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Executive Summary 
     To build a vibrant and healthy startup ecosystem in a country, the number of successful 

startups plays a major role. To be successful, startups not only need a great business idea that 

works well in the market, but they also need funds to execute their idea. Lack of funds is a 

common challenge for startups, particularly, the ones in the early stage. Techo Startup Center 

(TSC), a public administrative institution under the Ministry of Economy and Finance’s 

guardianship, will create and operate a crowdfunding platform by collaborating with a fund 

management company (FMC). 

     This proposed crowdfunding platform is a reward-based crowdfunding platform aiming to 

help creative tech startups to validate their idea, creation, and innovation in the market. Looking 

from the supply side, that is, the number of approved crowdfunding platforms from the 

Securities and Exchange Regulator of Cambodia (SERC) so far there has been only one 

crowdfunding platform among three having got the approval to launch in the market. Aside 

from the growing number of startups in Cambodia, looking from the crowd/backers’ side, it is 

highly likely that the proposed crowdfunding platform can be successful due to well-developed 

digital payment in the market. The proposed crowdfunding platform will use “All-Or-Nothing” 

funding model, meaning that if tech startups’ campaigns launched in the proposed 

crowdfunding platform are not successful, the raised fund during the campaigns will be 

transferred back to the crowd/backers that pledged money in the campaign. The duration of the 

crowdfunding campaigns launched in the proposed crowdfunding platform can be up to 90 

days, but the duration will be based on the amount of the funding goal of each campaign as 

well. The funding goal of each campaign is between US$1,000 and US$ 30,000. For the first 

years, the proposed crowdfunding platform will not charge any fees from tech startups. 

However, after the first year, TSC will charge a certain percentage from successful campaign. 

Tech startups will need to pay fees (probably 5% of the raised funds) to the FMC when their 

campaigns get success. During the first year, the proposed crowdfunding platform can generate 

income by volunteer contribution from the crowd/backers and tech startups, advertisements on 

the platform, and sponsorship. In terms of cost sharing, TSC will cover the cost for the proposed 

crowdfunding development and maintenance while FMC will cover the cost for operation and 

promotion of the platform. 
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     TSC needs to find mechanisms to make the proposed crowdfunding platform successful in 

the market. Those mechanisms include 1) Start right and from where TSC is, 2) Raise public 

awareness, and 3) Building brand of the proposed crowdfunding platform. TSC needs to 

approach the potential tech startups that have a good idea and business models and have some 

financial capital (preferably at least 50% of the total funds) to execute their idea in the market 

to launch their campaign in the proposed crowdfunding. It means that the funds raised from 

their crowdfunding campaigns are only the add-on for their current funds. TSC can identify 

those tech startups in the program that TSC has been running, namely, Reverse Innovation, or 

the other programs that TSC is planning to run including Techo Acceleration Program and 

Hackathon. TSC can also identify the potential tech startups from the “Tech Startup Ecosystem 

in Cambodia” research that will be conducted in the next few months. Moreover, TSC can also 

use the existing networks to find out more potential tech startups to launch their campaigns on 

the proposed crowdfunding platforms. 

     Since crowdfunding is a relatively new concept in Cambodia, to run a successful 

crowdfunding platform, the public needs to know and understand what it is. Therefore, public 

awareness is a must. TSC needs to work with other stakeholders or partners to raise awareness 

aside from using social media such as Facebook and LinkedIn. Additionally, TSC can also find 

an ambassador for the proposed crowdfunding platform to raise public awareness while 

building and improving the brand of the proposed crowdfunding platform. Any successful tech 

startup or startup, in general, can become an ambassador.  

     To build the proposed crowdfunding platform’s brand, only high-quality crowdfunding 

campaigns are allowed to launch their campaigns. Doing so will build trust in the market as 

well as reduce the rate of unsuccessful campaigns on the platform. There are two steps that all 

crowdfunding campaign owners need to pass before being allowed to launch their campaigns 

on the platform. The first step is their campaigns need to get at least 10 approvals from 

supporters. The second step is their campaigns need to get approval from TSC, FMC, and 

SERC to launch on the proposed crowdfunding platform.  

     The estimated timeline for developing and deploying this proposed crowdfunding platform 

is 10 months. This duration is excluded from the time that TSC needs to apply for a license if 

it is required by SERC. Two months will be spent working with related stakeholders to set the 

ground for building the proposed platform; six months will be spent for the proposed platform 

development; and two more months will be spent for deploying and promoting the platform.
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1. Problem Statement 
     Crowdfunding is a term used to describe several ways that individuals and businesses 

including startups raise funds to start a business or launch a new product, primarily through 

crowdfunding platforms and online via social media. Crowdfunding makes use of innovation 

and crowd-based decision-making to fund businesses or projects. Resulting from the global 

financial crisis in 2008, crowdfunding emerged as an alternative capital raising mechanism for 

early-stage enterprises, entrepreneurs, and artisans who found it hard to get funding from 

traditional funding tools such as banking loans, angel or venture capital (VC) investments. 

Social media and networks play a major role in the growth of crowdfunding and success of 

many crowdfunding campaigns. Fundraisers find it much easier to find people who are willing 

to contribute money to their crowdfunding campaigns because of the rise of social media.  

