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Insight into start-up, its action and surroundings
Abstract
Start-ups are an appealing business form that gives space for self-realisation to enthusiastic, brave and creative people. The 
start-up progress is conditioned by the development of the business model. Other conditions for start-up viability include 
monetisation of business effort, effective leadership and teamwork, business strategy and external business support. A survey 
conducted on a sample of 76, 72 and 53 start-ups in three stages in 2015, 2016 and 2017 examined the development of those 
beginning and imperfect micro-enterprises in Slovakia. The research results are as follows. Start-ups are relatively closed, and 
their business model is inadequately connected to the environment. Start-ups know their customers well, but they do not know 
how to get them. They do not create partnerships in a sufficient range and quality. The monetisation of the examined start-ups 
is a little sophisticated, too traditional and without experimentation. Just less than a third of start-ups sell their basic product 
or service for free and generate money by selling premium services only. The most developed blocks are still customer value 
proposition and customer relationships; the least developed blocks are distribution channels and revenue streams. Start-
uppers rely on the simple assumption that a working business model will provide a lucrative earning directly. The founders of 
the studied start-ups are capable visionaries, but less competent managers. Start-up teams have demonstrated a high degree 
of internal cohesiveness and support in unpleasant and unpredictable situations, but they lack a greater formalisation of work 
in a routine operation. Business strategies of start-ups are ambitious and international, but little verified in a competitive battle. 
The competitive advantage of start-ups is based on differentiation rather than on low cost. Start-ups do not trust the state 
support for business; they cooperate with large companies just a little, but prefer to work with the start-up scene and private 
investors. Start-ups must mature entrepreneurially, enthusiasts must become entrepreneurs and managers, and they have 
to learn how to monetise their business effort. Start-ups will be most aided by the cultural and civilisation development of 
a society that recognises entrepreneurship as a natural, useful and honourable resource for the development of the national 
economy.
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Погляд на стартапи: їх функціонування та середовище
Анотація
Стартапом є перспективна бізнес-модель, яка дає ґрунт для самореалізації ентузіастам, а також креативним і рішучим 
людям. Те, наскільки успішним буде стартап, залежить від розробки належної бізнес-моделі. Іншими умовами, що 
визначають життєздатність стартапу, є монетизація бізнес-проекту, ефективне керівництво, спільна робота, наявність 
бізнес-стратегії та підтримка ділових кіл. Метою опитування, проведеного автором в три етапи на основі вибірки 76, 
72 і 53 стартапів у 2015, 2016 та 2017 роках, було визначення шляхів становлення й розвитку стартапів у Словацькій 
Республіці. Результати опитування показали, що стартапи – це відносно закриті структури, побудовані на основі 
моделей, які надзвичайно залежать від середовища їх існування. Стартапери добре знають своїх клієнтів, проте не 
мають уявлення про те, як привернути до себе увагу інших осіб. Створювані ними партнерства не є достатніми ні за 
кількістю, ні за якістю. Процес монетизації стартапів, що були об’єктом даного дослідження, є складним і значною 
мірою традиційним, тобто позбавленим можливості варіюватися. У ході проведеного опитування було визначено, що 
трохи менше третини стартапів постачають свій основний продукт або послугу безкоштовно та генерують кошти лише 
завдяки продажам супутніх послуг. Найбільш розвиненими аспектами функціонування стартапів є ціннісні пропозиції 
та взаємини з клієнтами. Удосконалення потребує вихід на канали збуту й джерела доходу. Більшість стартаперів 
вважає, що робоча бізнес-модель безпосередньо здатна принести істотний дохід. Разом із тим розробниками стартап-
проектів найчастіше є творчі візіонери, а не досвідчені менеджери. Команди стартаперів демонструють високий ступінь 
взаємодії та підтримки своїх представників у випадку, якщо виникають складні або непередбачені обставини, але їм 
не вистачає формалізації роботи. Розроблені стартаперами бізнес-стратегії є амбітними й передбачають можливість 
виходу на міжнародну арену, проте одиниці з них витримують конкурентну боротьбу. Конкурентною перевагою 
стартапів є їхня диференціація, а не їхня низька собівартість. Стартапери не розраховують на підтримку свого бізнесу 
з боку держави й мало кооперують з великими компаніями, більше розраховуючи на співпрацю на властивому їм 
рівні та залучення приватних інвестицій. З урахуванням викладеного вище можна зробити висновок, що стартапам 
необхідно «зміцнити» свою підприємницьку складову. Найбільш сприятливий вплив на стартапи мають культурний і 
цивілізаційний розвиток суспільства, яке визнає підприємництво природним, корисним і цінним ресурсом, що сприяє 
розвитку національної економіки.
Ключові слова: стартап; бізнес-модель; монетизація; керівництво; командна робота; бізнес-стратегія; громадська 
підтримка підприємництва.
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1. Introduction
Start-ups attract the attention of both professional and lay 

