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Abstract. The purpose of this research is to be an empirical part of examining how
crowdfunding platform collaboration with other media can create "new media." Also, the
question of how this new form can provide, only entertainment or adding further value,
as playing a role in mobilizing society awareness. Using a qualitative case study method
with an interpretive paradigm, it was found that actors or influencers as part of initiator
crowdfunding donations play a significant role in moving the community and society to
make donations to attract a wider audience. They encouraged and influence community
behavior to be more involved in social fundraising campaigns. This study showed that
intrinsic motivation affects more than extrinsic motivation and found that this type of
crowdfunding can fulfill whether entertainment or social movement in the community. It
also allows us to understand better and even guide to maximize the potential future of
crowdfunding donations.
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1 Introduction

Technology and information are developing quickly and rapidly to facilitate humans in
social interaction. Generally, technological developments only make it easier for people to be
expending. However, now users can also participate, create social projects, share campaigns,
influence the community, and fellow users to do productive and giving things through the
fundraising movement. Crowdfunding can be interpreted as a business in the form of
fundraising aimed at social activities through a charity platform or used as venture capital.
Three types of crowdfunding are based on rewards to funders, namely rewards or donations
(receives financial or non-financial rewards), equity (receives compensation in the form of
shares), and lending (receives refund and interest) [1].

In Indonesia, various projects are found that utilize crowdfunding to achieve social goals.
In contrast, the project objectives must be realistic, marked with clear project objectives so
that donors will decide to donate or not. This study focus is on crowdfunding donations, which
is a type of fundraising that is implemented with the aim of charitable activities and not to
seek personal or group profit. The increase in charity campaigns through donations-
crowdfunding is not accompanied by sufficient literature, especially since most of them take a
Western context (Europe and US) [2] [3]. Meanwhile, a little literature in the Eastern context
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was done by Hsu, Liang, & Tien [4]. Research conducted by Yu Kang Lee & Chun Tuan
Chang in Taiwan regarding the behavior of donations found that the community who donated
was influenced by extrinsic factors [5]. Empirical studies in Indonesia serve to increase
relevant information about charity behavior in the Asian context.

The development of internet users in the world has reached more than 3.4 billion so that
placing online sites is essential and cannot be denied. This site has various characteristics,
such as varied content, interactivity, flexible design, and the low cost makes the website an
attractive public relations medium. Donation-based crowdfunding collaboration platforms
with other media such as television, YouTube, and other social media with different packages
such as charity concerts and other social projects have encouraged researchers to find out
more. The question including, how is the work of crowdfunding as new media, and the current
technologies support crowdfunding work? What role do an influencer and their community
play in crowdfunding work? And how can they be as social movement agenda? Moreover, the
study tries to detect what motivation that could enable individuals to boost their fundraising
efforts through donations.

2 Literature Review

Although there is evidence that still has the potential for a more significant "crowd" on the
internet, it is suspected that there is always the potential for "sleeping" people to be offered or
being mobilized through the activities of crowdfunding platforms. The "crowd" system in
every crowdfunding project illustrates a limited number of supporters [1]. Kitabisa.com,
established in 2013, is one of the crowdfunding platforms to raise funds for donations
(fundraising) that are popular in Indonesia. Based on online technology for creating donation
pages, this platform helps individuals, communities, organizations, or companies to create
campaigns or distribute charity. Using the #OrangBaik tagline, the sites provide pages to be
able to donate at any time [6]. Crowdfunding in Indonesia is starting to become a public
concern and more familiar with this platform after getting success brings a variety of benefits
to support social activities, business, entertainment, and encourage social that is increasingly
developing in the following years and become a solution for social needs. Yet fundraising is a
vibrant, innovative, and highly professional industry [7].

Online communities are those that are used as virtual spaces where people interact to
communicate, exchange information or resources, and learn [8]. Sobat ambyar community is a
group of young people who are categorized as millennials who voluntarily interrelate between
individuals in a virtual community. This community has the same interest in enjoying the song
of Didi Kempot to express of voice broken hearts, longings, unrequited love, by joining in
singing and pervading the nicknames of "sad-boy" and "sad-girl." However, sobat ambyar in
this context is a symbol and identity for a community. Moreover, the development of
communication technology strongly supports this phenomenon. Social media can bring
campursari music, Javanese traditional music, to be enjoyed by various groups, even
generation Z. Lifestyle differences between generations indicate that each generation has
different understandings, expectations, attitudes, and values.

In implementing the campaign, the platform does not only play a role in raising campaign
funds but also, at the same time, increasing public awareness about #OraMudik and issues
related to preventing the spread of Covid-19. A social movement is a movement consisting of
campaigns or actions carried out by organized groups of individuals. It is useful for people to



be able to repair or maintain not particular. Understanding social movements is discussing
how concepts, ideas, individuals, events, and organizations are interrelated with one another in
carrying out collective actions, carried out in contexts and carried out within a specified
period. Along with the development of technology and communication patterns, social
movements have also changed [9].

