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Abstract. Kitabisa.com, an Indonesian startup who is working on social 

enterprise. Crowdfunding can represent a fundamental transformation of the 

startup project, micro-enterprises and small and medium enterprises in accessing 

funding. To get the attention and action from reviews of those people, we need 

to create something that is compelling by building emotion into the media used 

such as Instagram, etc. To understand the success of an online donation project, 

research focuses on the various factors that influence behavior individuals in 

donating, such as trust, credibility and satisfaction, persuasion through website 

design, a factor demographic, socioeconomic, and other characteristic, donate 

online experience, awareness of donating. Given that the researchers 

investigated a variety of factors with a different focus, there is a need for a 

synthesis of different perspectives and the development of a systematic 

theoretical model to explain the behavior of individuals in donating online. The 

purpose of this study was to determine whether or not the relationship 

@Kitabisacom exposure Instagram account and project content donation to 

donate online behavior. The approach is quantitative research with the paradigm 

of positivism. The data collected was analyzed by Structural Equation Modeling 

(SEM) using Amos software.  Based on the research results show that the latent 

variable frequency, duration, attention Instagram account access, the reputation 

of the initiator, the popularity of the project, the quality of project content, the 

credibility of the organization and donate online behavior is latent variables are 

valid and reliable. Frequency, duration, attention Instagram account access, the 

reputation of the initiator, the popularity of the project, the quality of project 

content, the credibility of the organization's positive influence on the behavior 

of online donating. 
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1 Introduction  

 

According to the World Giving Index (WGI), in 2018 for the first time, Indonesia was on 

top in 20 of the most generous country of the world. WGI is an annual effort Charity Aid 

Foundation (CAF) to measure the level of generous citizens in a country to donate money, 
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time, and helping people is not known. After finishing second in 2017, three scores giving 

individuals Indonesia largely unchanged [1]. From natural disasters that often occur, some 

public places to collect funds to contribute funds charitable donations of disaster victims by 

building global philanthropy and volunteerism. In general, the use of a charity box will be 

distributed from hand to hand or along the road, there is a place to give some of the money 

that is owned. However, the method is considered ineffective and inefficient. The traditional 

way to donate using a specific deadline for achieving the target value is determined. The 

information fundraising campaign did not reach the target of extensive bias in a short time. 

Through the charity box, accountability of the flow of funds is not accountable. 

Fundraising activities (fundraising) through social networking is called crowdfunding. 

Through the online platform, to attract more donors, monitoring and evaluation of the 

program. The crowdfunding phenomenon is concrete evidence of the development of 

communication methods followed by the advancement of information technology. 

Crowdfunding is a fundraising activity carried out by collecting funds from the community 

with a small to moderate nominal for an interest that draws the attention of the community [2]. 

Crowdfunding is a collective financial approach that allows individuals in the community to 

agree to collect resources to fund a social activity of interest. The Canada Media Fund defines 

crowdfunding as the raising of funds through the collection of small contributions from the 

general public (known as the crowd) using the Internet and social media. Crowdfunding 

provides benefits to the community, especially in terms of fundraisers and funders [3]. People 

are waiting for activities like this, because the benefits can be directly enjoyed by the people 

without complicated rules and bureaucracy. In some previous studies, the theme of 

crowdfunding is more dominated by studies of crowdfunding concepts and business processes 

[4]. 

Kitabisa.com is one of the online donation sites with the most popular crowdfunding 

system in Indonesia. Based on the data obtained by researchers, there are several 

crowdfunding sites in Indonesia. The top 5 of those sites acording to alexa.com are: 

Kitabisa.com, Gandengtangan.org, Sharinghappiness.org, Akseleran.com, and Indogiving.com 

[5]. The concept of crowdfunding sites become attractive and potential. Through the website, 

the public is invited to make donations online in a variety of aspects, including social, 

educational, health, and so on.  In 2017, crowdfunding through Kitabisa.com increased three-

fold compared to 2016. This is supported by a number of participants as many as 12,000 total 

collected funds amounting to Rp193 billion. Inversely, some crowdfunding sites have ceased 

to operate, namely Ayopeduli.com and Wujudkan.com. The closure of these services due to 

the acquisition of a percentage of fundraising success in every program is not increased. The 

crowdfunding phenomenon is concrete evidence of the development of communication 

methods followed by the advancement of information technology. Everyone can 

communicate, access, and provide information consistently on crowdfunding social projects or 

campaigns. 