     One of the main challenges of startups in Cambodia is lack of funds. Without sufficient 

funds to execute their business idea, it is quite challenging for startups to scale up their 

businesses. In Cambodia, there are not many startups that can scale up their businesses, and 

one of the reasons is lack of funds. It is difficult to build a vibrant and healthy startup ecosystem 

when most startups are struggling to raise funds or get loans to execute their idea and when 

there are only a few successful startups in the ecosystem. To some extent, crowdfunding can 

help startups to raise funds and execute their idea. Crowdfunding has become a popular 

financing option for startups and is considered a part of VC financing around the world. 

However, the number of crowdfunding platforms in Cambodia to support startups is very 

limited.  

     Techo Startup Center (TSC) is a public administrative institution under the Ministry of 

Economy and Finance (MEF)’s guardianship. TSC has its mandate to accelerate startups by 

leveraging entrepreneurship and innovation capacities through well-supported programs and 

services. The programs and services designed to realize TSC's goals are ranging from the 

startup nurturing program, digital platforms, research, and community building. With the 

adoption of the co-innovation model in mind, TSC aims to work with the ecosystem's key 

stakeholders to build the necessary groundwork for startups and entrepreneurs to innovate 

further and grow their businesses. To help startups and entrepreneurs to overcome their 

challenge in lack of funds, TSC plans to create a crowdfunding platform where startups and 

entrepreneurs can launch their own campaigns to showcase their business idea to the public to 

get financially support from them. Besides, this crowdfunding platform will become a place 
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where those startups and entrepreneurs can test their business idea in the market and a place 

where possible investors can search for initiatives and identify potential startups.  The success 

of startups in executing their idea and scaling up their businesses is important for building a 

more vibrant startup ecosystem in Cambodia. TSC stands on a firm belief that no innovative or 

creative business idea should be given up due to lack of funds and support.  

     In the broader perspective of financial development and inclusion, the proposed 

crowdfunding platform will play a major role to help non-banking sector development in 

Cambodia. Looking from the perspective of financial technology (FinTech) development, the 

banking sector, in particular, digital payment, is far more developed than the non-banking 

sector which includes crowdfunding. Up until May 2020, there were 24 companies operated 

their businesses in digital payment, which is under the banking sector, while as of February 

2021, there were only nine companies that obtained the “Fund management company” license 

from the Securities and Exchange Regulator of Cambodia (SERC)1, which is under the non-

banking sector (SERC, 2017). It takes two to tango. Therefore, the development of FinTech in 

the banking sector alone is not enough to develop financial development and inclusion and 

enables Cambodia to catch up with some emerging FinTech countries such as Singapore and 

Indonesia. Extra attention for FinTech development in the non-banking sector is a must, and to 

do so, the establishment of a crowdfunding platform is the first important step. 

2. Overview of Crowdfunding: Market and Roles of the Public 
Sector 

A. Global Market Overview of Crowdfunding  
     It is estimated that the crowdfunding market will witness a growth at a compound annual 

growth rate2 of more than 16% during the forecast period from 2020 to 2025. Initially, the 

crowdfunding business emerged in the United Kingdom in 2007, and then it rapidly spread in 

the United States and China. China gracefully adopted the crowdfunding business. Their 

adoption in this business approach of raising money is one of the major reasons behind its 

technology finance. According to Massolution report in 2015, crowdfunding platforms have 

raised around $5.3 billion and successfully funded over a million campaigns in 2015. It is 

 
1 SERC regulates crowdfunding based on the Law on the Issuance and Trading of Non-Government Securities 
(Law on Securities). SERC issues the “fund management company (FMC)” license that allows companies to 
mobilize capital from institutional and individual investors for investment projects. 
2 It refers to the measurement of the constant growth over multiple years. 



Page | 3  
 

expected that by 2025, the global crowdfunding market could reach from $90 billion to $96 

billion.  

     Among the four types of crowdfunding models reward-based crowdfunding model is 

expected to grow significantly. Due to the Covid-19 pandemic, the number of donation and 

reward-based crowdfunding has increased significantly to support the population affected by 

the worldwide pandemic. The number of Covid-19 reward-based crowdfunding campaigns has 

considerably upsurged by a wide variety of people (including citizens, business organizations, 

foundations, charities, and trusts) across the European continent. The popular reward 

crowdfunding platforms include Kickstarter, Indiegogo, and GoFundMe. As of March 2021, 

the total amount of funding that was pledged in the projects launched at Kickstarter was around 

US$5.64 billion for 197,826 projects.  

B. Crowdfunding and Funding Models  
     Most crowdfunding platforms offer two distinct types of funding models, while some of 

them only support one or the other. These two funding models are the “Keep-It-All” (KIA) and 

“All-Or-Nothing” (AON) models. The KIA model refers to the funding model that 

entrepreneurs can keep all the funds that they have raised from their campaigns regardless of 

whether or not they meet their funding goals that they set at the beginning of the campaigns. 

Therefore, the KIA model allocates the risk to the crowd when underfunded projects go ahead. 

The KIA model needs an increased level of trust from the crowd. It means that the crowd must 

trust entrepreneurs that even if funding goals are not met, their funding will be put to good use. 

