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Abstract 

This research aims to analyze the impact of crowdfunding campaigns on startups' financing in 
the MENA region. This applied study was conducted on 3,179 crowdfunding campaigns for 
startups selected from 2019 to 2024. These campaigns provided approximately 13 billion in this 
period, with a growth rate of 17% in 2024. This study was conducted on eleven countries: Egypt, 
Morocco, Saudi Arabia, UAE, Bahrain, Qatar, Oman, Kuwait, Iraq, Jordan, and Palestine. The 
study depended on secondary data published in the crowdfunding platforms’ reports, Arabnet and 
Digital Digest reports, Statista 2024b platform, Wamda reports and World Bank databases, and 
also relied on the data method that combines time series data with cross-sectional series data 
(Data Panel) to conduct the study, and the data were analyzed statistically by relying on 
statistical software packages STATA 14. The study results showed that the four models studied 
variables have a significant effect on startup financing. The first model crowdfunding campaigns 
showed a positive and strong relationship with startup financing, while the second model showed 
a strong effect on startup investment through funding goal size. The third model that related to 
project type showed a significant effect for both technology and non-technology firms, but 
explained less of the variance in startup financing than the other models. The fourth model 
showed a significant impact of geographical location variables on startup financing and was the 
most likely to explain the variance between the models. 

Keywords: Crowdfunding ;Campaigns; Startups; MENA; Funding Goal Size; Project Type; and 
Geographical Location. 
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1. Introduction 
Businesses and individuals are increasingly seeking funding alternatives that are both 

flexible and efficient in comparison to traditional banking models. Funding from banks and 
venture capitalists is in fact, available only in the subsequent phases with respect to those of 
start-up (Imdad, 2023). In the initial stages of the company’s life cycle, funding usually comes 
from the personal savings of the entrepreneur, his family, his friends or, sometimes, business 
angels (Salvi et al., 2021). In case these funds are not enough to cover the financial needs the 
venture faces a funding gap (Meghouar et al., 2023). 

 Startups can raise funds through crowdfunding, which is facilitated by the Internet. This process 
involves soliciting donations or investments from a large number of individuals. This novel 
method of capital formation was primarily the result of the challenges encountered by 
entrepreneurs and early-stage enterprises in fundraising following the 2008 financial crisis 
(Imdad, 2023). The funding of initiatives or businesses is facilitated by crowdfunding. 
Individuals and organizations have raised billions of dollars in debt, equity, and donations for 
initiatives through the use of social networks, social profiles, and web-based communication 
techniques. Key enablers are essential for the establishment of a crowdfunding ecosystem, as 
they facilitate the development of trust (World Bank Group, 2021). 

Crowdfunding represents a tool able to reduce the funding gap, especially in the early stages of 
new ventures. It is inspired by crowdsourcing and microfinance and allows entrepreneurs to fund 
their ventures by collecting small contributions from many individuals. This is done through 
specific web-based platforms called crowdfunding platforms (Salvi et al., 2022). 

Crowdfunding platforms, which enable the collection of capital from a diverse array of investors, 
and peer-to-peer lending platforms, which provide a direct connection between borrowers and 
lenders, are among the most significant trends. These platforms offer more accessible and 
potentially cost-effective financing (Statista, 2024). 

Many factors impact attracting funding to startups in crowdfunding platforms, such as funding 
goal size (Ed-Dafali et al., 2025; Yin et al., 2024), project type (Cheng & Jang, 2023;  
Maier et al., 2023), and geographic location (Atawna et al., 2024; Maymoni & Solodoha, 2025). 
This research may also help investors in the assessment of crowdfunding campaigns in the 
MENA region.  
As an increasing number of entrepreneurs in the MENA region use digital platforms to finance 
their ventures, the crowdfunding market is expanding significantly. The increasing prevalence of 
digital literacy has resulted in an increase in the number of individuals participating in 
crowdfunding investment opportunities, which underscores a shift toward contemporary 
financial practices that could change the way businesses secure funding in the future (Kumar & 
Agrawal, 2025). 

Startups in the MENA region are progressively utilizing digital platforms to secure funding. The 
United Arab Emirates takes advantage of an economy that is driven by expatriates and is diverse, 
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which encourages investment in crowdfunding and innovation. Meanwhile, Saudi Arabia's 
Vision 2030 initiative is promoting local investments in digital finance by improving regulatory 
frameworks. Crowdlending is becoming an increasingly viable financing option for small 
enterprises in Jordan, as a growing youth demographic seeks alternative funding sources 
(Abdeldayem & Aldulaimi, 2023; Statista, 2024). 

On the basis of type, the market is classified as equity-based, debt-based, blockchain-based, and 
other. The market share that the debt-based segment is expected to hold in 2024 is the highest. 
This method is among the most effective for obtaining startup funding. Compared to bank loans, 
debt-based loans offer more benefits, which are comparable to traditional bank loans. 
Additionally, investors are provided with lower interest rates for programs that are paid in 
regular monthly installments through debt-based funding. Estimates indicate that these factors 
will contribute to growth in the years ahead (Fortune Business Insights, 2025). 

This study tried to investigate the impact of crowdfunding campaigns in the MENA region, and 
startups can consider it an alternative source of financing. In addition, the findings of this study 
provide insight into the factors that may affect the ability to obtain startups financing through 
crowdfunding campaigns. 

2. Research Problem 
Startups face several challenges, the most important of which is the problem of funding, as 

their activities are limited and their resources are insufficient to meet the requirements of 
establishment or ongoing operations and renewal. In addition, it is not possible for them to 
manage their needs from banks and financial institutions, due to their lack of guarantees to be 
provided in exchange for obtaining the loan. So, it requires the search for innovative mechanisms 
to obtain financing sources in line with the financial nature of this type of company. 

There is no doubt that the world is recently experiencing a huge technological revolution, which 
has affected everything, especially financial technology. It has become a global trend for 
economies in all developed and developing countries of the world alike (Libda, 2024). 

Entrepreneurs in the Middle East, do not have many sources of funding, mostly relying on close-
to-home assets, family and friends. They face enormous difficulties if they resort to banks. This 
is clear from the fact that in the Middle East and North Africa (MENA) only 8%–10% of 
absolute bank loans go to entrepreneurs. Here, the limited sources of financing are to blame for 
an expected financing gap of more than US$400bn (Abdeldayem & Aldulaimi, 2023). 

Thus, crowdfunding platforms are becoming a more viable alternative to conventional financing 
methods among investors in the MENA region. The adoption of collective financial support is 
increasing, and cultural attitudes toward peer-to-peer lending are evolving because investors seek 
accessible funding solutions to initiate startups and scale businesses. Crowdfunding investment 
opportunities are being investigated by an increasing number of individuals as financial literacy 
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improves, which is indicative of a broader trend toward digital engagement in financial markets 
(Kumar & Agrawal, 2025). 

In the global market, instead of relying on a single source of financing, crowdfunding campaigns 
allow startups to obtain the requisite financial resources by soliciting small sums of money from 
a large number of individuals. This research tries to investigate whether the implementation of 
this new mechanism in the MENA region would provide alternatives  to bridge the funding gap in 
startups or wouldn’t be qualified applicable in this region. Based on the above, the research 
problem can be formulated in the following two questions: 

1) Do crowdfunding campaigns serve as an alternative source of financing for startups in the 
MENA region?  

2) Then, if these campaigns do indeed provide an alternative source of funding for startups in 
MENA, are there other factors such as the funding goal size, the type of project, and the 
geographic location of these campaigns, likely to help increase this funding? 

 

3. Research Objectives 
The essential objective of this research is to identify the impact of crowdfunding 

campaigns on startup financing in the MENA region. The researcher believes that there are clear 
benefits of technology innovations, especially financial technology. Crowdfunding platforms are 
considered a kind of financial technology that has great importance in MENA region, where 
crowdfunding is still growing. These platforms can help startups and innovators to better 
understand the market, improve their marketing strategies, accurately identify the target 
audience, and improve the chances of success of their future campaigns. Therefore, 
crowdfunding campaigns enable them to have an alternative financing source rather than a 
traditional one. 