public, as they are not only a place of attractive business sto-
ries, an opportunity for brilliant business growth, a space for 
self-realisation but also a service to the public. Start-ups can 
afford to develop business ideas that would be too risky for 
ordinary companies, maybe fantastic, poorly verified, untrust-
worthy or uninteresting only. Start-ups hide inside the poten-
tial of enormous growth, stormy change, success, mistakes, 
returns and repeated rises. They are a live laboratory to ex-
plore metamorphoses of a start-up to a viable company.

Start-ups are also a source of job opportunities for young 
people and school graduates who have decided to take their 
life plans in their own hands, they do not want to be regu-
lar employees, and see in business how to secure their own 
lives by meeting the needs of others. Start-ups are expected 
to play a social role when they create jobs, when they can ef-
ficiently valorise input resources and play an entrepreneu rial 
and progressive role when they meet unsatisfied needs or im-
prove the quality of life by creating, exploring and satisfying 
the needs.

Start-ups also attract the attention of researchers. 
 Research reports of the European Start-up Monitor (Kollmann 
et al., 2015; 2016) provide formal data on leaders, teams and 
business models of start-ups, but do not deal with their inter-
nal structure based on soft data nor explicitly investigate their 
impact on start-up performance. They consider them impor-
tant, but without further findings and conclusions.

The business model and, in particular, the start-up team 
and its leader are important investment criteria for angel inves-
tors and venture capitalists. According to Sipola (2015, p. 72), 
investment readiness increases the hope that the start-up will 
become an enduring enterprise. Miloud et al. (2012) state that 
the criteria of venture capitalists evaluating start-ups are, for 
example, a solo founder/founder team, an entrepreneur/top 
management team, team completeness, etc.

For the time being, the business strategy of start-ups is 
studied to a very limited extent. Research studies address is-
sues of start-up survival. In this regard, Gartner (1985) iden-
tified four conditions, which are individuals, environment, 

organisation and processes. Lööf and Nabavi (2014) dealt 
with the impact of localisation on survival, productivity and 
the growth of new enterprise. Mata and Portugal (2002) di-
rectly analysed the determinants of the survival of newly es-
tablished enterprises and the differences in the viability of do-
mestic and foreign enterprises. However, the research of busi-
ness strategy as a tool for achieving more long-term goals is 
still limited to issues of cooperation of start-ups in R&D and its 
determinants (Okamuro et al., 2011).

Public support for start-ups focuses in particular on 
colla boration with universities and building an appropriate 
ecosystem. Leyden and Link (2013) claim that universities 
must offer an attractive program, so that start-up earnings 
could grow faster than their R&D costs. Published studies 
on ecosystem come mainly from the US environment, e. g. 
Moore (2006), Insenberg (2010). Their findings correspond to 
the conditions of an advanced market economy and a long-
standing tradition of business culture.

The previous cognition of start-ups is relatively superfi-
cial and incomplete. The aim of the research is to  deepen 
the knowledge of start-ups in order to fulfil their business 
and social role. Start-ups as a research object are perceived 
through a business model, monetisation of business effort, 
team features, business strategy and public support. This 
multidimensional view should contribute to a deeper insight 
into the start-up’s interior, its behaviour and the environment 
in which it ope rates. The source of new knowledge is field re-
search carried out in the form of an empirical study.

