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IstraZivanje potencijala za razvoj i aktivaciju zajednica u pozicioniranju startapa

uvoD

U savremenom poslovanju, proizvodi i usluge kompanija se zasnivaju na $to vecoj inova-
tivnosti, kako bi se razlikovali od drugih na trzistu. Medutim, kako se savremeno drus-
tvo menjalo, tako su se i nacini poslovanja promenili. Kompanije koje se tek pojavljuju
na trzistu Zele da u $to kracem roku posluju i teze rastu. Opsta definicija startapa glasi:
»Startap je privremena organizacija u potrazi za skalabilnim, ponovljivim, profitabilnim
poslovnim modelom® (3). Startap kompanije su zasnovane na brojnim komunikacijskim
odnosima, kako medusobnim, tako i sa stejkholderima i okruzenjem koje kreiraju. Kako
bi §to pre napredovale, ove kompanije su pocele sa izgradnjom zajednica, pomocu kojih
mogu lakse da komuniciraju, dodu do neophodnih informacija o poslovanju, ali i anga-
zuju ucesnike organizacija da se ukljuce u samu organizaciju. Iskustvo, saveti i informacije
koje mogu dobiti o kompanijama u zajednici koje posluju ili su poslovale na slican nacin,
za startape je znacajan, jer su se ove male kompanije tek pojavile na trzistu, obi¢no bez
iskustva, sa teznjom §to brzeg rasta u $to kracem vremenskom periodu.

Formiranje zajednica startapa je slozeni proces, kome prethodi definisanje poslova-
nja startap kompanije, tipa startapa, faze u kojoj se nalazi i kroz koje ¢e pro¢i, nac¢inima
poslovanja za svaku od njih, ispitivanju trzista, potreba kupaca za odredenim proizvodom,
utvrdivanje ciljeva, misije i vizije, ciljne grupe, stejkholdera sa kojima ¢e se poslovati, umre-
zavanja, kanala komunikacije i vrste zajednica koje koristi odredena grupa kupaca kojoj
startapi proizvod Zele da predstave i sa kojima Zele da kreiraju zajednice. To mogu biti, pre
svega, zajednice koje su zasnovane na fizi¢ckom prostoru, ali i onlajn zajednice koje sve vise
dobijaju na znacaju i primeni. Razliciti su uticaji na startape prilikom odabira klju¢nih
kupaca, ciljnih grupa i sl. Pored demografskih i geografskih, ima i psiholoskih efekata. Tek
nakon uspostavljanja potencijalnih ¢lanova, startapi definisu ciljeve. Vrlo je nezahvalno
definisati zajednicke ciljeve koji ¢e biti vazni svim ¢lanovima, stoga startapi ili pokusavaju
da privuku $iri auditorijum i prilagodavaju se potrebama trzista ili prihvataju postojecu i
formiranu zajednicu i ulazu dodatne napore u nju. Svakako da nakon ispitivanja i uspo-
stavljanja trzi$nih Sansi, startap pokrece svoju ideju i razvija poslovanje. Zbog nedostatka
iskustva kada su startap poslovni modeli u pitanju, angazovanje zajednica i u¢estvovanje
medu njima su jako vazni za tek formiranu kompaniju. Nacin same komunikacije, poslova-
nja, prednosti i mogucnosti koje ima su neverovatno velike, medutim, potrebno je u svakoj
fazi uskladiti komunikaciju startapa. Startapi se na samom pocetku nalaze u fazi izbora
nacina na koji ¢e se predstaviti, a jedna od najvaznijih brojnih odluka koju moraju doneti je
njihova geografska prisutnost. Dali ¢e se kreirati uzivo ili onlajn i kako privuci paznju? - o
ovome mogu razmisljati tek nakon sto se utvrde ¢lanovi i ciljevi. Inovativnost je klju¢na i
pre same pojave na trzistu. Jo$ u fazi ideje startapi moraju voditi racuna o ¢injenici da je
mnogo kompanija koje su iz iste industrije. Pocev od ekosistema startapa, okruzenja, uticaja
koji na njega kao zajednicu vrse spoljasnji faktori. Osecaj zajednistva je jako tesko izgraditi.
Startapi na samom pocetku i kreiraju ove zajednice kako bi se ¢ulo za njih jo$ u fazi ideje i
kako bi kupci imali ve¢ izazvanu emociju prema odredenom brendu.
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TEORIJSKO ODREDENJE STARTAP ZAJEDNICE

