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Introduction 
 

Dear customer, 

 

Thank you for trusting our services. We hope that by reading this report you will be 

better able to manage your campaign and maximize its success. 

 

In a highly competitive market such as raising funds via crowdfunding, it is not 

enough just to have a good product or a service. There is a wide range of other factors 

which have been demonstrated to impact significantly on the performance of the 

campaigns. Examples are the use of media such as videos and images, the experience 

of the entrepreneurs in previous campaigns, their social networks, the presence of 

relevant backers such as angel investors or venture capitalists, the regular use of up-

dates, etc. However, fewer studies have looked at aspects related to the narrative of 

the campaigns. 

 

In our research, we have studied hundreds of thousands of crowdfunding campaigns 

and identified that those that use a specific combination of words in their narratives 

are more successful in achieving goals.  

 

But will this make a difference? 

 

Our results say it does. The narrative according to which the campaign is written 

sends underlying signs to potential funders, thus ultimately influencing their deci-

sions on whether to support a given campaign.  

 

In the next pages, we will explain the science behind the facts and unveil key aspects 

which will allow you to better understand how to improve your campaign to maxim-

ize its effectiveness in raising capital.  

 

We thank you for your attention and wish you all the luck in your campaign. 

 

Kind regards, 

 

Nuno Arroteia 

Startup Finance Limited 
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Our methodology  
 

Our findings suggest that there are specific words that are used when entrepre-

neurs write and describe their business plans, which may infer an orientation to-

wards an effectual or causal heuristic. 

 

To put it simply, with effectual orientation, the starting point is that the future is 

unpredictable – so, rather than defining a specific plan to reach a specific goal, the 

focus of the entrepreneur is on making the most of the means available at a given 

moment, experiment, trial and error with short term and quick actions, and change 

the course of action as the results are analyzed, on the go. 

 

On the other hand, a causal orientation implies that entrepreneurs define specific 

plans to achieve specific goals which they identify by conducting extensive market 

and competitor analysis. Therefore, the resources are mobilized in anticipation to 

meet the goals. Risk and uncertainty are avoided by extensively planning, and the 

maximization of expected results is intended in the long term. 

 

These concepts related to the effectuation theory are largely embedded in aca-

demic debates in entrepreneurship, are used towards understanding how entre-

preneurs make decisions in conditions of high uncertainty. 

 

Looking beyond decision-making, we have expanded the research on effectuation 

theory by hypothesizing that the narrative used to describe a business plan and 

project may impact the way they might be interpreted and perceived by potential 

investors, and, in the case of a crowdfunding campaign, by its backers or funders. 

 

To ascertain whether an effectual or causal orientation is present, we started with 

the identification of words that would, in theory, be related to either an effectual 

or causal orientation. First, we identified the core words according to the academic 

literature, and subsequently a list of synonyms (see some examples in Table 1). 

 

In total 193 words related to a causal orientation (51 core words and 142 syno-

nyms) and 186 to an effectual orientation (56 core words and 130 synonyms) were 

identified based on the literature. 
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Table 1 – Examples of effectual and causal words 

 
 

Subsequently, we analyzed the presence of the word sets in a sample of campaigns 

against these sets of words and found that in general there is a positive correlation 

between effectual wording and the performance of the campaigns. Please see the 

results using the statistical methods and control variables on the following pages 

(Tables 2a, 2b, 3a, 3b and 4). 
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Maximum likelihood estimation technique below shows the importance of effec-

tual words and core causal words for the success of a crowdfunding campaign.  

 

Table 2a – Maximum likelihood function (logit model) 

 
Note: stateA = 1 if a campaign is successful; otherwise 0. CausalPer = % of all causal words; EffectPer 

= % of all effectual words. 

 

Table 2b – Maximum likelihood function (just the core words) 

 
Note: stateA = 1 if a campaign is successful; otherwise 0. CausalCorPer = % of core causal words; Ef-

fectPer = % of core effectual words. 

 

Tables 2a and 2b (above) have been truncated for brevity and do not show all the 

control variables in the econometric models.   

 

Tables 3a and 3b show the positive impact of core words pertaining to an effectual 

orientation or causal orientation for campaign success. 

 

All the results presented here are for campaigns above $ 5.000 on a leading non-

equity crowdfunding platform in the USA. 
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Table 3a – Linear regression model 

 
 

The dependent variable is the natural log of (money pledged/goal). Both core and 

synonym words are used for effectual orientation and causal orientation in the 

above table. 