Then, if these campaigns do indeed provide an alternative source of funding for startups in 
MENA, the second objective of this research is to investigate the impact of other factors such as 
the funding goal size, the type of project, and the geographic location of these campaigns, on the 
total capital raised by startups. 

4. Literature Review and Hypotheses Development 
This section was divided into three parts. The first part is the conceptual framework of the 

study, which includes crowdfunding campaigns and startups financing. The second part is the 
association between crowdfunding campaigns and startups financing in the MENA region. The 
association between some factors of the crowdfunding campaigns and startups financing is 
located in the third part of this section. 
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4.1  The Conceptual Framework of the Study  
Increasing crowdfunding platforms have simplified the connection between investors and 

local startups, also fostering a sense of community and collaboration. As a result, crowdfunded 
campaigns are reshaping the investment landscape and providing an alternative finance source 
for many startups. This section includes two parts: crowdfunding campaigns and startups 
financing. 

4.1.1 Crowdfunding Campaigns 
In the realm of entrepreneurial finance, crowdfunding is a novel and evolving phenomenon 

that enables project owners to request financing from a potentially vast population of financial 
supporters (Abdeldayem & Aldulaimi, 2022a; Abdeldayem & Aldulaimi, 2023;                    
Arshad & Berndt, 2021). Various crowdfunding platforms, including GoFundMe, Kickstarter, 
Indiegogo, Inc., Double the Donation, Fundable, and others, have been used to make campaigns. 
A crowdfunding campaign is a method of raising funds for a specific project by providing 
contributions from a large number of individuals and businesses, typically in small amounts of 
money. This process is conducted online through social media platforms, which facilitates the 
sharing of projects among groups (Fortune Business Insights, 2025). 

Alternative financing solutions for private borrowers and businesses are provided by a variety of 
digital financial services that comprise the digital capital raising market. Within the forecast 
period, the global crowdfunding market is anticipated to expand from USD 1.83 billion in 2025 
to USD 4.45 billion by 2032, with a compound annual growth rate (CAGR) of 13.5%. In 2024, 
the market was valued at USD 1.60 billion. At 40% of the global market in 2024, North America 
was the dominant region (Fortune Business Insights, 2025). 

Crowdinvesting, Crowdlending (Business), Marketplace Lending (Consumer), and Reward-
Based Crowdfunding are the four distinct segments that form the Digital Capital Raising market. 
Reward-based crowdfunding, which supports initiatives such as product launches and creative 
ventures, and crowdinvesting, which enables investors to provide funding for startups in 
exchange for equity. Crowdlending and marketplace lending are also included, providing funding 
options for small and medium-sized enterprises (SMEs), freelancers, and private individuals that 
are not available through traditional institutions. The global Digital Capital Raising market, 
which had a transaction value of approximately US$ 66.35 billion in 2023, is anticipated to reach 
approximately US$ 69.80 trillion in 2025. 

According to the MENA region, the total transaction value is small compared to the global one. 
In 2025, the total transaction value in the Crowdlending (Business) market is expected to reach 
US$186.03m. But globally, Fortune Business Insights (2025) demonstrates that China attains the 
highest transaction value, with a total of US$17 billion in 2025. However, the total transaction 
value is expected to reach US$109.07m in 2025. According to a global comparison, the United 
Kingdom achieved the maximum transaction value in 2025, which was US$643 million. 
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Additionally, the Reward-Based Crowdfunding and Marketplace Lending markets are anticipated 
to generate a total transaction value of $11.63 million and $132.17 million, respectively by 2025. 
According to a global comparison, the United States achieved the maximum transaction value in 
the two markets in 2025, with a total of US$475 million and $28 billion. (Statista, 2024b). 

Overall, the Digital Capital Raising continues to exhibit a consistent upward trajectory, despite 
the Traditional Capital Raising's temporary decline. Thanks to the swift advancement of 
technology, it is anticipated that the market will only continue to expand. The growth of the 
Digital Capital Raising market is further fueled by factors such as the global transition toward 
digitalization and low interest rates. In both developed and emerging markets, digital platforms 
provide a streamlined method of capital raising, satisfying the requirements of individuals 
seeking innovative and efficient financial solutions. Businesses and individuals are presented 
with a valuable opportunity to secure funding as the market continues to expand as digital 
platforms evolve (Ed-Dafali et al., 2025; Yin et al., 2024). 

4.1.2 Startups Financing 
According to end-user, the market is divided into NGOs, startups, and individuals. The 

startups segment has the largest market share in 2024, aiding them in testing their ideas and 
products in the market without a final Minimum Viable Product (MVP). Entrepreneurs in 
emerging markets have limited access to traditional funding sources, such as bank loans (Creek 
et al., 2023), and eventually rely more on a relatively new financing mechanism – crowdfunding 
platforms. Startups help in financial support, new product development, and feedback from 
investors and potential users on a single platform. It is a good way for startups to raise capital 
and build a community of supporters, and also to test business ideas with the market before 
committing to them (Bellaama, 2020). 

According to Berger and Udell (1998), who applied the life cycle concept to financing decisions, 
in the startup phase of the firm life cycle theory, companies often face significant challenges such 
as limited financial and human resources, and a high level of uncertainty. As a result, startups 
typically rely on self-financing, loans from friends and family, or crowdfunding as their primary 
sources of funding. Their ability to secure external financing is usually limited due to the absence 
of a credit history or a proven financial track record (Boyarchenko, 2021). 

Diversifying income sources within a nation is a fundamental prerequisite for the establishment 
of an economy that experiences sustainable growth under normal circumstances (Abdeldayem & 
Aldulaimi, 2022a). Entrepreneurs invest their own resources and attract capital (in debt, shares, 
etc.) from investors and capital owners as a business entity to catalyze structural transformations 
in national economies. These same funds, on the one hand, contribute to the economic success of 
entrepreneurs and, in turn, serve the community. This project, which is the same as the projects 
that provide services to society in general, was funded by the entrepreneurs, who either collected 
their own money or the money of other investors. The success of new startups that ventured into 



 
Remond Elsaid Mohamed Libda 

 

243 
 

business from a garage and small avenue inspires millions of young people to begin their 
business journey and create employment (Maier et al., 2023; Meghouar et al., 2023). 

Abdeldayem and Aldulaimi (2022) describe crowdfunding as a straightforward and expeditious 
method of obtaining capital. The market structure of the Gulf Cooperation Council (GCC) on the 
growth of entrepreneurship start-ups would soon necessitate new financing, such as 
crowdfunding, which could serve as a new financier. The conventional banking system confronts 
numerous obstacles, including high transaction costs, double payments, and multiple 
intermediaries, which can be mitigated by the legal adoption of crowdfunding 
 (Chandwani et al., 2023; Rabbani et al., 2020). 
The crowdfunding market in the MENA region is experiencing a surge in demand for platforms 
that facilitate impact-driven investments, with a notable increase in projects focusing on social 
entrepreneurship and sustainability. This trend is propelled by a tech-savvy youth population that 
prioritizes ethical funding and community-oriented initiatives. Furthermore, regulatory 
advancements are enhancing investor confidence, encouraging participation in digital capital 
raising. Consequently, stakeholders—including startups, investors, and policymakers—must 
adapt to this evolving landscape, fostering collaboration and transparency to capitalize on 
emerging opportunities (Abdeldayem & Aldulaimi, 2023; Thottoli, 2022). 

The crowdinvesting market in Saudi Arabia is fostered by Vision 2030, a policy that prioritizes 
entrepreneurship and innovation, particularly in technology-driven enterprises. In Turkey, the 
diverse economy attracts a mixture of local and international investors, thereby creating a 
competitive environment for crowdfunded projects. Concurrently, the UAE's progressive 
regulations and strategic position as a financial center foster investor trust and participation in 
digital capital raising, thereby establishing a dynamic environment for growth (Wamda, 2024; 
Wamda, 2025). 