Therefore, this model is only used for projects that do not seek profit such as training or 

education projects. The AON model refers to the funding model that entrepreneurs can only 

withdraw funds if they can meet the funding goals that they set at the beginning of their 

campaigns. The AON model is usually used in projects for profit. This model shifts the risk to 

the entrepreneurs instead of the crowd, which may attract more funding from the crowd.  Using 

the AON model, entrepreneurs can signal quality to the crowd. The reason is it acknowledges 

that some projects need a minimum amount of funding to reach viability. If their funding goals 

cannot be achieved, the projects cannot be successfully accomplished as well. Any attempt to 

do execute projects without sufficient funds is merely a waste of money of the crowd 

(Cumming et al., 2020).  
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C. Roles of Key Players in Crowdfunding 

1) Entrepreneur, Crowd, and Crowdfunding Platform 

     Typically, there are three key players involving in crowdfunding: 1) entrepreneurs, 2) the 

crowd, and 3) crowdfunding platforms. Entrepreneurs are those looking to raise fund and 

starting a crowdfunding campaign by establishing a project or business page on a crowdfunding 

platform. Then, entrepreneurs ask the crowd or public to contribute funds to their projects or 

businesses. Regarding the crowd or public, their role is to provide financial support to 

entrepreneurs. However, their intentions depend on what types of crowdfunding models that 

they would like to financially support. In the case of the donation-based model, the main 

intention of the crowd is to support social issue or charity because of their civic motivation. In 

the case of the reward-based model, the crowd seeks for early access to products or services. 

For equity-based model, the crowd’s intention is to share equity in entrepreneurs’ companies. 

Those who financially support in the lending-based model, their intention is to earn interests. 

For crowdfunding platforms, their role is to act as two-sided markets, connecting entrepreneurs 

to a potential crowd that can financially support entrepreneurs’ projects or businesses. Besides, 

crowdfunding platforms can also provide due diligence checks and other consulting services. 

Figure 2.1 summarizes the roles of key player in crowdfunding. 

 

 

 

 

 

 

 

 

 

 
Figure 2.1. Roles of Key Players in Crowdfunding 

Source: Wenzlaff (2020) 
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2) Public Sector in Crowdfunding  

     There are three models for running a crowdfunding platform. The first model is the 

crowdfunding platform that is run solely by the private sector. The second model is the 

crowdfunding platform that is run by the private and public sectors as collaboration.  The third 

model is the crowdfunding platform that is run solely by the public sector.  

     Those types of models can be reflected from what PwC (2020) calls the interaction between 

the public sector and the crowdfunding ecosystem. There are three types of interaction that 

public sector can interact with crowdfunding. Those types include: 1) Facilitator, 2) Supporter, 

and 3) Participant. In terms of the interaction type as a facilitator, the public sector in particular 

the institutions that are in charge in crowdfunding can interact with crowdfunding platform, for 

example, through regular consultation or through provision of non-financial services or 

technical assistance. The best example for the interaction of the public sector as a facilitator is 

a crowdfunding platform called “Crowdfunding-Berlin” in Germany. The City of Berlin 

decides to use crowdfunding to support local investment by offering services that technically 

support the regional crowdfunding ecosystem development. This meta-platform allows 

potential investors to search Berlin-based projects from a range of platforms. It also offers 

consultants the opportunity to present themselves and has an FAQ for crowdfunding supporters 

(Wenzlaff, 2020). 

     The second type of interaction, that is, supporter, the public sector can support one of the 

participants in crowdfunding outside the crowdfunding process by providing grants or other 

financial instruments.  There are two best examples: one is in French, and another one is in 

Germany. In 2019, in France, the European Investment Fund used the “Private Credit Tailored 

for SMEs” program to provide 100m EUR in loans, alongside institutional investors, to SMEs 

in Europe, through the platform October. Aescuvest is a German crowdfunding platform that 

focuses on startups in the area of eHealth, digital health and biotechnology. EIT Health is a 

network of healthcare institutions, like research universities Pharma companies, medical 

associations, investing into medical innovation. EIT Health provided a grant to Aescuvest to 

launch a European wide crowdfunding platform to intermediate securities with prospectus to 

passport the service across Europe (Wenzlaff, 2020). . 

     In terms of the interaction type as a participant, the public sector can participate in the 

crowdfunding process, for example, by operating its own platform, running a crowdfunding 

campaign as a project owner, or co-investing in a crowdfunding campaign. For example, in 
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Germany, a publicly owned bank the Investitionsbank Schleswig-Holstein is of the federal state 

of Schleswig-Holstein. They operate a donation-based crowdfunding platform in partnership 

with several regional associations like local saving banks and the Sport Association of 

Schleswig-Holstein. Both the local saving banks and the Investitionsbank provide co-funding 

to selected projects run by citizens from that region (Wenzlaff, 2020). Figure 2.2 summarizes 

types of interaction of the public sector with crowdfunding.  

 

 

 

 

 

 

 

 

 

 

 

 

D. Crowdfunding in Cambodia 
     There have been four crowdfunding platforms in Cambodia. The first crowdfunding 

platform run in Cambodia is TosFUND. It was established in 2015. TosFUND was a donor-

based crowdfunding platform aiming to help civil society organizations to raise funds. 

However, it did not get success and stopped its operation in 2016. Although TosFUND was not 

successful, it somehow helped to introduce the concept of crowdfunding in Cambodia, paving 

the path for others to run crowdfunding platforms. 

     From extensive literature review, there are three crowdfunding platforms in Cambodia. 