 

3b – Linear regression model (just the core words) 
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Table 4 – Graphical representation of the results 

  
StateA (1= successful; 0 = failed); Causal % = percent of Causal 

words in text 

StateA (1= successful; 0 = failed);Effectual % = percent of Effectu-

ation words in text 

  

Based on maximum likelihood estimation technique shown earlier (in Tables 2a and 

2b), our econometric model shows that increasing the effectual words from 0 % to 

5 % in a campaign can increase the probability of success from 43% to 60 % (Table 

5a). This statistically significant impact (at 95% confidence interval) can potentially 

tide a campaign over the finish line. By the same token, increasing just the core ef-

fectual words from 0% to 5% in the text can increase the probability of success from 

45% to 65% (Table 5b). This is based on our prediction based on the maximum like-

lihood approach (not shown separately for brevity). 

 

Table 5 – How probability of success changes with an increase in Effectual Words 

 

5a

 

5b 
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However, it must be noted that not all campaigns are impacted uniformly by the presence 

of effectual or causal words. For example, Table 6 shows that for a Games campaign, effec-

tual words are associated with a negative impact on success whereas causal words are as-

sociated with a positive impact. 

 

Table 6 – Different levels of impact depending upon the category of the campaign 
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Your results  

The rate of failure within the overall food industry is high as shown in the below figure: 

 
 

Success rates have suffered especially over the last few years in the food sector as de-

picted below: 
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The DEMO campaign has a total of 45 effectual words and 88 causal words. In relative 

terms the percentage of effectual words is 1.3% and causal words is 2.6%. Please see be-

low: 

 

Word Effectual or causal Word count 

anticipate Causal 1 

apply Causal 1 

competitive advantage Causal 1 

concentrated Causal 1 

conclus Causal 1 

conscious Causal 1 

continuous Causal 1 

decis Causal 1 

design Causal 1 

dividend Causal 1 

document Causal 1 

earn Causal 1 

exact Causal 1 

gain Causal 1 

income Causal 1 

order Causal 1 

pay out Causal 1 

purchase Causal 1 

search Causal 1 

solution Causal 1 

strateg Causal 1 

aware Causal 2 

distribute Causal 2 

expect Causal 2 

target Causal 2 

focus Causal 3 

implement Causal 3 

manage Causal 3 

result Causal 3 

revenue Causal 3 

mindful Causal 4 

organis Causal 4 

select Causal 5 

profit Causal 6 

plan Causal 25 

available Effectual 1 

believ Effectual 1 

choice Effectual 1 

experi Effectual 1 
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join Effectual 1 

learn Effectual 1 

participat Effectual 1 

possibility Effectual 1 

probab Effectual 1 

replace Effectual 1 

short term Effectual 1 

test Effectual 1 

trial Effectual 1 

tried Effectual 1 

venture Effectual 1 

viable Effectual 1 

alter Effectual 2 

alternative Effectual 2 

flexib Effectual 2 

team Effectual 2 

try Effectual 2 

possible Effectual 3 

strong Effectual 3 

active Effectual 4 

opportunit Effectual 4 

partner Effectual 5 

 

Within the ‘Food’ category, our econometric models show positive impact of effectual 

words in the campaign’s success; these results are economically and statistically significant 

at 99% confidence interval. Successful campaigns are found to have 1.5% effectual words 

whereas failed campaigns are found to have 1.2% effectual words.  

 

Based on these, we recommend increasing the number of effectual words in the campaign 

description and risk mitigation page and reducing the causal words (please see Appendix 

1 for the list of effectual and causal words divided into core words and synonyms fre-

quently used in successful campaigns in your category *feature not available in the demo 

report*). 

 

Moreover, total wordcount is also found to be statistically significant in providing positive 

outcome to food campaigns; successful campaigns on average have 911 words (including 

risk mitigation) whereas unsuccessful campaigns have 541 words. 
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One last note, campaigns in the food sector tend to be more successful towards the end of 

the year and around late spring; hence we recommend launching your campaign around 

that time. 
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We offer discounts for more than one report/multiple reports as well as customiza-

ble reports with additional features to meet your requirements.  

 

Please contact us for a quote. For any additional information or queries please mail: 

esales@startup-finance.co.uk. 

 

Startup Finance Limited, Registered in the UK with the company number SC569217. 

 

Address: 

1 Lilybank Terrace 

DD4 6BQ Dundee 

United Kingdom 

 

Website: www.startup-finance.co.uk 
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