
Chapter 2
Recruiting Individuals to a Crowdsourcing
Community: Applying Motivational
Categories to an Ad Copy Test

Yannig Roth, Daren C. Brabham and Jean-François Lemoine

Abstract This study operationalizes different motivational categories to participate
in crowdsourcing and tests them with a series of advertisements in different
countries. We found that internalized extrinsic motivations were more appealing to
individuals overall and that results differed across countries, which is novel in
research about crowdsourcing.
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2.1 Introduction

As crowdsourcing becomes an increasingly common way to gather input from an
online community for problem solving and product design, businesses have become
concerned with how to build and sustain these online communities in the first place.
Research into the motivations for participation in crowdsourcing applications has
identified a range of extrinsic and intrinsic motivators, but there is, to our knowl-
edge, a lack of empirical evidence that points to which of these many motivators are
more effective for recruiting individuals to online communities to participate in
crowdsourcing activities. This study aimed to identify which kinds of motivators
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are most effective for recruiting individuals to crowdsourcing applications. In this
study, we crafted a series of Google AdWords advertisements for the crowd-
sourcing community eYeka, with each ad operationalizing a proven motivational
category for participation in crowdsourcing. These 20 different ads ran on Google in
late 2011 and gathered a total of 496 click-throughs. We analyzed the click-through
rate (CTR) for each ad in order to determine which ads, and, by extension, which
kinds of motivators, were most effective for recruiting individuals to a crowd-
sourcing community. Interestingly, participants from different countries were
motivated by different motivational categories. This study contributes to our
understanding of motivations in crowdsourcing applications by being among the
first to rank motivational categories to join a crowdsourcing community from most
effective to least effective. It also contributes to the discussion about the global
nature of crowdsourcing ventures and raises additional questions about how best to
tailor crowdsourcing experiences for different cultures.

2.2 Literature Review

Crowdsourcing is an online, distributed problem solving and production model that
leverages the collective intelligence of online communities for specific purposes
(Brabham 2008a). In crowdsourcing applications, an organization broadcasts a
challenge to an online community, and the online community supplies ideas and
solutions to the organization to address the challenge (Brabham 2008a; Howe 2006,
2008). Crowdsourcing blends the efficiency and control of traditional, top-down
managed process with the benefits of bottom-up open innovation and creativity.
Furthermore, crowdsourcing takes advantage of the network structure of the
Internet by harnessing individual far-flung talent for targeted efforts (Afuah and
Tucci 2012; Lévy 1995; Terranova 2004; Wexler 2011). Crowdsourcing has been
well documented in such cases as Threadless.com, InnoCentive.com, Amazon’s
MechanicalTurk.com, TopCoder.com, and TaskCN.com (Barr and Cabrera 2006;
Boudreau et al. 2011; Jeppesen and Lakhani 2010; O’Mahony and Lakhani 2011;
Zheng et al. 2011). Even though crowdsourcing is a very recent term, we can see
that the process has been used in a variety of contexts. Companies can launch
crowdsourcing initiatives on their own branded platforms, such as Dell did with
IdeaStorm, but they can also commission permanent crowdsourcing platforms
which host contests on their Web sites for a fee (Bayus 2013).

One way to engage in crowdsourcing initiatives for a company is indeed to start
a private online platform. This is typically suited to traditional companies that want
to leverage the power of the crowd but whose core competencies do not lie in
setting up, managing, and sustaining a community (Bayus 2013; Feller et al. 2012;
Lakhani and Panetta 2007; Penin and Burger-Helmchen 2011). In order to benefit
from the creativity of the crowd, they create branded platforms, such as Dell’s
IdeaStorm, Starbucks’ myStarbucksIdea, or Nokia’s IdeasProject. These are the
examples of participatory Web sites that are being initiated directly by companies.
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These companies build Internet platforms on which individuals can contribute ideas
and suggestions, allowing them to benefit from the sheer diversity of the crowd to
gather innovative and consumer-rooted ideas (Sawhney et al. 2003). The crowd
may or may not be asked to select the best ideas, and contributions are open and
visible to everyone (Alexy et al. 2012). Here, the initiating company has no
experience in crowdsourcing, but it takes the risk to start a platform from scratch,
hoping that people will be attracted by the brand’s reputation or the topic of the
challenge (Fournier and Lee 2009).

Another operative mode to initiate crowdsourcing is to externalize the whole
process to a platform whose job is to organize crowdsourcing, often in the form of a
contest, on behalf of companies (Penin and Burger-Helmchen 2011; Schenk and
Guittard 2011). These platforms are specific in that they leverage a private com-
munity of contributors who participate in contests sponsored by client organizations
(Lakhani and Panetta 2007; Williams et al. 2011; Zwass 2010). When applied to
innovation, these platforms are usually called innomediaries (Sawhney et al. 2003)
or idea marketplaces (Morgan and Wang 2010). These platforms count on crowd
contributions for the supply and/or selection of ideas and designs (Brabham 2013;
Lakhani and Panetta 2007). Typical examples of such crowdsourcing applications
can be found in clothing with Web sites such as Threadless.com, Zazzle.com, or
LaFraise.com; in multimedia content with platforms such as iStockphoto.com,
Fotolia.com, or Jamendo.com; and in industrial design with communities such as
Shapeways.com, GrabCAD.com, or Sculpteo.com. Crowdsourcing is not only
being used in innovation-related topics; companies also use crowdsourcing to tap
external talent in marketing-related tasks. Platforms can also organize crowd-
sourcing for the creation of print advertising or the production of user-generated
video content (Roth and Kimani 2014; Teixeira 2013; Whitla 2009).