2. Brief Literature Review
A start-up is a very small beginning enterprise, the  origin of 

which is linked to the emergence of a business idea. Accor ding 
to Thiel (2014, pp. 10-11), it can be assumed that a start-up is 
a modern cultural and entrepreneurial phenomenon that is less 
formal than a normal enterprise. The co-ordina ting and ce-
menting binder of the start-up is an individual self-reali sation. 
Blank and Dorf (2012, p. XVII) describe the  start-up in a more 
formal way: «Start-up is a temporary organisation  looking for 
a scalable, repeatable and profitable business model». Sca-
ling requires investment of external venture capital in tens of 
millions to saturate rapid expansion. Ries (2011, p. 27), who 
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Взгляд на стартапы: их функционирование и среда
Аннотация
Стартапом является перспективная бизнес-модель, которая дает почву для самореализации энтузиастам, а также 
решительным и креативным людям. То, насколько успешным будет стартап, зависит от разработки соответствующей 
бизнес-модели. Другими условиями, обеспечивающими жизнеспособность стартапа, является монетизация бизнес-
проекта, эффективное руководство, совместная работа, наличие бизнес-стратегии и поддержка деловых кругов. Целью 
опроса, поведенного автором на основе выборки 76, 72 и 53 стартапов тремя этапами в 2015, 2016 и 2017 годах было 
определение путей становления и развития стартапов в Словацкой Республике. Результаты опроса показали, что стартапы 
являют собой относительно закрытые структуры, построенные на основе бизнес-моделей, которые чрезвычайно зависят 
от среды их существования. Стартаперы хорошо знают своих клиентов, однако не имеют представления о том, как привлечь 
к себе внимание других лиц. Создаваемые ими партнерства не являются достаточными ни по количеству, ни по качеству. 
Процесс монетизации стартапов, которые стали объектом данного исследования, является сложным и в значительной 
мере традиционным, то есть лишенным возможности варьироваться. В ходе проведенного опроса было определено, 
что немногим меньше трети стартапов поставляют свой основной продукт или услугу бесплатно и генерируют средства 
лишь благодаря продаже сопутствующих услуг. Наиболее развитыми аспектами функционирования стартапов являются 
ценностные предложения и взаимоотношения с клиентами. Усовершенствования требует выход на каналы сбыта и 
источники дохода. Большинство стартаперов полагает, что работающая бизнес-модель напрямую способна принести 
существенный доход. Вместе с тем разработчиками стартап-проектов чаще всего являются творческие визионеры, 
а не опытные менеджеры. Команды стартаперов демонстрируют высокую степень взаимодействия и поддержки 
своих представителей в случае, если возникают сложные или непредвиденные обстоятельства, но им не хватает 
формализации работы. Разработанные стартаперами бизнес-стратегии преследуют честолюбивые цели и предполагают 
выход на мировую арену, однако единицы из них выдерживают конкурентную борьбу. Конкурентное преимущество 
стартапов основано скорее на их дифференциации, нежели на их низкой стоимости. Стартаперы не рассчитывают на 
поддержку своего бизнеса со стороны государства и мало кооперируют с крупными компаниями, больше полагаясь 
на сотрудничество на свойственном им уровне и привлечение частных инвестиций. С учетом сказанного выше можно 
сделать вывод, что стартапам необходимо «окрепнуть» с точки зрения предпринимательства. Наиболее благотворное 
влияние на стартапы имеет культурное и цивилизационное развитие общества, которое признает предпринимательство 
естественным, полезным и ценным ресурсом, способствующим развитию национальной экономики.
Ключевые слова: стартап; бизнес-модель; монетизация; руководство; командная работа; бизнес-стратегия; 
общественная поддержка предпринимательства. 
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introduced himself to the world of business with the concept 
of lean start-up, defines: «Start-up is a human institution de-
signed to create a new product or service under conditions of 
extreme uncertainty». Start-ups as an institution hire creative 
people, coordinate their activities and shape a company cul-
ture that delivers results. Paul Graham (cit. by: Robehmed, N. 
2013, December 16, Forbes), a representative of Y Combina-
tor, says that after three years of business making most start-
ups are no longer start-ups, the completion of the start-up 
phase is linked to the acquisition by larger companies, reve-
nues of more than USD 20 million and personnel of more than 
80 employees. Start-ups can arise in any industry, but most 
often they are technology or internet companies that offer va-
rious mobile apps. They create or discover completely new 
needs or meet original needs with a completely different, more 
efficient or cheaper solution. Their identification marks are low 
initial costs, greater business risk compared to normal compa-
nies, potentially higher returns if a start-up becomes a regular 
company. Kiska Jr. (2014) of Credo Ventures writes that any 
start-up in the «seed» phase must have a great potential and a 
globally unique product, in such a case a 20 times recoverabi-
lity is expected. The reasons for exceptional claims for invest-
ment valorisation in a start-up are the high rate of failure and 
exceptionally unique success.

