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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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Cnasik LLI.

KaHOmaaT eKOHOMIYHUX HayK, npodecop, EkoHomivHnI yHiBepcuTeT y Bpatucnasi, Bpatncnasa, Cnosaupka Pecny6nika
Mornsap Ha ctapTtanu: ix hyHKLUiOHYBaHHA Ta cepefoBuLLe

AHoTauis

CTtapTanom € nepcnekTnBHa 6i3HeC-MofeNb, sika Aa€ r'pyHT ANns caMmopearnisalii eHTysiacTam, a TakoX KpeaTUBHUM i pillyymM
nogam. Te, Hackinbku ycniwHUM 6yae cTapTan, 3aneXunTb Bif pO3pobkKu HanexHoi 6isHec-mogeni. IHwumn ymosamu, Lo
BM3HA4aloTb XXUTTE3AATHICTb CTapTany, € MOHeTU3auis 6i3Hec-NpoeKTy, epeKTBHE KEPIBHULTBO, CriflbHa poboTa, HasBHICTb
6idHec-cTpaTerii Ta nigTpyMka Ainosux Kin. MeToo onuTyBaHHS, NPOBEAEHOr0 aBTOPOM B TPW e€Tann Ha OCHOBI BUGIPKK 76,
72 i 53 ctaptanis y 2015, 2016 Tta 2017 pokax, 6yno BU3Ha4eHHs LUNSAXiB CTAHOBMEHHSA 1 PO3BUTKY cTapTanis y Cnosaupbkin
Pecny6niui. Pe3dynbtatn onuTyBaHHA nokasanu, WO cTapTany — ue BIQHOCHO 3akpuTi CTPYKTypu, NobyaoBaHi Ha OCHOBI
mMogenen, SKi Hag3BMYaliHO 3anexkaTb Bif cepegoBula ix icHyBaHHA. CtapTanepu gobpe 3HalTb CBOIX KNIEHTIB, NpoTe He
MaloTb YSBNEHHS MPO Te, AK NpUBEPHYTK Ao cebe yBary iHwWux oci6. CTBOpIOBaHi HUMM NapTHEPCTBA He € AOoCTaTHIMU Hi 3a
KiNbKICTIO, Hi 3a sKicTio. [Npouec MoOHeTM3auii cTapTanis, WO 6ynu 06’€KTOM OAHOrO OOCHIAXKEHHS, € CKNagHUM i 3HA4YHOM
Mipoto TpaauuiiHiM, TO6TO No36aBneHM MOXXIMBOCTI BapitoBaTncs. Y xofi NpoBegeHoro onmTyBaHHsi 6yno BU3HA4YeHo, Lo
TPOXW MEHLLE TPETNHM CTapTaniB NocTa4aloTb CBill OCHOBHUIA NPOAYKT abo Nocnyry 6€3KOLUTOBHO Ta reHEepYyoTb KOLWTY nnLle
3aBOsikK nNpogakam CcynyTHiX nocnyr. Hanbinbw po3BnHeEHUMN acnekTaMmu yHKLIOHYBaHHA cTapTaniB € LiHHICHI npono3uuii
Ta B3aEMUHN 3 KNieHTaMW. YOOCKOHaNeHHA notpebye BUXif Ha KaHanu 36yTy W gxepena goxogy. binbwicTe ctaprtanepis
BBaXkae, Lo poboya 6isHec-Mofenb 6e3nocepenHbo 3a4aTtHa NPUHECTW iICTOTHUIA [oxia. PasoM i3 TM po3pobHukamm ctapTan-
NPOEKTIB Han4acTiLle € TBOPUi Bi3ioHepH, a He [ocBig4YeHi MeHepkepun. Komanan ctapTanepis AEMOHCTPYIOTb BUCOKUI CTYMiHb
B3aeMogii Ta NiATPMMKM CBOIX NPEACTaBHUKIB Y BUMNAAKY, SKLO BUHMKAKOTb CKNagHi abo HenepepbayeHi 06CTaBuHK, ane im
He BucTa4vae copmanisauii po6oTn. Po3pobneHi ctapTanepamu 6i3Hec-cTpaTerii € ambiTHUMY i NepefdavarnTb MOXINBICTb
BUXOAY Ha MiXXHApOAHY apeHy, NpoTe OAMHULI 3 HUX BUTPUMYIOTb KOHKYPEHTHY 60poTbby. KOHKYPEHTHOK nepesaroto
cTapTanis € ixHa andepeHuiauis, a He iXHA HU3bka cobiBapTicTb. CTapTanepmn He po3paxoByOThb Ha NIGTPUMKY CBOro 6i3Hecy
3 6OKY Aep>XaBu N Mano KOOMepylTb 3 BEMKMMMU KOMMaHisMK, Giflblue po3paxoBytovn Ha crnisnpauio Ha BNacTuBOMY iM
PiBHI Ta 3aNly4eHHs NpPUBaTHKX iHBECTULIN. 3 ypaxyBaHHAM BUKNAAEHOro BULLE MOXHa 3pO6MTU BUCHOBOK, LLO cTapTanam
HEeOOXiAHO «3MILHWTW» CBOI MiANPUEMHNLBKY CKnagoBy. Hanbinbw cnpuaTtnuemidz BNAWB Ha cTapTany MakloTb KyNbTYPHUN i
umBINisaUinHMil pO3BUTOK CYCNiNbCTBA, SKe BU3HAE NigNPMEMHULTBO NPUPOLHNM, KOPUCHUM i LIHHUM PEecypcoM, Lo CApUse
PO3BUTKY HaLiOHaNbHOI EKOHOMIKWN.