Those platforms are Cambodia Investor Capitals (CiC)-Investment, Rai Capital, and 

Figure 2.2. Types of Public Service’s Interaction 

Source: Wenzlaff (2020) 
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KDEISROMAI3. CiC-Investment is equity and lending-based models, operated by CiC 

Partners PLC. It targets small and medium enterprises (SMEs). However, this crowdfunding 

platform has not applied for the license from SERC yet. The second crowdfunding platform is 

Rai Capital that is operated by Rai Capital (Cambodia) Co., Ltd. This crowdfunding platform 

is a lending-based crowdfunding platform, targeting micro, small, and medium enterprises 

(MSMEs) and individuals.  This crowdfunding platform has got the approval from SERC. The 

third crowdfunding platform is KDEISROMAI, operated by CIJD Co., Ltd. It is worth 

mentioning that CIJD Co., Ltd is not listed as an FMC based on the SERC’s webpage. This 

crowdfunding platform targets small business owners and entrepreneurs. It is a clone 

crowdfunding platform from a famous crowdfunding platform called Indiegogo, but unlike 

CiC-Investment and Rai capital’ platforms, KDEISROMAI’s has not fully developed yet.  

     All the four crowdfunding platforms mentioned above belong to the private sector. So far, 

it seems that the public sector has not interacted much in the crowdfunding ecosystem in 

Cambodia besides playing as a facilitator in the crowdfunding ecosystem. SERC has had this 

type of interaction with the crowdfunding ecosystem in the forms of providing license or 

approval for private companies to manage the public fund or run crowdfunding platforms.   So 

far, the public sector has little or no interaction for the second and third types of interaction. 

Table 1 summarizes crowdfunding platforms in Cambodia from the past up until the present. 

 

 

 

 

 

 

 

 

 
3 The crowdfunding platforms mentioned in this proposal exclude the donation-based activities or charity events 
in social media such as Facebook and those that are raised by institutions such as hospitals through their 
partnership with banks or microfinance institutions (MFIs). The crowdfunding platforms here refers to those that 
need to be oversight by SERC. 
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Table 1. Summary of Crowdfunding Platforms in Cambodia 

Platform Target Type Funding Approval from 
SERC Sector 

TosFUND  CSO Donor-based KIA Not required Private 

CiC CAPITAL SMEs Equity & 
lending-based KIA Not yet applied Private 

RAI CAPITAL 
Small business 
owners & 
entrepreneurs 

Lending-based KIA Yes Private 

KDEISROMAI 
Small business 
owners & 
entrepreneurs 

Reward-based KIA & 
AON ??? Private 

TSC’s proposed 
crowdfunding 
platform  

Tech Startups Reward-based AON In the process Private & 
public 

Source: Authors (2021) 

3. Market Analysis 
     Accessing funding is still a critical challenge for startups or enterprises in Cambodia. 

According to a study conducted by Swisscontact and Impact Hub Phnom Penh (2021), over 

33% of the enterprises could access funding and majority of them received funding from 

financial institutions. Gaining access to funding has a relationship with the stage of business as 

the study found that enterprises in the later stages receive the most funding and sometimes 

more than a single source of funding whereas enterprises in the ideation and prototype stages 

were not injected with any funding.  Generally, 90% of startups fail, and 51.5% of them fails 

in the first few years (21.5% in the first year and 30% in the second year), and financial 

constraint plays a part in their failures (Bryant, 2020). This indicates that investors are not 

taking high risks with unproven businesses and without this financial support, some potential 

startups had no opportunities to advance their businesses, and some could not even develop 
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prototypes or proofs-of-concepts. It is worth mentioning that startups strongly need different 

types of funding depending on their growth stages and development, and crowdfunding, in 

particular, the reward-based one is suitable for the early-stage startups. 

     The challenge in the lack of funds should be addressed properly to provide alternative 

sources of funding to startups to grow and scale-up in the market, helping the startup ecosystem 

in Cambodia become more vibrant. Crowdfund has become popular since 2008 after the global 

financial crisis. It has played a major role to help startups to grow and scale up. Although for 

some, the funds raised from a crowdfunding platform may be not that much to launch their 

business in the market, it may be enough for them to develop prototypes or proof-of-concepts, 

which enables them to test their products in the market. For the best scenario, their successful 

campaigns in a crowdfunding platform can become an evident or collateral for startups to get 

loans from the traditional institutions. This has happened already in England (Wenzlaff, 

personal communication, March 3, 2021).   

     Among the three crowdfunding platforms mentioned in “Crowdfunding in Cambodia” 

section, there is only one crowdfunding platform, Rai Capital, that has got there got an approval 

from SERC to run in the market. Moreover, those three crowdfunding platforms are operated 

by the private sector, and their business models are financial return models. In combination 

with significant number of startups increased in Cambodia, the nature of the proposed 

crowdfunding platform (reward-based), and collaboration between the public sector (TSC), and 

the private sector (FMC), there is a plenty of spaces to run the proposed crowdfunding platform. 

