given that the data was self-reported, this can
elevate the chances of bias in the responses as the respondents
might have given answers that they believed were correct
rather than.

References

These findings emphasise the need to ensure that the
campaigns can articulate their objectives and show
accountability, as they are more likely to attract contributions,
particularly those already predisposed to giving. These
findings also have implications for nonprofit organisations,
social campaigns, and education-oriented charities that can
enhance the involvement of the donors by focusing on
transparency and presenting the real results. This study,
however, has limitations because it has a small and non-
random sample, is based on self-reported information, and is
cross-sectional in nature, which restricts the conclusion of
causality. Further studies might involve bigger and more
diversified samples and longitudinal designs in order to
examine the effects of the trust-building strategies on the
donation behaviour in the long term.

4. Conclusion

This study examined how the social framing of education-
focused donation campaigns, based in India and the UK.,
influences people’s willingness to donate. The focus was on
emotional impact, persuasion, trust, and their general helping
attitude. The results show that the campaign based in the U.K.
scored higher on the HAS Scale, showing that trust and
credibility were more closely linked to willingness rather than
emotional appeal. Respondents also mentioned prosocial
attitudes rather than only prediction. The open-ended
responses from respondents included empathy for children,
the importance of proper use of funds, and the reliability of the
platform. The future studies should use larger, more diverse
samples and use experiments to test specific factors that affect
the trust cues, storytelling formats, and they may also track
donors over a period of time to assess the sustained effects.

[1] Lekha D. Bhat et al., “Medical Crowdfunding in India: The Need for a Strong Legal Enforcement System,” Indian Journal of Public
Health, vol. 68, no. 3, pp. 441-443, 2024. [CrossRef] [Google Scholar] [Publisher Link]

[2] Ivo Bischoff, and Thomas Krauskopf, “Warm Glow of Giving Collectively — An Experimental Study,” Journal of Economic Psychology,

vol. 51, pp. 210-218, 2015. [CrossRef] [Google Scholar] [Publisher Link]

Yingying Cai et al., “Health Inequities in Medical Crowdfunding: A Systematic Review,” International Journal for Equity in Health, vol.
24, 2025. [CrossRef] [Google Scholar] [Publisher Link]

Karuna Chandra et al., “Ketto and the Science of Giving: A Data-driven Investigation of Crowdfunding for India,” ArXiv: 2509.12616,
2025. [CrossRef] [Google Scholar] [Publisher Link]

Sara Konrath, and Femida Handy, “The Development and Validation of the Motives to Donate Scale,” Nonprofit and Voluntary Sector
Quarterly, vol. 47, no. 2, pp. 347-375, 2017. [CrossRef] [Google Scholar] [Publisher Link]

Henry K. Dambanemuya, and Emoke-Agnes Horvat, “A Multi-platform Study of Crowd Signals Associated with Successful Online
Fundraising,” Proceedings of the ACM on Human-Computer Interaction, vol. 5, pp. 1-19, 2021. [CrossRef] [Google Scholar] [Publisher
Link]

Gabriella Ddci, and Eleftheria Vasileiadou, ““Let’s do it Ourselves” Individual Motivations for Investing in Renewables at Community
Level,” Renewable and Sustainable Energy Reviews, vol. 49, pp. 41-50, 2015. [CrossRef] [Google Scholar] [Publisher Link]

Robert M. Entman, “Framing: Toward Clarification of a Fractured Paradigm,” Journal of Communication, vol. 43, no. 4, pp. 51-58, 1993.
[CrossRef] [Publisher Link]

NICVA, Focus on a Funder: The Big Give and Match Funding, 2024. [Online]. Available: https://www.nicva.org/article/focus-on-a-
funder-the-big-give-and-match-funding

[10] G. Nickell, “Helping Attitudes Scale,” 106" Annual Convention of the American Psychological Association at San Francisco, 1998.