Given that the researchers investigated the various factors with a different focus, there is a 

need for a synthesis of different perspectives and the development of a systematic theoretical 

model to explain the behavior of individuals in donating online [6]. Therefore, researchers are 

interested in discussing exposure Instagram account and project content donation to donate 

online behavior in Kitabisa.com crowdfunding sites as research objects. The independent 

variable of the study is exposure to Instagram account and project content donation. While 

donating behavior online as the dependent variable. According to the data above, Kitabisa.com 

election as a research subject is the most popular crowdfunding website to rank first among 



other similar sites. It is interesting to study because Kitabisa.com always increase fundraising 

for campaign donations. 

From the overall results above data, it can be concluded that the site Kitabisa.com 

crowdfunding that is trusted people of Indonesia and has been able to gain a lot of donors. 

Therefore, the overall purpose of this study is to analyze key variables that enable the creation 

of long-term relationships between donors, donors, and crowdfunding sites. Media is believed 

to have the power of large to affect the attitudes and behavior of human beings. Even the 

media is able to direct the community as what will be formed in the future. Media is able to 

guide and influence life in the present and the future. Exposure information or message occurs 

when a person is reading, watching, listening, and then the effects are either directly or 

indirectly so as to form in her perception of the information or message that reaches it. The 

effect will be seen in the attitude of the individual, whether to change the behavior or not. 

Exposure to media (media exposure) by Rosengren could be operationalized into the amount 

of time spent in different types of media, the content of the news media is consumed, and the 

connections between the individual media consumers to media content is consumed or the 

media overall [7].  

In conducting the donation project, crowdfunding sites will display a message in the form 

of text, images, audio, video to improved attention mob. Based on the study conducted by Liu 

[8], donation project content is influenced by the reputation of the initiator, the popularity of 

the project, the quality of project content, and the credibility of the organization. Things were 

displayed by crowdfunding sites, as follows: the reputation of the initiator, the popularity of 

the project, the quality of project content, the credibility of the organization. Donating 

behavior is influenced by perceptions of individuals based on the values, understanding, and 

attitude. These factors are described as an intrinsic factor through the basic human desire to 

help others in need, such as responsibility and a desire for change and liabilities. In contrast, 

extrinsic factors are external factors that motivate and influence people to donate. Extrinsic 

factors include demographics such as age, gender, marital status, socio-economic, and the 

location has its own role [9]. Donating behavior is influenced by factors: attitude donate, 

social relations with the initiator of the project. 

 

 

2 Methods 

 

This study uses a quantitative approach. Quantitative research is research that aims to test a 

theory by means of elaborate hypotheses and collect data to support or refute these hypotheses 

[10]. Descriptive research is to describe the factors that influence behavior in Kitabisa.com to 

donate online. Based on the quantitative research methodology election, the strategy in 

conducting this study is a survey. The survey was conducted by distributing questionnaires via 

Google Form research online to followers Instagram account @Kitabisacom. In this study, the 

object is the influence of the exposure of @Kitabisacom Instagram account and project 

content towards online donation behavior, so this population is followers of @Kitabisacom's 

Instagram account which is 230,000. To determine the sample size, researchers using the 

formula Slovin [11,12]. The error rate in this study was 5% or 0.05. An estimated error rate of 

5% is taken as the level of trust in the study was 95%, or 0.95, so the number of samples in 

this study were 400 samples. In this study sampling using sampling techniques nonprobability. 

The type of nonprobability engineering sample is purposive sampling. Purposive sampling is a 

sampling technique with specific considerations such as the respondent is Instagram account 



followers @Kitabisacom and respondents had to donate online through crowdfunding sites 

Kitabisa.com. 