KniouoBi cnoBa: crtaprtan; 6i3Hec-mMofesb; MOHETM3aLis; KepiBHMLTBO; KOMaHgHa poboTa; Gi3Hec-cTparerisi; rpomMapcbka
niaTpymKa nignpueMHNLTBA.
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Cnasuk L.

KaHauaaT 3KOHOMUYECKMX HayK, npodeccop,

OkoHomu4ecknin yHusepcuteT B BpaTtucnase, bpaTtncnasa, Cnosaukas Pecny6nvka

B3arnsg Ha cTtaptanbi: X (hyHKLMOHMPOBaHUE U cpepa

AHHoTauus

CrapTtanom SiBNsSieTCs NepcrnekTBHas OGU3HeC-Mofesb, KOTopas [aeT MoyBy AN caMmopeanu3auun SHTy3unacTam, a Takxke
peLwmnTenbHbIM U KpeaTBHBLIM NtodsmM. To, HACKOMbKO YCMellHbiM 6yAeT cTapTan, 3aBucuT OT pa3paboTKy COOTBETCTBYIOLLEN
6u3Hec-mofgenu. Opyrumn ycnosusiMm, o6ecnedrBaroLLMMI KM3HECNOCOOHOCTL CTapTana, SBNSETCA MOHeTU3aumns 6usHec-
npoekTa, apheKTMBHOE PYKOBOACTBO, COBMECTHasA paboTa, Hanu4me busHec-cTparternm n nogaepxka genosbix Kpyros. Lienbto
onpoca, NOBEAEHHOro aBTOPOM Ha OCHOBe Bblibopky 76, 72 n 53 ctaptanos Tpems atanamu B 2015, 2016 n 2017 rogax 6b110
onpepeneHne NyTen cTaHOBNEHNA 1 pa3BuTKA cTapTanos B Cnosavkon Pecnybnvke. PesynbtaThl onpoca nokasanu, YTo ctapranbl
SABNSAIOT COO60N OTHOCUTENBHO 3aKPbITblE CTPYKTYPbIl, MOCTPOEHHbIE HA OCHOBE BU3HEC-MOoAEeNe, KOTOpbIe YPe3BbIHaNHO 3aBUCAT
OT cpedbl nX cyLlecTBoBaHNs. CTapTanepbl XOPOLLIO 3HAKOT CBOMX KIIMEHTOB, OAHAKO HE IMEoT NPEACTaBNEHNS O TOM, KaK NpuBneyb
k cebe BHUMaHue gpyrux nuu. Co3gaBaemMble UMM NAPTHEPCTBA HE ABASIOTCA [OCTAaTOYHBIMMW HI MO KOMMYECTBY, HU MO KaYecTBy.
[Mpouecc MoHeTN3aumm cTapTanos, KOTOPble CTa/IM 06 BbEKTOM AAHHOIO UCCNEeA0BaHNs, SBNSETCS CMOXHbLIM U B 3HAYUTENbHON
Mepe TPaguUMOHHbBIM, TO €CTb NIMLLIEHHBIM BO3MOXKHOCTW BapbupoBaTbecs. B xoge npoBegeHHOro onpoca 6bi1o onpegeneHo,