[Google Scholar] [Publisher Link]


https://doi.org/10.4103/ijph.ijph_1081_23
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Medical+crowdfunding+in+India%3A+The+need+for+a+strong+legal+enforcement+system.+&btnG=
https://journals.lww.com/ijph/fulltext/2024/07000/medical_crowdfunding_in_india__the_need_for_a.19.aspx?context=latestarticles
https://doi.org/10.1016/j.joep.2015.09.001
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Warm+glow+of+giving+collectively+%E2%80%93+An+experimental+study.+&btnG=
https://www.sciencedirect.com/science/article/abs/pii/S0167487015001154
https://doi.org/10.1186/s12939-025-02543-x
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Health+inequities+in+medical+crowdfunding%3A+A+systematic+review.&btnG=
https://link.springer.com/article/10.1186/s12939-025-02543-x
https://doi.org/10.48550/arXiv.2509.12616
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Ketto+and+the+science+of+giving%3A+A+data-driven+investigation+of+crowdfunding+for+India&btnG=
https://arxiv.org/abs/2509.12616
https://doi.org/10.1177/0899764017744894
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=The+Development+and+Validation+of+the+Motives+to+Donate+Scale&btnG=
https://journals.sagepub.com/doi/10.1177/0899764017744894?icid=int.sj-abstract.citing-articles.344
https://doi.org/10.1145/3449189
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=A+multi-platform+study+of+crowd+signals+associated+with+successful+online+fundraising.&btnG=
https://dl.acm.org/doi/abs/10.1145/3449189
https://dl.acm.org/doi/abs/10.1145/3449189
https://doi.org/10.1016/j.rser.2015.04.051
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Let%E2%80%99s+do+it+ourselves%E2%80%9D%3A+Individual+motivations+for+investing+in+renewables+at+community+level.+&btnG=
https://www.sciencedirect.com/science/article/pii/S1364032115003214
https://doi.org/10.1111/j.1460-2466.1993.tb01304.x
https://academic.oup.com/joc/article-abstract/43/4/51/4160153?redirectedFrom=fulltext
https://www.nicva.org/article/focus-on-a-funder-the-big-give-and-match-funding
https://www.nicva.org/article/focus-on-a-funder-the-big-give-and-match-funding
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=HELPING+ATTITUDES+SCALE+%28HAS%29+&btnG=
https://backend.fetzer.org/sites/default/files/images/stories/pdf/selfmeasures/HELPING_OTHERS-HelpingAttitudesScale.pdf

Aarushi Karnawat / IJHSS, 12(6), 1-8, 2025

[11] Marie Hladka, and Vladimir Hyanek, “Motives for Donating: What Inspires our Decisions to Make a Donation to Non-Profit
Organisations,” Review of Economic Perspectives, vol. 15, no. 4, pp. 357-382, 2015. [CrossRef] [Google Scholar] [Publisher Link]

[12] Md. Mukitul Hoque, “Crowdfunding for Innovation: A Comprehensive Empirical Review,” Future Business Journal, vol. 10, 2024.
[CrossRef] [Google Scholar] [Publisher Link]

[13] Dr. Hetal Jhaveri, and Anjali Choksi, “Crowdfunding at India: A Study of Indian Online Crowdfunding Platforms,” Cell, vol. 91, 2014.
[Google Scholar] [Publisher Link]

[14] Claudia Keser, Hartmut Kliemt, and Maximilian Spéth, “Charitable Giving: The Role of Framing and Information,” PLOS ONE, vol. 18,
no. 7,2023. [CrossRef] [Google Scholar] [Publisher Link]

[15] Ketto Campaign, Save A Child Every Month, [Online]. Available: https://www .ketto.org/crowdfunding/fundraisers

[16] Eun Young Lee, and Kyounghee Chu, “The Effect of Partitioned Framing vs. All-inclusive Framing of Donation Amount on Prosocial
Behavior: Focus on the Moderation Effect of Psychological Characteristics,” Frontiers in Psychology, vol. 14, 2023. [CrossRef] [Google
Scholar] [Publisher Link]