U danasnjem vremenu, organizatori, alii ¢itav tim ljudi iz organizacije smatraju zajednicu
obaveznom u razvoju startapa kako bi osigurali lidersku poziciju od ostalih u¢esnika (19).
Ono §to na samom pocetku nedostaje startapima jeste kako da znanje i ono $to imaju,
tj. ideju, pretvore u novac; upravo u tome im zajednice pomazu (17). Ve¢ u pocetnoj fazi
razvoja startapi angazuju mentore, §to je postalo pravilo. U fazi razvoja startapa jos uvek
se formira tim, nakon toga tek dolazi do prototipa, preduzimanja akcija i ulaska u zajed-
nicu (16). Startap zajednicu najbolje je posmatrati objektivno, ali biti u njoj (7). Pre samog
formiranjaiodlucivanja o startap zajednici, potrebno je postaviti cilj za koji ¢e ciljna grupa
biti zainteresovana, odnosno koji je zajednicki za sve ¢lanove. Nakon toga se postavlja
osoba koja ¢e biti glavna za ovu mrezu, ali tako da se svaki ¢lan ose¢a podjednako vaznim
(18). Na osnovu brojnih istrazivanja, zakljucuje se da ve¢ina ¢lanova zajednica smatra
zajednicu vrlo korisnom za edukaciju i reSavanje brojnih problema u samom poslova-
nju. Ovde se pre svega misli na nedostatak preduzetnickog znanja i edukacije na samom
pocetku razvoja, u fazi pokretanja ideje (23). Bez obzira na pojedine razlike, svako ko
zeli da se uclani u zajednicu i da se bavi tim poslom, mora biti dobrodosao i pozdravljen
od strane lidera. Sam pristup zajednici bez kapitala je mogu¢ (18). Sporazum o predno-
stima zajednice (CBA) je stratesko sredstvo koje se koristi u procesu izgradnje bogatstva
zajednice (8). Zajednice startapa se najbolje mogu razumeti ako se posmatraju u okviru
ekosistema. Ekosistem predstavlja klaster startapa i saradnika koji koriste zajednicke
resurse i nalaze se u regionu. Startap ekosistem je u porastu u Srbiji. Broj startapa koji se
pridruzuju ekosistemu je svake godine u porastu — u proseku oko 20-30% novih startapa
svake godine, kako navode autori (20).