Besides the growing number of startups in Cambodia, looking from the crowd/backers’ side, it 

is highly likely that the proposed crowdfunding platform get successful due to well-developed 

digital payment in the market. According to National Bank of Cambodia (as cited in 

Kunmakara, 2020), in 2019, the number of active e-wallet accounts in Cambodia hit 5.22 

million, and it is expected that digital payment is drastically growing during the Covid-19 

outbreak in Cambodia. Digital payment can play one of the major roles of success of 

crowdfunding in Cambodia. According to the interview with the founder of TosFUND, he 

mentioned that besides the nature of his crowdfunding platform ( donation-based) which was 

not a suitable platform in the Cambodia market, lack of digital payment allowing the 

crowd/backers to pledge money easily, was one of the main reasons for the failure of TosFUND 

(J. Cedric, personal communication, March 9, 2021). Figure 3.1 shows the market analysis for 

crowdfunding in Cambodia. 
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4. Business Model 
     In the first step, TSC’s proposed crowdfunding platform aims at empowering creative tech 

startups to validate their idea, creation, and innovation. Tech startups can place their creative 

projects on the proposed crowdfunding platform to showcase to the public or investors who 

might have interests and will fund their projects through the proposed crowdfunding platform. 

Those people are called the crowd/backers.  Therefore, TSC will offer a service to help market 

with connections between tech startups and the crowd/backers who have interest in innovation 

or those who would like to support startups in general. The goal of this proposed crowdfunding 

platform is to be the leading creative platform that supports startups and entrepreneurs in 

Cambodia. When we can help some tech startups to get enough funds and execute their idea in 

the market, we will expand our target to help entrepreneurs or MSMEs to raise funds in the 

platform. However, this may take a different business model and marketing strategies.  

     There are four types of crowdfunding models including: 1) Donation 2) Rewards, 3) 

Lending, and 4) Equity. Among the four types of crowdfunding models, TSC’s crowdfunding 

platform will use reward-based crowdfunding model. This model will somehow motivate the 

crowd/backers to invest in projects of tech startups since they will get product or service 

prototypes in return for their investment. This model will help to build trust in the market since 

the product or service prototypes will act as a proof for their investment. Besides, the 

Figure 3.1. Market Analysis for Crowdfunding in Cambodia 
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crowdfunding model is suitable for the early-stage tech startups who may find it hard to get 

loans from traditional institutions such as banks or MFIs. 

     Most of crowdfunding platforms offer two distinct types of funding models, while some of 

them only supporting one or the other. These two funding models are the “Keep-It-All” (KIA) 

and AON models. TSC’s proposed crowdfunding platform will use the AON model. The 

reason is TSC would like tech startups to take the risk, not the crowd/backers, making the 

crowd/backers feel more relaxed for their investment. Besides, it is believed that some products 

or services need minimum of fund to produce. Therefore, if the amount of money raised by 

tech startups cannot be reached, their products or services are highly likely unable to produce, 

and it would be a waste of money and time to execute their projects with insufficient funding. 

Hence, the money pledged by the crowd/backers should be returned to them. 

     The duration of the crowdfunding campaign launched in the proposed crowdfunding 

platforms should not be long since it is claimed that the longer a crowdfunding campaign’s 

duration, the less likely that the campaign will success (Kunz et al., 2017), In Kickstarter, the 

maximum duration of any crowdfunding campaign can be from 1 to 60 days. However, this 

may not be applicable in the context of Cambodia. Therefore, the duration of any crowdfunding 

campaign launched in the proposed crowdfunding platform can be up to 180 days. However, 

the duration of the crowdfunding campaigns should logically be based on the funding goals as 

well. For example, if a crowdfunding campaign would like to raise US$1,000, the maximum 

duration of the campaign should be around seven to ten days. In terms of the amount of funding 

goal, it should be between US$1,000 and US$ 30,000. The reason for setting such amount is 

in the first step, the proposed crowdfunding platform should target only any project that need 

the small amount of funding. Doing so will increase the probability of success of crowdfunding 

campaigns, leading to build brand and attract more tech startups and the crowd/backers to use 

the proposed crowdfunding platform. 

     There is a wide range of fee levels and types of fees for crowdfunding platforms. Each 

crowdfunding model has different ways for fund management from the crowd/backers. One of 

the most fee arrangements is a fixed percentage of the fund raised only is a campaign is 

successful, and 5% is a common amount. Some crowdfunding platforms may also charge a 

fixed percentage from entrepreneurs even when their campaigns are not successful. Moreover, 

crowdfunding platforms can also charge other types of fees such as one periodical subscription 

and a two-part management fee with a carry percentage. To manage the funds raised in 
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crowdfunding campaigns, TSC will work with one of the fund management companies that has 

got the license from SERC. This is because TSC is a public government institution so that TSC 

cannot manage fund by itself. 

     Our proposed crowdfunding’ business model.is shown in Figure 4.1. Since our proposed 

crowdfunding platform is the first platform launched by the government for tech startups, in 

the beginning, we should not charge any fees from tech startups for our platform service. The 

reason is the concept of crowdfunding platform, in particular, reward-based model is a 

relatively new concept in Cambodia. Therefore, we may not get many tech startups to launch 

their campaigns yet. Providing crowdfunding platform to launch their campaigns for free of 

charge can attract a greater number of tech startups to launch their campaigns in the platform. 

During the first years, the proposed crowdfunding platform can generate income by: 

 Volunteer contribution: This can be done by asking campaign owners and backers to 

give tips by the end of their crowdfunding campaigns by campaign owners, tech 

startups, and by the end of their financial contributions by the crowd/backers. When the 

crowdfunding platform can scale up, meaning when it has become popular, and there 

are a greater number of tech startups launch their campaigns in the platform, TSC can 

start charging the platform service to sustainably run the platform. 

 Advertisement on the platform: The potential companies that can advertise on the 

platform such as those who have business in technology.  