YTO HEMHOMIM MEHbLLE TPETN CTapTanoB NOCTaBNAOT CBON OCHOBHOWM NPOAYKT uUnn ycnyry 6ecnnaTHo 1 reHepupytoT cpegctea
b 6narofgapsa Npoaaxke conyTCTBYIOLLMX yenyr. Hanbonee passuntbiMu acrnektamy OyHKLMOHMPOBaHWS CTapTanos SBNSIOTCA
LIEHHOCTHbIE MPEQIOKEHNS N B3AVIMOOTHOLLEHNS C KIMEHTaMu. YCOBEpPLUEHCTBOBaHUSA TpebyeT BbIXOA Ha KaHasnbl cobiTa u
NCTOYHMKMN goxofa. bonblnHCTBO cTapTanepoB nonaraet, 4To paboTatowas 61sHec-Moaenb HanpsMyo CrnocobHa NPUHECTU
CYLLECTBEHHbIN goxon. BmecTe ¢ Tem paspaboTymkamy CTapTan-MpoeKToB Yalle BCEro SIBASIOTCS TBOPYECKUE BU3VOHEPSI,
a He OornblTHble MeHemXepbl. KomaHabl cTapTanepoB LEMOHCTPUPYIOT BbICOKYKO CTEMeHb B3auMOOEWCTBUS W NOAAepP>KKU
CBOUX MPeAcTaBuTenein B Cny4vae, €Ccnv BO3HMKAIOT CAOXHbIE WM HernpeaBuAeHHble O6CTOATENbCTBA, HO MM He XBaTaeT
hopmanuaaunm paboTbl. PagpaboTaHHble cTapTanepamu 6u3Hec-cTpaTerum NpecneqyroT YecTontobmBbIe Lienu 1 npegnonaratoT
BbIXOA, HA MUPOBYIO apeHy, OQHaKO eAVHWLbI U3 HUX BbIAEPXXMBAIOT KOHKYPEHTHYIO 60pbby. KOHKYpeHTHOe npeumyLLecTBo
CTapTanoB OCHOBaHO CKopee Ha 1x anddepeHumanmmn, HeXXenm Ha Ux HU3Kow ctonmocTu. CtapTanepbl He PACCHNUTLIBAIOT Ha
NoaaepXKy CBOEro 6usHeca Co CTOPOHbI FOCYAAPCTBA U Mano KOOMEPUPYIOT C KPYMHbIMW KOMMNaHuaMK, 6onbLue rnonarascb
Ha COTPYAHMNYECTBO Ha CBOWCTBEHHOM MM YPOBHE 1 MpuBReYeHne YacTHbIX MHBeCcTULUMIA. C y4eTOM CKa3aHHOro BbilLe MOXXHO
chenatb BbiBOA, YTO CcTapTanam Heo6XoANMO «OKPEnHYTb» C TOYKU 3peHus npeanpuHuMmatenscTsa. Hanbonee énarotsopHoe
BNMNSHWE Ha cTapTanbl UMEET KynbTypHOe U LIMBUIM3aLMOHHOE pasBuTe obLLecTsa, KOTopoe Npu3HaeT NpeanprHUMaTeNbCTBo

€CTeCTBEHHbIM, NMONE3HbIM U LLeHHbIM pecypCcoMm, CI'IOCO6CTByIOLL|,I/IM pPasBUTUO HaLLI/IOHaJ'IbHOI‘/‘I SKOHOMUKMN.