A start-up as an incomplete and imperfect enterprise must 
build a business model to implement its business idea. The 
model should contain all the components and conditions that 
are necessary for business making. An effective business mo-
del provides the customer with a value that the custo mer ac-
cepts and pays for; on the other hand, the company will co-
ver all its costs and earn profit. Michal Truban (2016) is a Slo-
vak IT entrepreneur who writes that the idea is of little va lue and 
is never unique. The true value of the company resides in the 
business model. The business model is usually visualised for 
clarity and simplicity of use. The business mo del from John-
son, Christensen and Kagerman (2008) consists of four inter-
connected elements that make up and provide va lue. Its main 
parts are customer value proposition, a profitable formula, key 
resources and key processes. Glassman et al. (2014, p. 7) have 
constructed a simple visualisation with four dimensions that are 
arranged in a triangle (three verte xes and the centre): customer, 
value proposition, value chain, profitable mechanism. The most 
widespread visualisation of the business model is the canvas 
concept by Osterwalder and Pigneur (2009, pp. 15-44). Their 
nine-box model is abundantly quoted and described in the ob-
jectives and methods of the paper. The meaning and useful-
ness of the business model are confirmed by Blank and Dorf 
(2012, pp. 8-18) write «... the only goal of the start-up is to find a 
repeatable and scalable business model». While existing com-
panies pursue a business model, start-ups are looking for it.

The result of business model operation will be reflected in 
the monetisation of business efforts. Monetisation answers 
two questions (Bednár & Tarišková, 2017, p. 72): 
1. What va lue for money start-up provides, to whom and for 

how much? 
2. What is the source of revenue at start-up? 

A successful investor Dave McClure (2017) introduces 
five key determinants of investment in a start-up, which are 
the market, the product, the team, the customers, and the 
revenue. He claims that 99% of start-ups need a reliable 
and efficient way to make money, otherwise they will end 
up. An efficient revenue model simply cannot be substitu-
ted by  either a perfect product, or a functioning team, or the 
right market and a lot of users.

Leadership focuses on the role of founder/leader in deve-
lopment of a new company (Klotz et al., 2014). Baum, Locke 
and Kirkpatrick (1998) found that «the inspiration and vi-
sion of the founder are the driving force of a start-up». Simi-
larly, according to Timmons and Spinelli (2008), it is impor-
tant for the start-up success that the start-up founder is a 
good lea der. At a start-up, almost all key strategic and tacti-
cal decisions are made by its founder, and these decisions are 
based largely on his/her intuition (Vendetti, 2010). The beha-
viour of leaders/founders therefore has a bigger and direct im-
pact on start-up performance compared to other bigger and 

stabilised companies. This is confirmed by Kets DeVries and 
Miller (1986). According to them, «the individual characteris-
tics and behaviour of these leaders influence the development 
and long-term sustainability of the start-up».

When a start-up is successful, considerable merits are at-
tributed to the founder as an individual who leads the enter-
prise (Klotz et al., 2014). According to Timmons and Spinelli 
(2008), besides the strong leadership of the founder, it is im-
portant for a successful start-up to build a team whose mem-
bers have complementary skills, talents and the ability to work 
as a team. Klotz et al. (2014) report that most new companies 
are founded and led by teams, not by individuals. Pearce and 
Sims (2002) found that «applying team leadership allows com-
panies to achieve better results than vertical leadership, espe-
cially in change management and virtual teams».

Business strategy is an essential expression of the com-
pany’s action. The business strategy solves the task and an-
swers mainly the question of how to surpass competitors in 
meeting the needs of the same customers. It is evident, that 
an advance can be achieved by dissimilarity only. According 
to Porter’s typology (1980, p. 254), companies choose a cost 
leadership strategy or differentiation strategy across all the 
market or focus on one or a small number of market segments 
again through low costs or differentiation. Business strategy is 
then the result of a decision on differentiation, costs and seg-
mentation.

Start-ups are placed and developing in an external environ-
ment, and its impact cannot be ignored. Motoyama and Wat-
kins (2014) called it an ecosystem with four basic relationships. 
1. The relationship between entrepreneurs who can learn from 

mistakes or successes of other entrepreneurs. 
2. The relationship between supportive organisations that 

 coordinate their activities to avoid useless overlap. 
3. The relationship between entrepreneurs and key suppor-

tive organisations providing mentoring, business contacts 
and finance. 

4. The relationship between entrepreneurs and other forms of 
support, e. g. business acquaintance events. 
A survey of external environment of Slovak start-ups 

elaborated by KPMG (2014) states that it consists of business 
sector, public sector, organisations supporting start-ups and 
investors.