 Sponsorship: Some actors in the startup ecosystem may be of interest to financial 

support the platform to build a more vibrant ecosystem. 
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5. Marketing Strategies 

A. Start Right and from Where We Are 
     When the proposed crowdfunding platform is launched in the market, there is no guarantee 

that there will be tech startups to launch campaigns on the platform. The reason is the reward-

based crowdfunding platform is a relatively new concept in Cambodia. Therefore, TSC needs 

to use a mechanism to build the reputation in the market, attracting more tech startups to launch 

their campaigns on the platform. To launch a successful crowdfunding platform and to build a 

good reputation in the market, TSC needs to ensure that a first few generations of crowdfunding 

campaigns launched on the proposed platform are successful. This can be done by approaching 

the potential tech startups. The potential tech startups here are defined as those who have good 

idea and business models and have some financial capital (preferably at least 50% of the total 

funds) to execute their idea in the market. It means that the funds raised from their 

crowdfunding campaigns are only the add-on for their current funds. This is because the 

crowd/backers can be more attracted to campaigns that have a higher percentage funded than 

a higher amount funded. Therefore, a lower funding means the percentage funded increases 

Figure 4.1. Business Model for Proposed Crowdfunding Platform 
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more per pledge, resulting in more higher chances to get success4. Where can TSC find 

potential tech startups? This can be done by identifying tech startups in the program that TSC 

has been running, namely, Reverse Innovation, or the other programs that TSC are planning to 

run including Techo Acceleration Program and Hackathon. Besides, TSC can also identify the 

potential tech startups from the “Tech Startup Ecosystem in Cambodia” research that will be 

conducted in the next few months. These are approaches that that TSC can take independently. 

TSC can also use existing network to find out more potential tech startups to launch their 

campaigns on the proposed crowdfunding platforms. 

B. Public Awareness 
     Crowdfunding is a relatively new concept in Cambodia. To run a successful crowdfunding 

platform, the public need to know and understand what it is. If they do not know and understand 

what crowdfunding is, they cannot become the crowd/backers of crowdfunding campaign. It is 

quite challenging for TSC to raise public awareness alone. Therefore, strategically, TSC needs 

to work with other stakeholders or partners to raise awareness aside from using social media 

such as Facebook and LinkedIn. Finding an ambassador for the proposed crowdfunding 

platform is another way to raise public awareness of crowdfunding while building and 

improving the brand of the proposed crowdfunding platform. A potential ambassador can be a 

successful tech startup or startup in general or entrepreneur or social influencer. 

C. Brand Building 
     To build the proposed crowdfunding platform’s brand, not any crowdfunding campaign can 

be launched in the platform. It means that only high-quality crowdfunding campaigns are 

allowed to launch their campaigns. Doing this will build the trust in the market as well as reduce 

the rate of unsuccessful campaigns on the platform. There are two steps that all crowdfunding 

campaign owners need to pass before being allowed to launch their campaigns on the platform. 

The first step is their campaigns need to get at least 10 approvals from supporters. The second 

step is TSC’s back-office administrator and back-office editor, FMC, and SERC will be the 

last ones who decide if their campaigns can be launched on the platform. Certain guidelines 

will be used to make judgement. Figure 5.1 summarizes the marketing strategies for running 

the proposed crowdfunding. 

 
4 The higher chance of success in raising fund will bring other advantages to those tech startups as well such as 
marketing and product validation in the market. 
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6. The Use Case: MAgic Tech Startup 
     To easily understand how to launch a campaign, following is the example of a tech startup 

that would like to launch the campaign on the proposed platform.  

     MAgic tech startup is a startup that would like to produce 3D printing machines for business 

or personal use called 3D Forming. MAgic tech startup claims that its new invented 3D printing 

machine is far different from traditional molding machines. The traditional molding machines 

are time consuming, costly, and take up a lot space in the office or at home. In contrast, their 

new invented 3D printing machine will produce anything ranging from architectural models to 

industrial design prototypes faster. The size of this machine is suitable to use at homes and 

office. However, MAgic tech startup does not have sufficient fund to product these machines. 

It needs US$ 20,000 more to launch its products.  

Figure 5.1. Marketing Strategies for Proposed Crowdfunding Platform 
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     To raise funds in the proposed crowdfunding platform, MAgic tech startup can go to the 

platform’s website to fill up detail personal information that are required for campaign owners. 

Then, MAgic tech startup needs to fill up necessary information to create a campaign on the 

platform including the information related to their funding goal, duration of its campaign, and 

amount of money pledged to get a vacuum forming machine as a reward if the campaign is 

successful. After filling up the information, MAgic tech startup is required to send a private 

link of that campaign, which is generated in the platform’s website, to more than 10 people 

who are capable to provide fruitful comments to improve or support that campaign. If MAgic 

tech startup can get comments and support back from at least 10 different people from those 

who received the link, its campaign will be then reviewed by TSC’s back-office administrator 

and back-office editor and related stakeholders including FMC to see if the campaign is 

sufficiently qualified to launch on the platform based on the predefined guideline or not. If it 

is good enough, the campaign of MAgic tech startup will be allowed to launch on the proposed 

platform. Once the MAgic tech startup can raise US$20,000 within the campaign duration, the 

campaign is considered successful. The raised fund that is managed by FMC will be transferred 

to MAgic tech startup (excluding the fees charged by FMC5). In return, the MAgic tech is 

obliged to produce and send products to the crowd/backers within the specific time mutually 

agreed in the campaign. However, if the campaign is not successful, all the fund raised from 

the campaign will be transferred back to the crowd/backers. Figure 6.1 shows the representing 

image of 3D printing machine of the use case, and Figure 6.2 shows the example that the use 

case, MAgic tech startup, needs to go through for launching its campaign on the proposed 

crowdfunding platform by TSC. 

