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(요약)�

본 연구는 크라우드 펀딩 플랫폼 중 하나이면서 사용이 활발한 업데이트 기능과 함께 ‘하트 펀딩’이라는 새로운 기능을 



가진 다음 스토리 펀딩을 통해 크라우드 펀딩 플랫폼의 지속을 위한 방법을 연구한다. 크라우드 펀딩 플랫폼의 사용자 경

험을 발전시켜 새로운 이용자를 유입시키고 참여하게 하며 기존의 이용자를 유지하고자 하였다. 이를 위해, 사용자가 크라

우드 펀딩을 이용하는 단계를 ‘접근’, ‘참여’, ‘지속적인 이용’ 세 단계로 설정하여 그들의 이용을 저해하는 문제점들을 단

계별로 파악하는 것을 목표로 하였다. 플랫폼의 문제점을 파악하고 해결하기 위한 연구 방법은 설문 조사와 발견적 평가, 

사용성 테스트를 사용하였다. 다음 스토리 펀딩은 창작자와 후원자 사이의 소통을 가능하게 하는 기능으로 ‘연재’와 ‘파티’

를 가지고 있으나, 단계별 UI의 문제 혹은 제공하는 서비스의 약점으로 인해 사용자의 유입과 지속적인 이용에 한계가 있

다. 이에 따른 본 논문의 제안은 다음과 같다. 1)첫 화면에서 프로젝트들을 강조하되 연재, 하트 펀딩 등의 고유 기능을 

소개하여 관심을 유도하고 가독성을 높인다. 2)카테고리를 다변화하여 사용자가 자신의 흥미와 관련된 프로젝트로의 접근

을 용이하게 한다. 3)하나의 프로젝트를 소개할 때, 사용자의 후원 여부에 영향력이 큰 ‘리워드’를 늘 볼 수 있게 한다. 4)

후원자의 첫 참여와 지속적인 이용 유도를 위해 ‘연재’ 기능을 강조하고 확장함으로써 창작자의 신뢰도를 높인다.

(Abstract)

This research studies the way to sustain Daum Story Funding, which is a crowdfunding platform that has 

noticeable usage of updates and  a new function called ‘Heart Funding.’ The focus is on enhancing the 

usability of the crowdfunding platform so that it can maintain existing users and attract new users to 

participate. This research aims to analyze the usability based on 3 stages of using crowdfunding service, 

‘Access’, ‘Participate’, and ‘Use continuously’, and analyzed the usability problems according to these stages. 

The research methods include a survey, heuristic evaluations and the usability test with short interviews. Daum 

Story Funding has functions to promote communication between starters and backers such as ‘Episode’ and 

‘Party’ but has a limitation in sustaining users because of UI and service problems in each stage. From the 

results, we suggest: 1)Emphasize projects on the main home page while introducing its unique functions like 

‘Episode’ and ‘Heart Funding’ in a clear way. 2)Diverse categories to make users access to projects they are 

interested in easily. 3)Always show a reward section, which is a big part of users’ decision to participate, when 

introducing the projects. 4)Raise the credibility of starters by stressing and expanding ‘Episode’ function. 

(Keyword)�

Sustainable Crowdfunding, Usability, 3 Steps of Using Crowdfunding.



1.� Introduction

Crowdfunding is "an alternative way of finance and exchange, where those seeking funding and 

those looking to invest or donate can be matched.”1) It consists of three main agents, a 

starter(creator) who proposes one's idea for funding, a backer who supports the project of the 

idea financially to be visualized or to be conducted, and a crowdfunding platform that links 

the other two agents.2) Interaction happens like this: according to the rules of the platform, a 

starter creates a project to be realized with funding and then a backer sponsors the project as 

much as one wants to. If the fund of the project reaches its targeted level, a project starts to 

be carried out, giving products or services as a form of 'reward' to backers. ‘Reward’ is 

something starters give to backers who have paid. In this process, projects are mainly one shot 

and in short term. For example, as Wadiz, a crowdfunding platform, suggests starters to set 

their term as about 40 days3) and Tumblbug also gives starters limitations of the period to 

keep the project interesting to the public.4) Therefore, the crowdfunding platforms should 

continuously get new starters for new good quality projects and appeal to experienced and new 

users to back the projects. 

Since the foundation of companies that mediate a starter of the project and several backers, 

the number of crowdfunding platform increased and diversified. Reward based crowdfunding 

blasted from the launch of Indiegogo(2008) and Kickstarter(2009). This trend enters Korea with 

Wadiz(2012) and Tumblbug(2011) and continues with many other platforms following. 

However, crowdfunding still is a new concept in Korea and the platforms need to provide an 

environment that encourages new starters and backers to participate while maintaining existing 

users. To better understand the Korean users, we conducted a research for sustainable 

crowdfunding platform based on Daum Story Funding, a Korean crowdfunding platform based 

on Daum and Kakao corporation. We chose to focus on this platform because, even though it 

is not as popular as Wadiz or Tumblbug, the platform had the most active contents updates 

which contain both story and progress of the projects and had a unique feature, Heartfunding, 

where people did not have to pay to back a project.  

