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ABSTRACT

This purpose of this study is to develop a research model by extending the theory of planned behavior 
in a new application context and apply it to investigate the extrinsic factors influencing people’s 
attitudes towards donating to medical crowdfunding projects appearing on mobile social networking 
sites (MSNS) and their intention to donate. A survey of 356 Chinese users was conducted and structural 
equation modeling was used to validate the proposed model and hypotheses. The results indicate that 
project information, retweeter information, and MSNS information all have a significant effect on the 
general attitude towards donating to medical crowdfunding projects, and general attitude positively 
affects people’s donation intention. In addition, perceived behavioral control also has a positive effect 
on people’s donation intention, while experienced donating to medical crowdfunding projects has a 
negative effect on people’s donation intention. The research findings provide important theoretical 
and practical implications.
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INTRODUCTION

Global health care spending is expected to grow at an annual rate of 5.4% from 2018 to 2022, a 
significant increase from the 2.9% during 2013-2017 (Deloitte, 2019). Personal health care spending 
is also expected to continue to grow substantially, reaching $11,674 in the United States in 2022 
(Deloitte, 2019). However, not everyone can enjoy good medical support services, such as medical 
insurance and government subsidies, to help them pay for these expenses. An estimated 97 million 
people worldwide fell into poverty in 2010 due to out-of-pocket medical expenses (WHO, 2018). 
In this context, online fundraising for medical expenses, also known as medical crowdfunding, has 
begun to appear and develop rapidly. Patients and their family members can solicit donations from 
others on medical crowdfunding platforms to raise unaffordable treatment costs. In the United States, 
GoFundMe, a popular medical crowdfunding platform, raised about $1.6 million from 8,000 projects 
related to medical expenses, raising $150 million from 600,000 projects in 2014 (Snyder, 2016). In 
China, Shuidichou.cn has successfully provided free fundraising services for more than 800,000 
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seriously ill patients with financial difficulties, with a total fundraising amount of more than 16 
billion RMB (Shuidichou, 2019). In addition, medical crowdfunding platforms such as Qschou.com 
and Axzchou.com have also grown rapidly in China. In the future, medical crowdfunding is expected 
to show a sustained annual growth rate of 25% (Simon 2016).

With the rapid development of mobile Internet, many medical crowdfunding platforms have 
begun to turn their attention to mobile social networking sites (MSNS) such as Facebook, WeChat 
and Weibo. Through MSNS, users can not only connect with others, but also share crowdfunding 
projects to receive donations from others. As a result, many mobile users are receiving more and 
more requests to donate to medical crowdfunding projects on MSNS. Unlike charitable donations 
projects, initiated by charitable organizations or non-profit organizations, medical crowdfunding 
projects are mostly initiated by family members or friends of patients, which are defined as personal 
medical crowdfunding projects in this study.

However, many personal medical crowdfunding projects are far short of their targets, leading to 
a low success rate of crowdfunding (Jin, 2019). For example, analyzing 200 medical crowdfunding 
projects on the GoFundMe platform, Berlinerhe and Kenworthy (2017) found that only 10% of the 
projects achieved their fundraising goals. A statistical study of 143,917 medical crowdfunding projects 
on the Qschou.com showed that only 7% of the projects successfully raised the target amount (Guo et 
al., 2019). Therefore, an important research question is what factors affect users’ intention to donate 
to personal medical crowdfunding projects appearing on MSNS.

Past research on online donation has investigated the factors that influence people’s intention 
to donate online (Treiblmaier and Pollach, 2006; Shier and Handy, 2012; Reddick and Ponomariov, 
2012; Mejova et al., 2014). Some studies also have examined the attitude towards donation via social 
network site (Kim and Lee, 2014; Sura et al., 2017). However, most of these studies focus on online 
donation behavior towards charitable or non-profit organizations, ignoring individual requests for help. 
In the context of online crowdfunding, existing research has focus mostly on financial crowdfunding 
project (Gerber and Hui, 2014; Zheng et al., 2014; Lin and Viswanathan, 2016; Lukkarinen et al., 
2016; Zheng et al., 2017). However, there are very limited studies in the available literature on 
donation intention to personal medical crowdfunding projects. Unlike online donations, medical 
crowdfunding information spread through MSNS includes not only those provided by MSNS account 
owners, but also those created by MSNS members. Therefore, we can’t determine whether the factors 
that influence the donation intention to online donation and online crowdfunding also apply to the 
medical crowdfunding context.

The factors that affect the donation intention to medical crowdfunding include intrinsic and 
extrinsic factors. Existing literature mainly focuses on intrinsic factors (e.g., empathy, trust, etc.) (Lee 
and Chang, 2008; Kasri, 2013; Mejova et al., 2014; Ahn et al., 2018), while ignoring the influence 
of extrinsic factors. However, in the context of medical crowdfunding, donors can easily obtain 
extrinsic information such as project information, retweeter information and crowdfunding platform 
information through MSNS. Theory of Planned Behavior (TPB) suggests that extrinsic factors can 
predict donor behavior well. Moreover, Reeson and Tisdell (2008) and Cherry (2013) both found 
that extrinsic factors had a crowding out effect on internal factors, i.e., when intrinsic factors caused 
a low level of donation intention, extrinsic factors could significantly improve the donation intention. 
In addition, TPB holds that attitude is a direct determinant of behavioral intention. However, in the 
context of personal medical crowdfunding, the extrinsic factors that affect people’s attitudes towards 
donation have not been fully explored. Therefore, this paper aims to study the under-explored area 
by specifically investigating the following questions:

RQ1: What extrinsic factors will affect the donation attitude of personal medical crowdfunding 
projects on MSNS?

RQ2: What extrinsic factors will affect the donation intention of personal medical crowdfunding 
projects on MSNS?
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To solve these problems, this study develops a research model by extending the theory of planned 
behavior in a new application context, and applies it to investigate the extrinsic factors that influence 
people’s attitude and intention to donate to medical crowdfunding projects appearing on MSNS. 
Therefore, an empirical analysis of data obtained from consumer surveys among Chinese users is 
conducted. The results show that project information, retweeter information and MSNS information 
all have a significant impact on the general attitude of medical crowdfunding project donation, and 
the general attitude has a positive impact on people’s donation intention. In addition, perceived 
behavioral control also has a positive effect on people’s donation intention, while donation experience 
has a negative effect on it. However, crowdfunding platform information have no significant impact 
on people’s attitudes towards donations to personal medical crowdfunding projects. Moreover, the 
influence of subjective norm on donation intention is not significant. This study analyzes the key 
factors that influence the success of personal medical crowdfunding projects on MSNS from the 
perspective of users, and provides references for relevant literatures on medical crowdfunding, as well 
as practical guidance for the founders, retweeters and crowdfunding platforms of personal medical 
crowdfunding projects.