 

      

 

 

 

 

 
5 This tech startup does not need to pay for the proposed crowdfunding platform’s service since it is assumed that 
this tech startup launches its campaign in the first years of platform’s operation that provides the service free of 
charge. 
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7. Stakeholders’ Roles in Crowdfunding Ecosystem 
     In terms of the type of interaction in the crowdfunding ecosystem, TSC will play a role as a 

participant by creating and operating the proposed crowdfunding platform. Since TSC is a 

public administration institution, TSC cannot manage fund that is raised from crowdfunding 

campaigns. Therefore, TSC will collaborate with FMC whose role is to manage the fund. TSC, 

FMC, and SERC will work together to assess the quality of campaign’s quality. 

Figure 6.1. Representing Image of Use Case: 3D Printing Machine 

               Source: Kickstarter (2021) 

Figure 6.2. MAgic Teach Startup in Crowdfunding Process 
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     SERC will detect the fraud detection when tech startups who are successful in fund raising 

in the crowdfunding platform do not deliver the rewards that they promised with the crowd or 

use their raised funds for different purposes. General Department of Taxation (GDT) will 

charge the tax from the tech startups according to the tax law. 

     Tech startups who are the campaign owners will launch their campaign on the platform. 

They need to fulfill their promise by sending the rewards to the crowd and use money according 

to what they informed the crowd. The crowd funds any campaign that they are interested in, 

and they will get the rewards if the campaign they fund is successful, or they will get their 

money back if the campaign is not successful. Figure 7.1 illustrates the roles of stakeholders in 

the crowdfunding ecosystem. 

 

 

 

 

 

 

 

 

 

 

8. Responsibilities of Team Members and Cost Covered by TSC  
     If the crowdfunding platform that TSC has proposed gets the approval to run, following are 

the human resources that TSC needs to run this platform. There are five more members of staff 

that are required to develop and run the platform smoothly: 1) Full stake developer, 2) Mobile  

application developer, 3) UX/UI designer, 4) Back-office administrator, and 5) Back-office 

editor. Following are their roles and responsibilities. 

 

Figure 7.1. Stakeholders' Roles in Crowdfunding Ecosystem 
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A. Team Members 
Full Stack Developer 

 He/she participates in the full agile project lifecycle by designing, prototyping, 

developing, testing, and implementing business applications using the latest tools and 

technologies; 

 He/she is in charge of building modern web services architecture to integrate with 

various services and application programming interfaces; 

 He/she needs to refactor application architecture to improve logging, error handling, 

security, and performance; 

 He/she should be able to coordinates test plans and acceptance criteria;  

 He/she performs testing in coordination with development teams once the 

product/platform is live; and  

 He/she works closely with other software developers to speed with the agile software 

development process. 

Mobile Application Developer 

 He/she is in charge of developing iOS and Android applications; 

 He/she participates in the full agile project lifecycle by designing, storyboarding, 

prototyping, developing, testing, deploying, and implementing business applications 

using the latest tools and technologies; 

 He/she should be able to deliver across the entire app life cycle concept, design, build, 

deploy, test, release to app stores and support; and 

 He/she is in charge of optimizing performance for the applications. 

UX / UI Designer 

 He/she is in charge of illustrating design ideas using storyboards, process flows, and 

sitemaps; 

 He/she designs graphic user interface elements, like menus, tabs, and widgets; 

 He/she develops UI mockups and prototypes that clearly illustrate how sites function 

and look like; 

 He/she creates original graphic designs (e.g. images, sketches, and tables); 

 He/she prepares and presents rough drafts to internal teams and key stakeholders; and 

 He/she conducts layout adjustments based on user feedback. 
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Back-office Administrator 

 He/she is in charge of overseeing the whole platform; 

 He/she checks the submitted campaign validity, credibility, and completeness before 

approving to go live on the platform; 

 He/she communicates with FMC that TSC is working with on issue related to payment 

process; 

 He/she answers the general questions from the public; and 

 He/she works closely with the UX / UI designer to improve the experience, usability, 

and interface of the platform. 

Back-office Editor 

 He/she is in charge of creating resources for the platform such as campaign guideline, 

payment process guideline, legal process, etc.; 

 He/she reports bugs and errors to the full stack developer and mobile application 

developer; 

 He/she works with the back-office administrator to check the submitted campaign 

validity, credibility, and completeness before approving to go live on the platform; and 

 He/she works closely with the back-office administrator to answer the general questions 

from the public; and 

 He/she compiles and evaluates results of marketing activities’ implementation 

including regularly reporting on campaign results and making recommendations based 

on data and findings. 

B. Costs for Proposed Crowdfunding Platform 
     TSC will cover the cost to develop and maintenance the proposed crowdfunding platform.  

FMC will cover the cost for crowdfunding platform operation. FMC will cover the cost for 

advertisement and legal issues as well.  