This paper concentrates on the Daum Story Funding website to improve the usability for the 

starters and backers for a more sustainable crowdfunding platform, suggesting a new concept 

of seeing crowdfunding services with 3 steps regarding its sustainability.

2.� Theoretical� Background

2-1.� Literature� Review�

1) Javier Ramos, “Crowdfunding and the Role of Managers in Ensuring the Sustainability of crowdfunding 
Platforms”, JRC Scientific and Policy Report (2014). p.7

2) Ordanini, Andrea, et al. "Crowd-funding: transforming customers into investors through innovative service 
platforms." Journal of service management 22.4 (2011). p. 445

3) “How long would be appropriate for the project?”, WADIZ. question board. (accessed Dec 13, 2016) 
https://www.wadiz.kr/web/fthelpCenter/detail/53

4) “Is there a reason why I have to set the time and money limit?”, Tumblbug. (accessed Dec 13, 2016) 
https://www.tumblbug.com/help



Regarding sustainable crowdfunding, a research on the manager’s role for the sustainability of 

crowdfunding platforms showed what managers can do to enhance the usage of crowdfunding 

platform.5) It revealed one of the obstacles of its sustainability as limited capacity of managing 

conflicts between starters and backers. However, the paper lacks further research about its 

users and suggestions for user interface solutions as it is a research targeted for the platform 

managers. We decided to focus on understanding the usage of crowdfunding services and the 

possibility of developing the usability of the website to keep its sustainability. We wondered 

whether it is possible for the platform to promote the participation of starters and backers and 

what the platform can do for it, with searching what makes people decide to participate. 

According to the article by Ryu and Kim which analyzed the Crowdfunding Participation 

Model(CPM), in a crowdfunding platform both project characteristics and platform 

characteristics matter when a backer decides to fund.6) This means not only the quality or 

projects of the project, the characteristics of the platform also can affect the usability of users.

<Image 1> Crowdfunding Participation Model

Furthermore, there was a research that studied why and how consumers turn into 

crowdfunding participants.7) Through the responses from interviews, the backers participated in 

crowdfunding because they were interested in the "content of the crowdfunding initiative" and 

attracted by the underlying technology used in the project. What is significant in this study is 

that the backers found meaning from engaging in "innovative behavior". Another research 

analyzed the outcomes of crowdfunding and it concluded that the starters can lead the projects 

in success by active promotion and credibility.

Since an individual starter or backer cannot be decided or manipulated directly, instead, by 

improving platform which can influence and guide them, two agents can access the 

crowdfunding service in a better way and can turn into participants. Researchers usually 

figured out the decisive factors of backing or what starters can do for further promotion, but 

they did not focus on what the crowdfunding platforms should and could do for their 

sustainability. Therefore, we would like to suggest the stages of sustainable use in 

crowdfunding services and analyze the elements of platforms’ usability that have an influence 

5) Ramos, Javier. ‘Crowdfunding and the Role of Managers in Ensuring the Sustainbility of Crowdfunding 
Platforms’, JRC Scientific and Policy Report (2014): p.9-12.

6) Ryu, Sunghan. ‘Crowdfunding as a Two-Sided Platform: Development of a Crowdfunding Participation 
Model’, KAIST (2017): p.28.

7) Ordanini, Andrea, et al. "Crowd-funding: transforming customers into investors through innovative service 
platforms." Journal of service management 22.4 (2011): 443-470.



on each step.  

2-2.� Daum� Story� Funding

Daum Story Funding is a crowdfunding platform based on Daum and Kakao corporation. 

Different from other crowdfunding platforms, Daum Story Funding concentrates on a function 

called ‘Episode’ as a series of stories in which a starter can inform the activities and processes 

of his projects. We chose Daum Story Funding as a research subject since this function can 

help solve the problem of attracting new possible backers and keeping them interested 

continuously in the 3 stages of using crowdfunding services.

In addition to the ‘Episode’ function, ‘Party’ function, where comments from the people who 

have participated as backers and starters in the project are gathered, is most active in Daum 

Story Funding compared to other crowdfunding platforms. Daum Story Funding tries to make 

backers participate to the project by communication through leaving messages.

While the two functions above are for projects in ‘Story Funding’, ‘Heart Funding’ is another 

new way of funding in the Daum Story Funding site that doesn’t require payment to fund. 

The projects will be funded through the hearts that backers give. There are also pages of 

‘Episodes’ and ‘Party’ in Heart Funding page too.

