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Background Information

1.

In 2017, with the booming tourism industry, more and more people want to escape from
big cities and yearn for rural life. B&Bs and campsites, as unique rural holiday
accommodation options, are favored by more people.

A group of people have careers but hope to find like-minded people to have their small
courtyard in the countryside, feel nature, experience the local customs, and understand the
local culture. However, it takes work to realize this dream. It requires funds and time, which
makes many people discouraged. The rise of the sharing economy and the start-up
crowdfunding platform has met the investors' demand for low-risk, high-return
investments.

Marketing Strategy

1.

Crowdfunding initiation

Use personal IP to create a video promotional film, use emotional marketing, emphasize
the camp's cultural connotation and the founder's experience and feelings, and attract
people with the same values and interests to participate in crowdfunding. Invite friends
with social influence and credibility in the circle of friends, relatives, and friends, such as
alum associations, industry associations, and chambers of commerce, to promote posters
together. Make a detailed introduction to the project, regional location, profit model,
estimated revenue, etc., clarify 10% of the shares, 50,000 per share, and give an additional
5,000 yuan per year free accommodation experience, partner privilege discounts, and
stimulate the enthusiasm of participating in crowdfunding.

Media platform promotion

Use Airfunding, Weibo, WeChat, and other social media platforms to release the
crowdfunding project's information, progress, and highlights to attract attention and
participation. Cooperate with mainstream media to convey the concept and advantages of
camp homestay crowdfunding to the public through news reports, special reports, and other
forms, and improve the public's understanding and trust in the platform.

Roadshow meeting and partner selection

Unify values, clarify the specific operation mode of crowdfunding, match the resources
required for each stage of homestay development (such as design, construction, operation,
marketing, etc.) through partner selection, and establish an efficient crowdfunding
organizational structure.

4. Pre-opening preparation, organize regular partner meetings
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Build a "big platform" through a "small circle" based on the new way of "raising people,
raising funds, and raising wisdom" of partners, let partners accumulate advantages and
resources to the extreme, and indeed activate the circle culture of Chinese people. Provide
a platform for crowdfunding participants to gather, learn, communicate, and cooperate,
promote cross-border exchanges, constantly generate new ideas, promote new cooperation
projects, and form an excellent entrepreneurial ecosystem, thereby feeding back the
operation and development of the project.

Outcomes
1. Crowdfunding was successful, with a target of 10 million, 1 million released, 10% of the
shares, 70-80 people signed up, and 20 were selected to invest.
2. Attracted Internet traffic and conversion, the first batch of seed users, and continued to pay
attention to the development of Muren's later brand projects
3. Resource sharing has dramatically improved partners' sense of ownership. They have

leveraged the various resources in their hands to participate in the project actively and
jointly created more than a dozen effective products, creating Muren's unique homestay +
camping wild luxury brand.

Implications & Challenges

The success of this project has given me more confidence to find a group of people to build a high-
end brand of non-standard accommodation and to understand that marketing methods do not exist
in isolation but are interrelated and mutually supportive. In actual operation, appropriate marketing
methods should be combined according to the project's characteristics and the target audience's
needs to achieve the best marketing effect. At the same time, we should also pay attention to
communication and interaction with investors and consumers, understand their needs and feedback,
focus on customer experience and product creation, and continuously optimize and improve
marketing strategies.
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