Whether platforms use crowdsourcing to generate ideas, designs, or videos, all
of these examples describe companies whose business model is based on a crowd of
voluntary contributors who regularly add content to the site and participate in
contests sponsored by client companies (Zwass 2010). By doing this, participants
allow these platforms to receive a constant flow of ideas, which allows the platform
to have fresh content from diverse sources while still having a large amount of
control over contributors and buyers (Boudreau and Lakhani 2009). These plat-
forms could be described as “pure players” of crowdsourcing since they totally rely
on contributions from their own crowds to be sustainable (Feller et al. 2012). They
are not producing nor buying the output that they generate, such as creative ideas or
videos; they are just acting as intermediaries between client companies and the
dispersed problem-solving capability of the crowd (Prpić and Shukla 2013). This is
different from traditional companies which use crowdsourcing only on a sporadic
basis to get new ideas and content, but have other principal revenue sources (the
sale of their products, the fees of their services, etc.) like the ones described above.
Because the online community—the crowd—is at the heart of any crowdsourcing
application, how to recruit individuals to a crowdsourcing community and sustain
their participation are the pressing questions for crowdsourcing practitioners.
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Attracting a critical mass of members is the very first milestone to be reached by
virtual communities (Hagel and Armstrong 1997). After setting up a functional
Web site, companies can attract members with interesting content or useful tools,
but also by actively marketing their Web site with online advertisements. In that
case, Hagel and Armstrong (1997) highlight that “operating costs in a virtual
community have little to do with technology and much more to do with acquisition
of members” (p. 63). After the creation of the online environment, there is an initial
step of traffic generation, which allows Web site owners to increase awareness and
to attract members whose participation will eventually be part of the Web site’s
value proposition. The advertising budget of community Web sites can be sub-
stantial, especially in a phase where organic growth reaches a tipping point. We
posit that this is equally true in crowdsourcing communities, which have to rely on
active member acquisition to grow the crowd of potential contributors, but also to
compensate for churn effects and lurking effects that are present in every virtual
community (Fuster Morell 2010; Huberman et al. 2009; Porter et al. 2011).

An emerging body of research has explored motivations for participation in
crowdsourcing applications specifically, and these studies have catalogued a wide
variety of motivators common across some crowdsourcing cases, but not across all
cases. For example, at crowdsourced scientific research company, InnoCentive,
Lakhani, Jeppesen, Lohse, and Panetta (Lakhani et al. 2007) found that intrinsic
motivators such as “enjoying problem solving,” as well as financial reward, were
related to success on the site. At crowdsourced stock photography company,
iStockphoto, the extrinsic financial motivator was found to be strong, both in a
survey of the community (Brabham 2008b) and in anecdotal evidence (Mack 2006).
On the other hand, participants in the crowdsourced science fiction film Star Wreck:
In the Pirkinning were motivated by the sheer enjoyment of creating the film and
other altruistic reasons, but not by financial gain (Lietsala and Joutsen 2007). At
crowdsourced clothing company Threadless, the love of the community itself—and
even addiction to it—was one of the five strong motivators for participation,
according to a series of interviews with individuals in the community (Brabham
2010). Also, important for Threadless members, as well as for participants in the
crowdsourced bus stop design contest Next Stop Design or the idea contest
SAPiens Ideas Competition, is the opportunity to build a portfolio of creative work
for future employment (Brabham 2010, 2012b; Leimeister et al. 2009), a concept
Kuehn and Corrigan (Kuehn and Corrigan 2013) appropriately term “hope labor.”
Anecdotally, portfolio-building hope labor is also a driver for some user-generated
advertising contest participants (Brabham 2007; Horovitz 2009). In a study con-
ducted among Chinese participants on the crowdsourcing platform, TaskCN.com,
Zheng et al. (2011) found that the desire to earn money and to gain recognition
were significantly linked to participation intention, even though pure enjoyment of
creating was a stronger predictor of participation intention.

Perhaps unsurprisingly, the motivational categories for participation in crowd-
sourcing activities resonate with motivators for participation in similar online
activities, such as open source software production (Bonaccorsi and Rossi 2004; Ge
et al. 2006; Hars and Ou 2002; Hertel et al. 2003; Lakhani and Wolf 2005; Oreg
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and Nov 2008; Shah 2006), editing Wikipedia (Nov 2007; Rafaeli and Ariel 2008;
Schroer and Hertel 2009), uploading and tagging photographs on Flickr (Morgan
and Wang 2010; Nov et al. 2008), social voting (Smadja 2009), and blogging
(Huang et al. 2007; Liu et al. 2007; Nardi et al. 2004). These phenomena have been
collectively called “participatory culture” or “Web 2.0,” but we find Füller’s (2010)
label “virtual co-creation” to be more precise and useful for this study. Füller (2010)
uses the umbrella term “virtual co-creation” to include “crowdsourcing, co-creation,
user innovation, virtual customer integration, and open innovation” which are
different forms of the “promising, active role consumers may play in the previously
firm-dominated world of product development and production” (p. 98). His work is
particularly relevant to the study of motivations in online projects because his work
focuses precisely on the link between motivations and online activity.

Summarizing the work of other scholars who have studied motivation for many
years, Füller (2010) uses self-determination theory to better understand peoples’
participation in online activities. According to Edward L. Deci and Richard M.
Ryan, who have been developing this theory since the 1970s, human motivations
can be grouped into two broad categories: intrinsic motivations, by which indi-
viduals act in a particular way because they enjoy the act in itself, and extrinsic
motivations, by which people act in order to receive something else than the mere
satisfaction of performing the act (Deci and Ryan 1980; Deci 1972). These two
broad motivation categories have recently been refined (Ryan and Deci 2000) to
include a third, intermediate category: internalized extrinsic motivations.
Internalized extrinsic motivations are extrinsic motivations, meaning that individ-
uals still perform certain behaviors for a specific outcome, but individuals have
internalized the reasons to act and assimilated them to the self. In other words,
internalized extrinsically motivated individuals force themselves to act, because
they have understood the benefit of their actions. “The more one internalizes the
reasons for an action and assimilates them to the self, the more one’s extrinsically
motivated actions become self-determined” (Ryan and Deci 2000). The three
aforementioned types of motivations have been used by Füller (2010) in his
research about participation about virtual co-creation, but also by Lebraty and
Lobre-Lebraty (2013) in their studies of crowdsourcing participation. Building on
this solid framework, our study therefore uses the following categories to study
individuals’ reactions to different ad copy in the context of crowdsourcing:

• Intrinsic Motivators, which include tasks that are intrinsically playful;
• Internalized Extrinsic Motivators, which include motivators such as self-effi-

cacy, status development and the desire for recognition or visibility, the
opportunity to make friends, self-efficacy, information seeking, and skill
development; and

• Extrinsic Motivators, which include personal need and dissatisfaction as well as
the opportunity for monetary compensation.

Many studies mentioned above rely on self-reports through surveys and inter-
views and are highly valuable in developing our understanding of the variety of
motivators for participation in existing crowdsourcing communities. However, it is
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worth noting that these studies reveal the motivations of the most active and
engaged segment of participants, and that these studies’ findings are of little use to
those who have not yet built an active community of participants. Yet, as explained
above, building an active and vibrant community is also one of the most chal-
lenging and costly steps to undertake before even thinking about crowdsourcing,
and many companies have failed because they could not attract and sustain their
crowds of participants (Bishop 2007; Chanal and Caron-Fasan 2010; Feller et al.
2012; Oberoi 2013). To our knowledge, research has not addressed the crucial step
of attracting participants to crowdsourcing applications, and the little evidence that
suggests what the most important motivators are for individuals in the crowd is not
sufficient to help practitioners built a crowdsourcing community (“An Inside Look
at Lufthansa’s Air Cargo Innovation Challenge,” n.d.; Mergel and Desouza 2013).
Moving beyond descriptive categories of motivators and into more advanced the-
ory-building is a necessary evolution in motivations and uses and gratifications
research (Ruggiero 2000). The several motivational categories for participation
listed above are useful, but the question still remains as to what is the most
important motivational category for driving initial participation. Given this
discussion, then, this exploratory study seeks to answer one broad question:

RQ: What kinds of motivators are most effective for recruiting individuals to a
crowdsourcing community?

In light of the discussion of different consumer types, too, it is anticipated that,
when operationalized, each of these motivational categories will succeed at least
somewhat in getting participants to join a crowdsourcing site. Understanding
exactly which motivational categories outperform others in a particular crowd-
sourcing context may help future crowdsourcing practitioners craft recruitment
tactics for growing successful online communities. This is thus the focus of this
exploratory study. This study aimed to sort this question out by testing individuals’
actual behaviors clicking through online ads that operationalize these motivational
categories.

2.3 Method

To field test which motivational categories were most effective at recruiting indi-
viduals to a crowdsourcing community, Füller’s (2010) three motivational cate-
gories for virtual co-creation activities were operationalized in a series of online
advertisements using Google AdWords. With AdWords, marketers purchase certain
keywords with which they want simple text-only ads to appear alongside in a
Google search results page (Kim et al. 2012). For the purposes of this study, for
example, the keyword “video contest” was the target keyword for which the test ads
would appear. “Video contest” was chosen because the study site, eYeka, is a
creative crowdsourcing company that facilitates, among other things, crowdsourced
video contests. Presumably, individuals searching for open video contests would
have an interest in a site like eYeka and would click on an accompanying ad.
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eYeka is a global company based in France which operates a Web site on which
brands and organizations can host creative contests (King and Lakhani 2013).
These contests are visible to anyone on the Internet, and participation is open to
registered members of the platform. In mid-2013, the eYeka community consisted
of about 250,000 members from more than 150 countries. In late 2011, when the
data for this study were collected, eYeka had about 200,000 members, with a
growth rate between 200 and 300 members per day. Discussions with eYeka
executives revealed that an estimated 50 % of this growth was fueled by online
advertising such as Google AdWords. These members all share a common interest
for creative tasks, such as photography, design, or video production. In one of its
reports about creative crowdsourcing, Forrester Research claims that “co-creation
contest vendors provide a specialized form of crowdsourcing [as they] typically
cultivate their own communities” (Williams et al. 2011, para. 9). As one of these
vendors, eYeka “develops, manages, and nourishes this community” with incen-
tives such as “cash awards for the top ideas to ‘fame’—such as using a winning
video in a co-created marketing campaign” (Williams et al. 2011, para. 9). While
this description falls in line with previous research about motivations to participate
in crowdsourcing, it does not say why people initially chose to enter a crowd-
sourcing community.

Survey research conducted internally by eYeka shows that 35 % of active users
of the site found out about eYeka by clicking on a banner ad or on a link, the most
common response. The second most cited answer was that people found out about
eYeka through a specific contest, which led them to join and participate (see
Table 2.1).

This survey was conducted in March 2011 by eYeka and does not claim to be
representative of the whole community, because only active members were sur-
veyed, which may not be representative of the whole community. These results
show that external links directing to the eYeka Web site are a major source of
traffic, but they do not tell what motivational triggers are most effective in attracting
potential members and contributors. This is the objective of this study.

To operationalize the three motivational categories, simple ads were developed
to speak to each category. To test the internalized extrinsic motivational category,
for instance, this ad appeared in search results for the keyword “video contest”:

Table 2.1 How active members of the eYeka community found out about the site

How did you find out about eYeka? Count Percentage (%)

A friend/acquaintance of mine 97 21

An article in the press, on the Web or a TV spot 48 11

A specific call for entries that interested me 136 30

A banner on a Web site or a link on a search engine 157 35

Other 15 3

Total 453 100

source internal eYeka community survey, March 2011
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“Participate in Video Contests for Free & Improve your Skills!” In this ad, the
wording “improve your skills” taps into the “skill development” aspect of the
internalized extrinsic motivational category. Examples of wording used in the ad
copy to operationalize the motivational categories can be seen in Table 2.2.