4.2  The Association between Crowdfunding Campaigns and Startup Financing 
in the MENA Region. 

Recently, the growth of start-up companies and the importance of the source of finance are 
inseparable (Abdeldayem & Aldulaimi, 2022b). There are many studies conducted in developed 
countries (Liu et al., 2025), but in the MENA region, there are lake of them (Abdeldayem & 
Aldulaimi, 2022). In the Arabic region, crowdfunding has facilitated the emergence of 
entrepreneurial businesses that offer an alternative source of financial services. Equity 
crowdfunding and marketplace financing, which are among the fintech lenders, are beginning to 
challenge conventional business models (Abu Amuna et al., 2019; Thottoli, 2022). In the UAE, 
Zarrouk et al. (2020) observed that none of the interviewees, entrepreneurs, were aware of 
crowdfunding or any other venture capital source of financing that had recently emerged. 
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Abdeldayem and Aldulaimi's (2022a, 2022b) studies aim to analyze crowdfunding’s success in 
the different Arab countries using different platforms, because the Crowdfunding experience and 
practice in this part of the world tend to be unexplored in terms of research. 

In their 2022a study, Abdeldayem and Aldulaimi examined startups from five Gulf countries 
(Saudi Arabia, Bahrain, Kuwait, Oman, and the United Arab Emirates) as well as several 
crowdfunding platforms that are frequently employed by crowdfunders in this region (including 
Indiegogo, Kickstarter, Eureeca, Beehive, and GoFundMe), which collectively have a total of 
10,2964 members. While the Zoomaal.com platform is used in the second research of 
Abdeldayem and Aldulaimi (2022b) from 2019 to 2020 in the selected middle eastern countries. 
Both of them find that the success of fundraising is positively influenced by crowdfunding, and 
crowdfunding platforms are an effective instrument for financing entrepreneurs in these countries 
and for startup finance. One of the most significant project financing mechanisms is the 
emergence of crowdfunding platforms, as noted by Abdeldayem and Aldulaimi (2022b). 

Likewise, Abdeldayem and Aldulaimi (2023) demonstrate that the success of fundraising is 
positively influenced by the presence of crowdfunding and that crowdfunding platforms are a 
viable financial technology (Fintech) instrument for financing entrepreneurs in the Middle East. 
There were seven Middle Eastern countries in which it was conducted. These countries include 
Turkey, Egypt, Iraq, Saudi Arabia, Bahrain, Kuwait, and the United Arab Emirates, in addition to 
several CF platforms that are frequently employed by crowdfunders in the region, including 
Kickstarter, GoFundMe, Beehive, and Zoomal, with a total membership of 195,193. 

As per the findings of prior research, the MENA region has the potential to drive growth by 
employing crowdfunding to leapfrog the traditional capital market structures and financial 
regulatory regimes of the developed world. therefore, the following hypothesis is formulated as; 

H1: Crowdfunding campaigns have a significant effect on the total capital raised by 
startups in the MENA region. 

4.3  The Association Between Some Factors of The Crowdfunding Campaigns 
and Startups Financing 

Many factors that affect on success of crowdfunding campaigns were investigated from the 
existing relevant studies. But this study focused on some of them to identify how they affect on 
fundraising outcomes of startups in the MENA region. The three most prevalent  factors were 
chosen to test them in the MENA region, which are financial goal size (Ren et al., 2021a;  
Pinkow, 2022; Felipe et al., 2022; Wang & Zhang, 2022; Ed-Dafali et al., 2025; Yin et al., 2024), 
Project type (Cheng & Jang, 2023; Lee & Zhao, 2022; Maier et al., 2023), and geographic location 
 (Atawna et al., 2024;  Gallemore et al., 2019; Maymoni & Solodoha, 2025; Omrani et al., 2022; 
Tanga et al., 2022).  
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4.3.1 Funding Goal Size 
When starting a crowdfunding campaign, founders often set a funding goal to illustrate 

their objectives for their campaign and assist prospective investors in assessing its feasibility and 
potential risks (Ren et al., 2021a). Many studies identified "funding dynamics" as a critical 
cluster influencing crowdfunding outcomes. Between 2014 and 2022, a comprehensive study 
analyzing 152 scientific papers published that setting realistic funding goals is pivotal for 
campaign success. Overly ambitious targets can deter potential backers, while objectives that are 
feasible are considerably more probable to be accomplished (Ed-Dafali et al., 2025). The 
crowdfunding campaign's objective size is indicative of the founders' anticipated fundraising 
volume (Yin et al., 2024). 

The correlation between the size of a crowdfunding campaign's objective and the likelihood of 
successful funding has been the subject of numerous studies (Ren et al., 2021a; Pinkow. 2022; 
Felipe et al., 2022; Wang & Zhang, 2022; Ed-Dafali et al., 2025). A larger funding target would 
have a detrimental effect on fundraising outcomes, as these studies have relatively consistent 
perspectives. 

According to Ren et al., (2021a), 565 crowdfunding campaigns from CrowdJustice, a prominent 
platform, indicate that unsuccessful crowdfunding campaigns typically have a larger target size 
than successful campaigns on the same platform. A dataset consisting of 174 successful reward-
based crowdfunding initiatives is also analyzed in Pinkow's 2022 study. The study identifies a 
negative correlation between the size of the initial funding goal and the likelihood of 
overfunding. Specifically, campaigns with lower initial funding goals are more prone to exceed 
their targets significantly. Whereas the study demonstrates that as the logarithm of the funding 
goal increases, the probability of achieving overfunding (defined at thresholds of 110%, 130%, 
and 150% of the initial goal) decreases. This study suggests that higher funding goals may deter 
additional contributions beyond the set target. 

Deng et al.,  (2022) identify determinants of crowdfunding success. This study reveals that 
Lower funding goals are associated with higher backer participation, as they are perceived as 
more attainable. Higher funding goals may deter potential backers due to perceived risks and 
doubts about the campaign's feasibility. By analyzing 94 empirical studies, this study suggests 
that Campaign creators should set realistic funding goals to maximize backer engagement, 
balancing ambition with achievability to can raising the fund. 

Wang and Zhang’ (2022) research revealed that the displayed funding goal has the most 
significant causal relationship with success. Specifically, higher crowdfunding goals were 
associated with lower success rates. The study investigated over 36,370 projects from 2018 to 
2020 and suggests that the funding goal signals the project's complexity, and higher goals may 
deter potential backers. Similarly, Felipe et al. (2022) focused on the time-to-success of a 
crowdfunding campaign and its financial goal size. The researchers found that campaigns with 
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smaller goal sizes are more likely to achieve their goal in a shorter period, while campaigns with 
larger goal sizes have lower chances of success. 

The research conducted by Yin and his colleagues (2024), in contrast, discovered no significant 
evidence that the size of the funding goal impacts the success of green crowdfunding campaigns, 
by analyzing 720 green crowdfunding campaigns on GoFundMe (Yin et al., 2024). In summary, 
most existing studies highlight that a successful crowdfunding campaign tends to have a 
relatively smaller financial goal size (Ed-Dafali et al., 2025; Felipe et al., 2022; Pinkow, 2022; 
Ren et al., 2021a; Wang & Zhang, 2022).  

Therefore, this study aims to test the relationship between a crowdfunding campaign’s funding 
goal size and successful fundraising in startups in the MENA region. As previous studies have 
empirically proven that goal size generally impacts the fundraising outcomes of crowdfunding 
campaigns, a hypothesis (H) is posited: 

H2: The crowdfunding campaign’s funding goal size has a significant effect on the total 
capital raised by startups in the MENA region. 