The rest of the paper is organized as follows. In Section 2, we review the literature related to 
online donation and online crowdfunding. In Section 3, we construct the research model of this paper 
and put forward the research hypothesis based on the theory of planned behavior (TPB). Section 4 
outlines our data and research methods, while Section 5 presents the reliability, validity, and results 
of structural equation model (SEM) analysis. Section 6 discusses the research results, and highlights 
the research significance and future research directions.

LITERATURE REVIEW

Online Donation
The rapid development of the Internet has led to the emergence of online donation, which is the 
alternative way to fundraise because traditional fundraising methods have become inefficient (Hoefer, 
2012). To that end, many charities and non-profit organizations have shifted from manual giving 
to online donation. This provides an opportunity to investigate the motivation and drivers of online 
donations to charitable or non-profit organizations.

Some studies focus on the influence of intrinsic factors on people’s intention of online donations 
(Mejova et al., 2014; Li, 2017; Liu et al., 2018; Sisco and Weber, 2019; Paramita, 2020). For example, 
Mejova et al. (2014) found e-mail could capture the demographics of different interest groups, and 
users were more likely to donate to projects they are interested in. Li (2017) and Liu et al. (2018) 
suggested that trust and empathy are the key factors which actively affect people’s donation intention. 
Sisco and Weber (2019) used big data to test altruism, kin selection and sex selection motivations 
of donors to crowdfunding. They found that eleven percent of anonymous donations are attributed 
to altruistic goals, that donors prefer to give to recipients with the same last name, and that women 
are more sympathetic than men. Paramita et al. (2020) discovered that pride positively affects the 
donation decision, but not the amount of the donation, and gratitude has a positive impact on both. 
However, Reeson and Tisdell (2008) and Cherry (2013) pointed out that when the intrinsic factors 
are low, leading to a low voluntary donation, the extrinsic factors can significantly increase them, 
which means the extrinsic factors encourage others to donate. Recently, a growing number of literature 
studies the influence of extrinsic factors on online donation intention (Treiblmaier and Pollach, 2006; 
Reddick and Ponomariov, 2012; Sura et al., 2017; Liu et al., 2020; Song and Kim, 2020). Treiblmaier 
and Pollach (2006) found that the extrinsic factors have significant effects on people’s attitude towards 
online donation, which significantly affects their intention to donate. Reddick and Ponomariov (2012) 
examined the impact of charitable organizations on people’s online donation intention. They found 
that the higher people’s perception of charity organizations, the more likely they were to donate. 
Song and Kim (2020) found that individuals’ attitudes toward non-profit organizations moderated 
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the level of time distance to explain their intention to donate. Furthermore, van der Linden (2011) 
and Knowles et al. (2012) found that attitudes, perceived behavioral control, moral norms, and 
past behavior can predict donors’ intention to donate. However, Sura et al. (2017), Mittelman et al. 
(2018) and Chen et al. (2019) found different results, which indicated that charity project, charity 
organization, MSNS features and subjective norm have no significant effect on donation intention. 
The mixed results suggest that this is still an under-studied problem. Moreover, intrinsic factors have 
been well tested in prior studies (Lee and Chang, 2008; Kasri, 2013; Mejova et al., 2014; Ahn et al., 
2018; Su et al., 2021). Hence, this study focuses on extrinsic factors influencing donation intention 
to personal medical crowdfunding projects on MSNS.

Online Crowdfunding
Previous studies have looked at people’s motivation for participating in online crowdfunding (Gerber 
and Hui, 2014; Amara et al., 2014; Cholakova and Clarysse, 2015; Bretschneider and Leimeister, 2017; 
Zhao et al., 2017; Majumdar and Bose, 2018; Kusumarani and Zo, 2019; Song et al., 2019; Rodriguez-
Ricardo et al., 2019). Intrinsic factors such as interest, curiosity, altruism and consistency have been 
shown to have a significant impact on people’s intention to participate in online crowdfunding projects 
(Bretschneider et al., 2014; Kusumarani and Zo, 2019; Rodriguez-Ricardo et al., 2019). Extrinsic 
factors such as the presence of rewards, recognition, attitudes and subjective norm have also been 
found to significantly influence people’s participation intention toward reward-based crowdfunding 
projects (Amara et al., 2014; Shneor and Munim, 2019; Hwang and Lee, 2020). Baber (2020) found 
that attitudes and subjective norm played a significant role on citizens’ intention to participate in 
political crowdfunding, while perceived behavioral control didn’t.

In addition, many studies have focused on the impact of the content and non-content characteristics 
of crowdfunding proposals (Zheng et al., 2014; Lin et al., 2016; Majumdar and Bose, 2018; Ma et al., 
2021; Shiau et al., 2021; Zinko et al., 2021). However, there is little research on altruistic crowdfunding 
platforms that do not provide clear financial or non-financial benefits to project backers. Katherine 
and Daniel (2015) proposed the enhanced concept of IT affordability and donor motivation types in 
the context of charity crowdfunding. Majumdar and Bose (2018) examined the importance of textual 
factors that determine the success of charity crowdfunding. Conducting an online survey, Dragojlovic 
and Lynd (2016) found that crowdfunding projects with high potential for cure, such as common 
diseases and early-onset diseases, had higher success rates in fundraising. Moy et al. (2018) made 
an empirical analysis of crowdfunding data on Kickstarter platform, and found that there was an 
inverted U-shaped relationship between text length of crowdfunding projects and fundraising success 
rate. Durand et al. (2018) suggested that crowdfunding project with more positive emotions, longer 
description length, higher target amount, and third-person description perspective was positively 
correlated with more donation amount. Using visualization analysis to study medical crowdfunding 
projects on the GoFundMe platform, Ren et al. (2020) found that children’s help-seeking projects 
raised more money compared with adults help-seeking projects. Ba et al. (2021) found that health-
related text features had the most significant impact on the success of medical crowdfunding in China.