The method used is the Structural Equation Model (SEM). SEM is an inferential statistical 

analysis method focuses on the field of study analysis and interpretation of data to draw 

conclusions [13]. During its development, data processing for SEM analysis becomes easy 

with the help of some software (software) statistics, such as LISREL, AMOS, and SmartPLS. 

In this study, SEM analysis performed using AMOS software assistance. To measure the 

suitability of the model used then tested against a variety of factors goodness of fit. If the 

model is accepted, the investigator could consider a modification done to improve theoretical 

explanation models or goodness of fit. Modification of the initial model should be done after 

much deliberation assessed. If the model is modified, then the model must be estimated with 

separate data before the modified model is accepted. Measurements can be performed with the 

model modification indices. Value modification indices equal to the decline in the Chi-Square 

if the coefficient estimates. 

 

 

3 Results and Discussion 

 

3.1 Validity and Reliability 

 

Validity test aims to determine whether the questions in the questionnaire representative or 

not. Test reliability is an index indicating a reliable measuring instrument. In this study, the 

test reliability using composite (Construct) reliability with a minimum cut-off value is 0.7. 

Validity and reliability tests conducted by using confirmatory factor analysis on each of the 

latent variables, ie exposure Instagram account, the content of the donation project, and the 

behavior of donating online via AMOS program 22. Results research shows that exposure to 

Instagram account, the content of project donation, and donate online behavior are latent 

variables that are valid and reliable. 

  

 
Fig 1. Relationship between Media Exposure of Instagram Accounts, Content Donation Project for 

Online Donation Behavior 



Table 1. Test results from Media Exposure of Instagram Accounts, Content Donation  

Project for Online Donation Behavior. 

 
 

Based on Table 2 above shows that all meet eight criteria used to test the feasibility of the 

model, so as not to be modified. It states models to be accepted, which means there is a match 

between the model with data. Of a suitable model, it can be interpreted in the path coefficient. 

The coefficients of these pathways are hypothesized in this study. The results of path 

coeeficients tests are as follow: 

a. Instagram account access frequency of positive and significant effect on the behavior of 

donating online. The above table shows that on the path marked positive coefficient of 

0.155 with CR values of 3.457 and gained significance probability (p) of 0.00 is smaller 

than the significance level (α) which is set at 0.05. Therefore, the frequency of account 

access to the Instagram direct effect on the behavior of 0.155 donate online, so every 

increase in frequency can be raised to donate online behavior of 0.155. 

b. Instagram account access duration of positive and significant effect on the behavior of 

donating online. The above table shows that on the path marked positive coefficient of 

0.455 with CR values of 4.529 and gained significance probability (p) of 0.00 is smaller 

than the significance level (α) which is set at 0.05. Therefore, the duration of the 

Instagram account access direct impact on the behavior of 0,455 to donate online, so 

every increase in the duration of the access can donate online behavior raises 0,455. 

c. Instagram account access attention of positive and significant effect on the behavior of 

donating online. The above table shows that on the path marked positive coefficient of 

1.145 with CR value by 5,750 and gained significance probability (p) of 0.00 is smaller 

than the significance level (α) which is set at 0.05. Therefore, attention Instagram 

account access direct impact on the behavior of 1,145 to donate online, so every increase 

in attention can raise the access behavior of online donating 1,145. 

d. Reputation initiator of positive and significant effect on the behavior of donating online. 

The above table shows that on the path marked positive coefficient of 0.104 with CR 

values of 7.820 and gained significance probability (p) of 0.00 is smaller than the 

significance level (α) which is set at 0.05. Therefore, the initiator reputation direct impact 

on the behavior of donating online at .104, so every increase in the initiator can raise the 

reputation of donating online behavior 0.104. 

e. Popularity project of positive and significant effect on the behavior of donating online. 