U zavisnosti od toga koja vrsta zajednice se izgraduje, startapi potencijalne ¢lanove
pronalaze na internetu ili uzivo na nekom dogadaju. Nakon okupljanja ¢lanova osniva¢
formira organizaciju ili klub u kome e biti svi ¢lanovi organizacije. Ako je u pitanju inter-
net zajednica, moze biti npr. grupa na Mitingu ili Fejsbuku (22). Izgradnja i angazZovanje
zajednice su niz donetih odluka na osnovu uticaja koji moze imati na samo poslovanje, ali
i na ¢lanove koji su deo nje. Neke od platformi i alati koji se koriste su: Facebook zajednice,
Podkast, Circle.co (platforma), Revue, Tviter, Discord, Typeform tj. VideoAsk (kreator
obrazacaianketi) itd. (19). Autori (9) navode i to da je Instagram postao nac¢in komunika-
cije i marketinga na samom pocetku razvoja startapa. Medutim, postoje i negativne strane
ove vrste zajednice, a to su nedostatak fizickog kontakta, odnosno govor ,licem u lice®
(24). Navodi se da se ,,onlajn zajednice viSe odnose na interese, a manje na drustvene zna-
¢aje“ (4). Prvi organizovani sastanak moze mnogo pomo¢i u samom formiranju zajednice,
ali kako bi se odrzala, neophodni su redovni sastanci i dogadaji (22). Tehnoloski parkovi
povremeno organizuju dogadaje gde se predstavljaju programi investicija (inkubatori,
akcelatori i drugi investitori) i povezuju sa preduzetnicima koji Zele da osnuju startap,
imaju ideju. Ove institucije pruzaju pomo¢ startapima i povezuju ih sa ostalim startap
kompanijama, zajednicama i mentorima; vazno je da imaju isti cilj poslovanja i slicne
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aktivnosti (17). Na samom pocetku razvoja, pre samo nekoliko godina, nije bilo saradnje
medu startap akterima, medutim, u poslednje vreme se situacija promenila. Sve vise je
inicijativa i pruzanja pomoci startapima unutar zajednice. Ovo su neformalna okupljanja,
koja poc¢inju medu prijateljima, rodbinom i sli¢cnim poznanstvima. Nesto formalnija je
komunikacija startapa sa akcelatorima i inkubatorima, odnosno investitorima (9). Glavni
problem koji mnogi navode jeste §to su ove zajednice usmerene na pruzanju pomoci
startapima, ali na samom pocetku njihovog razvoja, ne i u kasnijim, rizicnim fazama
poslovanja. Ovde se navodi i nedostatak onlajn rada od strane investitora i mentora sa
startapima, kao i nedostatak na dogadajima koje organizuju zajednice mentora, jer ovde
nemaju mogucnost individualnog savetovanja. Kada je u pitanju ono $to im je neophodno,
mnogi navode da je to upravo edukacija u razlicitim oblastima koje su potrebne, nezavisno
od toga kojim se delatnostima bave startapi, kao sto je na primer knjigovodstvo, pomoc¢ u
izvozu i uvozu robe, trazenju drugih sredstava iz razlicitih programa podrske, ali i save-
tovanje iz oblasti finansija (23). Vazno je napomenuti i da zajednice izmedu inkubatora
i startapa, kao i period pruzanja pomoci ovim kompanijama, traju znatno duze nego §to
je to zajednica sa akcelatorima koji obi¢no startapima pruzaju pomo¢ prvih tri do Sest
meseci poslovanja. Najmanje je poznata zajednica sa tzv. ,biznis andelima®. Ovo je naj-
noviji nacin investiranja u regionu, jer su oni jedini koji ulazu u visoko rizi¢ne projekte.
Obicno ih startapi iz regiona nalaze u inostranstvu i tako ostvaruju povezanost sa njima
i zajednicu (17). Pored saveta, iskustva, poznanstava, moguceg spajanja, na ovim doga-
dajima dolazi do motivisanja. Ovde se moze ¢ak i formirati tim (25). Kako se nazivaju
»preduzetnici znanja“, vazno je istaci da se ove kompanije vise fokusiraju na umrezavanje
nego $to to ¢ine tradicionalne kompanije (5). Ovde se ne sme zanemariti komunikacija
sa kupcima, koja je neophodna kada su startapi u pitanju, jer kupci cene kada se njihove
potrebe i Zelje ispituju (17). Zapravo, zajednica je ta koja pruza podrsku za organizovanje
dogadaja, radionica, programa i obuke (10). Kada je u pitanju samo organizovanje doga-
daja, kako su ove zajednice neprofitne, vazno je naglasiti da pored sponzorstava na ovim
dogadajima, organizatori istih imaju i dodatne prihode, kao $to su nadoknada usluge,
zatim paketi koje dobijaju od dobavljaca i mesta odrzavanja. Pored finansijske koristi,
najvaznija korist na ovim dogadajima je sto dolazi do saradnje i partnerstva (13). Svakako
daje prisustvo na dogadajima koje organizuje izabrana zajednica najbolji pokazatel;j star-
tapima da li se uklapaju tu, ali i kakva je kultura zajednice, osecaj koji kao tim ¢lanovi
medusobno imaju i sami ¢lanovi (22). U poslednje vreme se pojavio novi oblik zajednice
i pruzanja pomoci startapima, tzv. coworking, koji ima za cilj da umrezi i poveze startape
koji su ve¢ u poslovanju i one koji tek ulaze u svet startapa i pokrecu isti (23).
Pogodnosti za startape su: finansijska pomoc¢ koju im obezbeduje zajednica, ne moraju
traziti investitore (posebno privlace startape na samom pocetku poslovanja), kompanije
koje su ¢lanice mogu videti startape kao poslovne saradnike na duze staze, skalabilna
baza podataka o kupcima, ve¢ izgradeni kanali prodaje koji su prihvaceni na trzistu.
Ovakva infrastruktura ¢e pre privuci kupce nego kanali koje sam startap kreira (12).
Svaka kompanija koja duze posluje na trzi$tu zna da se izgradnjom jake zajednice povecava
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marketindki budzet, pruza veca vrednost kupcima, ali i uspostavlja dobra pozicija na trzi-
$tu (11). Ono $to startapi u zajednicama izdvajaju kao pogodnosti jeste i pristupacnost
cene, zajednicki ambijent, zajednica ¢lanova, programi i predavanja, pristup globalnoj
mrezi i upoznavanje, coworking prostorije i lokacije. Ovde se navodi i nedostatak takmi-
carskih programa za startape, ali i tematski programi i edukacije, na osnovu kojih bi ove
kompanije znale na koju fazu razvoja se odnosi predavanje, ali i edukacija o razli¢itim
nac¢inima finansiranja (23).