9. Timeline for Crowdfunding Platform Development 
     Figure 9.1 below illustrates the timeline for crowdfunding platform development. It is 

divided into three stages: 1) Pre-development, 2) During-development, and 3) Post 

development. In the pre-development stage, it may need two months for TSC to discuss more 

detail business proposal with FMC and regulatory framework with SERC. It is worth 

mentioning that this timeframe does not include the duration that TSC needs to apply for any 
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license if it is required by SERC. During this period, TSC, FMC and SERC may need to work 

together to develop a guideline for assessing campaigns’ quality that would like to launch on 

the proposed crowdfunding platform. TSC will recruit more staff or a service provider to 

develop the platform if necessary.  

     In the second stages, TSC will spend approximately six months to develop the proposed 

crowdfunding platform. Those tasks include developing prototype design (UX/UI of the 

platform), developing prototype design, developing backend of the platform (database), 

developing frontend including UI design, logo design, home section, campaign owner section, 

backer section, campaign section, & payment integration, conducting Usability test, system 

test, quality assurance test, real campaign tests with users, and finding potential startups for 

launching campaigns 

     In the last stage, that is, the post development stage, TSC and FMC will spend around two 

months to deploy the platform’s system & start operation. During this period, FMC will operate 

communication, promotion, and branding campaigns to the public and the target group of the 

platform. 

 

 

 

  

 

 

 

 

 

 

 
Figure 9.1. Timeline for Crowdfunding Platform Development 
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10. Conclusion 
     Building a vibrant and healthy startup ecosystem, the number of successful startups plays a 

major role. Lack of funds is a well-recognized challenge for startups to execute their idea and 

scale up businesses in the market. To help build the vibrant and healthy startup ecosystem in 

Cambodia, TSC, a public administrative institution under the guardianship of MEF’s 

guardianship, plan to create and operate a crowdfunding platform by collaborating with FMC 

to enable startups to raise fund to execute their idea in the market. 

     This proposed crowdfunding platform is a reward-based crowdfunding platform whose 

funding model is AON. The proposed crowdfunding will target tech startups in Cambodia for 

its first step in the market. The duration of the crowdfunding campaigns launched in the 

proposed crowdfunding platform can be up to 90 days, but the duration will be based on the 

amount of the funding goal of each campaign as well. Each campaign can raise their funds 

from US$1,000 to US$ 30,000. For the first years, the proposed crowdfunding platform will 

not charge any fees from tech startups. However, in the following years, TSC will charge them 

to a certain percentage if their campaigns are successful. Tech startups will need to pay fees 

(approximately 5% of the raised funds) to FMC when their campaigns get success. During the 

first year, the proposed crowdfunding platform can generate income by volunteer contribution 

from the crowd/backers and tech startups, advertisements on the platform, and sponsorship. 

Regarding the cost, TSC will cover the cost of the proposed platform development while FMC 

will cover the cost of operation and promotion of the platform. 

     To launch the proposed crowdfunding successful in the market, TSC needs to use some 

mechanisms that include: 1) Start right and from where TSC is, 2) Raise public awareness, and 

3) Building brand of the proposed crowdfunding platform. TSC needs to work hard in the 

beginning by using their existing resources to ensure that a first few generations of 

crowdfunding campaigns launched on the proposed platform are successful. To do so, TSC 

needs to approach the potential tech startups that have good idea and business models and have 

some financial capital (preferably at least 50% of the total funds) to execute their idea in the 

market, meaning that the funds that are raised by those tech startups will be used as the add-on 

for their current funds only. TSC can identify those tech startups in the program that TSC has 

been running, namely, RI, or the other programs that TSC are planning to run including TAP 

and Hackathon. TSC can also identify the potential tech startups from the “Tech Startup 

Ecosystem in Cambodia” research that will be conducted in the next few months. Besides, TSC 
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can also use existing network to find out more potential tech startups to launch their campaigns 

on the proposed crowdfunding platforms. 

     Crowdfunding is a relatively new concept in Cambodia; therefore, to run a successful 

crowdfunding platform, the public need to know and understand what crowdfunding is. 

Therefore, public awareness is a must. To raise awareness successfully, TSC can work with 

other stakeholders or partners to raise awareness both online and offline. As a complement, 

TSC can also find an ambassador for the proposed crowdfunding platform to raise public 

awareness while building and improving the brand of the proposed crowdfunding platform. 

The ambassador can be any successful tech startup or startup in general. 

     Only high-quality crowdfunding campaigns are allowed to launch on the proposed 

crowdfunding platform. Doing so will help build the brand of the platform and the trust in the 

market besides reducing the rate of unsuccessful campaigns. To ensure the quality of campaign, 

every crowdfunding campaign owners need to pass two steps. The first step is their campaigns 

need to get at least 10 approvals from supporters, meaning that the quality of campaigns is 

approved by those people. In the second step, TSC, FMC, and SERC will review and assess 

the quality of their campaigns based on the guideline. Only campaigns that meet all criteria in 

the guideline will be allowed to launch on the proposed crowdfunding platform.  

     The estimated timeline for this proposed crowdfunding platform is 10 months excluding the 

time that TSC needs to apply for a license if it is required by SERC. The first two months will 

be spent for working with related stakeholders, that is, FMC and SERC, to set the ground for 

building the proposed platform. Another six months will be spent for the proposed platform 

development by TSC; and two more months will be spent for platform deployment and 

promotion. 
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