A unique but increasingly popular application of crowdfunding is the payment of medical 
expenses, which has not received much attention in academic literature, namely medical crowdfunding. 
Moreover, existing research focuses on the economic and social impact (Renwick and Mossialos, 
2017; Gonzales et al., 2018; Lukk et al., Burtch and Chan, 2019; An et al., 2021), ethical and privacy 
issues (Snyder et al., 2017), fraud issues (Zenone and Snyder, 2018), and success factors (Aleksina 
et al., 2019) of medical crowdfunding. There is still a lack of research on the influencing factors of 
people’s donation intention to medical crowdfunding projects from the perspective of users. The 
above factors affecting online donation behavior are shown in Table 1.
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RESEARCH MODEL AND HYPOTHESIS

Research Model
The theory of planned behavior (TPB) was proposed by Ajzen in 1991. It is an important tool for 
understanding and predicting human behavior and has been widely used in many studies (Ajzen, 1991; 
Treiblmaier and Pollach, 2006; Knowles et al., 2012; Zhang et al., 2015; Sura et al., 2017; Shneor 
and Munim, 2019; Hwang and Lee, 2020). TPB holds that people’s behavior is determined by their 
intentions, which in turn are influenced by attitude, subjective norm, and perceived behavioral control. 
Specifically, attitude refers to the individual’s positive or negative evaluation of behavior (Ajzen, 
1991). According to TPB, attitudes towards a particular behavior can significantly influence people’s 
intentions towards that behavior (Ajzen, 1991). The better and stronger the attitude is related to the 
behavior, the stronger the intention to perform that behavior. However, part of the studies on giving 
behavior ignores the influence of subjective norm and behavioral control. In medical crowdfunding, 
they may have an important impact on donation intention. Subjective norm means the perception of 
whether social pressure will be generated, while behavioral control refers to the perceived ease or 
difficulty of the behavior, i.e., whether the donors believe they have the ability, knowledge or financial 
resources to contribute to the crowdfunding campaign of MSNS. Van der Linden (2011) and Knowles 
et al. (2012) found that attitudes, perceived behavioral control, moral norms, and past behavior can 
predict donors’ intention to donate. Therefore, subjective norm and perceived behavioral control 
are important factors to explain donation behavior, and their omission means that the application of 
TPB is imprecise.

In China, a medical crowdfunding project involves project information, crowdfunding platforms 
information (platform on which medical crowdfunding projects rely, such as Qschou.com, etc.), 
retweeter information (people who forward crowdfunding requests on MSNS) and MSNS information 
(such as Facebook, WeChat, Sina weibo, QQ, etc.). Taking a personal medical crowdfunding project 
appearing on WeChat as an example, as shown in Figure 1, people will see or receive a medical 
crowdfunding project forwarded by his or her WeChat friends (Retweeters). When looking at the 
project, people can see the patient information, disease characteristics, fundraising information, and 
crowdfunding platform information. If people want to donate to the project, they can click the “I’ll 
help too” button to make the payment.

The research model of this study was adapted from Treiblmaier and Pollach (2006) and Sura et 
al. (2017) by taking TPB into consideration. Considering the specific context of personal medical 
crowdfunding, we selected four extrinsic factors, which are project information, retweeter information, 
crowdfunding platform information, and MSNS information, to examine the influence of these factors 
on people’s attitude towards donation. We also studied the impact of attitude, subjective norm and 
perceived behavioral control on intention to donate. The factor “MSNS information” is adapted from 
Sura et al. (2017). Treiblmaier and Pollach (2006) and Sura et al. (2017) focused people’s donation 
intention to charitable projects published by charitable organizations, so they considered extrinsic 
factors including charitable project and charitable organization. Similar to the two research models, this 
study focused on personal medical crowdfunding, so the extrinsic factors considered included project 
information, retweeter information, crowdfunding platform information, and MSNS information. 
In addition, subjective norm and perceived behavioral control have been widely recognized as an 
important factor affecting online user behavior (Van der Linden, 2011; Knowles et al., 2012; Shneor 
and Munim, 2019;Hwang and Lee, 2020). Therefore, the research model is shown in Fig. 2.

Hypothesis
A personal medical crowdfunding project mainly contains three aspects of information: patient 
information, disease characteristics and fundraising information. Aleksina et al. (2019) pointed out 
that disease characteristics and fundraising information are important factors influencing the success 
of medical crowdfunding campaigns. Xu and Wang (2019) indicate that understanding the relevant 
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Table 1. Factors influencing online donation behavior

Literature Dependent 
Variable

Intrinsic 
Factors

Extrinsic 
Factors

Main findings

Pentecost and Andrews 
(2010), van der Linden 
(2011), Knowles et al. 
(2012)

donation 
intention

attitudes, perceived behavioral 
control, moral norms, past 
behavior

Attitudes, moral norms, perceived behavioral control, 
and past behavior, are all predictors of the intent of 
charitable donations.

Reddick and 
Ponomariov (2012) 

donation 
intention

charitable organizations Higher people’s perception of charity organizations, 
the more likely they were to donate.

Amara et al.(2014) Participation 
intention

recognition The recognition of social media and the sense 
of belonging of a group positively influence the 
participation in a crowdfunding platform.

Bretschneider et 
al.(2014)

Participation 
intention

interest, curiosity The sense of curiosity leads to pro-social motivation 
for supporters, and interest can produce more 
crowdfunding participation.

Mejova et al. (2014) donation 
intention

interest E-mail could capture the demographics of different 
interest groups, and users are more likely to donate to 
projects they are interested in.

Li (2017), Liu et al. 
(2018)

donation 
intention

empathy, trust Trust and empathy are the key factors that actively 
affect people’s donation intention.

Durand et al. (2018) donation 
amount

     emotions, description 
length, target amount, 
description perspective

Crowdfunding project, which is more positive 
emotions, longer description length, higher target 
amount, and third-person description perspective, was 
positively correlated with more donation amount.

Majumdar and Bose 
(2018)

fundraising 
success rate

     content features, non-
content features

The presence of money-related descriptions and 
references to women in the text increased the 
crowdfunding success rate, as did text length and 
images.

Moy et al. (2018) fundraising 
success rate

     text length There was an inverted U-shaped relationship between 
text length of crowdfunding projects and fundraising 
success rate.

Rodriguez-Ricardo et 
al.(2019)

Participation 
intention

altruism Altruism and internal locus of control enhance the 
trust of crowdfunding, and then affect individuals’ 
intention to participate.

Shneor and 
Munim(2019)

Participation 
intention

     attitudes, subjective norm, 
perceived behavioral control

Attitudes and subjective norm have a positive effect 
on crowdfunding participation intention, but perceived 
behavioral control has a negative effect.

Sisco and Weber (2019) donation 
intention

altruism, kin 
selection, 
sex selection 
motivations

Eleven percent of anonymous donations are attributed 
to altruistic goals, donors prefer to give the same 
recipients as their surname, and women are more 
sympathetic than men.