3. Purpose 
The purpose of the research is to find out how the busi-

ness model of a start-up is changing and maturing, because a 
malfunctioning business model is considered one of the most 
serious causes of start-up failures (CB Insights, 2018). Chan-
ges of business model are captured on the basis of the busi-
ness idea cycle and the funding cycle over the three phases 
of the research (October - December 2015, June - July 2016, 
January - March 2017). Other research objectives that con-
dition the viability of start-ups are monetisation, leader/foun-
der and the team, business strategy, and external support 
of start-ups. Knowledge of these topics usually comes from 
the last phase of the research. In the first, se cond and third 
pha ses of the survey, the sample contained 76, 72 and 53 
 start-ups. The research sample consists of start-ups opera-
ting in Bratislava, where the largest start-up community in 
Slovakia is concentrated.

Estimates of some governmental material indicate that 
there are about 600 start-ups in Slovakia (The Government 
of the Slovak Republic, 2016). The Startitup Portal (2018) 
displays 301 start-ups. However, these data are not based 
on official statistics, which does not record start-ups as a 
special category. According to an estimate of the author 
of the article, about one half of all start-ups in Slovakia 
are concentrated in Bratislava and its suburbs. However, 
roughly one-third of all start-ups do not develop any ob-
vious preparatory or business activity. For a comparison, in 
Germany (Cassala, n.d.) there is about 6,000 start-ups and 
in the Czech Republic (Benešovská, 2017) there are cur-
rently recorded about 1,300 start-ups, some of them are in 
the seed phase and may not even be established. 

The business model is structured according to the visuali-
sation of the canvas (Osterwalder & Pigneur, 2009, pp. 15-44) 
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into nine blocks: customer value proposition, customer rela-
tionships, customer segments, distribution channels, key re-
sources, key activities, key partners, cost structure and reve-
nue streams. The gauge of business model development (in-
dividual blocks) is a five-point scale that measures a degree of 
development (quality) of particular blocks.

The sources of knowledge about the examined start-ups 
are the statements of the start-up founders based on a ma-
naged face-to-face interview and a structured questionnaire, 
additional interviews as needed, publicly available information 
from start-up websites, other websites and professional jour-
nals and books.

4. Results
4.1. Structure of the business model
For the studied start-ups, there is typical youth and entre-

preneurial inexperience. Their production is insufficiently ori-
ginal; they provide little evidence regarding the proclaimed 
ori ginality. The assessment of originality is more of a guess, 
desire or ambition.

The start-ups unequally perceive the development of en-
trepreneurial ideas. The development of an idea according to 
the entrepreneurial cycle is significantly overtaking the deve-
lopment of an idea according to the investment cycle. Evalua-
ting the level of development from external providers of capital 
is clearly more demanding and shifts start-ups to earlier sta-
ges of development. Product development is slightly ahead of 
knowledge of the satisfied needs and solved problems.

The market of investigated start-ups is territorially defined 
between Central European and European markets. In the third 
stage of the survey, the research sample is dominated by 
business action in the world market; the share of the Euro-
pean market declined very slightly; the orientation towards 
the Central European market increased slightly, and the na-
tional market was significantly reduced. Customer and mar-
ket know ledge has been remarkably high since the start of the 
study and has not changed dramatically during the research. 
Entry to foreign markets takes place mainly in the form of di-
rect export, hence independently, i.e. without intermediaries.

Customer relations have gone through a considerable 
transformation. Partial contact accounts for more than one-
third of customer contacts at the end of the survey, while 
shares of self-service, personal and extraordinary assistance 
slightly decreased and the role of co-creation increased.

People are regarded to be the most important source. 
They have a 50% share of all start-up resources, whereby re-
sources are slightly more advanced than processes. The most 
important processes are the realisation of the idea, hence the 
conversion of the idea to a real product or service, and then 
the sale of the finished product.

The most important partners are the investor, the mer-
chant and the manufacturer. At the end of the research, the 
manufacturer was replaced by the component supplier. A de-
cline happened in the share of other suppliers and makers and 
the share of merchants has grown significantly.

The largest cost items of the operation of start-ups are 
wages, co-operation and materials. These items remained 
the largest in the next stages of the research and slightly in-
creased. The largest source of funding in the first stage of 
the research is own savings, then own resources (retained 
earnings and depreciations), strategic investors, venture 
capital and business angels. In the second and especially 
in the third stage, the largest source of financing is own re-
sources (retained earnings and depreciations) followed by 
strategic investors, own savings and venture capital, with a 
significant decrease in own savings.