Because the Internet is a global medium and participants at eYeka come from all
over the world, a diverse selection of countries was chosen for the AdWords
campaign. The countries were India, Malaysia, Singapore, the United Kingdom,
and the USA. These countries were chosen in collaboration with eYeka because
they constituted a strategic priority for the crowdsourcing company at the time of
the study and reflected a diversity of countries in terms of user behavior (Chau et al.
2002; Singh and Baack 2004; Singh et al. 2005). The AdWords campaign ran for
14 days in 2011, and all ad copy was tested in English, as represented in Table 2.2.

Ad copy testing is a long-standing method for refining tactics and messaging
before or during a campaign and for measuring a campaign’s effectiveness. Ad copy
testing has been used across several media to determine precisely which words,
images, and themes arouse certain feelings in audiences, often with the goal of
triggering a specific behavior, such as intent to purchase an advertised product
(Cook and Dunn 1996; Dunn 1994; Jones 1998). Early works about virtual com-
munities highlight the importance of online advertising for community member
acquisition (Hagel and Armstrong 1997). In her book about community building on
the Web, for example, Kim (2000) describes how two different versions of a banner
ad were used to attract people to fill out a survey. One version offered monetary
compensation, and the other just highlighted the opportunity to contribute; results
showed no significant differences between both approaches.

For this study, click-through rate (CTR), defined by the American Marketing
Association (American Marketing Association, n.d.) as “the number of click-
throughs [the number of users who clicked on a specific Internet advertisement or
link] per ad impression, expressed as a percentage,” was used to assess the effec-
tiveness of the various motivators as operationalized through the slate of ad copy
options.

Table 2.2 Examples of advertising wording used to operationalize motivational categories

Motivational category Advertisement wording example

Intrinsic Enjoy yourself by participating in awesome video contests!

Participate in contests and express your ideas in creative ways!

Internalized extrinsic Curious to discover and create? Participate in video contests!

Participate in video contests and challenge yourself on cool briefs!

Participate in video contests and find new inspiration!

Participate in video contests for free and improve your skills!

Participate in video contests on eYeka and be recognized!

Extrinsic Participate in video contests—show and share your own approach!

Participate in video contests and win amazing prizes!
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2.4 Results

During the campaign, a total of 29,435 impressions resulted in a total of 496 clicks,
for an overall CTR of 1.69 % (see Table 2.3). Ads which operationalized the
internalized extrinsic motivational category resulted in the highest CTR overall, at
1.76 %, with the lowest CTR, at 1.50 %, tied to the intrinsic motivational category.
Parsing the results across the five countries included in the study—India, Malaysia,
Singapore, the UK, and the USA—provided more complex picture of overall click-
through behavior in the ad campaign (see Table 2.4). The internalized extrinsic
motivational category resulted in the highest CTRs for all countries except for
Malaysia. The extrinsic motivational category resulted in the highest CTR for
Malaysia, with the internalized extrinsic category resulting in the lowest CTR.

There were no consistent patterns among the countries for which motivational
categories ranked second or last in terms of CTR, so the researchers recombined the
data in various ways to make sense of these results. There are some fault lines
between these five countries, as they represent different geographic regions, cultural
traditions, and levels of economic development. One comparison was made
between countries in Asia (India, Malaysia, and Singapore) and countries in “the
West” (UK and the USA). In this comparison of the average CTRs for Asian and
Western countries, the extrinsic motivational category resulted in the highest CTR
for the Asian countries, while the internalized extrinsic category resulted in the
highest CTR for the Western countries (see Table 2.5).

Another comparison was made based on economic development in each country,
an especially important analysis given the fact that eYeka functions as a vehicle for
participants to potentially earn money for themselves. The International Monetary
Fund (IMF) categorizes countries in a three-level hierarchy according to economic
development. The least economically developed countries are “developing coun-
tries,” the most developed are “advanced economies,” and countries in between
these extremes are “countries in transition.” India and Malaysia are considered by
the IMF to be developing countries, and Singapore, the UK, and the USA are
classified as advanced economies. Comparing these average CTRs for these two
groupings shows that the developing countries had a higher CTR for the extrinsic
motivational category, while the advanced economy countries had a higher CTR for
the internalized extrinsic motivational category (see Table 2.6).

Table 2.3 Total CTRs for
the entire campaign, by
motivational category

Motivational category Impressions Clicks CTR (%)

Intrinsic 5,943 89 1.50

Internalized extrinsic 15,101 266 1.76

Extrinsic 8,391 141 1.68

TOTAL 29,435 496 1.69
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2.5 Discussion

The internalized extrinsic motivational category resulted in the highest CTR overall
and for all countries except for Malaysia, for which this category was the worst
performing in terms of CTR. These findings suggest that an advertising campaign
that tapped into internalized extrinsic motivators—such as self-efficacy, status
development and the desire for recognition or visibility, the opportunity to make
friends, self-efficacy, information seeking, or skill development—would attract
more participants to a crowdsourcing site than an ad campaign driven by wording
that connected to intrinsic or extrinsic motivators. In simple terms, then, a
crowdsourcing practitioner would do better to build an online community by
advertising the opportunity to learn a new skill through participation (internalized
extrinsic) than to emphasize the simple enjoyment of playing on the site (intrinsic)
or the opportunity to make money (extrinsic). The generally higher CTRs from
Indian, Malaysian, and Singaporean participants are perhaps not surprising. In a
report from DoubleClick (2010), these countries also had higher CTRs overall for
display Internet ads (0.18, 0.30, and 0.19 %, respectively) compared to the USA
(0.10 %) and the United Kingdom (0.07 %) (p. 16).