[17] Yulong Liu et al., “Leveraging Digital Crowdfunding Platforms for SME Sustainability in Emerging Markets: The Roles of
Entrepreneurial Competency, Social Capital, and Supply Chain Trust,” Technovation, vol. 147, 2025. [CrossRef] [Google Scholar]
[Publisher Link]

[18] Rudi Palmieri, Chiara Mercuri, and Sabrina Mazzali-Lurati, “Persuasive Reasons in Crowdfunding Campaigns: Comparing
Argumentative Strategies in Successful and Unsuccessful Projects on Kickstarter,” International Journal of Strategic Communication,
vol. 16, no. 2, pp. 332-355, 2022. [CrossRef] [Publisher Link]

[19] Adrian Sargeant, and Stephen Lee, “Donor Trust and Relationship Commitment in the U.K. Charity Sector: The Impact on Behavior,”
Nonprofit and Voluntary Sector Quarterly, vol. 33, no. 2, pp. 185-202, 2004. [CrossRef] [Google Scholar] [Publisher Link]

[20] Consultation Paper on Crowdfunding in India. [Online]. Available: https://www.sebi.gov.in/sebi_data/attachdocs/1403005615257.pdf

[21] Jen Shang, and Rachel Croson, “A Field Experiment in Charitable Contribution: The Impact of Social Information on the Voluntary
Provision of Public Goods,” The Economic Journal, vol. 117, no. 540, pp. 1422-1439, 2009. [CrossRef] [Google Scholar] [Publisher
Link]

[22] Janathan Sitruk et al., “Emotional Brightness and Crowdfunding Performance,” Research Policy, vol. 54, no. 1,2025. [CrossRef] [Google
Scholar] [Publisher Link]

[23] Manraj Singh Sra, “Patterns of Online Medical Crowdfunding in India,” JAMA Network Open, vol. 8, no. 1, 2025. [CrossRef] [Google
Scholar] [Publisher Link]

[24] The Big Give (UK Campaigns). [Online]. Available:
https://donate.biggive.org/explore?category=Education%2F Training%2FEmployment&sortField=amountRaised

[25] “The Big Give Trust Charity Number: 1136547, Report of the Trustees and Financial Statements, Charity Commission for England and
Wales, pp. 1-35, 2024. [Publisher Link]