Revenue streams measured by the number of users, the 
number of paying users (customers) and revenues, are under-
developed compared to other business model blocks, but the 
start-up performance from the first to the third stage of the 
research has risen continuously. The reason for non-revenue 
generation is the product or service itself, as its operation or 
production implementation and distribution are in the state of 
preparation. The share of this cause is gradually decreasing 
and the share of other causes, especially the distribution fai-
lure and team failure, is growing.

Business model blocks that have statistically significant 
impact on start-up performance vary between research sta-
ges; only the customer relationships block has a relatively sta-
ble impact, affecting all the three performance indicators in 
the second stage of the research, and influencing a number 
of customers and revenues at the 3rd  stage. This block, there-
fore, has a significant impact on the performance indicators 
over time (from 2nd to 3rd stage). The largest number of blocks 
affect the indicator of number of users.

The conversion from users through customers to revenues 
has a declining trend, but during the research from 1st stage 
to 3rd  stage this decreasing trend is on a higher starting le-
vel. The start-ups with higher conversion and higher revenues 
have more advanced business models. Many of the start-ups 
make a sale, yet only few of them make some earnings.

The span between the most and the least developed blocks 
in the period from 1st to 3rd  stage of the research is shortened. 
The most developed blocks are still customer value proposi-
tion and customer relationships; the least developed blocks 
are distribution channels and revenue sour ces. The greatest 
improvement between the first and third stage of the research 
is recorded at partners and revenue sources, customer seg-
ments, and key processes have been changed the least, but 
partners are still under-average developed block. The blocks 
of the business model are improving approximately directly 
in proportion to time, with no signs of growth accelerating. 
The business model is gra dually homogenised. The individual 
quality of the business mo del blocks increases, but the tight-
ness of the links bet ween them weakens, and the improve-
ment of the model slows down at the last stage of research.

4.2. Monetization of business effort
The source of income for most of the start-ups is the 

sale of their service (40%) or product (20%). Approximately 
20% of the start-ups earn on the intermediation of sale of a 
service or product and about 20% of the start-ups have not 
yet found an appropriate source of revenues. Some of the 
start-ups are not deliberately looking for revenue streams 
and are devoting to proliferation of the number of users to 
monetise them later.

Almost one half of the start-ups receive an income by 
standard payment when selling a product or service. Less 
than a third of the start-ups sell basic product or service for 
free, whereas money is generated only through the sale of 
premium services or from other subject than the user of the 
service. Premium payments have been required only by 4% 
of the start-ups so far. About 20% of the start-ups have not 
yet decided on the type of payment.

Most of the start-ups (41.3%) prefer instant payment at 
the moment of sale, but subscription payment is growing 
steadily (29.3%). It is a repeated sale of services that will give 
start-ups a smaller, but stable revenue stream compared to 
a one-time sale. A smaller share of the start-ups (12.0%) will 
get paid only after the service has been executed and billed. 
The rest of the start-ups (17.3%) have not yet chosen a pay-
ment timing.

The start-ups with the highest profit offer products, sell for 
money and take the payment directly at the point of sale. The 
start-ups with the highest losses offer services, sell them for 
money and the payment is made in the form of a subscription.

4.3. Leadership and teams
The leaders of the studied start-ups are competent visio-

naries, they achieve to create above the average original and 
attractive vision. However, it does not reach the level of the ab-
solute peak. They manifest a slightly lower quality of leadership 
in the ability to inspire, excite and motivate their co-wor kers to 
acquire a defined vision. The leaders are also slightly less skil-
ful in encouraging other team members in case of problems, 
complications and failure. A relatively  weaker trait of leaders is 
the development of co-workers’ competence through further 
education, coaching and mentoring. The role of the leader as 
a visionary during the development of a start-up is gradual-
ly decreasing, although the reminding of the main joint goal is 
needed constantly. The quality of the leader’s encouragement 
is less expressive and declines during the research, yet it rises 
again at the last stage of research.
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The teams have demonstrated a high degree of internal 
cohesiveness, mutual support and trust in unpleasant, un-
predictable and crisis situations. Such situations are a lack 
of money for workaday operation, no payment of wages, ex-
traordinary work effort and personnel changes in the team. 
The formal division of job responsibilities and roles in the 
team reaches the lowest rating amongst parameters of team 
work. The start-up teams consist mostly of versatile and 
self-confident individuals who submit to the authority of a 
chief with displeasure. On the other hand, the leaders lack 
managerial skills. The quality of team work recorded a slight 
decrease from the 1st to the 2nd stage of the research, howe-
ver all the parameters of the team work increased at the 3rd 

stage. On the path to their success, the start-ups have to 
overcome a number of different obstacles and, they will fail 
without cohesive and cooperative teams.