4.3.2 Project Type  

There are many studies analyzing project type effect, especially as a moderating variable 
(Cheng & Jang, 2023; Lee & Zhao, 2022; Maier et al., 2023). Project type moderates the impact 
of message framing and green emphasis on campaign success on the Indiegogo platform from 
2015 to 2020, in Rossolini et al. (2021) study.  The research highlights that the type of project, 
particularly those with green or sustainable objectives, benefits from specific communication 
strategies. Positive framing increases agri-food campaign success, while for climate preservation 
and renewable energy initiatives, negative framing is more advantageous. As the same of Lee 
and Zhao (2022) research that investigates how social media engagement impacts crowdfunding 
performance, focusing on the moderating effects of product type (hardware vs. software) and 
entrepreneur characteristics. The study finds that Facebook engagement has a more significant 
positive effect on funding outcomes for hardware products, while Twitter engagement is more 
influential for software products.  

Maier et al. (2023) research indicates that project type influences the legitimization effect, 
exploring how past crowdfunding success affects consumer perceptions and behaviors. This 
research reveals the mediating effects of perceived cognitive legitimacy on brand attitude for 
both low- and high-tech products. Similarly, Pan & Dong (2023) focus on 427 COVID-19-
related crowdfunding campaigns in China; this study examines factors contributing to campaign 
success. While the study centers on charitable campaigns, it underscores the importance of 
project type in determining funding outcomes.The study's findings indicate that informal 
campaigns, despite lacking formal authorization and recognition, often outperform formal 
campaigns in terms of total donations received.  
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In France, Khadhraoui and Ajina (2024) analyzed 424 projects from the KissKissBankBank 
platform. The research employs Generalised Linear Models to pinpoint decisive performance 
factors. The research indicates that the success of a campaign is positively influenced by a 
variety of factors, including the number of sponsors, the number of publications, the 
geographical location, the project category, the creator's previous experience, and the amount of 
money raised. The research illustrated that some categories, such as creative arts and technology, 
have higher success rates, suggesting that project type plays a crucial role in attracting backers. 

There are many classifications used in the previous studies, such as green project vs. other 
(Rossolini et al., 2021), formal projects vs. Informal projects (Pan & Dong, 2023), hedonic 
product projects vs. utilitarian product projects (Cheng & Jang, 2023), hardware product projects 
vs. software product projects (Lee & Zhao, 2022), and technology projects vs. non-technology 
projects (Khadhraoui & Ajina, 2024; Maier et al., 2023). 

Regardless of the different classification of project type, all these studies collectively underscore 
the significance of project type in crowdfunding success (Cheng & Jang, 2023; Khadhraoui & 
Ajina, 2024; Lee & Zhao, 2022; Maier et al., 2023; Pan & Dong, 2023; Rossolini et al., 2021). 
This study tests whether it is also affected in startups in the MENA region, by formulating the 
following hypothesis: 

H3: The crowdfunding campaign’s project type has a significant effect on the total capital 
raised by startups in the MENA region. 

4.3.3 Geographic Location  
Gallemore, Nielsen, and Jespersen (2019) used the campaign origin ZIP code that mapped 

to urban/rural classification to analyze over 134,000 Indiegogo campaigns in the U.S between 
2009 and 2015. This study finds that campaigns from urban and affluent areas with higher 
"spatial capital" (social, economic, and digital infrastructure) had higher success rates. Given that 
only around 10% of Indiegogo campaigns are fully funded, the potential beneficiaries of 
crowdfunding campaigns are significantly restricted by spatial inequalities, which implies that 
crowdfunding may not equalize access to finance as the optimists anticipate. Tanga, Baker, and 
An (2022) employed the Metropolitan vs. non-metropolitan area of project origin as a metric for 
geographic distance in their investigation. Finding that the number of funders for innovative 
technology and for projects with early supporters from large metropolitan areas increased as a 
result of geographic distance. Nevertheless, the impact of this effect is less pronounced for 
initiatives that originate from smaller cities. 

By using Kickstarter platform, Omrani et al. (2022), and Tanga et al. (2022) find that geographic 
distance significantly impacts campaign success. Despite the Omrani et al. (2022) study 
measuring the geographic location by geographic distance between project creators and 
contributors. This research finds that the farther the funder is located from the project, the less is 
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the probability of the campaign's success and increasing the funding. This study analyzed 9,146 
projects across 165 countries financed by more than 300,000 funders from 2012 to 2013. 

Atawna, Testa, and Cincotti (2024) study analyzed 350 campaigns from the StartSomeGood 
platform. They compared donations for developing vs. developed countries and the origin of 
fundraisers, indicating that Fundraisers from developed countries attract more donations, even 
when supporting projects in developing regions. Therefore Maymoni & Solodoha (2025) 
compared funding outcomes between core and periphery locations by testing interaction with 
experience signals by analyzing 2,578 campaigns on the Headstart platform. This study reveals 
that central regions amplify the effectiveness of entrepreneurial signals (like prior experience), 
while peripheral regions face systemic barriers that weaken these signals, leading to regional 
disparities in crowdfunding success. 

Previous studies used a variety of classifications, but this study focuses on the MENA region. So, 
the researcher classified it into three groups: Gulf Cooperation Council (GCC), North Africa, and 
the Levant. The following hypotheses can be formulated as follows. 

H4: The crowdfunding campaign’s geographic location has a significant effect on the total 
capital raised by startups in the MENA region. 

5. Research Methodology 
This section consists of 6 parts that included Research Sample, Variables and their 

Measurements, Research Hypotheses, Hypotheses Testing, Research Results, and Conclusion. 

5.1  Research Sample 
The study sample consists of 3,179 crowdfunding campaigns for startups selected based on 

specific criteria related to funding type and geographic size from 2019 to 2024. These campaigns 
provided approximately 13 billion in this period, with a growth rate of 17% in 2024. Because  of 
the unavailability of data, this study was conducted on eleven countries only: Egypt, Morocco, 
Saudi Arabia, UAE, Bahrain, Qatar, Oman, Kuwait, Iraq, Jordan, and Palestine. Startups were 
selected to represent different geographic regions: North Africa (NAFRICA) (Egypt and 
Morocco), the Gulf Cooperation Council (GCC) plus Iraq, and the Levant (Palestine and Jordan). 
Additionally, companies were divided into technology and non-technology companies to provide 
a comparison between the two sectors regarding investment. Startups that focus on large 
campaigns (over $10 million) and smaller campaigns (less than $10 million) were included in the 
sample. Data was collected from the crowdfunding platforms’ reports, Arabnet and Digital 
Digest reports, Statista 2024b platform, Wamda reports, and World Bank databases, allowing for 
a broader exploration of the impact of crowdfunding across multiple environments. The number 
of observations of the study sample reached 30 observations. 

The graph (Figure 1) shows that the number of campaigns launched has seen significant growth 
from 2019 to 2022. In 2019, the number was very low, with only 244 campaigns launched. 
However, in 2020, the number rose significantly to 417, reflecting the beginning of a shift in 
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activity. In 2021, campaigns saw a significant increase to 664, reflecting a significant 
acceleration in campaign launches. However, in 2022, the number reached an all-time high, with 
795 campaigns launched, indicating a significant increase in support or opportunities that year. 
However, in 2023, we saw a decline to 488 campaigns, a significant decline compared to the 
previous year. In 2024, the number rebounded slightly to 571 campaigns, reflecting a partial 
improvement in activity after the decline that occurred in the previous year. 

 

Figure 1: Number of Campaigns Launched 

Source: from Tableau output 
 

Figure 2 shows that the volume of deals over $10 million has varied significantly between years. 
In 2019, the value was 0.291, reflecting a small volume of deals over $10 million. In 2020, the 
value rose to 0.469, indicating an increase in the volume of large deals compared to the previous 
year. Then, in 2021, we saw a significant jump to 2.17, indicating that much larger deals were 
completed that year, reflecting a significant increase in transaction volume. However, in 2022, 
the value dropped to 0, indicating that there were no deals over $10 million. This decline 
continued in 2023 and 2024, where the value was 0, indicating the absence of large deals in those 
years. 