Baber (2020), Hwang 
and Lee(2020)

Participation 
intention

     attitudes, subjective norm Attitudes and subjective norm played a significant 
role on citizens’ intention to participate in political 
crowdfunding.

Paramita et al. (2020) donation 
intention

pride and gratitude Pride positively affects the donation decision, but not 
the amount of the donation. Gratitude has a positive 
impact on both.

Ren et al. (2020) donation 
amount

age Children’s help-seeking programs raised more money 
compared with adult help-seeking.

Song and Kim (2020) donation 
intention

charitable organizations Individuals’ attitudes toward non-profit organizations 
moderated the level of time distance to explain their 
intention to donate.

Ba et al. (2021) fundraising 
success rate

text features Health-related text features had the most significant 
impact on the success of medical crowdfunding in 
China.

Liu et al. (2021) fundraising 
success rate

disease characteristics, 
occupation, age, gender, 
emotions

The disease and occupation of the patients had 
positive effects on the success rate of fundraising, 
while the age, gender and negative emotions had 
negative effects.
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information of patients, especially the value of patients to family and society and their attitude towards 
life, can help arouse the sense of responsibility and donation motivation of potential donors. Moreover, 
in the context of online crowdfunding, many studies have found that project information quality (Bi 
et al., 2017) and project features (Kim et al., 2017) have important effects on people’s attitude. Zhang 
et al. (2021) found that the project information such as the patient’s age, occupation, text length and 
title all affected the fundraising success rate. Thus, we propose that:

H1: A donor’s perception on project information has a significant effect on the general attitude 
towards donating to a personal medical crowdfunding project

Figure 1. A personal medical crowdfunding project appears on WeChat

Figure 2. Research model
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Medical crowdfunding is a way to effectively use MSNS to raise money for health-related 
expenses. People can send personal medical crowdfunding projects to their friends via MSNS. In this 
study, these people are referred to as retweeters. Many netizens see medical crowdfunding projects 
through the actions of these retweeters. Tan et al. (2021) analyzed the charity campaign ‘Giving 
Tuesday’ on Twitter and found that the retweeters have positive effect on fundraising performance. 
Therefore, it can be expected that the perception of the retweeter information may influence people’s 
attitude towards the medical crowdfunding projects, thus affecting the success rate of medical 
crowdfunding. Accordingly, we propose the following hypothesis:

H2: A donor’s perception on retweeter information has a significant effect on the general attitude 
towards donating to a personal medical crowdfunding project

Crowdfunding platform is an important support for personal medical crowdfunding projects 
to be initiated and carried on. In China, most crowdfunding platforms, such as Qschou.com and 
Axzchou.com, are often responsible for verifying the authenticity of information related to medical 
crowdfunding projects and managing the received money from donation. When many people decide 
whether to make a charitable donation, they often worry about whether the money they donate will 
be used properly or cheated. In fact, with the rapid development of medical crowdfunding, fraud may 
also appear and increase rapidly. Medical crowdfunding fraud can be observed in a number of ways, 
such as pretending to be sick, not using money for the intended purpose of a campaign, or pretending 
to be a legitimate patient (Snyder, 2016; Zenone and Snyder, 2018). Zhang et al. (2021) found that the 
web page design of medical crowdfunding platforms affects the trust of donors. Therefore, belief and 
perception of a crowdfunding platform information may play a key role on people’s attitude towards 
donation of medical crowdfunding projects relying on that platform. Strohmaier et al. (2019) have 
found that an individual’s perception of institutional mechanisms of crowdfunding platforms affects 
their views and attitudes towards crowdfunding projects on these platforms. Accordingly, we propose 
the following hypothesis:

H3: A donor’s perception on crowdfunding platform information has a significant effect on the general 
attitude towards donating to a personal medical crowdfunding project

MSNS are information-sharing places that offer a variety of functions that stimulate emotions, 
attitudes, and beliefs(Cheikh-Ammar and Barki, 2016). As a result, MSNS are the foundation for the 
wide spread and success of many personal medical crowdfunding projects. Many people get access 
to personal medical crowdfunding projects through MSNS. Moreover, prior studies have found that 
MSNS information may significantly affect people’s attitude towards online donation (Castillo et al., 
2014; Kim and Lee, 2014). Xiao (2021) found that there was asymmetry in the security perception of 
mobile users from a micro perspective. Therefore, we can expect that MSNS information will have 
important effect on people’s attitude towards personal medical crowdfunding projects. Accordingly, 
we propose the following hypothesis:

H4: A donor’s perception on MSNS information has a significant effect on the general attitude towards 
donating to a personal medical crowdfunding project

The attitude towards a particular behavior has a direct and significant impact on the intention to 
perform the behavior (Ajzen, 1991). Prior studies have found that people’s attitude towards online 
donation has a significant effect on their donation intention (Treiblmaier and Pollach, 2006; Knowles 
et al. 2012; Kim and Lee, 2014). Adapted from Ajzen (1991) and Sura et al. (2017), this study defined 
attitude as the degree to which a person feels and perceives donations to medical crowdfunding projects, 
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that is, a person’s favorable impression, aversion or evaluation of donations to medical crowdfunding 
projects. Accordingly, we propose the following hypothesis:

H5: A donor’s attitude towards donating to a personal medical crowdfunding project positively 
influences the intention to donate

When a person clicks on a link to a personal medical crowdfunding project on MSNS, he or she 
can see all of their friends’ donations. The crowdfunding platform will pop up some messages to 
remind him or her that those friends have donated. Moreover, a friend who has donated to the project 
can also use this information to find out if he or she has also donated. In this study, we refer to the 
effect of donations from friends as subjective norm. Webb et al. (2000), Teng et al. (2015), Ha and 
Janda (2017) all found that subjective norm is an important determinant of individuals’ behavioral 
intention. In the context of charitable donation, Van der Linden (2011) and Knowles et al. (2012) all 
suggested that subjective norm contributes to an individual’s intention to donate. Thus, we propose that:

H6: A donor’s perception on subjective norm has a significant effect on intention towards donating 
to a personal medical crowdfunding project

Perceived behavioral control is the perceived ease or difficulty of performing an action, reflecting 
past experience and expected obstacles (Ajzen, 1991). Individuals are more likely to donate when 
they feel that the act of giving is achievable. Among the three elements of TPB model, perceived 
behavioral control is considered to be one of the important factors. Numerous literatures have found 
that perceived behavioral control has a significant positive effect on individuals’ behavioral intentions 
(Albayrak et al., 2013; Chen and Tung, 2014; Teng et al., 2015; Saha and Chandra, 2018). In the 
field of medical crowdfunding, Smith and McSweeney (2007) and Chen et al. (2019) have found that 
perceived behavioral control has a positive impact on individuals’ intention to donate. Therefore, we 
propose the following hypothesis:

H7: A donor’s perception on perceived behavioral control has a significant effect on intention towards 
donating to a personal medical crowdfunding project

Research has shown that an individual’s past experience may influence their intention to donate 
and their behavior. On mobile social networking sites, supporters fall into three categories, including 
those who have never donated before, those who have relatively little donation experience (once or 
twice), and those who have more donation experience (three to five times) (Hughes, 1984). Godin et 
al. (2007) found significant differences between experienced donors and new donors in terms of the 
determinants of their intention to donate. As the level of past experience increases, past experience 
becomes a better predictor of behavior (Hughes, 1984). Some literature that studied giving behavior 
has found that supporters with giving experience show more positive giving behavior than those 
without experience (Bednall et al., 2013; Hyung-Shik and Young-Shim, 2014). Therefore, we propose 
the following hypothesis:

H8: A donor’s donation experience has a significant positive effect on intention towards donating to 
a personal medical crowdfunding project
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RESEARCH METHOD

Data Collection
A survey was conducted in China from January 1, 2021 to February 1, 2021 to empirically validate the 
research model. The questionnaire was released through Wenjuanxing, which is the largest professional 
survey service platform in China. The survey invitations with the URL of the questionnaire were spread 
through e-mail, QQ, Wechat, Sina Microblog and DingTalk to allow more users to participate. As a 
motivation for participation, we paid for every valid respondent 5 RMB.

IBM SPSS Statistics 26.0 was used to analyse the samples and provide descriptive results. 
Furthermore, partial least squares structural equation modeling (PLS-SEM) was used to analyse our 
research model. Compared with covariance-based structural equation modeling (CB-SEM), which 
has minimal demands in terms of measurement scale, sample size and residual distributions (Chin et 
al., 2003), PLS-SEM relaxes normal distributional assumptions (Hair et al., 2019; Khan et al., 2019; 
Shiau et al., 2019; Shiau and Chau, 2016). Moreover, this study adopts a prediction perspective for 
the analysis, and PLS-SEM maximizes the variance of endogenous variables explained by exogenous 
variables (Hair et al., 2016). The predictive focus is appropriate for meeting the objectives of the study. 
The above reasons support our decision that PLS is an appropriate method for this study. According to 
the recommendation of Anderson and Gerbing (1988), a two-stage process was employed for the data 
analysis: the measurement model and structural model assessment. The measurement model assessment 
examines reliability and validity, while the structural model assessment allows hypothesis testing by 
examining the relationships among constructs.

Descriptive Statistics
In total, 356 responses were received. In this survey, we set up a question to determine whether a 
respondent had experience with MSNS. If not, the survey is immediately completed and the questionnaire 
he or she filled out is eliminated. This survey also used a function of missing data detection to ensure the 
completeness of the questionnaire. However, many responses were completed much faster than expected. 
Such a quick response usually indicates that some participants filled out the questionnaire irresponsibly. 
Forty subjects completed the pretest before the formal questionnaire was distributed. The pretest results 
showed that it took at least 200 seconds to complete the questionnaire at a normal pace. As a result, we 
removed responses from the formal questionnaire that took less than 200 seconds. In addition, we also 
scrutinized and eliminated those questionnaires, which had the same answers to all questions. Finally, 
284 valid responses were obtained. As shown in Table 2, 41.9% of the respondents were male and 58.1% 
were female, with 44.4% of them were between 29 and 35 years old. 75.4% of the respondents had or 
were receiving college education. 25.7% of the respondents have the amount of money available each 
month of 3,000 to 5,000 Yuan. The gender and age distribution in our sample is similar to the official 
data released by the China Internet Information Center (CNNIC) at the end of 2018(CNNIC, 2018). 
However, the level of education in our sample was is slightly higher than reported, possibly due to the 
characteristics of our sample location (for example, proximity to a university). The distribution of the 
money available each month is basically consistent with the report on resident income and consumer 
spending released by China’s National Bureau of Statistics in 2019 (NBS, 2019).

Nonresponse Bias
Non-response bias refers to the fact that people do not respond to a questionnaire, which may lead to 
bias in research results. Armstrong and Overton (1977) found that compared with early respondents, 
later respondents are more likely to be non-respondents. Consistent with the procedure proposed by 
Armstrong and Overton (1977), we address this problem by comparing the gender and age of early 
and later respondents.

Therefore, we divided the questionnaire respondents according to the response time period. 
In general, our questionnaire distribution cycle lasts for one month. We regard the respondents in 
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the first half of the month as early respondents, and those in the second half as later respondents. The 
recovered 284 valid questionnaires showed that 150 subjects were early respondents and 134 were later 
respondents. The results of the chi-square test showed that there was no significant difference in gender 
and age between the early and later respondents (P > 0.05). Therefore, we rule out the possibility of 
non-response bias.

Common Method Bias
When there is a single source of research data, common method bias will appear, which will 
seriously threaten the authority of research results. Our questionnaire is distributed online through 
Wenjuanxing platform, so the distribution group is not limited to a certain region or group. It means 
that there is no single data source problem. However, when a factor accounts for more than 50% of 
the covariance, common method bias is likely to exist (Mattila and Enz, 2002). Therefore, we still 
tested whether there was common method bias in the research data. First, we performed Harman’s 
one-factor test on the constructs (Podsakoff and Organ, 1986). The results of principal component 
factor analysis showed that the total interpretation level of the covariance of the eight constructs in 
this paper was 72.78%, among which the highest interpretation level of a single construct was 31.82% 
(the interpretation range of covariance of a single factor ranged from 3.35% to 31.82%). That is to say, 
there is no single variable that can explain all indicators. Second, consistent with previous studies, we 
also used marker variable method for testing (Chin et al., 2012). The results showed that the marker 
variables had no significant effect on the project information, retweeter information, crowdfunding 
platform information, MSNS information, general attitude toward online donations, subjective norm, 
perceived behavioral control, and intention to donate. Therefore, the research data in this paper did 
not have the threat of common method bias.

Measurement Development
Our questionnaire consists of two parts. The first part is demographic characteristics factors including 
gender, age, education, etc. The second part includes 8 constructs, such as project information, retweeter 
information, crowdfunding platform information, MSNS information, general attitude toward online 
donations, subjective norm, perceived behavioral control, and intention to donate. All items are adapted 
from authoritative literature to apply to the medical crowdfunding context. With the exception of 
demographic characteristics information, all items used the five-point Likert scale anchored at 1 = 
“strongly disagree” to 5 = “strongly agree”.