Malaysia’s divergent performance in this study, as well as the differing top
motivational categories comparing Asian and Western countries and comparing
developing countries and advanced economies, raise new and interesting questions
about cultural differences and the motivations to participate in crowdsourcing
ventures. Because crowdsourcing ventures take place on the global platform of the
Internet, even sites targeted to specific national audiences may attract unexpected,
international participants, and different management techniques for these commu-
nities are required (Brabham 2012a). This means that crowdsourcing sites would be

Table 2.5 CTRs for each motivational category, comparing the average of the CTRs of Asian
countries (India, Malaysia, and Singapore) and Western countries (UK and the USA)

Motivational category Asian countries (%) Western countries (%)

Intrinsic 2.29 0.98

Internalized extrinsic 2.33 1.26
Extrinsic 2.38 1.13

Top motivational category indicated in bold type

Table 2.6 CTRs for each motivational category, comparing the average of the CTRs of countries
considered by the International Monetary Fund to be “developing countries” (India and Malaysia)
and “advanced economies” (Singapore, UK, and the USA)

Motivational category Developing countries (%) Advanced economy countries (%)

Intrinsic 2.71 1.14

Internalized extrinsic 2.71 1.37
Extrinsic 2.81 1.26

Top motivational category indicated in bold type
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wise to advertise with different ads targeted to different cultures, targeting partici-
pants in Asian and developing countries with ads operationalizing extrinsic moti-
vators and targeting participants in Western countries and advanced economies with
ads operationalizing internalized extrinsic motivators. This finding is in line with
anecdotal findings from research about motivations to participate in Amazon’s
Mechanical Turk, where a survey found that more Indian workers treat Mechanical
Turk as a significant source of income compared to American workers, who see it
as a supplementary source of income (Ipeirotis 2010). However, and interestingly,
our findings contradict the assumption made by Zheng et al. (2011), who argued
that Eastern crowdsourcing participants might be more intrinsically driven to par-
ticipate than Western participants. Clearly, more rigorous research is needed to
explore cultural influences on crowdsourcing participation motivations, which is a
surprisingly scant area of interest in academia.

It is unclear, however, how to target participants in countries such as Singapore,
which is both an Asian country and an advanced economy. Further still, none of
these countries have monolithic cultures. Each country in the study has large
numbers of first-generation immigrants and vibrant minority communities that may
be driven by different motivators than the majority population. Also, each country
has a complex cultural history—and some have colonial pasts with other countries
in the study—and is home to at least one large transnational metropolis. Making
broad claims about how to target the whole of a country’s people in an ad campaign
for a crowdsourcing site should be done with caution. Additional research is needed
to more fully address this question of culture and motivation in regard to joining
crowdsourcing communities (Hsieh 2011; Zheng et al. 2011). The work of Geert
Hofstede (De Mooij and Hofstede 2010; Hofstede 1984a, b), Appadurai (1996),
Hall (1976), Gelfand et al. (2006, 2011), and other perspectives from a range of
disciplines that have examined cultural difference would be useful to further deepen
our understanding of crowdsourcing participation across borders.

2.6 Limitations and Conclusions

This study illustrated which motivational category performed best at getting par-
ticipants to visit a crowdsourcing site by using the CTR as a measure of motivation
to participate. While the CTR indeed demonstrates that participants were interested
in the advertisement to the point where they chose to click on the link, it does not
necessarily indicate that these participants eventually signed up at eYeka and
became full participating members of that crowdsourcing community. Surely, many
did not. What it does demonstrate, though, is that some ads worked better than
others to get participants’ attention and get them to explore the eYeka site, and that
some motivational categories generated more of these exploratory visits than others.
This advances what is known about how crowdsourcing systems work. To date,
studies on motivations for participation in crowdsourcing have either simply cat-
alogued which motivators were present among a community or have examined the
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connection between types of motivation and quality of participation in open
innovation contests (Frey et al. 2011), but scant research has been done to sort these
motivators by their effectiveness at getting individuals to join a crowdsourcing
community.

Another limitation in this study is that broad motivational categories were
measured rather than more nuanced levels of analysis. That is, future research could
build on this study by tracking the performance of individual motivators even
within broad motivational categories, comparing, for instance, whether an ad that
taps into the motivator of curiosity performs better than an ad that taps into the
motivator of skill development, both of which fall under the umbrella category of
internalized extrinsic motivations.

It would be helpful to test an ad campaign in more countries and in different
languages as well. The five countries could be clustered into a few groupings—
Asian and Western, developing and advanced economies—but the addition of many
more countries to a future study could make these groupings more robust and,
assuming the inclusion of South American, Middle Eastern, and African countries,
could include entirely new groupings for comparison. For crowdsourcing compa-
nies who seek global participation, understanding the effect of culture on motivation
to participate is an important pursuit.

Acknowledgments The first author acknowledges funding (CIFRE N° 2011/3106) from the
Association Nationale Recherche Technologie (ANRT). All three authors sincerely thank Edouard
Breine, Traffic and Community Manager at eYeka, for helping in the process of data collection.

References

Afuah, A., & Tucci, C. L. (2012). Crowdsourcing as a solution to distant search. Academy of
Management Review, 37(3), 355–375.

Alexy, O., Criscuolo, P., & Salter, A. (2012). Managing unsolicited ideas for R&D. California
Management Review, 54(3), 116–139.