4.4. Business strategy
Most of the start-ups serve several market segments with 

a tendency to reduce their number. The differentiation of pro-
ducts is noticeable, as far as 90% of the start-ups are diffe-
rent in originality at the international level (from Central Euro-
pean to Worldwide). The differentiation has a very slight ten-
dency to decline. A significant share of the start-ups (78%) 
have costs at the same and lower levels as competitors, 
slightly decli ning during the stages of the survey. The product 
prices category has a similar tendency. The exceptional capa-
bility of the start-ups lies primarily in a substantial difference 
of competitors, since they try to do things differently and offer 
diffe rent values, while they are only slightly different in costs, 
pri ces and market segments.

More than 70% of the start-ups operate in foreign mar-
kets, at least in Central Europe. The share of internationally 
opera ting start-ups increases during the survey.

 The reasons for entering international business are the 
size and the rate of growth of the foreign market, the proxi mity 
to the local customer (after the establishment of a branch), 
cooperation with foreign investors and attractive, but usually 
small, acquisitions abroad.

The vision/ambition of start-ups is to become apparent 
at least at the European level. They are placed in industries 
where the life cycle is between the phase of growth and the 
phase of maturing. The business environment has average 
dynamics and complexity, relatively good predictability over a 
period of three to five years, and the average intensity of com-
petition. The competitive position of most start-ups is  also 
ave rage. Quality/added value of production is considered to 
be comparable to competitors at the European level, yet the 
key technology and competitive advantage are evaluated at a 
le vel approaching European one only.

The action/strategising of the studied start-ups is de-
fensive with a tendency to offensive. They follow pioneers 
in their industries and adapt to them. Their dynamics and 
speed of action, sensitivity and perception to external im-
pulses are average with a tendency to increase dynamism 
and sensitivity. Their action or real strategies differ from 
competitors’ strategies to a greater extent, but it is not a big 
or a complete difference.

4.5. External support
Start-ups receive minimal or low support from the go-

vernment and public institutions and, at the same time, do not 
trust the public support. They expect simple and transparent 
business conditions for companies of any size. They appre-
ciate, however, the assistance from the government agency 
for the development of SMEs, which encourages participation 
of start-ups in foreign events, makes foreign contacts availa-
ble and offers consulting.

Collaboration of start-ups and larger companies is eva-
luated more positively, yet it is labelled by concerns about 
non-equivalent relationship and possible misuse of trade sec-
ret. The simplest is trade cooperation, which is a purchase 
of a number of products and offer of distribution. Larger and 
more experienced companies offer consulting, contacts, 
premises, financing, partnership and repurchase at exit.

A start-up scene, which consists of co-working spa ces, 
accelerators, incubators, start-up competitions, websites 

about start-up business and start-ups themselves is relied to 
a greater extent than the government and large companies. 
The assistance of the start-up scene resides in consulting, 
mento ring, lectures, events, providing premises for business 
making and creative activities, cohabitation in a communica-
ting and cooperating start-up community.

The most appreciated is the support from investors, which 
is expressed in helping with the business model, marketing, 
intermediation of contacts, consulting, team building and, ul-
timately, providing finance. The investor is expected to be 
smart and, besides some finance, he/she delivers advice, ex-
perience and networking.

In addition to start-ups which expect some help from the 
outside, there are also start-ups that avoid it because they 
want to maintain their independence and their original con-
cept, or they look for support only later in their development, 
or commitments following from the external assistance are 
too costly for them.

4.6. Discussion about research results
The business model of start-ups is formally arranged and 

functional. A key start-up asset is a business idea that is  being 
developed on the basis of a business model. A start-up is an 
enterprise with extremely limited resources, and therefore it 
has to open its business model and replenish it with com-
plementary external assets. However, a closer look suggests 
that start-ups are relatively closed and their model is inade-
quately interconnected with the environment. Start-ups know 
their customers well, but they do not know how to get towards 
them. They do not create partnerships in a sufficient range 
and quality. They work with relatively high-quality resources, 
yet they cannot fully exploit them due to less functional in-
ternal linkages, and therefore it is also obviously unclear bin-
ding of the model to the performance of a start-up. It may 
be thought that it is a consequence of the youth and inexpe-
rience of founders with the company’s internal operation and 
the lack of knowledge of the business making rules.