2-3.� Goal� of� the� Research

The goal of this research is to discover how the crowdfunding platform can be sustainable by 

attracting new users and keeping existing users by usability suggestions. For sustainable 

crowdfunding, the platform needs good quality projects that people sympathize and a bigger 

number of backers that actively fund projects. According to the 3 stages we defined, problems 

of accessibility and the entry barrier for new users should be lower so that they will become 

practical participants staying who are interested in the platform and continuing to start or back 

different projects in the platform.

In this research, we focus on ways to develop Daum Story Funding, which is a new platform 

with special features: 'Episodes', 'Party' (for continuous use) and 'Heart Funding'(for entry 

barrier). Daum Story Funding makes efforts to reach the further levels in sustainability but it 

can be improved much better UX/UI wise, promoting users to participate more easily, 

conveniently and sustainably.

2-4.� 3� Stages� of� Using� Crowdfunding� Services�

<Image 2> 3 Steps of Using Crowdfunding Service

We define the stages of using crowdfunding services into 3 parts to understand the flow of 

users and specify the problems in them. First, to use a crowdfunding service, the user has to 



access to a platform and to the projects in it. The user then participates in a project if it is 

worth for him or her. After the participation, the user decides whether or not to use the 

platform further and may take part in other projects. 

We then analyzed the problems of each stage that hinder attracting and maintaining users. In 

the ‘Access’ stage, the problem of accessibility appears when a new user gets to the platform 

and to the projects they are interested in. After the first stage, in ‘participating’ stage, there is 

a problem of entry barrier since there are several factors to be a real participant who starts or 

funds a project such as user interface or a user’s condition that matters to participate in a 

project practically. Subsequently, there should be the continuous attention of the starter and 

backer to be used it in several times, which is linked to sustainability.

We analyzed and organized the results of each method based on the 3 stages of using 

crowdfunding.

3.� Research�Methods

We conducted a survey to investigate the overall recognition of people toward crowdfunding 

and a heuristic evaluation to find basic usability problems. Based on the insights from the 

survey and the heuristic evaluation, we did a usability test with short interviews to figure out 

the detailed usability problems from the actual and possible users.

3-1.� Survey�

The survey aims to figure out the current status and overall recognition (1) of crowdfunding 

service itself and (2) of the crowdfunding platform. We divided the questions into the two 

categories since we ask more about the recognition on the projects in 'crowdfunding itself' and 

more about the satisfaction on the service in the 'crowdfunding platform' category.

The target of our survey is the general public from those who do not know what 

crowdfunding means to those who already have participated in projects. We then split our 

target into 4 big groups based on two standards, whether they know the service or not, and 

whether they have participated in crowdfunding platform or not. The 4 targets are:

① Those who do not know what crowdfunding is

② Those who know crowdfunding service but have not visited or participated in the projects 

in Crowd-funding services

③ Those who know crowdfunding service and have visited the crowdfunding platform, but 

have not participated in any projects

④ Those who have participated in the projects in crowdfunding services

Participants in category ④ are divided into as a 'starter', 'backer', and 'starter and backer both'. 

People who have experienced 'starter and backer both' are asked to answer the questions of 

'starters' and 'backers' together. The questions are attached to the Appendix A.



Know ‘crowdfunding’ Not Know
Participated in 
crowdfunding 

platform

④-1  Starters

④-2  Backers

Not 
Participate

Visited ③ ①

Not   Visit ②

<Table 1> Target division

<Fig. 1> Target Division according to their pre knowledge 
and experience regarding crowdfunding

We surveyed 177 people in total, with 54 people who ④know and have participated in the 

crowdfunding projects(30.5% of the whole survey participants), 60 people who ③have visited a 

crowdfunding platform but have not participated in the project(33.9%), 34 people ②who have 

heard of crowdfunding but never have visited a crowdfunding platform(19.2%) and 29 people 

①not knowing crowdfunding(16.4%). 

The survey was distributed through Social Network System(SNS) including Facebook and 

Twitter, with small material incentives for 5 random people. The demographics of our survey 

respondents are mainly women, about 84.2%, and the main age group was people who are in 

their 20 to 24, about 72.2%.

3-2.� Heuristic� Evaluation

Members of our team individually tested the Daum Story Funding website according to the list 

of 10 heuristic evaluation standards from Jakob Nielson. To represent novice users who want 

to create a new project and those who want to fund projects they are interested in, our team 

set two personas and a scenario for each. After individual evaluation, according to the degree 

of severity, the problems were gathered and divided into 4 groups from 0(Not a usability 

problem) to 4(Usability catastrophe). Severe problems in range 3 and 4 are suggested with 

details and recommendations for improvement.

According to the target audience, we set two personas and scenarios:

● James: 38 years old. Restaurant manager. James wants to create a crowdfunding project 

to raise funds. He wants to write his own book based on his life experience by using Story 

Funding in Daum.

● Nyota: 22 years old. Engineering student. Nyota is an engineering student who likes 

reading books. As she wants unique books from various people, she goes into Daum Story 

Funding site.