As shown in Appendix A., project information was measured with 5 items adapted from Sura et al. 
(2017). Retweeter information was assessed with 5 items adapted from Wang et al. (2019). Crowdfunding 
platform information was measured using a five-item scale adapted from Sura et al. (2017). MSNS 
information was operationalized with 4 items adapted from Sura et al. (2017). General attitude toward 
online donations was composed of 3 items which are developed by Ajzen (1991) and Nemme and White 
(2010). Subjective norm was measure with 4 items from Xu et al. (2014). Perceived behavioral control 
also contains four items. These items were adapted from Ajzen (1991). Intention to donate was consist 
of 3 items adapted from Sura et al. (2017).

In order to ensure the quality of the questionnaire and the smooth progress of the survey in China, the 
questionnaire for this study was first designed in English and then translated into Chinese. Considering 
the reliability of the Chinese translation, all the original texts were translated into Chinese by two authors 
with overseas study experience. Next, a professional translator whose native language was Chinese 
confirmed the meaning of the English version by comparing the two Chinese versions. If there is any 
disagreement, the researchers will discuss the translation method until a consensus is reached.
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DATA ANALYSIS AND RESULTS

The collected data was analyzed using SPSS 26.0 and SmartPLS 3.0. The measurement model testing 
was used to test the reliability and validity of the measurement scale of each construction. The structural 
model testing was used to test the hypothesis.

Measurement Model
Confirmatory factor analysis (CFA) was used in this paper to ensure the reliability and validity of 
constructs. Consistent with previous studies, Cronbach’s alpha and composite reliability (CR) were 
calculated to measure the reliability of constructs (Joreskog’s, 1971; Babozzi and Phillips, 1982). As 
shown in Table 3, all Cronbach’s alpha coefficients were between 0.801 and 0.897, and CR scores were 
ranged from 0.865 to 0.936, which were higher than the recommended value 0.6 (Balozzi and Phillips, 
1982). The test of constructs validity in this research includes convergent validity and discriminate 
validity. On the one hand, the convergent validity was confirmed by factor loading and the values of 
average variance extraction (AVE) (Babozzi and Phillips, 1982; Wixom and Watson, 2007). Table 3 
shows that the factor loading of all items ranged from 0.716 to 0.929, exceeding the threshold level of 
0.5 (Wixom and Watson, 2007). And the minimum AVE value for each construct is 0.593 (ranging 
from 0.593 to 0.829), which is above the recommended level of 0.5 (Fornell and Larcker, 1981). On the 
other hand, we evaluated discriminate validity by examining Fornell-Larcker criterion and heterotrait-
monotrait ratio (HTMT). As shown in Table 4, the square root of AVE was greater than the correlation 
of each construct. While Franke and Sarstedt (2019) suggested that the threshold value for HTMT 

Table 2. Descriptive statistics of respondents’ characteristics

Variables Category Frequency Percentage

Gender Male 119 41.9%

Female 165 58.1%

Age

>17 
18-28

1 
94

0.4% 
33.1%

29-35 126 44.4%

36-44 45 15.8%

45-59 16 5.6%

>60 2 0.7%

Education

High School and below 11 3.9%

College education 32 11.3%

Bachelor 214 75.4%

Master 25 8.8%

Doctor 2 0.7%

The amount of money available 
each month

<1000 10 3.5%

1000-3000 63 22.2%

3000-5000 73 25.7%

5000-8000 72 25.4%

>8000 66 23.2%

Experience donating to medical 
crowdfunding projects

Once or more 
Not once

241 
43

84.9.0% 
15.1%
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should be based on the research context, Henseler et al. (2014) advised that it could be relaxed to 
0.9 at most. Table 5 shows that the maximum HTMT value of this research was 0.672 (ranged from 
0.234 to 0.672), less than the threshold level of 0.9. Therefore, constructs in this paper have great 
reliability and validity.

Structural Model
Partial least squares method (PLS) was used in this paper to evaluate the structural model, which 
was mainly realized by evaluating the interpretation level of the overall model (i.e., the value of R2) 
and path coefficient (Hou et al., 2011; Hsieh et al., 2012; Xu et al., 2014). Consistent with previous 
studies, after determining a satisfactory measurement model, 1000 random samples were generated 
by bootstrapping procedure in this paper, which were used to evaluate the significance of the path 
coefficient and indicator loadings of the measurement model (Wixom and Todd, 2005; Lin et al., 2014).

As shown in Figure 3, project information (ꞵ=0.257, p<0.001), retweeter information (ꞵ=0.246, 
p<0.001), MSNS information (ꞵ=0.308, p<0.001) significantly and positively affected general attitude 
toward online donations. And general attitude toward online donations (ꞵ=0.213, p<0.001), perceived 
behavioral control (ꞵ=0.440, p<0.001), have the significant and positive effect on the intention to 
donate. Therefore, H1, H2, H4, H5, H7 are supported. However, crowdfunding platform information 
(ꞵ=-0.040, p>0.1) cannot exert a significant influence on the general attitude toward online donations. 
And we found no significant effect of subjective norm (ꞵ=0.009, p>0.1) on the intention to donate. 
Thus, H3 and H6 are rejected. In addition, in the control variables, gender (ꞵ=-0.070, p > 0.1), age 
(ꞵ=-0.061, p > 0.1) and education degree (ꞵ=0.035, p > 0.1) had no significant effect on the intention 
to donate. However, experience donating to medical crowdfunding projects (β=-0.178, P <0.01) 
significantly and negatively affected the intention to donate. Therefore, H8 is rejected.