KnroueBble cnosa: ctaptan; 6u3Hec-mopgens;
obLlecTBEHHas nogaep kka NpeanpuHIMaTensCcTaa.

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 entrepreneurial
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 (Kolimann
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,

MOHeTN3auus;

PYKOBOACTBO; KOMaHAHasi paboTa; 6usHec-cTpareruvs;

organisation and processes. L66f 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
collaboration 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 operates. 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. According
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-ordinating and ce-
menting binder of the start-up is an individual self-realisation.
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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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 customer 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 value 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 model from John-
son, Christensen and Kagerman (2008) consists of four inter-
connected elements that make up and provide value. 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 vertexes 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 (Bednar & Tariskova, 2017, p. 72):

1. What value 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 leader. 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
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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, second and third
phases 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 (BeneSovskd, 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)



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
originality. 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 knowledge 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.
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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 3 stage. This block, there-
fore, has a significant impact on the performance indicators
over time (from 2™ to 3 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 15t stage
to 39 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 1%t to 3™ 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 sources. 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 gradually homogenised. The individual
quality of the business model blocks increases, but the tight-
ness of the links between 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-workers 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 15t to the 2" stage of the research, howe-
ver all the parameters of the team work increased at the 3
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 declining 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
different values, while they are only slightly different in costs,
prices and market segments.

More than 70% of the start-ups operate in foreign mar-
kets, at least in Central Europe. The share of internationally
operating 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 proximity
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
average. 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
level 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 spaces,
accelerators, incubators, start-up competitions, websites
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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,
mentoring, 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 masses
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
differentiation and originality of start-ups are not overly proven
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



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 Federation, ColosseoEAS, DECENT, Exponea, Sli.do and
GA Dirilling 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
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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 value,
sale of the owner’s shares, conditions of exit and business
strategy in growing competition in the mature industry.

References

1. Baum, J. R., Locke, E. A., & Kirkpatrick, S. A. (1998). A longitudinal study of the relation of vision and vision communication to venture growth in
entrepreneurial firms. Journal of Applied Psychology, 83(1), 43-54. doi: https://doi.org/10.1037/0021-9010.83.1.43 .

2. Bednar, R., & TariSkova, N. (2017). Revenue streams as key determinant of scalability of start-ups business models. In Slavik, S. et al. Business models
and business strategies of start-ups Ill. Reviewed Proceedings of Scientific Works (pp. 71-94). Bratislava: Ekoném (in Slovak).

3. Blank, S., & Dorf, B. (2012). The start-up owner’s manual. The step-by-step guide for building a great company. K&S Ranch Publishing Division.

4. Gartner, W. B. (1985). A conceptual framework for describing the phenomenon of new venture creation. Academy management review, 10(4), 696-706.
doi: https://doi.org/10.2307/258039

5. Gassmann, O., Frankenberger, K., & Csik, M. (2014). The business model navigator. Pearson.

6. Robehmed, N. (2013, December 16). What Is A Startup? Forbes. Retrieved from: https://www.forbes.com/sites/natalierobehmed/2013/12/16/what-is-a-
startup/#2cbdd77b4044

7. Isenberg, D. J. (2010). How to start an entrepreneurial revolution. Harvard business review, 88(6), 40-50. Retrieved from https://www.researchgate.net/
publication/265536827_How_to_Start_an_Entrepreneurial_Revolution

8. Johnson, M., W., Christensen, C. M., & Kagermann, H. (2008, December). Reinventing Your Business Model. Harvard Business Review, 86(12), 50-59.
Retrieved from https://hbr.org/2008/12/reinventing-your-business-model

9. Kets de Vries, M. F. R., & Miller, D. (1986). Personality, culture, and organization. Academy of Management Review, 11(2), 266-279. doi:
https://doi.org/10.2307/258459

10. Kiska, A. Jr. (2014, March 10). Venture capital in the practice on the example of Credo Ventures. Retrieved from http://www.tyinternety.cz/startupy/
kiska-venture-kapital-v-praxi-na-prikladu-credo-ventures (in Slovak)