With these personas and scenarios, IAB tried to find problems through trials of creating and 

funding a project, as a starter and a backer. So each member tries both personas to check the 

website more minutely.

3-3.� Usability� Tests� with� Short� Interviews

The usability test on Daum Story Funding was done to discover specific usability problems of 

the crowdfunding platform based on the results of the survey and basic usability problems we 

found from Heuristic Evaluation.

Our goal of participants were 12 people in total from categories which we divided according 

to 'backer' and 'starter', and people who experienced the crowdfunding platform than those 

who have not. We gave some pre-structured tasks of using Daum Story Funding and after the 

tasks, we did a short interview to understand what the people were thinking while doing the 

tasks and asked about their experience from participating in other platforms (this was only for 

people who had experienced other platforms). Detailed questions are in Appendix B.

Our actual participants are 10 people, consisting of 6 people who got the test as backers and 

4 people as starters. Among 6 people, 2 people have used other crowdfunding platforms while 

4 have not. Of the 4 starters, 2 people actually have held their own projects, while 2, 

potential starters, are not.

● Using as a backer(6)

○ People who have used other crowdfunding platforms (2)

○ People who have not used crowdfunding services (4)

● Using as a starter(4)

○ People who have used crowdfunding platforms (2)

○ People who have not used crowdfunding services (2)

In the access stage, all of them were asked the same tasks while tasks only for backers 

focused more on using 'Episode' and 'Party' function and the tasks only for starters focused on 

the 'Starting a project' page. The tasks and interview responses were written into scripts and 

we analyzed them with open coding method. In addition, as some of them have used other 

crowdfunding platforms we include interview questions that could get some suggestions and 

comparisons between platforms. The coding result is attached as Appendix C.

4.� Results

4-1.� Access

4-1-1.� Social� Network� System� (SNS)� is� the� a� strongest� way� to� lead� people� to� the� platform

a. Most people who have visited the crowdfunding platform did through SNS.

i. Survey: When it comes to the Access stage, we asked how they accessed the 

crowdfunding platform to who have accessed the crowdfunding platform(participants type ③ + 



④). 70% of the ③, people who have visited but not participated, first entered the projects in 

crowdfunding platforms through Social Network Service (SNS). Similarly the highest rate from 

④ people who know and have participated in the platform was through the project's 

promotion, which is mostly gone through by SNS.

b. People can not find the platform on the main portal home page(Daum). 

ii. Usability Test: From the Daum main homepage to Story Funding page, people usually 

find Daum Story Funding page through search engine (4), not through the direct button to the 

page. They cannot find the Daum Story Funding site in Daum main page (3), so the route 

from the main site lacks to lead people into the Story Funding platform.

4-1-2.� Need� to� promote� the� crowdfunding� service� itself� to� beginners

a. Lack of promotion and not knowing which crowdfunding platforms exist mattered to the 

first entrance.

i. Survey: From the ②people who know what crowdfunding is but have not entered a 

crowdfunding platform, when we asked the respondents what made entering the platform 

difficult, 16 people(47.1% of ②) answered 'lack of promotion' and 11 people(32.1% of ②) 

answered that they did not know what platforms existed. We can infer that crowdfunding 

platforms need to do more promotion in order to be more accessible to people with no 

crowdfunding experience.

4-1-3.� Connect� the� right� people� to� right� interest

a. Interest toward the projects made them visit the platform.

i. Survey: Our team asked "why they accessed, or visited the crowdfunding platform". 

From ③, 43 people (71.7% of ③) answered that it was because they found an interesting 

project, and the other 10% of participant ③ answered that they entered to learn more about 

crowdfunding.

b. Since Social Network Systems are the main entrance to the crowdfunding platform and to 

the projects, promotion through SNS should be more active to lead the influx of people who 

are interested in the project’s topic.

c. How the platform suggests sample projects which the visitors might have interest in should 

be linear and easily catchable. 

i. Usability Test: When participants first saw the Story Funding main page, they 

mentioned that there are too many projects on the main page(overwhelming) (2), and they 

cannot easily find a project related to their interest(1). When they wandered their cursor in 

various sections to find what they were asked to find, popular projects did not catch the eye 

of people, and finished projects were not clearly recognized (4).

4-1-4.� Functions� should� be� clear

a. Since Crowdfunding is a new concept, most people are new to the system and don’t have a 

mental model yet. 



b. Daum Storyfunding produces new function like ‘Heart Funding’, so the concept need to be 

fully explained.

i. Heuristic Evaluation: most severe problems that rated as 4 come from not fully 

explained functions - Heart Funding, 2 similar heart icons, and main icons on the top. 

ii. Heuristic Evaluation: Finished projects and unfinished ones were mixed in one page 

and observed as a severity 3 heuristic problem 

iii. Usability Test: The participants had to find out the meaning of the top bar buttons 

connected to main functions, but some of them missed the bar(2) and did not use it, while 

others also found it hard to recognize the meaning each icon(10).