Ukljudivanje i angazovanje startap tima unutar zajednice

Formiranje zajednice obuhvata i formiranje tima i njegovo angaZovanje u zajednici.
Ukljuc¢ivanje u lokalnu zajednicu je veoma vazno za poslovanje i razvoj startapa. Bilo da
je rec o fizickim ili onlajn zajednicama i umrezavanju u iste, one doprinose vidljivosti i
prepoznatljivosti novoformiranih organizacija da se za njih ¢uje i pre pocetka njihovog
poslovanja (2). Startap zajednice u svom poslovanju za umrezene startape koriste termin
»ekosistem®; on se odnosi na mrezu ljudi, institucija, resursa koji su neophodni kako bi se
formirao startap sistem. U ovaj ekosistem se uklju¢uju razliciti tipovi preduzetnika, drugi
startapi, institucije koje otvaraju finansijske fondove za startape, privatne institucije, ali i
ve¢ poznate javnosti, velike kompanije koje stvaraju startapima infrastrukturu i univer-
zitete (21). Najvaznije je da se odluce za zajednicu i ideju koja odgovara njihovim Zeljama
i planovima. Potrebno je da startapi razmisljaju o finansijama, ali i skupu svih odlika
zajednice koje uti¢u na njenu produktivnost i poslovanje (17). Na samom pocetku, kada su
zajednice sa mentorima u pitanju, vazno je naglasiti da su ovi programi podrske (najcesce
zajednice startapaiinkubatora) namenjeni poc¢etnom periodu razvoja startapa i pruzanju
pomoci u tom periodu. Ova pomoc¢ se u pocetku obi¢no ogleda u pruzanju poslovnog
prostora. U okviru ove zajednice, na startape koji su u zajednici sa inkubatorima gleda se
kao na snalazljive, one koji mogu da rese probleme, komuniciraju i obrate se stru¢njacima
sa iskustvom za pomoc¢ (23). Ucesnici i investitori koji u okviru zajednica pruzaju pomo¢
startapima su: akcelatori, investicioni fondovi, inkubatori, finansijske organizacije, drugi
startapi, stejkholderi i potrosaci (14). Ovde se navodi znac¢aj drustvenih mreza kada je
ukljucivanje startapa u pitanju, na ovaj nacin se one promovisu, predstavljaju drugima,
medusobno komuniciraju i jedni drugima pomazu u dobijanju publike (20). Na ovaj
nacin se stvaraju i dublje veze sa kupcima, odnosno bazom potencijalnih kupaca, samim
tim i privlace se kupci ostalih ¢lanova zajednice, kojima se na samom pocetku stvara
osecaj pripadnosti i povezanosti sa tek osnovanom organizacijom (6). Uklju¢ivanjem se
stvara osecaj jedinstvenosti kod ¢lanova, ali i timskog rada; samim tim tek formirane
kompanije dobijaju priliku da budu deo zajednice i pomognu u izgradnji osecaja pripad-
nosti (2). Vazno je napomenuti i umrezavanje i saradnju sa ja¢im brendovima na trzistu,
zahvaljujuci kojoj dolazi do prepoznatljivosti tek formiranih kompanija $iroj javnosti.
Brend im pomaze da se stvori ose¢aj poverenja kod kupaca, koji je kompanija sa kojom
startap posluje ve¢ izgradila (20). Kako se na samom pocetku uklju¢ivanjem u zajednicu
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stvara osecaj li¢nosti, diferenciranja u odnosu na konkurenciju, kod kupaca se javlja osecaj
veceg poverenja u ovakve kompanije. Ovo utice i na moral koji se stvara kod zaposlenih,
njihovo raspolozenje i atmosferu prilikom rada, koja je mnogo privla¢nija saradnicima
i kupcima (2). Vazno je napomenuti i sve veci broj programa podrske sa kojima sara-
duju startapi; kako se ovi programi otvaraju u poslednjih nekoliko godina sve cesce, sve
vise startapa se odlucuje za angazovanje u okviru istih (20). Takode, jedna od odli¢nih
metoda prilikom pruzanja ,,pomo¢i” zajednici (materijalna, novc¢ana, podrska) jeste ispi-
tivanje stavova ostalih ucesnika tj. ¢clanova zajednice. Zapravo se ta ispitivanja odnose na
istrazivanje Sta bi bilo dobro ili o¢ekivano uraditi, pogotovo za organizaciju koja se tek
prikljucuje ve¢ postojecoj zajednici. Takode, ispitivanje stavova kupaca, tj. potencijalnih
kupaca je odlicna metoda privlacenja istih i stvaranja osecaja pripadnosti (15). Medutim,
kao problem se navodi i pruzanje savetodavne pomoci startapima od strane inkubatora i
investitora, ali ne i finansijske podrske. Ovi autori navode i to da, zahvaljujuci promociji i
pisanju u medijima o inkubatorima i programima sufinansiranja, sve vec¢i broj mladih se
odlucuje da osnuje svoju startap kompaniju, te konkurise za dobijanje sredstava u okviru
ovih programa (23).