Compared to the FGSG10, the volume of deals under $10 million has seen a significant increase 
in some years. In 2019, the value was 0.26, and in 2020, it rose to 0.306, reflecting a gradual 
increase in smaller deals. In 2021, the value reached 0.72, a significant increase compared to the 
previous two years, reflecting an increase in the volume of these deals. In 2022, the value was 
3.94, the highest level reached in the period under study, indicating a significant shift toward 
smaller deals. However, in 2023 and 2024, the volume of smaller deals stabilized at 2.2 and 2.3, 
respectively, indicating relative stability in this type of deal during those years. 
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Figure 2: Value of Big and Small Funding Goal Size Campaigns 

Source: from Tableau output 
 

From the data presented, we note that the value of the technology projects has experienced 
significant fluctuations over the years. In 2019, the technology projects' value was 556.8, 
reflecting healthy investment in technology companies. In 2020, the value was 487.2, indicating 
a slight decline compared to the previous year. In 2021, the value dropped significantly to 348, 
indicating a significant decline in interest or investment in this sector. 

However, in 2022, a significant shift occurred, with the technology value reaching 1,327.6, a 
huge jump reflecting an unprecedented increase in the volume of investment in the technology 
sector or a significant expansion in the technology market. In 2023, the value fell to 254.1, 
indicating a significant decline in activity. However, in 2024, the value rose again to 1,035.5, 
reflecting a partial recovery in the technology sector after the decline in the previous year. 

As for the value of non-technology projects, 2019 recorded a value of 461.6, indicating that non-
technology companies enjoyed good investment activity during that period. Then, in 2020, the 
value was 403.9, reflecting a slight decline. In 2021, the value continued to decline, reaching 
288.5, reflecting a continued decline in investment in this sector. 

In 2022, the non-technology value rose to 456, showing a slight increase compared to the 
previous two years, but it did not surpass the technology value in this year. From 2023 to 2024, 
the value continued to decline, reaching 201.3 and 190.4, respectively, reflecting a significant 
decline in investment or growth in non-technology companies. 
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Figure 3: Technology and Non-technology Projects Value 

Source: from Tableau output 

Data in Figure (4) indicates that the value in North Africa saw a significant increase from 2019 
to 2022. In 2019, the value was 360.87, rising to 410.08 in 2020. Growth continued in 2021, 
reaching 466.00. In 2022, we saw a significant increase, reaching 745.85, reflecting a significant 
increase in investment activity in this region. In 2023, the value continued to decline to 626.00, 
then declined further in 2024, reaching 354.80, indicating a decline in investment activity in the 
region in recent years.  

As for the Gulf Cooperation Council (GCC) countries, the region witnessed a significant jump in 
investment activity, especially in 2022. In 2019, the value was 581.16, gradually rising in 2020 
to 660.40, and then continuing its rise in 2021 to reach 750.46. However, in 2022, there was an 
exceptional increase, reaching 2,916.97, a huge jump indicating an unprecedented investment 
flow that year. However, we witnessed a decline in 2023 to 1,024.50, and these trends continued 
in 2024 to 809.00, indicating a significant decline compared to the previous year. 

In the Levant region, which includes Palestine and Jordan, the region recorded significant 
variations in its values over the years. In 2019, the value was 742.65, then rose to 843.92 in 
2020, and continued to rise in 2021 to 959.00. In 2022, the area recorded 2,357.90, reflecting a 
significant increase in investment activity. However, in 2023, the area experienced a significant 
decline to 475.50, while in 2024, the value declined significantly to 18.60, indicating a sharp 
decline in investment activity in this area. 
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Figure 4: Value of Campaigns by Country 
Source: from Tableau output 
 

5.2  Variables and their Measurements 
The study variables can be presented, which aim to measure the impact of crowdfunding 

campaigns and its factors on startup financing on the MENA region. Table No. (2) shows the 
independent, dependent variables of the study.  

5.2.1 Independent variables 
This study depends on four independent variables,  

1- Crowdfunding Campaigns 
Crowdfunding Campaigns are measured by the number of campaigns launched. It is defined 
as the total crowdfunding campaigns initiated by the startup.  Many previous studies relevant 
to the subject of the study have relied on the number of campaigns launched (Abdeldayem & 
Aldulaimi, 2022b; Ed-Dafali et al., 2025). 

2- Funding Goal Size 
Funding Goal Size is the target amount of capital a campaign aims to raise. This study used 
Stated funding goals in campaign materials and categorized them into two groups: big 
funding goal (size more than ˃ $10 m) and small funding goal (size less than ≤ $10m) 
(Pinkow, 2022; Yin et al., 2024). 

3- Project Type 
Classification based on the nature of the project offered by startups. This research 
categorized it into two groups: technological projects and non-technological projects. This 
study also used the number and value of these two categories of projects (Cheng & Jang, 
2023). 
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4- Geographic Location 
This study contains data from 11 countries and obtains the number and value of the campaigns in 

each of them. They are categorized into three groups: Gulf Cooperation Council (GCC), 
North Africa, and the Levant. GCC is a group of six countries in the Persian Gulf: Bahrain, 
Kuwait, Qatar, Oman, Saudi Arabia, and the United Arab Emirates. This study added Iraq to 
the GCC group. North Africa consists of Egypt and Morocco, whereas the Levant consists of 
Palestine and Jordan (Abdeldayem & Aldulaimi, 2022b; World Bank Group, 2021). 

5.2.2  Dependent variables 
Startups Financing   
The study relied on startups financing as a dependent variable, which was measured by the Total 
Capital Raised measure (Abdeldayem & Aldulaimi, 2022b; Ameziane & Touat, 2024) used by 
the previous empirical studies mentioned in the current study. This measure can be defined as the 
aggregate amount of funds secured by startups through crowdfunding campaigns. This research 
sums up all financial contributions received. 

Table 1: Variable Measuring 

Variables Measure Reference 

Independent variables 
  

  

  Crowdfunding campaigns (CF) Number of Campaigns Launched Abdeldayem & Aldulaimi, 
2022b; Ed-Dafali et al., 
2025 

  Funding Goal Size 
 
 
 

Stated funding goal in campaign 
materials: size more than ˃ $10 m 
and size less than ≤ $10m 

Pinkow, 2022; Yin et al., 
2024 
 

  Project Type Classification based on the nature 
of the product or service offered: 
technological & non-technological 
projects 

Cheng & Jang, 2023 

  Geographical Location Categorized into three groups: 
Gulf Cooperation Council (GCC), 
North Africa, and the Levant 

Abdeldayem & Aldulaimi, 
2022b; World Bank Group, 
2021 

Dependent variable 
 

  

  Startups Financing (SF)   Total Capital Raised 
 

Abdeldayem & Aldulaimi, 
2022b; Ameziane & Touat, 
2024 

Source: Prepared by the researcher 
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5.3 Research Hypotheses 
In light of the above literature and previous studies, the hypotheses and study regression models 
can be formulated as follows. 

H1: Crowdfunding campaigns have a significant effect on the total capital raised by startups in 
the MENA region. 

H2: The crowdfunding campaign’s funding goal size has a significant effect on the total capital 
raised by startups in the MENA region. 

H3: The crowdfunding campaign’s project type has a significant effect on the total capital raised 
by startups in the MENA region. 

H4: The crowdfunding campaign’s geographic location has a significant effect on the total capital 
raised by startups in the MENA region. 

5.4  Hypothesis Testing 
Here is a structured overview of quantitative measures for crowdfunding campaigns 
(independent variable) and startup financing (dependent variable) specific to the MENA region. 

The impact of crowdfunding on startup financing in the MENA region has been the subject of 
several recent studies. These studies identify both dependent and independent variables that 
influence the success and adoption of crowdfunding as a financing tool for startups. Below is the 
testing hypotheses by the four following regression models: 

1. The first study model was formulated to test the first hypothesis: H1: Crowdfunding campaigns 
have a significant effect on the total capital raised by startups in the MENA region. 