11. Klotz, A. C., Hmieleski, K. M., Bradley, B. H., & Busenitz, L. W. (2014). New Venture Teams: A Review of the Literature and Roadmap for Future Research.
Journal of Management, 40(1), 226-255. doi: https://doi.org/10.1177/0149206313493325

12. Kollmann, T., Stockman, Ch., Linstaed, J., & Kensbock, J. (2015). European Start-up Monitor 2015. German Start-ups Associations. Retrieved from
https://europeanstartupmonitor.com/esm/esm-2015

13. Kollmann, T., Stockman, Ch., Linstaed, J., & Kensbock, J. (2016). European Start-up Monitor 2016. German Start-ups Association. Retrieved from
https://europeanstartupmonitor.com/esm/esm-2016

14. The Government of the Slovak Republic (2016). The Concept for the support of start-ups in Slovak Republic. Retrieved from http://www.rokovania.sk/
Rokovanie.aspx/BodRokovaniaDetail?idMaterial=24603 (in Slovak)

15. Leyden, D. P., & Link, A. N. (2013). Knowledge spill-overs, collective entrepreneurship and economic growth: the role of universities. Small business
economics, 41(4), 797-817. doi: https://doi.org/10.1007%2Fs11187-013-9507-7

16. Loof, K., & Nabavi, P. (2014). Survival, productivity and growth of new venture across locations. Small business economics, 43(2), 477-491. doi:
https://doi.org/10.1007 %2Fs11187-014-9553-9

17. Mata, J., & Portugal, P. (2002). The survival domestic and foreign-owned firms. Strategic management journal, 23(4), 323-343. doi:
https://doi.org/10.1002/smj.217

18. McClure, D. (2017). Bringing Silicon Valley to Latin America. Retrieved from https://www.slideshare.net/dmc500hats

19. Moore, J. F. (2006). Business ecosystems and the view from the firm. Antitrust bulletin, 51(1), 31-75. Retrieved from https://www.ecosystemsinnovation.
com/wp-content/uploads/2017/09/Business-ecosystems-and-the-view-from-the-firm-antitrust-bu_081320081450.pdf

20. Motoyama, Y., & Watkins, K. (2014). Examining the Connections within the Startup Ecosystem. A Case Study of St. Louis. Ewing Marion Kauffman
Foundation. Retrieved from http://www.kauffman.org/~/media/kauffman_org/research%20reports%20and%20covers/2014/09/examining_
the_connections_within_the_startup_ecosystem.pdf

21. Okamuro, H., Kato, M., & Honjo, Y. (2011). Determinants of R&D cooperation in Japanese start-up. Research policy, 40(5), 728-738. doi:
https://doi.org/10.1016/j.respol.2011.01.012

22. Osterwalder, A., & Pigneur, Y. (2009). Business Model Generation. A Handbook for Visionaries, Game Changers, and Challengers (1%t ed.). John Wiley
and Sons.

283. Pearce, C. L., & Sims, H. P. (2002). Vertical versus shared leadership as predictors of the effectiveness of change management teams: An examination
of aversive, directive, transactional, transformational and empowering leader behaviours. Group Dynamics: Theory, Research, and Practice, 6(2), 172-197.
doi: https://doi.org/10.1037/1089-2699.6.2.172

24. Porter, M. (1980). Competitive Strategy. Techniques for Analyzing Industries and Competitors. The Free Press, New York.

25. KPMG in Slovakia (2015). Survey of the Slovak start-up ecosystem 2014. Retrieved from https://assets.kpmg.com/content/dam/kpmg/sk/pdf/
Startup-survey-2014-SK.pdf (in Slovak)

26. Ries, E. (2011). The lean start-up. New York: Crown Business.

27. Sipola, S. (2015). Understanding growth and non-growth in entrepreneurial economies. Analysis of startup industries and experimental winner generation
in Finland, Israel and Silicon Valley. Acta Universitatis Oulensis G Oeconomica, 73. Retrieved from http://jultika.oulu.fi/files/isbn9789526208138.pdf

28. CB Insights (2018, February 2).The top 20 reasons start-ups fail. Retrieved from https://www.cbinsights.com/research/startup-failure-reasons-top

29. Thiel, P. (2014). Zero to One. New York: Crown Publishing Group.

30. Timmons, J. A., & Spinelli, S. (2008). New Venture Creation: Entrepreneurship for the 21t Century (8 ed.). London: McGraw-Hill.