3 Method

This research is a qualitative study using case study research with an interpretive
paradigm. This study discusses the phenomenon that is happening, the ongoing research
subject, both about attitudes, behaviors, motivations, actions to get a complete and in-depth
view from the viewpoint of participants who try. The object of the research is the interaction
that exists in the social media platform Youtube (which is broadcast live on the Kompas TV
channel) in a concert titled #SobatAmbyarPeduli with influencers Didi Kempot and Host by
Rosiana Silalahi. It was chosen because it is a social campaign with fundraising through a
crowdfunding platform with massive results. Research subjects were viewers of a charity
concert event in fundraising, which was carried out on the book site. Data sources used are
primary data and secondary data. The research sample of primary data is done by purposive
random sampling, where the researcher has determined the characteristics of the sample to be
interviewed as informants who meet the specified criteria. Secondary data obtained from
conversations in the comments column on Youtube and Twitter during the event, other
information from the website-blog of kitabisa.com, and news in the online mass media. Data
validity is done by triangulating primary data using information from six respondents. The
selected respondents are respondents who enjoy charity concerts and take part in donations
conducting an initial survey through the Instagram media to ensure respondents watch the
#SobatAmbyarPeduli charity concert.

4 Results And Discussion

New media provide more interactive and personal communication. The Internet offers
virtual meeting places that add knowledge, expand the social world, and facilitate the sharing
of perspectives across the globe. However, Lev Manovich prefers to see new media as a result
of the merging of logistics with the scientific logistics of communication in a media concept,
the combination of these two scientific fields can give uniqueness or privilege to the idea of
media and ultimately shape the character of new media [10].

In recent years, the diffusion process of innovation in business processes has become
increasingly diverse and challenging. Several influences on potential users include network
externalities, word of mouth, and social signals. The adaptation process of the crowdfunding
industry faces a slow rate of spread in the Asian market even though the profit is quite
significant, especially not donations due to the failure of adoption behavior [11]. Furthermore,
previous studies examining factors in web-based technology conclusively concluded that
attributes, in particular, relative advantage, usage, observability, and multiplication, were the
most frequently cited factors for adopting innovation [12][13].

Rogers introducing the Innovation Diffusion Theory (IDT), and based on that, Littlejohn et
al. explain that there are four critical elements in IDT. There are four elements to describe the



effectiveness of the deployment and the rate of adoption of the innovation: (1) time; (2)
innovation itself; (3) communication channels; and (4) social system. IDT is a theory used to
explore the reasons for individuals to adopt an innovation or new technology. Community
ideas and support for new concepts offered through live streaming and collaborating with
crowdfunding as a fundraising platform are quite interesting to look at. A significant increase
in successful projects funded and members incorporated since 2016 proves that Indonesia is a
good market for developing crowdfunding. This also shows the process of adoption of
technology in society and minimal resistance within it. Based on Dutta-Bergman's theory of
complementary channel theory, it explains how new channels are used in conjunction with old
channels. This theory is based on selective exposure and the method of usability and
gratification. Correctly, people can choose what channels and media they display, and they
accept the disclosure based on the gratuities received [14]. Following this theory, the
collaboration between crowdfunding as a fundraising media and YouTube social media as live
streaming, the new media does not replace face-to-face communication; both channels
encourage more communication using both in the same way.

Nowadays, in a globalized world, art cannot be separated from the business. Social media
and, in particular, crowdfunding, have served this purpose. They offer a way to communicate
and get feedback from the public and potential supporters and carry out the natural selection
on projects thanks to the wisdom of the crowd. The process of community participation can
provide an essential avenue for disseminating information and health interventions during a
pandemic, especially with the concept of entertainment. In essence, all of these efforts are
about a shared concept that when lines of communication are open in a community, and all
voices are encouraged to express themselves, in the hope that their ideas will be recognized
and considered, more solutions and more creative solutions can emerge.

Five dimensions for analyzing crowdfunding phenomena did by observing the person who
created the project, campaign supporters, funding platforms used, the campaign itself, and the
results of crowdfunding. Positive feelings will arise when you participate in a donation.
Donors see the need for a positive narrative of a project in their efforts to help others before
deciding to donate. This proves that the community prefers a crowdfunding model that
promotes social schemes. Donors in crowdfunding usually know the purpose of the project
through advertising or other internet media. The social projects chosen are the ones that offer
the most utility for them. Furthermore, consideration of the benefits put forward by the
initiators of the project tends to increase support from the audience. Influencers are critical
people in the network that influence the opinions of others. In a charity concert organized by
an influencer Didi Kempot, in addition to an invitation to donate through
kitabisa.com/sobatambyarpeduli, Didi also urged people to stay at home so that they could
break the chain of pandemic transmission to other regions in Indonesia. Through this charity,
Didi advised the community to stay at home and not go home #Mudik. As we know, the
reputation of the initiator is positively related to the credibility of the project. Furthermore, the
popularity of a project is more influenced by the empathy of donors.