American Marketing Association. (n.d.). AMA dictionary. American Marketing Association.
An Inside Look at Lufthansa’s Air Cargo Innovation Challenge. (n.d.). Retrieved from http://www.

crowdsourcing.org/editorial/an-inside-look-at-lufthansas-air-cargo-innovation-challenge/20105.
Appadurai, A. (1996). Modernity at large: Cultural dimensions of globalization. Minneapolis:

University of Minnesota Press.
Barr, J., & Cabrera, L. F. (2006). AI gets a brain: New technology allows software to tap real

human intelligence. ACM Queue, 4(4), 24–29.
Bayus, B. L. (2013). Crowdsourcing new product ideas over time: An analysis of the Dell

IdeaStorm community. Management Science, 59(1), 226–244.
Bishop, J. (2007). Increasing participation in online communities: A framework for human-

computer interaction. Computres in Human Behavior, 23(3), 1881–1893.
Bonaccorsi, A., & Rossi, C. (2004). Altruistic individuals, selfish firms?: The structure of

motivation in open source software. First Monday, 9(1).
Boudreau, K. J., Lacetera, N., & Lakhani, K. R. (2011). Incentives and problem uncertainty in

innovation contests: An empirical analysis. Management Science, 57(5), 843–863.
Boudreau, K. J., & Lakhani, K. R. (2009). How to manage outside innovation. MIT Sloan

Management Review, 50(4), 69–76.

2 Recruiting Individuals to a Crowdsourcing Community … 27

http://www.crowdsourcing.org/editorial/an-inside-look-at-lufthansas-air-cargo-innovation-challenge/20105
http://www.crowdsourcing.org/editorial/an-inside-look-at-lufthansas-air-cargo-innovation-challenge/20105


Brabham, D. C. (2007, March 8). Faces in the crowd: Brett Snider. In Crowdsourcing: Tracking
the rise of the amateur. Retrieved from http://crowdsourcing.typepad.com/cs/2007/03/faces_
in_the_cr.html.

Brabham, D. C. (2008a). Crowdsourcing as a model for problem solving: An introduction and
cases. Convergence: The International Journal of Research into New Media Technologies, 14
(1), 75–90.

Brabham, D. C. (2008b). Moving the crowd at iStockphoto: The composition of the crowd and
motivations for participation in a crowdsourcing application. First Monday, 13(6).

Brabham, D. C. (2010). Moving the crowd at Threadless: Motivations for participation in a
crowdsourcing application. Information, Communication & Society, 13(8), 1122–1145.

Brabham, D. C. (2012a). Managing unexpected publics online: The challenge of targeting specific
groups with the wide-reaching tool of the Internet. International Journal of Communication, 6,
1139–1158.

Brabham, D. C. (2012b). Motivations for participation in a crowdsourcing application to improve
public engagement in transit planning. Journal of Applied Communication Research, 40(3),
307–328.

Brabham, D. C. (2013). Crowdsourcing. Cambridge: MIT Press.
Chanal, V., & Caron-Fasan, M.-L. (2010). The difficulties involved in developing business models

open to innovation communities: The case of a crowdsourcing platform. Management, 13(4),
318–341.

Chau, P. Y. K., Cole, M., Massey, A. P., Montoya-Weiss, M., & O’Keefe, R. M. (2002). Cultural
differences in the online behavior of consumers. Communications of the ACM, 45(10), 138–143.

Cook, W. A., & Dunn, T. F. (1996). The changing face of advertising research in the information
age. Journal of Advertising Research, 36(1), 55–71.

De Mooij, M., & Hofstede, G. (2010). The Hofstede model: Applications to global branding and
advertising strategy and research. International Journal of Advertising, 29(1), 85–110.

Deci, E. L. (1972). Intrinsic motivation, extrinsic reinforcement, and inequity. Journal of
Personality and Social Psychology, 22(1), 113–120.

Deci, E. L., & Ryan, R. M. (1980). Self-determination theory: When mind mediates behavior.
Journal of Mind and Behavior, 1(1), 33–43.

DoubleClick. (2010). 2009 year-in-review benchmarks: DoubleClick EMEA report. DoubleClick,
by Google.

Dunn, T. F. (1994). Understanding copy pretesting: An instructional collection of noteworthy
papers on the history, role, methods, and validity of copy pretesting research. New York:
Advertising Research Foundation.

Feller, J., Finnegan, P., Hayes, J., & O’Reilly, P. (2012). “Orchestrating” sustainable
crowdsourcing: A characterisation of solver brokerages. Journal of Strategic Information
Systems, 21(3), 216–232.

Fournier, S., & Lee, L. (2009). Getting brand communities right. Harvard Business Review, 87(4),
105–111.

Frey, K., Lüthje, C., & Haag, S. (2011). Whom should firms attract to open innovation platforms?
The role of knowledge diversity and motivation. Long Range Planning, 44, 397–420.

Füller, J. (2010). Refining virtual co-creation from a consumer perspective. California
Management Review, 52(2), 98–122.

Fuster Morell, M. (2010). Participation in online creation communities: Ecosystemic participa-
tion?. In S. S. Shulman & C. M. Schweik (Eds.), Proceedings of the 2nd annual Journal of
Information Technology & Politics thematic conference on The Politics of Open Source
(pp. 270-295). Amherst, MA: University of Massachusetts Amherst.

Ge, X., Dong, Y., & Huang, K. (2006). Shared knowledge construction process in an open-source
software development community: An investigation of the Gallery community. In S. A. Barab,
K. E. Hay, & D. T. Hickey (Eds.), Proceedings of the 7th international conference of the
learning sciences (pp. 189–195). Atlanta: International Society of the Learning Sciences.

Gelfand, M. J., Nishii, L. H., & Raver, J. L. (2006). On the nature and importance of cultural
tightness-looseness. Journal of Applied Psychology, 91(6), 1225–1244.

28 Y. Roth et al.

http://crowdsourcing.typepad.com/cs/2007/03/faces_in_the_cr.html
http://crowdsourcing.typepad.com/cs/2007/03/faces_in_the_cr.html


Gelfand, M. J., Raver, J. L., Nishii, L., Leslie, L. M., Lun, J., Lim, B. C., & Yamaguchi, S. (2011).
Differences between tight and loose cultures: A 33-nation study. Science, 332(6033),
1100–1104.