4-2.� Participate

4-2-1.� Functions� should� be� clear

a. Since crowdfunding is a new concept, most people are new to the system and don’t have a 

mental model yet. 

b. The website must be easy to find the functions

i. Usability Test/'Episode', 'Party' function: After requested to look around 'Episode' and 

'Party' function as a backer, 3 people who did the tasks could not find the 'Episode' function 

and the 'save', 'share', 'comments' sections in Episode were not used. 

ii. Usability Test/'Reward' function: 3 people using as a backer could not find the 

'Reward' function on the below as they were newcomers to the crowdfunding service. Some of 

them could not understand what 'Reward' means at the first time. In addition, as the Reward 

check button leads people directly to the login page(2), people were confused with the function 

and the interface of the site.

iii. Usability Test/ Heart Funding function: When people tried to enter Heart Funding 

page, some of them used the search engine on the top of the main page and failed to find 

it(2), as it is not one of projects but a main function that can be accessed through the top 

bar button. One respondent even said that users would not use the Heart Funding page if they 

did not know.

c. The Functions should be explained if not obvious. All the terms in the platform service need 

to be introduced. Also the platform should maintain consistency for users to navigate more 

easily.

i. Usability Test/Heart Funding main page: After people entered the Heart Funding main 

page, some people did not know the difference between 'Mission' and 'Episode' Function. Heart 

Funding has 'Mission', which is a given number of Heart to be gathered for the starter to 

open his project and 'Episode', starter’s story publishing platform. As there are a lot of 

functions on this page, it is hard to distinguish them at once.

ii. Heuristic Evaluation: The  meaning of ‘Heart Funding’ is confusing.

iii. Usability Test/Heart Funding's Party Function: The 'Party' function in Heart Funding 



is bigger than Story Funding's one, which also has consistency problem, but has longer and 

better quality comments as the function attracts more people with its bigger size and events 

after participating it.

iv. Usability Test/Heart Funding's Episode Function': People could not find 'Episode' as 

it has a different layout from Story Funding. The word 'Episode' is written in English, while it 

is in Korean at the 'Story Funding' page and this made people hard to find the function.

4-2-2.� Quality� of� project� content

a. People who enter the project are the people who are interested in the project idea. However 

they hesitate to back because of the quality of the project’s content. The platform should 

encourage starters to enhance the quality of the project content.

b, An interesting Idea is not enough, the project content should have good quality and give 

credibility.

i. Survey: Many respondents in ③ who have entered a crowdfunding platform but not 

participated in the project(60 people, 33.9% of all) gave positive responses about their first 

impression of crowdfunding. However the biggest reason for their not using the crowdfunding 

platform was because the projects were not interesting (17 among 60 in a multiple choice 

question). Another reason was lack of credibility(8 among 60 in a multiple choice question). 

This means that the project ideas were interesting but the content could not fulfill their 

expectations and could not give enough credibility. 

4-2-3.� Reward� quality� and� price

a. Rewards are one of the strongest reasons people back.

i. Survey/Real backers: Respondents in ④ who have participated in a crowdfunding  

project (54 people, 30.5% of all) backed the project because they wanted to receive the 

reward(38 among 60 in a multiple choice question) this was 71.7% which is the strongest 

element.

ii. Survey/Potential backers: Respondents in ③ who have entered a crowdfunding 

platform but not participated in the project(60 people, 33.9% of all) did not use the 

crowdfunding platform was because the price was too expensive(10 among 60 in a multiple 

choice question) and the reward was out of interest(6 among 60 in a multiple choice 

question).

4-2-4.� Feeling� of� other� people� participating

a. It is not easy to gain trust from the backers. One way is showing how other people are 

backing the project. 

i. Usability test: One person commented that he felt less 'participation' in Party function. 

This was because there were very few comments and most of the comments were the 

pre-written quotes the platform had made.

ii. Usability test: The 'Party' function in Heart Funding is bigger than Story Funding's 

one, which also has consistency problem, but because of its layout it has much longer and 



better quality comments. The Heart Funding’s party function attracts more people with its 

bigger size and events after participating it.

4-2-5.� Complicated� Process

a. The whole experience should be easy to understand. Consistency is essential.

i. Usability: The Heart Funding page has a consistency problem with Story Funding 

since they have same functions but they are arranged in a different layout.

b. Many users hesitate to go through the payment process if it is inconvenient. 

i. Heuristic evaluation: Pop-up window of payment to fund immediately disappears after 

canceling to pay, but in the original page, nothing happens or changes.

4-3.� Continuously� Use

Most people funded projects 1-3 times but ⅓ of participants funded over 4 times, so we 

analyzed the data focusing on 'what made them not back continuously' and 'what made them 

back continuously'. We asked people about the overall and specific satisfaction on the platform 

itself to backers ④who actually participated in the crowdfunding projects.