31. Truban, M. (2016). Facebook post. Retrieved from https://www.facebook.com/michal.truban/posts/10209058253989372

32. Vendetti, D. (2010). Company Evolution - The Organizational Life Cycle: working paper. Seattle: Product Arts.

33. Benesovskd, M. (2017, November 23). The current start-up scene in the Czech Republic versus abroad. Retrieved from http://www.helloworld.cz/
soucasna-start-upova-scena-cr-versus-zahranici (in Czech)

34. Startitup (2018). Official web-site. Retrieved from https://www.startitup.sk/startupy

35. Cassala, C. (n.d.). Innovative start-ups. Retrieved from https://www.tatsachen-ueber-deutschland.de/en/chapter/business-innovation/innovative-start-ups

Received 1.06.2018

Slavik 8. / Economic Annals-XXI (2018), 170(3-4), 32-37

37


https://doi.org/10.1037/0021-9010.83.1.43
https://doi.org/10.2307/258039
https://www.forbes.com/sites/natalierobehmed/2013/12/16/what-is-a-startup/#2cbdd77b4044

https://www.forbes.com/sites/natalierobehmed/2013/12/16/what-is-a-startup/#2cbdd77b4044

https://www.researchgate.net/publication/265536827_How_to_Start_an_Entrepreneurial_Revolution
https://www.researchgate.net/publication/265536827_How_to_Start_an_Entrepreneurial_Revolution
https://hbr.org/2008/12/reinventing-your-business-model
https://doi.org/10.2307/258459

http://www.tyinternety.cz/startupy/kiska-venture-kapital-v-praxi-na-prikladu-credo-ventures
http://www.tyinternety.cz/startupy/kiska-venture-kapital-v-praxi-na-prikladu-credo-ventures
https://doi.org/10.1177/0149206313493325
https://europeanstartupmonitor.com/esm/esm-2015
https://europeanstartupmonitor.com/esm/esm-2016
http://www.rokovania.sk/Rokovanie.aspx/BodRokovaniaDetail?idMaterial=24603
http://www.rokovania.sk/Rokovanie.aspx/BodRokovaniaDetail?idMaterial=24603
https://doi.org/10.1007%2Fs11187-013-9507-7
https://doi.org/10.1007%2Fs11187-014-9553-9

https://doi.org/10.1002/smj.217

https://www.slideshare.net/dmc500hats
https://www.ecosystemsinnovation.com/wp-content/uploads/2017/09/Business-ecosystems-and-the-view-from-the-firm-antitrust-bu_081320081450.pdf

https://www.ecosystemsinnovation.com/wp-content/uploads/2017/09/Business-ecosystems-and-the-view-from-the-firm-antitrust-bu_081320081450.pdf

http://www.kauffman.org/~/media/kauffman_org/research%20reports%20and%20covers/2014/09/examining_the_connections_within_the_startup_ecosystem.pdf
http://www.kauffman.org/~/media/kauffman_org/research%20reports%20and%20covers/2014/09/examining_the_connections_within_the_startup_ecosystem.pdf
https://doi.org/10.1016/j.respol.2011.01.012

https://doi.org/10.1037/1089-2699.6.2.172
https://assets.kpmg.com/content/dam/kpmg/sk/pdf/Startup-survey-2014-SK.pdf
https://assets.kpmg.com/content/dam/kpmg/sk/pdf/Startup-survey-2014-SK.pdf
http://jultika.oulu.fi/files/isbn9789526208138.pdf

https://www.cbinsights.com/research/startup-failure-reasons-top
https://www.facebook.com/michal.truban/posts/10209058253989372

http://www.helloworld.cz/soucasna-start-upova-scena-cr-versus-zahranici
http://www.helloworld.cz/soucasna-start-upova-scena-cr-versus-zahranici
https://www.startitup.sk/startupy
https://www.tatsachen-ueber-deutschland.de/en/chapter/business-innovation/innovative-start-ups