The above table shows that on the path marked positive coefficient of 0.145 with CR 

values of 2.545 and gained significance probability (p) of 0.00 is smaller than the 

significance level (α) which is set at 0.05. Hence, the popularity of the project direct 



impact on the behavior of 0,145 to donate online, so every rise in popularity of the 

project can donate online behavior raises 0,145. 

f. The content quality project of positive and significant effect on the behavior of donating 

online. The above table shows that of the marked positive path coefficient of 0,105 with 

a value of 3,743 and earned CR significance probability (p) of 0.00 is smaller than the 

significance level (α) which is set at 0.05. Therefore, the quality of project content 

directly affects the behavior of 0,105 to donate online, so every increase in the quality of 

project content can donate online behavior raises 0,105. 

g. The credibility of the organization's positive and significant effect on the behavior of 

donating onlineThe above table shows that on the path marked positive coefficient of 

0.125 with CR values of 3.564 and gained significance probability (p) of 0.00 is smaller 

than the significance level (α) which is set at 0.05. Therefore, the credibility of the 

organization's direct impact on the behavior of online donating 0.125, so every increase 

in the credibility of the organization can raise donating online behavior 0.125. 

Kitabisa.com can be trusted by the community to raise and manage funds from the 

community and return it to the people who need it. 

The results showed that of the total of the latent variables are frequency, duration, attention 

Instagram account access, the reputation of the initiator, the popularity of the project, the 

quality of project content, credibility can affect the behavior of online donating. 

 

3.2 Analysis of Linkages between Research and Theory SOR 

 

The classification of the S-O-R theory has a short-term and individualistic nature, so it is 

applied to intentional and unintentional effects. Implementation of that individual's response, 

in this case, a single message received by the individual will react individually [14,15]. Single 

message, namely exposure to use Instagram in this case @Kitabisacom account and contains 

information such as content donation project is the result of interaction between the user and 

the implications of the communication process that occurs, so that the reaction that implies 

nothing happens in an individual choice and is a behavioral reflex are donating behavior 

online. The stimulus given to the organism can be accepted or rejected. If the stimulus is 

received by the organism, then there is attention from the individual to the stimulus and are 

considered effective. Conversely, if the stimulus is rejected by the organism, it is not effective 

in influencing individual attention. In this study, @Kitabisacom Instagram account followers 

who were respondents of 400 people considered to have received stimulus from Instagram 

account @Kitabisacom form of exposure of intensity @Kitabisacom access Instagram account 

that contains the donation project. 

The use of the S-O-R theory in this study proves that the behavior of donating online 

behavior is a reaction to the stimulus in the form of exposure and content of the donation 

project. Behavior is donating online media effects on individuals who started from exposure to 

messages @Kitabisacom Instagram account. Stimulus received and got the attention of the 

organism via Instagram account followers @Kitabisacom attention measurable indicators. 

Followers Instagram account @Kitabisacom know fully and clearly to upload delivered. The 

content donation project is one of the stimuli that be the deciding factor against the given 

effect. This form of reputation initiator the project, the popularity of the project, the quality of 

project content, and the credibility of the organization. According to the results of exposure 

above that, the entire response provides answers to agree to a statement of each indicator. The 

stimulus reception understood by the organism, causing a certain effect on the individual. 

 



 

 

4 Conclusions 

 

In accordance with the conclusions obtained from the above results, the researchers seek to 

provide advice. Kitabisa.com expected from this research can maintain the quality of content 

submitted through Instagram and transparency in the use of funds to each project donations. 

Said speed messages through the comments field has been done by @Kitabisacom Instagram 

account, but can be added to the sentence that can draw intension prospective donors to see 

more information on the official website belonging to Kitabisa.com. Instagram account 

followers @Kitabisacom role is crucial for the sustainability of Kitabisa.com, because of the 

results of this study indicate that the majority of donating as much as 4-7 times a month. The 

critical attitude is required to submit a response to the intensity of the information submitted 

by Kitabisacom. From all owned Kitabisa.com social media, Instagram account obtained many 

responses as like and comment on uploads. The result of this research is closely related not 

only to the crowdfunding site Kitabisa.com and prospective donors, but the donations project 

initiator. Researchers observed that the role of the initiator of the project has not been a 

significant donation to the content uploaded by Instagram account @ Kitabisa.com. Through 

this research, the initiator of the project is expected to contribute a donation in person at the 

comments field of the upload, so that prospective donors who are followers can find out and 

get to know more closely with the organizers of the project. 
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