SFt = B0 + B1 CFt + et …… (1) 

Where, 

 SFt: represents startup financing, which is measured by total capital raised. 

CFt: represents crowdfunding campaigns, which are measured by the number of campaigns 
launched. 

 

2. The second model was formulated to test the second hypothesis of the study: H2: The 
crowdfunding campaign’s funding goal size has a significant effect on the total capital raised 
by startups in the MENA region. 

SFt = B0 + B1 FGSG10 t+ B2 FGSL10 t + et …… (2) 
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Where, 

FGSG10 t: Funding goal Size that is greater than > $10m  

FGSL10 t: Funding goal Size that is less than > $10m  

3. While the third study hypothesis:  H3: The crowdfunding campaign’s project type has a 
significant effect on the total capital raised by startups in the MENA region. 

SFt = B0 + B1 TECHt + B2 NTECHt + et …… (3) 

Where, 

TECHt  : Technology Projects 

NTECHt : Non-technology Projects 

 

4. Finally, the fourth study hypothesis: H4: The crowdfunding campaign’s geographic location 
has a significant effect on the total capital raised by startups in the MENA region. 

SFt = B0 + B1 NAFRICA t + B2 GCC t + + B3 Levantt + et …… (4) 

The three variables NAFRICA, GCC, and Levant represent the geographic location of startups. 

Where, 

NAFRICA: represents startups in North Africa,  

GCC: represents startups in the Gulf Cooperation Council, Plus Iraq.  

Levant: represents startups in Jordan and Palestine. 

The methodology of this study relies on quantitative analysis using secondary data 
collected from startups across various geographic sectors. A multiple regression model was used 
to analyze the relationship between startup financing (measured by total capital raised) and 
several independent variables, such as crowdfunding campaigns (CF), funding goal size 
(FGSG10 and FGSL10), project type (TECH and NTECH), and geographic location (NAFRICA, 
GCC, Levant). 

The quality of the models was assessed using the Variance Inflation Factor (VIF) test to ensure 
the absence of multicollinearity between variables, and the Breusch-Pagan test to detect 
heteroskedasticity. Analysis of Regression (AR) was also used to analyze the impact of each 
variable on startup financing, with the coefficient of determination (R-squared) calculated to 
determine the model's ability to explain the variance in the data. 

Stata V14 was used to analyze the data, perform all statistical operations, calculate the values 
needed to estimate the models, and evaluate the coefficients and relationships between the 
variables. The methodology aims to provide scientific insights into the factors that influence 



Volume 45, Issue 2. 2025. 236-268                               The Scientific Journal of Business and Finance 
 

  256

startup financing and provide usable results to improve the financing strategies of these 
companies. 

5.5  Research Results 

After presenting the study models, we will discuss the descriptive analysis.  the study used 
Several variables to represent startup financing, crowdfunding campaigns criteria, funding goal 
size, project types, and geographic location. Data were collected over six observations for each 
variable, spanning the period from 2019 to 2024, ensuring consistent analysis across the sample. 
The results of the descriptive analysis of the study variables are presented below. 

Table 2: Descriptive analysis for study variables 

 Variables  Obs  Mean  Std. Dev.  Min  Max 
 CF 6 529.827 192.97 244 795 
 SF 6 2.155 1.295 .551 3.94 
 FGSG10 6 .488 .846 0 2.17 
 FGSL10 6 1.621 1.454 .26 3.94 
 TECH 6 668.2 421.639 254.1 1327.6 
 NTECH 6 333.617 123.573 190.4 461.6 
 NAFRICA 6 493.933 158.605 354.8 745.846 
 GCC 6 1123.749 891.404 581.156 2916.971 
 Levant 6 899.595 789.167 18.6 2357.9 
Source: from Stata V14 output. 

Table (2) show the Startup Financing SF was measured by total capital raised. The mean value of 
the variable is 2.16 with a standard deviation of 1.29, and values range from 0.55 to 3.94. The 
low variance in this variable indicates that most of the startups for which data was collected had 
raised similar amounts of funding. 

Also, the mean value of Crowdfunding CF is 529.83 with a high standard deviation of 192.97, 
indicating significant variation in the number of campaigns among the startups in the sample. 
Values range from 244 to 795, reflecting the diversity of crowdfunding-related activities among 
companies. 

FGSG10 (Deals Over $10 Million), This variable measured the number of deals exceeding $10 
million. The mean for this variable was 0.49 with a standard deviation of 0.85, indicating that 
most companies did not participate in large deals. The maximum number of deals was 2.17, 
reflecting some exceptional cases where companies closed large deals. 

FGSL10 (Deals Under $10 Million), This variable measured the number of deals under $10 
million. The mean for this variable was 1.62 with a standard deviation of 1.45, indicating that 
most startups in the sample participated in small deals. Values ranged from 0.26 to 3.94, 
indicating some variability in deal size. 
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TECH (Technology Projects), This variable was measured among companies operating in the 
technology sector. The mean value of TECH was 668.2 with a high standard deviation of 421.64, 
reflecting significant variation in performance among technology firms. Values ranged from 
254.1 to 1327.6, indicating significant differences in the size of technology firms. 

NTECH (Non-Technology Projects): This variable was measured among companies not 
operating in the technology sector. The mean of this variable was 333.62 with a standard 
deviation of 123.57, indicating that non-technology firms exhibit greater stability in their 
performance compared to technology firms. 

NAFRICA (North Africa), This variable was measured among startups in the North African 
region. The mean value for NAFRICA was 493.93 with a standard deviation of 158.60, 
indicating moderate variation in performance among startups in this region. 

GCC, the mean value for GCC was 1123.75 with a high standard deviation of 891.40, indicating 
that startups in the Gulf region exhibit significant variation in activity volume and deal 
performance. 

Levant, this variable was measured among startups in Jordan and Palestine. The mean value for 
Levant was 899.59 with a standard deviation of 789.17, indicating significant variation in startup 
performance in this region. 

The results show significant variation across geographies, with startups in the Gulf (GCC) region 
ranking first in activity volume and deal performance, followed by the Levant region, while 
startups in North Africa ranked last. There is also a significant variation in performance between 
technology and non-technology companies, with technology companies showing greater 
variation in size and performance. 

To determine which statistical methods are appropriate for the study sample, the normal 
distribution of the study variables was tested. It was found that the variables FGSG10 and GCC 
do not follow the normal distribution. Therefore, a ladder of powers histogram test was 
conducted to determine the appropriate transformation to make these variables follow the normal 
distribution. This is clear from the following figure: 
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Figure 5: ladder of powers histogram 

Source: from Stata V14 output. 

It is clear from the previous figure that the best way to transform variables to follow the normal 
distribution is to calculate 1/square of the variable, so the variables were converted using this 
formula, which is clear in the results of the normal distribution table (3). 

Table 3: The result of normal distribution 

Shapiro-Wilk W test for normal data 
 

Variable Obs W V Z Prob>z 
CF 6 0.997 0.032 -3.318 1.000 
SF 6 0.939 0.752 -0.394 0.653 

FGSG10 3 0.916 1.256 0.156 0.438 
FGSL10 6 0.884 1.436 0.559 0.288 
TECH 6 0.890 1.364 0.475 0.317 

NTECH 6 0.859 1.750 0.897 0.185 
NAFRICA 6 0.870 1.610 0.752 0.226 

GCC 6 0.868 1.630 0.772 0.220 
Levant 6 0.873 1.573 0.712 0.238 

Source: from Stata V14 output. 

Based on the results of the Shapiro-Wilk test, it can be concluded that all studied variables follow 
a normal distribution. The results showed that the Prob>z values were higher than 0.05 for all 
variables, indicating that the hypothesis of a normal distribution cannot be rejected. These results 
support the validity of hypotheses based on the normal distribution of data in the statistical 
analysis of this study. 
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Table (4) show the results of the Variance Inflation Factor (VIF) CF variable was 1, indicating 
the absence of multicollinearity among the variables in this model. The mean VIF in the model 
was 1, further strengthening this result. For the Brioche-Pagan heteroskedasticity test, the chi2(1) 
value was 1 with Prob > chi2 = 0.3171, indicating that there was no heteroskedasticity problem 
in this model. 