Doniranje, odnosno ulaganje na neki nacin u zajednicu je takode oblik poslovanja koji
stvara lepsu sliku o startapu. Ova preduzeca ,vode svojim primerom”. Dobar primer iz
prakse za to ima kompanija ,,Dell” koja donacijama pomaze pogodenima u nesre¢nim
okolnostima (2). Benefiti prilikom izgradnje i u¢estvovanja u zajednicama svakako da jesu
povecanje marketinskog budzeta, ojacavanje istrazivanja trzista i pruzanje vece vrednosti
klijentima, tj. potencijalnim kupcima. Vazno je spojiti se, odnosno prikljuciti se zajed-
nici koja ima iste ciljeve kao i kompanija ¢iji clanovi tragaju za istim vrednostima kao i
novoformirane organizacije. U tom slucaju nastaju timovi koji su medusobno povezani,
zavisniiveoma uspesni (11). Takode, ono sto se navodi kao glavni problem za sve startape
na samom pocetku njihovog razvoja, a koje sa iskusnim, drugim zajednicama startapa
re$avaju i saznaju, jesu: administrativni problemi, finansijski problemi, pocetni kapital za
ulaganje uizgradnju startapa, zatim nalaZenje radnog prostora, stru¢nog kadra, mentora
i savetnika, pravna nepismenost i nepoznavanje regulativa, ali i nedostatak znanja kako
poslovati i pronadi investitore (23).

ISTRAZIVANJE ULOGE | ZNACAJA ZAJEDNICA U RAZVOJU STARTAPA

Istrazivanje je sprovedeno u obliku intervjua sa startapima na teritoriji Srbije. U istraziva-
nju je ucestvovalo 11 startapa. Rec je o kvalitativnom istrazivanju i primarnim izvorima
podataka dobijenih putem sprovodenja uzivo/onlajn intervjua sa vlasnicima kompanija ili
zaposlenima u zajednici. Re¢ je o poluotvorenom obliku intervjua. Intervjuisani su i startapi
koji imaju sopstvenu zajednicu, ali i oni koji su deo neke druge, ve¢ formirane zajednice.
Primarni cilj ovog istrazivanja jeste zakljuciti na osnovu kojih kriterijuma se intervjui-
sani startapi mogu podeliti. Intervjuisanima je postavljeno jedanaest pitanja, koja se mogu
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podeliti u tri grupe. Prva grupa se odnosila na razumevanje $ta su startap zajednice, kako se
formirajuiiz kograzloga. Druga grupa pitanja bila je u vezi sa prikupljanjem informacija o
tome koje zajednice se javljaju u samom startapu a koje u ekosistemu i koja je njihova razlika,
dok je tre¢a grupa pitanja bila u vezi sa saznanjem koje pogodnosti startap ima od njih.

Opis uzorka

Istrazivanje je sprovedeno u periodu od januara do marta 2023. godine. U ovom istra-
zivanju uzorak je 11 startap kompanija, sa kojima su sprovedeni intervjui — deset onlajn
intervjua ijedan je sproveden uzivo. Intervjuisani su pretezno osnivaci kompanija, ali u
pojedinim, redim situacijama, i predstavnici zajednica u okviru ovih kompanija.