Hagel, J., & Armstrong, A. G. (1997). Net gain: Expanding markets through virtual communities.
Boston: Harvard Business School Press.

Hall, E. T. (1976). Beyond culture. New York: Anchor Books.
Hars, A., & Ou, S. (2002). Working for free?: Motivations for participating in open source

projects. International Journal of Electronic Commerce, 6(3), 25–39.
Hertel, G., Niedner, S., & Hermann, S. (2003). Motivation of software developers in the open

source projects: An Internet-based survey of contributors to the Linux kernel. Research Policy,
32(7), 1159–1177.

Hofstede, G. (1984a). Cultural dimensions in management and planning. Asia Pacific Journal of
Management, 1(2), 81–99.

Hofstede, G. (1984b). Culture’s consequences: International differences in work-related values
(2nd ed.). Beverly Hills: Sage.

Horovitz, B. (2009, December). “Two nobodies from nowhere” craft winning Super Bowl ad. USA
Today.

Howe, J. (2006, June). The rise of crowdsourcing. Wired Magazine, 14(6). Retrieved from http://
www.wired.com/wired/archive/14.06/crowds.html.

Howe, J. (2008). Crowdsourcing: Why the power of the crowd is driving the future of business.
New York: Crown.

Hsieh, G. (2011). Understanding and designing for cultural differences on crowdsourcing
marketplaces. Presented at the CHI 2011 Workshop on Crowdsourcing and Human
Computation, Vancuover, BC. Retrieved from http://crowdresearch.org/chi2011-workshop/
papers/hsieh.pdf.

Huang, C. Y., Shen, Y. Z., Lin, H. X., & Chang, S. S. (2007). Bloggers’ motivations and
behaviors: A model. Journal of Advertising Research, 47(4), 472–484.

Huberman, B. A., Romero, D. M., & Wu, F. (2009). Crowdsourcing, attention and productivity.
Journal of Information Science, 35(6), 758–765.

Ipeirotis, P. G. (2010). Analyzing the Amazon Mechanical Turk marketplace. XRDS: Crossroads,
The ACM Magazine for Students, 17(2), 16–21.

Jeppesen, L. B., & Lakhani, K. R. (2010). Marginality and problem-solving effectiveness in
broadcast search. Organization Science, 21(5), 1016–1033.

Jones, J. P. (1998). Quantitative pretesting for television advertising. In J. P. Jones (Ed.), How
advertising works: The role of research (pp. 160–169). Thousand Oaks: Sage.

Kim, A. J. (2000). Community building on the Web. Berkeley: Peachpit Press.
Kim, C., Park, S., Kwon, K., & Chang, W. (2012). How to select search keywords for online

advertising depending on consumer involvement: An empirical investigation. Expert Systems
with Applications, 39(1), 594–610.

King, A., & Lakhani, K. R. (2013). Using open innovation to identify the best ideas. MIT Sloan
Management Review, 55(1), 41–48.

Kuehn, K., & Corrigan, T. F. (2013). Hope labor: The role of employment prospects in online
social production. The Political Economy of Communication, 1(1), 9–25.

Lakhani, K. R., Jeppesen, L. B., Lohse, P. A., & Panetta, J. A. (2007). The value of openness in
scientific problem solving (Working paper No. 07-050).

Lakhani, K. R., & Panetta, J. A. (2007). The principles of distributed innovation. Innovations:
Technology, Governance, Globalization, 2(3), 97–112.

Lakhani, K. R., & Wolf, R. G. (2005). Why hackers do what they do: Understanding motivation
and effort in free/open source software projects. In J. Feller, B. Fitzgerald, S. A. Hissam, & K.
R. Lakhani (Eds.), Perspectives on free and open source software (pp. 3–22). Cambridge: MIT
Press.

Lebraty, J. F., & Lobre-Lebraty, K. (2013). Crowdsourcing: One step beyond. London: ISTE/
Wiley & Sons.

2 Recruiting Individuals to a Crowdsourcing Community … 29

http://www.wired.com/wired/archive/14.06/crowds.html
http://www.wired.com/wired/archive/14.06/crowds.html
http://crowdresearch.org/chi2011-workshop/papers/hsieh.pdf
http://crowdresearch.org/chi2011-workshop/papers/hsieh.pdf


Leimeister, J. M., Huber, M., Bretschneider, U., & Krcmar, H. (2009). Leveraging crowdsourcing:
Activation-supporting components for IT-based ideas competition. Journal of Management
Information Systems, 26(1), 197–224.

Lévy, P. (1995). Collective intelligence: Mankind’s emerging world in cyberspace (R. Bononno,
Trans.). New York: Plenum.

Lietsala, K., & Joutsen, A. (2007). Hang-a-rounds and true believers: A case analysis of the roles
and motivational factors of the Star Wreck fans. In A. Lugmayr, K. Lietsala, & J. Kallenbach
(Eds.), MindTrek 2007 Conference Proceedings (pp. 25–30). Tampere: Tampere University of
Technology.

Liu, S. H., Liao, H. L., & Zeng, Y. T. (2007). Why people blog: An expectancy theory analysis.
Issues in Information Systems, 8(2), 232–237.

Mack, S. (2006, November 14). Faces in the crowd: Interview series part I. Crowdsourcing:
Tracking the rise of the amateur. Retrieved from http://crowdsourcing.typepad.com/cs/2006/
11/ive_always_said.html.

Mergel, I., & Desouza, K. C. (2013). Implementing open innovation in the public sector: The case
of Challenge.gov. Public Administration Review, 73(6), 882–890.

Morgan, J., & Wang, R. (2010). Tournaments for ideas. California Management Review, 52(2),
77–97.