4-3-1.� Quality� of� project� content

a. The main reason of continuous participation of actual backers who sponsored projects times 

was the contents of the project with good reward and good idea, while not attractive project 

made them stop using the crowdfunding platform. 

i. Survey/Real backers: In open coding of comment of backers who used platform more 

than 2 times on why they participated in crowdfunding services continuously, main reasons 

were contents of the project with good reward(17) and the good idea(15).

ii. Survey/Real backers: The reason they did not use crowdfunding platform 

continuously in comments with open coding were 'lack of quality consistency(7)', 'dissatisfying 

results(1)', meaning the quality of projects mattered to the continuous participation.

4-3-2.� Emotional� aspect� from� communication

a. People used crowdfunding platform continuously with the feeling of backing rather than 

buying. The emotional aspect also had influence on the continuous use.

i. Survey/Real backers: In open coding of comment of backers who used platform more 

than 2 times on why they participated in crowdfunding services continuously, they also 

mentioned emotional aspects such as 'feeling of backing rather than buying(7)' as a 

third-highest rate. The feeling of backing rather than buying included the backer’s feeling of 

going along the journey with the starter and of participating in the project itself.

ii. Survey: In open coding of comment of backers who used platform more than 2 

times on why they participated in crowdfunding services continuously, 'communication with the 

starter(6)' and 'solidarity of people(4)' were also included. 

b. The function that can promote people’s communication between starters and backers / 



between backers can lead their feeling of being part of a project

i. Survey: When asked dissatisfying elements in continuous backing, the main reason was 

low quality of the results, but some comments answered that losing trust on the starter and 

the platform. One also replied that lack of feedback made him hesitate. Raising the 

communication between starters and backers and getting regular feedback on the reward can 

gain backers’ trust, which may lead to rise in the participation.

c. While communication between starters and backers, or between backers was one of the 

main reasons to use the crowdfunding service continuously, actual backers  showed relatively 

low satisfaction rate in the frequency of the update by starters, as well as in the 

communication between backers. 

i. Survey/Satisfaction Rate: Actual backers rated the satisfaction from 1(very dissatisfied) 

to 5(very satisfied) of the contents/frequency of the update by starters, in the communication 

between backers/between starter and backers. While they showed high satisfaction rate in the 

contents of the updates and communication between backers and a starter, the frequency of 

updates and communication between backers showed lower rate. Since the emotional aspect 

comes from communication such as feeling of being part of the project and these promote 

further participation, communication between starters and backers with frequency, and between 

backers could activate the continuous backing.

4-3-3.� Accessibility� to� the� new� projects

a. To continue backing after finishing participating one project, how easy to access the 

platform and each project mattered. The steps to attract users to see the projects and decide 

whether or not to sponsor them need to be linear and noticeable.

i. Survey: In the survey that asked satisfied elements of actual backers, accessibility was 

mentioned 27 times as a dissatisfied elements of the platform.

ii. Survey/Specific comments: “Unless someone asks to look for it, I did not go into the 

site.” Lack of regular check-up of users prevented the continuous use.

4-3-4.� Overwhelming� Usability

a. Although the function to get feedback or comments from the participants was activated, 

overwhelming options might restrict the reaction of users and diversity of the responses.

i. Usability Test: There was a problem that too many automatic options for the ‘party’ 

comments often leads users to answer insincere and uniform responses. 

5.� Design� Recommendation

Based on the design insights we got from the results, our team suggest how the design could 

be improved in this section. This part is also divided into 3 stages - Acces, Participate, 

Continuously Use to follow the sustainable usage of crowdfunding.



5-1.� Access

5-1-1.� Promote� people� to� enter� the� platform� through� SNS� and� portal� web� page.

a. Since SNS is the most powerful way to attract people to the crowdfunding page, the 

platform needs to publish more advertisement through SNS and activate the influx of people 

through it. 

b. Although Daum Story Funding has an advantage of access through Daum portal home page, 

people could not actually find the button to come in. Therefore we recommend to place the 

button which is now hidden and positioned on the bottom to the upper section of Daum main 

homepage to increase the possibility to be seen by the people who use the Daum portal.

5-1-2.� Explain� the� definition� of� crowdfunding� and� each� function� clearly� and� in� detail� -�

writing� them� in� Korean� words� instead� of� icons� or� English� phrase.�

a. While promoting through various media, the platform should inform the name of the 

function and what the platform does. Not only introducing the web page, the platform needs 

to explain what crowdfunding is, since people do not know much about both if they first 

encountered the website. 

b. People who are new to crowdfunding services do not know the meaning of crowdfunding 

and how to use it, so they had to read the whole project content to grasp how to use each 

function, how to choose the reward they want and how to pay for it. 

c. Although some users are accustomed to participating in the crowdfunding services and there 

are common functions also used on different platforms, the concept should be clearly 

mentioned at the first glance since Daum Story Funding names the features differently and 

provides new functions.

d. Users could not find the top icon bar with 5 icons linked to go other main pages and 

could not understand the meaning of each icon. The icons changed into words in Korean can 

make people directly understand the function of these buttons.

e. In case of the new function Heart Funding, writing titles in Korean and adding short 

explanation below that introduces the function would be much clear and consistent for 

understanding.