The growing of digital public space, the internet, and the power of social media form
platforms that function as "public sphere." Social change cannot happen overnight, social
networking sites have challenged this idea by suggesting the possibility of mobilizing mass
participation [10][15]. The convergence between social movements and new media gives rise
to uniqueness. Besides, it brings about individual participation because new media that affects
individuals can create an identity, so it does not require a significant responsibility. Social
movements are not only targeting political issues, in terms of disaster or epidemics, but social
problems are also often campaigned for mutual awareness and unity. It can also be brought



about by social movements due to the inconvenience of the community towards changes that
occur in their lives.

Cyberactivism is a terminology in the era of 2.0 that is used to describe internet activity
activities in general and individually as a new form of communication activities as a catalyst
for the exchange of social change. Cyberactivism can be categorized as a new social
movement because the information transfer process is carried out more through cyberspace.
The internet can expand and support messages that can lift the social change movement.
During the concert event, there was a running text that continued to display messages between
donors. The primary thing of a social movement is that which is connected with individuals
and groups or communities collaborating into a sizeable collective action that needed to
support resources, such as encouraging, material, energy, and so on to help each other.

The community considers charity concert by opening a donation as a new alternative that
can reach people throughout Indonesia. We can see that the running text displayed by donors
contains a message of enthusiasm and togetherness to fight against a pandemic. The use of
crowdfunding is also following Indonesian culture, namely the spirit of cooperation. Then,
from various data on social media, we can also conclude that in addition to the entertainment
obtained by the audience, such as the purpose of watching concerts as generally, but also
gathered information that viewers of this event were deliberately aimed at making donations.
Based on research conducted by Chen et al., 2016 it is said that the concluding message
combined with emotional framing from an advertisement has a positive influence in
controlling donors to want to make donations, as we can see kitabisa.com with #OrangBaik
tagline [16].

The importance of trust in crowdfunding is an embodiment of individual or community
confidence in determining decisions in choosing a forum and a project to assist. The existence
of new media is often utilized in carrying out social projects as communication media, one of
which is a social campaign aimed at the dimensions of social change. One of these changes is
to bring changes to the community, in this case, is a way of donating and crowdfunding or
raising funds, as well as raising public awareness to be more alert to the health hazards posed
by Covid-19. But one thing is sure, the project objectives and utilization of the collected funds
need to be monitored and transparent so that trust between the donor and the initiator of the
project can go hand in hand.

The 2018 World Giving Index report places Indonesia as the most generous country with
three criteria, namely helping a stranger, donation money, and volunteering time. This
underlies the development of crowdfunding in Indonesia to develop rapidly. The focus in
crowdfunding is collecting lots of small donations (‘crowd' in crowdfunding). The motivation
in crowdfunding is divided, namely intrinsic and extrinsic. Intrinsic motivation is based on
participation and awareness to help each other achieve project success (psychographics), and
extrinsic motivation is based on the need for rewards, benefits such as investment
(demographic and socio-economic) [17]. Based on this research, it was found that Indonesian
people are more likely to use intrinsic than extrinsic. This is based on the first, related to
collectivist culture and religion in the Asian context to be a driver in increasing charity giving
[18]. Second, Indonesia consists of a larger population of women than men. Based on gender
research, emotionally, men are more likely to contribute to political groups, civil rights
groups, and cultural organizations. In contrast, women are more likely to support services for
the homeless and medical and health care charities [19].Third, we found the fact that the
amount of individual donation is 10.000 Rp, indicate socio-economic is behind psychographic
and awareness. A study says that giving and donating can make people happier. In this
interview also found that most of the respondents enjoyed the charity concert with



entertainment and donations while enjoying only as viewers of the show as entertainment are
minor. All respondents responded to the charity concert given to move the community
together to fight the pandemic.

5 Conclusions

Indonesian society was faced with limited social interactions, economic downturns, and
health threats during the Covid-19 pandemic. The presence of crowdfunding as an online
media by utilizing technology seeks to achieve the goals of success of a social project carried
out by raising funds. Charity concert from the house titled #SobatAmbyarPeduli raised the
concept of crowdfunding through the website kitabisa.com in collaboration and with television
channels, youtube, various influencers, and characterized as "new media." Kitabisa.com is an
example of new social technology and media construction, which then drives a positive trend
in the world of fundraising in Indonesia. Lastly, the cultural, geographic, religious shape the
empathy to affect intrinsic than extrinsic to help a campaign of social projects success.
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