Nardi, B. A., Schiano, D. J., Gumbrecht, M., & Swartz, L. (2004). Why we blog. Communications
of the ACM, 47(12), 41–46.

Nov, O. (2007). What motivates Wikipedians? Communications of the ACM, 50(11), 60–64.
Nov, O., Naaman, M., & Ye, C. (2008). What drives content tagging: The case of photos on Flickr.

In M. Burnett, M. F. Costabile, T. Catarci, B. de Ruyter, D. Tan, M. Czerwinski, & A. Lund
(Eds.), Proceedings of the 26th annual SIGCHI Conference on Human Factors in Computing
Systems (pp. 1097–1100). New York: Association for Computing Machinery.

O’Mahony, S., & Lakhani, K. R. (2011). Organizations in the shadow of communities. In C.
Marquis, M. Lounsbury, & R. Greenwood (Eds.), Communities and Organizations (Vol. 33,
pp. 3–36). Bingley: Emerald.

Oberoi, P. (2013). The bold new world of open innovations: Sustaining dynamic relationships
between online platforms, client firms and virtual communities (Case No. 313-164-1). Case
Centre. Retrieved from http://www.thecasecentre.org/educators/products/view?id=116596.

Oreg, S., & Nov, O. (2008). Exploring motivations for contributing to open source initiatives: The
roles of contribution context and personal values. Computers in Human Behavior, 24(5),
2055–2073.

Penin, J., & Burger-Helmchen, T. (2011). Crowdsourcing of inventive activities: Definition and
limits. International Journal of Innovation and Sustainable Development, 5(2/3), 246–263.

Porter, C. E., Donthu, N., MacElroy, W. H., & Wydra, D. (2011). How to foster and sustain
engagement in virtual communities. California Management Review, 53(4), 80–110.

Prpić, J., & Shukla, P. (2013). The theory of crowd capital. In R. H. Sprague Jr (Ed.), Proceedings
of the 46th Hawaii International Conference on System Sciences (pp. 3505–3514). Los
Alamitos: IEEE Computer Society.

Rafaeli, S., & Ariel, Y. (2008). Online motivational factors: Incentives for participation and
contribution to Wikipedia. In A. Barak (Ed.), Psychological aspects of cyberspace: Theory,
research, applications (pp. 243–267). Cambridge: Cambridge University Press.

Roth, Y., & Kimani, R. (2014). Crowdsourcing in the production of video advertising: The
emerging roles of crowdsourcing platforms. In R. J. DeFillippi & P. Wikström (Eds.),
International perspectives on business innovation and disruption in the creative industries:
Film, video, photography. Chamberley: Edward Elgar Publishing.

Ruggiero, T. E. (2000). Uses and gratifications theory in the 21st century. Mass Communication &
Society, 3(1), 3–37.

Ryan, R. M., & Deci, E. L. (2000). Intrinsic and extrinsic motivations: Classic definition and new
directions. Contemporary Educational Psychology, 25, 54–67.

Sawhney, M., Prandelli, E., & Verona, G. (2003). The power of innomediation. MIT Sloan
Management Review, 44(2), 77–82.

30 Y. Roth et al.

http://crowdsourcing.typepad.com/cs/2006/11/ive_always_said.html
http://crowdsourcing.typepad.com/cs/2006/11/ive_always_said.html
http://www.thecasecentre.org/educators/products/view?id=116596


Schenk, E., & Guittard, C. (2011). Towards a characterization of crowdsourcing practices. Journal
of Innovation Economics, 7(1), 93–107.

Schroer, J., & Hertel, G. (2009). Voluntary engagement in an open web-based encyclopedia:
Wikipedians and why they do it. Media Psychology, 12(1), 96–120.

Shah, S. K. (2006). Motivation, governance, and the viability of hybrid forms in open source
software development. Management Science, 52(7), 1000–1014.

Singh, N., & Baack, D. W. (2004). Web site adaptation: A cross-cultural comparison of U.S. and
Mexican web sites. Journal of Computer-Mediated Communication, 9(4).

Singh, N., Zhao, H., & Hu, X. (2005). Analyzing the cultural content of web sites: A cross-
national comparison of China, India, Japan, and US. International Marketing Review, 22(2),
129–146.

Smadja, F. (2009). Mixing financial, social and fun incentives for social voting (White paper).
Wilton: Toluna.

Teixeira, T. (2013). How to profit from “lean advertising”. Harvard Business Review, 91(6), 23–25.
Terranova, T. (2004). Network culture: Politics for the information age. London: Pluto Press.
Wexler, M. N. (2011). Reconfiguring the sociology of the crowd: exploring crowdsourcing.

International Journal of Sociology and Social Policy, 31(1/2), 6–20.
Whitla, P. (2009). Crowdsourcing and its application in marketing activities. Contemporary

Management Research, 5(1), 15–28.
Williams, D., Gownder, J. P., Corbett, A. E., & Rose, S. (2011, September 7). The Forrester

Wave: Co-creation contest vendors Q3 2011—A social computing report. Forrester Research.
Williams, D., Gownder, J. P., & Wiramihardja, L. (2011, January 24). Market overview: Co-

creation vendors 2011. Forrester Research.
Zheng, H., Li, D., & Hou, W. (2011). Task design, motivation, and participation in crowdsourcing

contests. International Journal of Electronic Commerce, 15(4), 57–88.
Zwass, V. (2010). Co-creation: Toward a taxonomy and an integrated research perspective.

International Journal of Electronic Commerce, 15(1), 11–48.

2 Recruiting Individuals to a Crowdsourcing Community … 31


	2 Recruiting Individuals to a Crowdsourcing Community: Applying Motivational Categories to an Ad Copy Test
	Abstract
	2.1 Introduction
	2.2 Literature Review
	2.3 Method
	2.4 Results
	2.5 Discussion
	2.6 Limitations and Conclusions
	Acknowledgments
	References