Table 3. Convergent validity analysis results

Constructs Items Item 
mean

Standard 
deviation

Standardized 
item loading

T- 
statistic

Cronbach’s 
alpha

CR AVE

Project information (PI) PI 1 
PI 2 
PI 3 
PI 4 
PI 5

3.98 
4.42 
4.21 
3.95 
3.69

0.790 
0.822 
0.806 
0.900 
1.138

0.734 
0.771 
0.794 
0.716 
0.829

21.867 
32.384 
30.843 
20.710 
39.900

0.827 0.879 0.593

Retweeter information (RI) RI 1 
RI 2 
RI 3

3.31 
4.13 
3.84

1.204 
0.882 
0.989

0.901 
0.816 
0.891

72.871 
27.229 
65.221

0.841
0.903 0.757

Crowdfunding platform 
information (CI)

FI1 
FI2 
FI3

4.40 
4.45 
4.38

0.673 
0.743 
0.763

0.824 
0.923 
0.814

15.317 
36.386 
18.198

0.819
0.890 0.731

MSNS information (MI) PIF 1 
PIF 2 
PIF 3

3.66 
3.66 
3.32

1.073 
1.079 
1.165

0.924 
0.885 
0.902

91.614 
57.784 
78.035

0.888
0.931 0.817

General attitude toward 
online donations (GD)

PIC1 
PIC2 
PIC3

3.69 
3.52 
3.62

1.135 
1.055 
1.024

0.885 
0.916 
0.929

62.246 
65.143 
78.662

0.897
0.936

0.829

Subjective Norm (SN) IOD1 
IOD2 
IOD3 
IOD4

4.05 
3.83 
4.00 
4.01

0.929 
1.045 
0.902 
0.882

0.752 
0.788 
0.829 
0.770

18.625 
18.648 
23.636 
18.783

0.801 0.865 0.617

Perceived behavioral control 
(PC)

PC1 
PC2 
PC3

4.05 
4.31 
3.99

0.828 
0.755 
0.841

0.869 
0.864 
0.849

45.769 
45.231 
43.257

0.825
0.895 0.740

Intention to donate (ID) ID1 
ID2 
ID3

4.00 
4.01 
4.13

0.786 
0.836 
0.828

0.830 
0.850 
0.886

30.117 
38.871 
69.058

0.818 0.891 0.732
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Note: ***: p<0.001, **: p<0.01, *: p<0.05, Dash Line: p>0.05

Table 4. Discriminant validity: Fornell-Larcker criterion

1   2   3   4   5 6 7   8

1. SN 0.785

2. PC 0.438 0.860

3. GD 0.402 0.388 0.911

4. ID 0.291 0.559 0.403 0.856

5. CI 0.241 0.373 0.211 0.287 0.855

6. PI 0.393 0.378 0.440 0.414 0.319 0.770

7. MI 0.303 0.352 0.420 0.210 0.261 0.236 0.904

8. RI 0.420 0.452 0.436 0.378 0.361 0.497 0.248 0.870

Table 5. Discriminant validity: Heterotrsait–monotrait (HTMT)

  1   2   3   4   5 6 7

1. SN

2. PC 0.537

3. GD 0.465 0.450

4. ID 0.328 0.672 0.463

5. CI 0.283 0.457 0.234 0.349

6. PI 0.476 0.456 0.508 0.495 0.395

7. MI 0.371 0.411 0.469 0.241 0.312 0.275

8. RI 0.495 0.534 0.491 0.449 0.437 0.593 0.279

Figure 3. Results of the structural model
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DISCUSSION

The purpose of this study is to propose a research model based on TPB to investigate what extrinsic 
factors affect people’s attitude towards donating to a personal medical crowdfunding project appearing 
on MSNS and their intention to donate. A survey of 356 Chinese users was conducted and structural 
equation modeling was used to validate the proposed model and hypotheses. Overall, five hypotheses 
were supported and three were rejected.

The results showed that a donor’s perception on project information positively affects his or 
her attitude towards donating to a personal medical crowdfunding project. This result is consistent 
with previous studies, which suggested that project information have important effects on people’s 
attitude toward online crowdfunding (Bi et al., 2017; Kim et al., 2017). This result is also similar to 
prior research in medical crowdfunding, which pointed out that disease characteristics, fundraising 
information, and relevant information of patient are important factors influencing the success of a 
medical crowdfunding project (Aleksina et al., 2019; Xu and Wang, 2019).

Second, the results also confirmed that a donor’s perception on retweeter information positively 
influence his or her attitude towards donating to a personal medical crowdfunding project. Many 
people see a request for personal medical crowdfunding only after a link forwarded by the retweeter. 
This result means that choosing who to forward personal medical crowdfunding requests is also 
important, which is similar to the findings of Liang et al. (2019).

Third, the results also suggested that MSNS information has significant effects on people’s attitude 
towards donating to a personal medical crowdfunding project. The results for MSNS information are 
in line with the findings of Ahn et al. (2018), which indicated that MSNS information has significant 
effect on people’s overall attitude towards online donation on Malaysian.

Fourth, the results also confirmed that people’s attitude towards donating to a personal medical 
crowdfunding project positively affects his or her intention to donate. This result is consistent with 
previous studies on online donation (Treiblmaier and Pollach, 2006; Kim and Lee, 2014; Sura et al. 
2017). Moreover, this finding is in line with the prediction of TPB, which points out that attitude is 
the direct determinant of behavioral intention.

Additionally, the results also showed the positive effect of perceived behavioral control on the 
intention to donate to personal medical crowdfunding projects. This is consistent with previous 
research on online giving (Smith and McSweeney, 2007; Chen et al., 2019). It means that the ease 
of giving is critical to the success of online donating.

For controlled variables, the results indicated that people without experience donating to personal 
medical crowdfunding projects are more likely to generate donation intention towards a personal 
medical crowdfunding project. The finding is not in accordance with the result of Liang et al. (2019). 
The reasons for this may be as follows. Fistly, experienced donors worry about the uncertain direction 
of their donations and are not sure whether they can help patients. Secondly, experienced donors have 
doubts about the platform handling fee. Finally, experienced donors are more likely to question the 
authenticity of medical crowdfunding projects.

CONCLUSION

Based on the MSNS context, this study combined with TPB to build a research model to investigate 
the extrinsic factors that affect people’s attitude towards donating to medical crowdfunding projects 
and their intention to donate. The model explains 34 percent of general donating attitudes and 39 
percent of donating intentions. The results show that general attitude of medical crowdfunding 
project donation is mainly predicted by project information, retweeter information and MSNS 
information, and the influence of crowdfunding platform information is not significant. Moreover, 
the general attitude of medical crowdfunding project donation and perceived behavioral control have 
a positive impact on donation intention, while subjective norm have no significant effect. Therefore, 
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crowdfunding platforms and fundraisers should focus on project information, retweeter information 
and MSNS information in addition to recognizing the importance of general attitude of donating to 
medical crowdfunding project and perceived behavioral control. Doing so can increase users’ donation 
intention, which in turn can improve the success rate of personal medical crowdfunding.