5-1-3.� Vary� categories� and� put� them� on� the� main� page.

a.  The original categories should be improved to link people to their interest. The current 

categories are not divided enough to classify the various kinds of projects and people cannot 

find what they want easily. Originally, they are 'Life', 'Art', 'Campaign', 'Journalism', 'Start-up', 

Publishing'. We suggest to alter them into 'Whole', ' Art', 'Design, 'Publishing', 'Movie/Theater', 

'Fashion/Beauty', 'Technology', 'Life, 'Public', and 'Etc'.

5-1-4.� Delete� or� reduce� unimportant� parts� and� make� main� functions� bigger.

a. Some unimportant parts on the main page- the number of projects Daum Story Funding 

has accepted and  the categories with images- should be deleted. According to the interview, 

nobody used these sections which are regarded less important and unnecessary than Heart 



Funding and New Episode section below.

Instead, by making the titles and images of Heart Funding and New Stories sections bigger, it 

could inform users what these parts represent much more clearly. 

b. The first page of the site made people feel overwhelmed in the usability test since too many 

popular projects could not catch the users’ eyes so they cannot easily find projects related to 

their interest. Therefore, the main banner could be bigger for making users take a glance. 

c. Besides the popular projects section, a category bar could be added so users can look 

around popular projects according to categories they are interested in.

<Image 3> Before – Daum Story Funding Main Page <Image 4>After – Daum Story Funding Main Page

5-2.� Participate

5-2-1.� Differentiate� confusing� functions� or� icons� from� each� other.�

According to the heuristic evaluation, there were two icons with hearts, one for Heart Funding 

and the other free contribution ticket. So we got rid of the 'heart' from the free contribution 

ticket and only left the ticket shape. This free contribution ticket is a function not for web 

users but only for mobile users, so the platform should delete the button on the website.

5-2-2.� Keep� the� top� of� the� collected� project� page� with� what� people� can� choose� and� can�

be� interested� in� while� distinguishing� finished� projects� and� unfinished� projects.�

The main page should show what the backers can choose right at that moment. Projects page 

mixed with finished and unfinished projects confuse them. We suggest marking finished projects 

into gray so that users can easily notice what projects are ongoing. Also, the projects can 

show their key sayings when the cursor is on it, to attract users. Finished projects can be also 

marked with a pink label. The categories should be shown on the right side for users to 

notice it directly, while now users have to click the top filter to find some categories they 

want to see.

<Image 5> Before – See All Project Page <Image 6> After – See All Project Page



5-2-3.� Make� the� reward� section� bigger� and� more� noticeable.

According to our survey rewards are the biggest reason people decide to participate in a 

project, so a bigger and more eye-catching reward section would promote them to stay longer 

on the project page after their first glance. Since Daum Story Funding has the reward section 

on the bottom of the project page, the user has to go to the end of the page by scrolling 

down to see what the rewards are. Adding a ‘Reward’ section on the right side of the main 

section could show the reward directly to the user, and the section below can stress the 

reward once again.

5-2-4.� Emphasize� main� publishing� feature(Episode)� and� comments� feature(Party).

2 people who participated in the usability test as backers could not find the 'Episode' function 

and 1 person also took some time to find it. It is because the name of the function and line 

below are not clearly distinguished from the background (light-grey color), so we changed 

those two to strong (purple) color.

From the survey, people who did not participate in projects mention that it is because they 

cannot trust the starter and the quality of the reward. Therefore, the credibility between the 

starter and backer has to be developed. Actually, ‘Episode' function facilitates the 

communication between starter and backer, so we recommend to strengthen the Episode 

function by showing how many days have passed since the last episode is updated. This can 

encourage starters to write stories more frequently while informing backers by alarming the 

process of the project and keeping their continuous attention. Party function would be also 

activated with much-raised attention from the backers.

<Image 7> Before – Project Introduction Page: Upper <Image 8> After – Project Introduction Page: Upper

5-2-5.� Explain� new� functions(Heart� Funding)� more� clearly.

Heart Funding attracts people by allowing them to participate in the projects without paying 

money, however according to the interview novice users could not understand what heart 

funding does. Therefore, instead of the introduction statement from the Heart Funding entry 

page 'New funding that opens when infinite hearts gather', we suggest it be modified into 

'When hearts gather, the author replies' based on the concept of Heart Funding.