Table 4: Results of evaluating the quality of the study models 

Model 
variance inflation factor Breusch-Pagan 

heteroskedasticity 

VIF 1/VIF chi2(1)  Prob > chi2  

Model (1)         

         CF 1 1 1 0.3171 
    Mean VIF  1  

  
Model (2)         

      FGSG10  1.3 0.7673 0.22 0.6376 
      FGSL10  1.3 0.7673   
    Mean VIF  1.3  

  
Model (3)         

       NTECH  1.08 0.9271 0.04 0.8459 
        TECH  1.08 0.9271   
    Mean VIF  1.08  

  
Model (4)         

        GCC  1.22 0.1607 1 0.3179 
     NAFRICA  1.14 0.1628   
      Levant  1.29 0.4366   
    Mean VIF  1.22       

Source: from Stata V14 output. 

The VIF results in the second model also showed that the values of the FGSG10 and FGSL10 
variables were 1.3 each, with a 1/VIF value of 0.7673, indicating that there was little variation 
among the variables, but no excessive multicollinearity. The mean VIF in this model was 1.3. For 
the Brioche-Bagan variance test, the chi2(1) value was 0.22 with Prob > chi2 = 0.6376, 
indicating that the model does not suffer from a random distribution problem. 

The VIF values for both NTECH and TECH in this third model were 1.08, with a 1/VIF value of 
0.9271, indicating no significant multicollinearity between the variables. The mean VIF was 
1.08. For the Brioche-Bagan variance test, the chi2(1) value was 0.04 with Prob > chi2 = 0.8459, 
indicating no random distribution problems. 
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The results also showed that the VIF values for the geographic variables in the fourth model 
were low, reaching 1.22 for the GCC variable, 1.14 for the NAFRICA variable, and 1.29 for the 
Levant variable, with a mean VIF in this model of 1.22. These values indicate that there is slight 
variation between the geographic variables without excessive multicollinearity. For the Brioche-
Pagan heteroscedasticity test, the chi2(1) value was equal to 1 with Prob > chi2 = 0.3179, 
indicating that this model does not suffer from random distribution problems. After ensuring the 
quality of the study, the following table shows the regression model for the study. 

Table 5: Results of estimating the study models 

AR  Coef.  t-value  p-value  Sig R-squared  F-test   Prob > F  

Model (1)               

CF 0.006 7.03 0.002 *** 0.925 49.372 0.002 

Constant -1.264 -2.46 0.069 *    

Model (2)               

FGSG10 0.97 11.69 0.001 *** 0.993 219.568 0.001 

FGSL10 1.009 20.87 0 ***    

Constant 0.045 2.38 0.028 **    

Model (3)               

TECH 0.042 3.5 0.001 *** 0.458 8.268 0.039 

NTECH 0.034 2.92 0.024 *    

Constant 2.221 3.35 0.009 ***    

Model (4)               

NAFRICA 0.003 5.4 0 *** 0.744 7.94 0.008 

GCC 205.778 3.46 0.002 **    

Levant 0 3.35 0.003 **    

Constant 10.799 4.35 0 ***       
Source: from Stata V14 output. 

Results of the first model 

The results of the first model in table (5) showed that the CF (crowdfunding campaigns) variable 
has a positive impact on startup financing (measured by total capital raised ). The coefficient of 
determination (Coef.) was 0.006 with a t-value = 7.03 and a p-value = 0.002, indicating that the 
relationship between crowdfunding campaigns and startup financing is strong and significant at 
the 1% level. The R-squared value was 0.925, indicating that the model explains 92.5% of the 
variance in startup financing. This means crowdfunding can be considered a valuable tool in 
financing startups in MENA. Therefore, accept the first hypothesis: H1: Crowdfunding 
campaigns have a significant effect on the total capital raised by startups in the MENA region. 

SFt = -1.264 + 0.006 CFt + et …… (1) 
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 The reason for their positive effect is that startups in emerging markets have limited access to 
traditional funding sources, such as bank loans (Creek et al., 2023), in addition to the expansion 
of financial technology (Fintech) in the MENA region (Abdeldayem and Aldulaimi, 2023). 
Crowdfunding campaigns are a viable Fintech instrument, so recently, investors have used them 
in large amounts to finance startups in the MENA region.  

Although the constant (Constant) was significant (p-value = 0.069), it did not reach the usual 
significance level of 5%, indicating that the constant is not significantly influential in explaining 
startup financing. The F-test showed an F value of 49.372 with a p-value of 0.002, enhancing the 
overall fit of the model. 

Results of the second model 

In the second model, it was found that the variables FGSG10 (Deals > $10M) and FGSL10 
(Deals < $10M) had a significant impact on startup financing. FGSG10 showed a coefficient of 
0.97 with a t-value of 11.69 and a p-value of 0.001, indicating a strong, positive relationship 
between deal sizes larger than $10M and startup financing. For FGSL10, the coefficient was 
1.009 with a t-value of 20.87 and a p-value of 0, demonstrating a positive relationship between 
funding goal sizes smaller than $10M and startup financing. The R-squared value for this model 
was 0.993, indicating that the model explains 99.3% of the variance in startup financing, 
reflecting the model's high accuracy. The F-test value was 219.568 with a p-value of 0.001, 
further strengthening the model's significance. Based on that, we can accept the hypothesis "H2: 

The crowdfunding campaign’s funding goal size has a significant effect on the total capital raised 
by startups in the MENA region. 

SFt = 0.045 + 0.97 FGSG10 t + 1.009 FGSL10 t + et …… (2) 

This means that a campaign with a big or small funding goal has a significant positive effect on 
startups financing.  Despite that, a small funding goal has a large impact on startups financing 
rather than a campaign with a big funding goal, which is consistent with most previous studies 
(Ed-Dafali et al., 2025; Felipe et al., 2022; Pinkow, 2022; Ren et al., 2021a; Wang et al., 2022). It 
is due to boost momentum, a small funding goal appears more attainable and less risky, making 
people more willing to contribute early. Especially if the project team of a campaign with a big 
funding goal lacks credibility or a strong track record (Felipe et al., 2022). 

Results of the third model 

In model three, both technology and non-technology firms had a significant impact on startup 
financing. The coefficient for the TECH variable was 0.042 with a t-value of 3.5 and a p-value of 
0.001, indicating that technology firms contribute positively to startup investment. For the 
NTECH variable, the coefficient was 0.034 with a t-value of 2.92 and a p-value of 0.024, 
indicating a significant impact as well, but to a lesser extent compared to technology firms. The 
R-squared for this model was 0.458, meaning that the model explains 45.8% of the variance in 
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startup financing. This is lower than previous models, suggesting that other factors may play a 
greater role in explaining startup financing in this model. The F-test value was 8.268 with a p-
value of 0.039, indicating that the model has a significant fit. So, the third study hypothesis (H3: 
The crowdfunding campaign’s project type has a significant effect on the total capital raised by 
startups in the MENA region) is accepted. 

SFt = 2.221 + 0.042 TECHt + 0.034 NTECHt + et …… (3) 

All these studies collectively underscore the significance of project type in crowdfunding 
success; therefore, this study is consistent with them (Cheng & Jang, 2023; Khadhraoui & Ajina, 
2024; Lee & Zhao, 2022; Maier et al., 2023; Rossolini et al., 2021; Pan & Dong, 2023). This 
result indicates that investors prefer to finance technological projects rather than non-
technological projects. It is due to that investors are looking for groundbreaking opportunities  
that provide high returns or long-term impact (Cheng & Jang, 2023). 