Implication for Theory and Practice
This research offers important theoretical implications in the following ways. Firstly, this research 
contributes to the online crowdfunding literature. Although more and more attention has been paid 
to online crowdfunding, existing research on medical crowdfunding is far from enough. To our best 
knowledge, this research is the first to investigate the factors influencing donation intention to personal 
medical crowdfunding project appearing on MSNS. Moreover, previous studies have analyzed the 
determinants of crowdfunding success based on the data already generated (Zheng et al., 2014; Lin 
et al., 2016; Majumdar and Bose, 2018). However, this study can be considered as an early attempt to 
analyze the key factors influencing the success of crowdfunding projects from the perspective of users.

Secondly, adapted from Treiblmaier and Pollach (2006) and Sura et al. (2017), this study added 
project information, retweeter information, crowdfunding platform information and MSNS information 
on the basis of TPB model, developing a research model in a new application context. Moreover, 
this research applied the extending model to study the factors affecting people’s intention to donate 
to medical crowdfunding, contributing to the literature on online donation.

Thirdly, considering the research context of personal medical crowdfunding and MSNS, the 
effects of retweeter, subjective norm and perceived behavioral control were examined, which were 
rarely considered in previous studies. The research findings provided by this study contribute to the 
medical crowdfunding literature by discovering the significant effects of retweeter and perceived 
behavioral control.

Finally, this research conducted a survey of Chinese consumers and compared the results with 
other studies. Therefore, this study is also helpful for future studies to compare the factors influencing 
the behavioral intentions of potential donors of personal medical crowdfunding in different countries 
from a cross-cultural perspective. In fact, consumers with different cultural orientations have different 
donation intentions and behaviors (Gauher et al., 2013; Dean et al., 2018; Ahn et al., 2018).

This study also provided several practical implications for personal medical crowdfunding 
participants, including founders, retweeters and crowdfunding platforms. First, the founder of a 
medical crowdfunding project needs to describe in detail the characteristics related to the disease, 
the patient and his/her family, as well as the proposed goals and the deadline of crowdfunding, etc. 
At the same time, crowdfunding platforms need to make rules that require creators to provide the 
above information and timely announce the fundraising status of each project.

Second, founders should choose to launch personal medical crowdfunding projects on platforms 
that people consider reputable. Meanwhile, the crowdfunding platform should formulate effective 
rules to prevent the occurrence of fraud, and timely disclose the whereabouts of the funds raised by 
each project so as to form a good image in people’s mind.

Third, founders of personal medical crowdfunding projects and crowdfunding platforms need to 
pay attention to the significant effect of retweeter on the attitudes of potential donors. They can try 
to use various methods to find people with good reputation and strong appeal among their friends 
as retweeters.

Finally, the results indicate that, in China, personal medical crowdfunding participants do not 
have to worry about the issues caused by the technology characteristics of mobile Internet and MSNS, 
such as security and privacy.

Limitations and Future Work
Of course, this study also has some limitations. First, the study only surveyed Chinese users, so the 
findings may not necessarily apply to other countries. Future research can compare the factors that 
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influence potential donors’ intention to donate to personal medical crowdfunding projects in different 
countries from a cross-cultural perspective. Second, because the intrinsic factors influencing online 
donation intentions have been well tested in previous studies, this study focused on the extrinsic factors 
influencing people’s donation intentions toward personal medical crowdfunding projects and ignored 
the intrinsic factors. However, considering the medical crowdfunding situation, both intrinsic and 
extrinsic factors play a major role in influencing people’s intention to donate. This remains a question 
that needs to be studied in the future. Moreover, in the context of personal medical crowdfunding, the 
effectiveness of previous studies on intrinsic factors affecting online donation intention needs to be 
re-examined. Finally, this study investigated donation intention rather than actual donation behavior. 
The present findings would be strengthened if they could be replicated in studies that measure actual 
donation behavior.
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APPENDIX A – CONSTRUCTS AND ITEMS

Table 6. Constructs and Items

Constructs Items Sources

Project information 1. I choose to donate because of the disease type. Partially adapted from 
Sura et al. (2017)

2. I choose to donate because of the severity of the disease.

3. I choose to donate because of the diagnostic evidence of the disease.

4. I choose to donate because of the difficulty of curing the disease.

5. I choose to donate because of the degree to which diseases are concerned 
by society.

Retweeter information 1.I prefer to donate to the personal medical crowdfunding project 
forwarded by retweeters with high visibility. 
2.I prefer to donate to the personal medical crowdfunding project 
forwarded by retweeters with good reputation. 
3.If the retweeter has the same interest or similar experience as me, I prefer 
to donate the personal medical crowdfunding project he or she retweets.

Partially adapted from 
Wang et al. (2019)

Crowdfunding platform 
information

1. I donate only to personal medical crowdfunding projects through 
familiar crowdfunding platforms. 
2. I donate only to personal medical crowdfunding projects through 
crowdfunding platforms that transparent in managing money donation. 
3. I donate only to personal medical crowdfunding projects through 
crowdfunding platforms that I have attached to it.

Adapted from Sura et al. 
(2017)

MSNS information 1. I donate only to personal medical crowdfunding projects that appear on 
familiar MSNS. 
2. I only donate to personal medical crowdfunding projects that appear on 
MSNS where the communication features are fully utilized. 
3. I only donate to personal medical crowdfunding projects that appear on 
MSNS with interactive features.

Adapted from Sura et al. 
(2017)

General attitude toward 
online donations

1. I think it’s good to make personal donations to patients on mobile social 
platforms. 
2. I think there is value in making personal donations to patients on mobile 
social platforms. 
3. I think there is positive in making personal donations to patients on 
mobile social platforms.

Ajzen (1991); Nemme 
and White (2010)

Subjective Norm 1. I prefer to donate to medical crowdfunding projects that someone 
important to me have also donated. 
2. It is important to me that whether important people have donated to 
other personal medical crowdfunding projects. 
3. It’s important for me that whether important people support me donate 
or not. 
4. Important people’ views on donations to personal medical crowdfunding 
projects are important to me.

Partially adapted from Xu 
et al. (2014)

Perceived Behavioral Control 1. I can make personal donations to patients on mobile social platforms 
whenever I wish to do so myself. 
2. If finances permit, I make personal donations to patients on mobile 
social media platforms. 
3. If the donation process was easy to follow, I would make a personal 
donation to the patient on the mobile social media platform.

Ajzen (1991);

Intention to donate 1. I have an intention to donate to personal medical crowdfunding projects 
appearing on MSNS in the near future. 
2. I plan to donate to personal medical crowdfunding projects appearing on 
MSNS in the near future. 
3. I have an intention to donate to personal medical crowdfunding projects 
appearing on MSNS if I have a chance to do so.

Partially adapted from 
Sura et al. (2017)
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