https://doi.org/10.1515/revecp-2015-0026
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Motives+for+donating%3A+What+inspires+our+decisions+to+make+a+donation+to+non-profit+organisations.+&btnG=
https://sciendo-parsed.s3.eu-central-1.amazonaws.com/647360684e662f30ba53bfe9/10.1515_revecp-2015-0026.pdf?X-Amz-Algorithm=AWS4-HMAC-SHA256&X-Amz-Content-Sha256=UNSIGNED-PAYLOAD&X-Amz-Credential=AKIA6AP2G7AKOUXAVR44%2F20251114%2Feu-central-1%2Fs3%2Faws4_request&X-Amz-Date=20251114T060938Z&X-Amz-Expires=3600&X-Amz-Signature=83c407d6581815a86517c8f8fa698ac7f197a44eb4ee49b64ffe133ab7c528be&X-Amz-SignedHeaders=host&x-amz-checksum-mode=ENABLED&x-id=GetObject
https://doi.org/10.1186/s43093-024-00387-5
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Crowdfunding+for+innovation%3A+A+comprehensive+empirical+review.+&btnG=
https://link.springer.com/article/10.1186/s43093-024-00387-5
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Crowdfunding+at+India%3A+A+study+of+Indian+online+crowdfunding+platforms.+&btnG=
https://d1wqtxts1xzle7.cloudfront.net/78962518/CROWDFUNDING_AT_INDIA_A_STUDY_OF_INDIAN_20220117-1109-167ytix.pdf?1738467942=&response-content-disposition=inline%3B+filename%3DCrowdfunding_at_India_A_Study_of_Indian.pdf&Expires=1763104353&Signature=MCPJzyAzVDseNKH1pvM9z6-x5wAbk9FCzgr1Z91pZ1KH7ukk8oU4-843dxEuCT4Pj9bVzxt23AP8jG-Ad~zDRu6TbXgfL3TIPfRVVVrOAf1mWL4XS13zA10rE2Z3RSZEtzEZyL-kMy9qr7SpWVPdiLdb4b~QYfPCu7YydUFwCTj8B~CeCkIjMtAyZSR7L~PJrgcT13XnWiDrsQzmn8BZTAg-rh9mGlSdAnGkejKsCGSuu2ZcFAIw0GPrHxkwdhuwGFHbRmpLyPa3HYg5AQ4numOtAJo1EukhX2~zRE8Hp~0rtxSEiW5~ZitI~mdMp8Zf~TDP2DhjSuqubUW4df4WjA__&Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://doi.org/10.1371/journal.pone.0288400
https://scholar.google.com/scholar?q=Charitable+giving:+The+role+of+framing+and+information.+&hl=en&as_sdt=0,5
https://journals.plos.org/plosone/article?id=10.1371/journal.pone.0288400
https://www.ketto.org/crowdfunding/fundraisers
https://doi.org/10.3389/fpsyg.2023.1166092
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=The+effect+of+partitioned+framing+vs.+all-inclusive+framing+of+donation+amount+on+prosocial+behavior%3A+Focus+on+the+moderation+effect+of+psychological+characteristics.+&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=The+effect+of+partitioned+framing+vs.+all-inclusive+framing+of+donation+amount+on+prosocial+behavior%3A+Focus+on+the+moderation+effect+of+psychological+characteristics.+&btnG=
https://www.frontiersin.org/journals/psychology/articles/10.3389/fpsyg.2023.1166092/full
https://doi.org/10.1016/j.technovation.2025.103309
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Leveraging+digital+crowdfunding+platforms+for+SME+sustainability+in+emerging+markets%3A+The+roles+of+entrepreneurial+competency%2C+social+capital%2C+and+supply+chain+trust.&btnG=
https://www.sciencedirect.com/science/article/pii/S0166497225001415
https://doi.org/10.1080/1553118X.2021.2008942
https://www.tandfonline.com/doi/full/10.1080/1553118X.2021.2008942
https://doi.org/10.1177/0899764004263321
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Donor+trust+and+relationship+commitment+in+the+U.K.+charity+sector%3A+The+impact+on+behavior.+&btnG=
https://journals.sagepub.com/doi/abs/10.1177/0899764004263321
https://www.sebi.gov.in/sebi_data/attachdocs/1403005615257.pdf
https://doi.org/10.1111/j.1468-0297.2009.02267.x
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=A+field+experiment+in+charitable+contribution%3A+The+impact+of+social+information+on+the+voluntary+provision+of+public+goods.+&btnG=
https://academic.oup.com/ej/article-abstract/119/540/1422/5089584?login=false
https://academic.oup.com/ej/article-abstract/119/540/1422/5089584?login=false
https://doi.org/10.1016/j.respol.2024.105094
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Emotional+brightness+and+crowdfunding+performance.&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Emotional+brightness+and+crowdfunding+performance.&btnG=
https://www.sciencedirect.com/science/article/pii/S0048733324001434
https://doi.org/10.1001/jamanetworkopen.2024.54855
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Patterns+of+online+medical+crowdfunding+in+India.+&btnG=
https://scholar.google.com/scholar?hl=en&as_sdt=0%2C5&q=Patterns+of+online+medical+crowdfunding+in+India.+&btnG=
https://jamanetwork.com/journals/jamanetworkopen/fullarticle/2829273
https://donate.biggive.org/explore?category=Education%2FTraining%2FEmployment&sortField=amountRaised
https://register-of-charities.charitycommission.gov.uk/en/about-the-register-of-charities/-/charity-details/5008501/full-print