The monetisation of the studied start-ups is a little so-
phisticated, too traditional and without experimentation. 
Start-uppers rely on a simple assumption that a success-
ful business model will directly guarantee successful mone-
tisation too. However, the transformation of the produced 
and delivered value into money is a special business task 
and invention. Firstly, investors require getting huge mas ses 
of  users from some start-ups and then some part of them 
will be monetised. The database of a large number of  users 
helps the later at conversion on customers or at selling a 
start-up for a high price.

The founders are characterised by visionarity and enthu-
siasm, which is gradually exhausted and not supplemented 
or replaced by managing. The founders are not prepared for 
a change of the content of managerial work, which is a shift 
from leadership to managing, from informal relationships to 
formal division of labour, from friendly relations to at least 
moderate hierarchy, from volunteering to punctual and accu-
rate fulfilment of duties.

In the business strategy, there is a discrepancy between 
the declared originality, considerable distinctiveness, high 
aspirations (subjective perception) of a start-up and indus-
try conditions/parameters (objective reality), which is more 
typical of less original and ambitious entrepreneurship. The 
differentia tion and originality of start-ups are not overly pro ven 
by the market and feedback from the customer, and therefore 
a surprising corrections of the business strategy can be ex-
pected during the maturity of industry and increase of com-
petition intensity. Most start-ups have too many ambitions at 
the beginning of business making, e. g. targeting/addressing 
on too many segments.

Public support should bridge the inexperience of start-
ups and the lack/absence of money. Easy access to invest-
ments will do more harm than good, and therefore invest-
ments should come from private sources only, otherwise they 
are the cause of irresponsible actions. Start-ups that receive 
support, however, must count on the loss of independence to 
some extent. Solving the discrepancy between support and 
independence is the key to the progress of start-ups on the 
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basis of public interest. Any support is effective only if there is 
mutual trust between the provider and the recipient.

The most successful and ambitious start-ups change and 
transform their business and become exponential organisa-
tions (ExOs). Start-ups that have participated in the research 
are three to four years old, their growth is for now slow but they 
can potentially become (ExOs), e. g. Vectary, Ixworx, Mente-
gram and Eyerim. Esset (antivirus software) that has been in-
ternationally recognized and has become a globally known and 
active enterprise is the most significant Slovak ex-start-up with 
ExOs features, and Sygic (mobile navigation) approaches it. 
Pixel Fede ration, ColosseoEAS, DECENT, Exponea, Sli.do and 
GA Drilling are also approaching exponential organisations. The 
main constraint to the progress of start-ups is the lack of the 
capital they need, which amounts to tens of millions of euros.

5. Conclusion
A start-up is a very small enterprise that has to deal not 

only with the variability and unpredictability of the business 
environment, but also with its own imperfection. Imperfec-
tion is not a deficiency; it is a natural trait of start-ups. It re-
sides in the contradiction between a business idea and ex-
tremely limited resources. The solution is in opening and 
complementing the business model with external comple-
mentary assets. A start-up is driven enthusiasm that later 

fades and must be replaced with more cold professionalism. 
An increase in entrepreneurial professionalism is the most 
significant challenge for the surveyed start-ups. This, howe-
ver, means that the founders will have to share the manage-
rial and proprietary control of the enterprise with experienced 
managers and investors, because the acquisition of own ex-
periences and capital is a long-term issue. Loss of manage-
rial, and in particular, proprietary independence, is frustra-
ting, and it is another challenge for start-uppers.

Start-ups are thinking about business strategy, yet so far 
it is rather an idealised idea than real action, and therefore 
they should reinforce realistic perception of their position in 
the business environment through continuous feedback, car-
ry out entrepreneurial experimentation, creatively and persis-
tently develop and implement ideas. If start-ups want to get 
external support, they will have to demonstrate an viability on 
the base of their own efforts, verified results and their own fi-
nancial resources.

Further research will probably be focused on turning 
start-ups into a standard small or medium enterprises. Key 
themes include completing the business model, distribution 
channels, routine operation, determination of start-up va lue, 
sale of the owner’s shares, conditions of exit and business 
strategy in growing competition in the mature industry.
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