5-2-6.� Make� each� component� of� main� functions(Story� Funding/� Heart� Funding)� consistent�

As there are some functions in Heart Funding that do not exist in Story Funding, the layout is 

totally different from Story Funding. We suggest arranging the functions in the same layout as 

Story Funding to help people comprehend the functions in a consistent way, especially when it 



comes to common functions such as 'Episode' or 'Party'. Adding other functions based on the 

similar layout will less confuse the users.

When people were asked to use Heart Funding, they did not know the difference between 

'Mission', which requires the certain number of hearts for starters to get from the backers to 

conduct the next project, and ‘Episode’, which is a space of published stories by starters or 

authors. 

In Heart Funding as the Episode function and Party function are not distinguished in separate 

pages like Story Funding but compiled on one page, it lacks consistency which causes 

confusion for users. The episode function is also hard to notice since it is not organized as a 

series. Therefore, we suggest to divide each function into different pages like Story Funding and 

still remain small introductions of each function in the introduction page.

<Image 7> Before – Project Introduction Page: Below <Image 8> After- Project Introduction Page: Below

5-3.� Use� Continuously

5-3-1.� Improve� feedback� system.

One of the reasons in dissatisfying elements in continuous backing was losing trust on the 

starter. Therefore crowdfunding platform could make its own feedback system to control the 

projects and the direct feedback system to starters which is different from usual comments. 

5-3-2.� Emphasize� emotional� aspects� -� ‘feeling� of� backing’� and� communication� between�

starter� and� backer/� between� backers.

When participants did the usability test, some of them were confused with the section of brief 

introduction consisting of 'about you', 'project story', and 'funding plan' and the section of the 

detailed introduction, written as 'details'. To help understand the flow of contents with better 

structure, we divide them into two parts by bold-purple color: Brief Introduction and Detailed 

Introduction. For consistency and clear understanding to the users, we change all small titles 

into Korean.

Since Episode function is a big part in Daum Story Funding, the section should catch the eye 

of the users. By adding Episode section that shows published episodes with images, users who 

have an interest are induced to click further stories. This section also lessens the 

misunderstanding on what the Episode function does and helps people know more about the 

project.

5-3-3.� Keep� promoting� to� participate� in� new� projects� to� backers� and� to� begin� new�



projects� to� starters

Some backers who already participated in one project answered that they did not check the 

website, and accessibility was suggested as a dissatisfied element of the crowdfunding platform. 

Showing projects whats user may be interested in through email or SNS can attract them again 

constantly.

6.� Conclusion

6-1.� Discussions

We researched to find how to make a more sustainable crowdfunding platform and focused on 

Daum Story Funding which has the most active communication system. We conducted a 

survey, heuristic evaluation, and usability tests with short interviews. Then we analyzed the 

results according to the 3 stages of using crowdfunding service we suggested - Access, 

Participate, and Use Continuously - to understand what can be improved in each stage to 

keep public using the crowdfunding services. From the survey, in ‘Access’ stage we found that 

the platform need to promote the crowdfunding service through SNS, connect people to what 

they are interested in and explain each function clear.  Easily understandable functions, 

high-quality projects and reward, price, and feeling of other people participating mattered 

when people hesitate to participate. Users continuously backed other projects because of good 

quality projects, emotional aspects like ‘feeling of backing rather than buying’, and easy access 

to new projects. We suggest Daum Story Funding to improve its main page by organizing 

confusing functions and icons, explaining crowdfunding services and its functions, varying 

categories. In ‘Participate’ stage the platform needs to develop Reward, Episode, and Party 

functions, show what people would be interested in, and make main function page consistent. 

Furthermore, improving feedback system and emotional aspect would help to promote 

continuous usage.

6-2.� Conclusion

While crowdfunding services increase in number, it is now important to sustain the platform. 

In order to sustain the service, the crowdfunding platform needs to maintain a certain number 

of projects from starters and a certain number of backers. This can be carried out by keeping 

existing users to continue using the platform and attracting new users. Our goal is to improve 

the sustainability of crowdfunding. We focused on improving the usability of crowdfunding 

platform. In order to promote further usage, the platform needs to appeal to the users 

continuously, and the usability in the platform plays an important role in sustainable usage. 

We defined 3 stages of using crowdfunding service, 'Access', 'Participate' and 'Use Continuous', 

to analyze what elements mattered in different stages and to deal with usability problems. This 

research is based on these 3 stages and adopting the results it into specific subjects. We chose 

Daum Story Funding since it has noticeably active communication system(‘Episode’) since we 

considered this feature could further expand the continuous usage of the crowdfunding 

platform. We conducted the research, giving recommendations for each usability problem. As a 

crowdfunding platform that provides new services that can encourage communication between 



starter and backer(episode, party), Daum Story Funding has to develop the functions through 

revising its usability in each stage to become a more sustainable crowdfunding platform. While 

our team suggested 3 different stages to understand the usability of the crowdfunding platform, 

these stages could be further researched and experimented in other articles.
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