Results of the fourth model 

In the fourth model, geographic variables had significant effects on startup financing. The 
coefficient for the NAFRICA variable was 0.003 with a t-value of 5.4 and a p-value of 0, 
indicating that firms in the North African region have a strong positive impact on startup 
financing. For GCC, the coefficient value was 205.778 with a t-value of 3.46 and a p-value of 
0.002, reflecting a very significant effect of the variable on startup financing. For Levant, the 
coefficient was 0, with a t-value of 3.35 and a p-value of 0.003, indicating that the variable has a 
significant effect on increasing startup financing. The R-squared value in this model was 0.744, 
indicating that the model explains 74.4% of the variance in startup financing, a good indicator of 
the model's fit. The F-test value was 7.94, with a p-value of 0.008, further strengthening the 
model's significance. 

The fourth study hypothesis, H4: The crowdfunding campaign’s geographic location has a 
significant effect on the total capital raised by startups in the MENA region, is also accepted. 

SFt = 10.799 + 0.003 NAFRICA t + 205.778 GCC t + 0 Levantt + et …… (4) 

The most significant impact on startup financing is the Gulf Cooperation Council (GCC). The 
administrations of the GCC have implemented comprehensive national development plans that 
are designed to promote innovation and economic diversification. The reduction of dependence 
on hydrocarbons and the promotion of sectors such as technology, renewable energy, and 
advanced manufacturing are the primary objectives of initiatives such as Saudi Arabia's Vision 
2030, the UAE's "We the UAE 2031," and Qatar's National Vision 2030. These initiatives have 
resulted in substantial modifications to legal and regulatory frameworks, which have increased 
the region's appeal to entrepreneurs and investors (Abdeldayem & Aldulaimi, 2022a; Hasbani et 
al., 2024; Wamda, 2024). Levent is confronted with obstacles that impede startup financing due 
to political instability, limited access to capital, and underdeveloped infrastructure, which make it 
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more difficult for businesses in these regions to attract investment and expand operations (Global 
Finance Magazine, 2023). 

5.6  Conclusion 
The current study investigated the impact of crowdfunding campaigns on startups financing in 
the MENA region for the period of 2019-2024 by applying multiple regression. The number of 
campaigns launched is the crowdfunding measure, and there are also three other independent 
variables that are illustrated to show their impact on startup financing. The first model (CF) 
showed a positive and strong relationship with startup financing, while the second model showed 
a strong effect on startup investment through funding goal size. A small funding goal has a large 
impact on startups financing rather than a campaign with a big funding goal.  

The third model, which related to project type, showed a significant effect for both technology 
and non-technology projects, but explained less of the variance in startup financing than the 
other models. This result indicates that investors prefer to finance technological projects rather 
than non-technological projects because investors are risk takers who looking for high returns. 
The fourth model showed a significant impact of geographical variables on startup financing and 
was the most likely to explain the variance between the models. The most significant impact on 
startup financing is the Gulf Cooperation Council (GCC), which conducts many initiatives such 
as Saudi Arabia's Vision 2030, the UAE's "We the UAE 2031," and Qatar's National Vision 2030. 

This research reinforces a new mechanism that already exists in the global market to pool startup 
capital, especially for risky projects or new technology projects.  In addition, it investigated the 
extent to which this new mechanism can be applied to the MENA region. All the hypotheses of 
this study are accepted, as crowdfunding campaigns are gradually prevalent in large quantities to 
fund startups in the MENA region. This research recommends more attention to the regulation of 
this mechanism through the development of legislation and laws related to it in the rest of the 
MENA countries. Some countries have already started initiatives such as Saudi Arabia's Vision 
2030, the UAE's "We the UAE 2031," and Qatar's National Vision 2030. These initiatives have 
resulted in substantial modifications to legal and regulatory frameworks, which have increased 
the region's appeal to entrepreneurs and investors. 

For future research, exploring the effect of crowdfunding in different countries with different 
measures is very important. Future research could investigate the impact of the Islamic 
crowdfunding platform, which has a great impact nowadays. Also, it may study the risks and 
obstacles of this platform in the MENA region.  
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ʝلʳʯʴʸال 

  ʛإلى دراسة أث ʘʴॼا الʚف هʙوشʺال  ا يه Ȍق الأوسʛʷقة الʢʻة في مʯاشʻال ات  ʛؗʷل الȄʨʺاعي على تʺʳل الȄʨʺʱل

 إلى 2019خلال الفʛʱة مʧ  صفقة3,179 دراسة تॽʁॽʰʢة على عʻʽة مʨȞنة مʧ أفॽʁȄʛا، ولʴʱقȘʽ هʚا الهʙف تʦ إجʛاء 

2024   ʧب مʛقǽ لات ماʺʴه الʚه ʗمʙره   13. قʙق ʨʺل نʙعʺǼ ،ةʛʱه الفʚار في هॽ2024٪ في عام  17مل  ʙʺʱتع .

  ʛȄوتقار الʳʺاعي،  الȄʨʺʱل  مʸʻات   ʛȄتقار في  الʺʨʷʻرة  الʲانȄʨة  الॽʰانات  على   Arabnet and Digitalالʙراسة 

Digest    ومʹة ʛȄة  وتقارʸʻو م Statista عʺʳǽ ȑʚانات الॽʰب الʨعلى أسل ʙʺʱولي، ؗʺا تعʙال ʥʻʰانات الॽب ʙاعʨوق

لإجʛاء الʙراسة، وتʦ تʴلʽل الॽʰانات   (Data Panel) الʺقॽɻʢة بʧʽ ؗل مʧ بॽانات الʶلاسل الʜمॽʻة وॽȃانات الʶلاسل

الʺʱغʛʽات الأرȃعة الʱي تʺʗ  أن  أʣهʛت نʱائج الʙراسة  .  Stata 14مʧ خلال الاعʱʺاد على حʜم الʛʰامج الاحʸائॽة

ات ا  ʛؗʷل الȄʨʺعلى ت ʛʽʰؗ ʛʽها لها تأثʱة  دراسॽابʳǽاعي علاقة إʺʳل الȄʨʺʱلات الʺʴذج الأول لʨʺʻال ʛهʣة. أʯاشʻل

 ʧة مʯاشʻال ات  ʛؗʷال في  قȄʨا على الاسʲʱʺار  تأثʛʽا  الʲاني  الʨʺʻذج   ʛهʣأ بʻʽʺا  الʻاشʯة،  ات  ʛؗʷال تʺȄʨل  مع  وقȄʨة 

الȄʨʺʱل  هʙف   ʦʳة    .خلال حॽجʨلʨʻؔʱال ات  ʛؗʷال  ʧم لؔل  ʛʽʰؗا  تأثʛʽا  الʺʛʷوع  بʨʻع   Șعلʱʺال  ʘالʲال الʨʺʻذج   ʛهʣأ

ات الʻاشʯة مقارنة Ǽالʻʺاذج الأخȐʛ. أʣهʛ الʨʺʻذج الʛاǼع   ʛؗʷل الȄʨʺا في تʻايॼه أوضح أقل تʻؔة، لॽجʨلʨʻؔʱال ʛʽوغ

ان الأكʛʲ احʱʺالا لʱفʛʽʶ الॼʱايʧ بʧʽ الʻʺاذج.   ات الʻاشʯة وؗ ʛؗʷل الȄʨʺافي على تʛغʳقع الʨʺات الʛʽغʱʺا لʛʽʰؗ اʛʽتأث 

  :  ʸفʯاحॻة الؒلʸات ال

الʳʺاعي  الʻاشʯة  ؛ الʴʺلات  ؛ الȄʨʺʱل  ات  ʛؗʷا   ؛الॽʁȄʛأف وشʺال   Ȍالأوس الʛʷق  الȄʨʺʱل  ؛ مʢʻقة  هʙف   ʦʳع    ؛ حʨن

  .والʺʨقع الʳغʛافي ؛الʺʛʷوع 

 

 

 

 

 

 

 