Vecina intervjuisanih startapa pripadaju nekom sektoru IT industrije, od kojih su dve
kompanije za racunarsko programiranje, tri za softversko programiranje i po jedna za:
networking, ,,blok ¢ein® call centar, unapredenje procesa istrazivanja na vebu i kolabo-
racije koja se odvija oko njega, prodaja i proizvodnja proizvoda (naocara za vid), onlajn
$ahovski turniri. U daljem radu, u slede¢em poglavlju koje opisuje zapazanja iz intervjua,
ove kompanije i prikaz dobijenih odgovora bice predstavljen na slede¢i nacin: Startap 1,
2, 3...11. Objasnjenje na koji se startap odnose ove oznake je sledece:

Startap 1: bavi se networking-om,

Startap 2: ,,blok ¢ein“ zajednica,

Startap 3: call centar,

Startap 4: racunarsko programiranje,

Startap 5: ra¢unarsko programiranje,

Startap 6: softverska kompanija,

Startap 7: softverska kompanija,

Startap 8: bave se unapredivanjem procesa na vebu i kolaboracije koja se odvija oko njega,

Startap 9: softverska kompanija u oblasti hotelijerstva,

Startap 10: proizvodnja i prodaja naocara za vid,

Startap 11: organizovanje onlajn Sahovskih turnira i igri.

Rezultati istrazivanja

U zavisnosti od vremenskog perioda kada su usle u zajednicu, sektora industrije u kojima
posluju, trzista na kome plasiraju proizvod, ove kompanije su podeljene u misljenju o
zajednici. Zbog toga je, radi lakSeg razumevanja razloga za iznete stavove predstavnika
kompanija, lak$e objasniti kriterijume koji su direktno uticali na razlike u njihovom
misljenju. Iz njihovih odgovora zakljuceno je da su kriterijumi slede¢i:
1. Industrija kojom se startapi bave — Vise od polovine ispitanika se izjasnilo da
posluje u IT industriji (uglavnom softverske kompanije); tacnije, 70% ispitanih
startapa se bave IT industrijom.
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2. Skoro polovina ispitanih je deo neke druge zajednice (72,7%), dok druga polovina
ima i/ili svoju zajednicu (45,5%). Takode 50% onih koji imaju svoju zajednicu, uce-
stvovali su, deo su/bili su i deo druge zajednice.

3. Trziste nakome posluju — Gotovo vec¢ina posluje ili ima namere i tendencije da svoje
poslovanje prosiri i na inostrano trziste (72,7% ispitanih).

4. Startap ekosistem Srbije - Vise od 80% intervjuisanih je deo ovog ekosistema, dok
predstavnici dva startapa nisu znali da u Srbiji ovo postoji.

5. Zadovoljstvo poslovanjem ekosistema na teritoriji nase drzave (R. Srbije) - Vise od
polovine ispitanih je konstatovalo da su u okviru ekosistema startapi sada dobro
povezani (72,7%), iako je do pre par godina (5-10) ovaj pojam bio stran na doma-
¢em trzistu (pojam zajednice, ali i startapa).

6. Sve manji regionalnijaz na teritoriji nase zemlje u pogledu razvoja startap kompa-
nija i njihovih zajednica, sve bolja povezanost, dostupnost, moguc¢nost i ekonom-
ski razvoj juznog dela Srbije.

Vecina intervjuisanih od samog pocetka (mnogii pre osnivanja, 18% ispitanih) imaju
svoju zajednicu/deo su nje, tacnije 63,6% ispitanika (na pocetku poslovanja ve¢ina ulazi
u zajednicu akcelatora). Oni koji su kasnije postali deo zajednice isticu da je ovo mana,
te navode kako bi im sa pravne i administrativne strane znacilo da su bili deo iste i pre
osnivanja startapa. Ve¢ina ucesnika u uzorku navodi da su usmereni na korist koju imaju
od zajednice i dodaju da su prisustvovali dogadajima u trenucima traganja za re$avan-
jem problema, najc¢es¢e administrativnih, a kasnije i poslovnih - tacno 90% ispitanika
ovo navodi. Mnogi isti¢u da su iznenadeni nesebi¢nim informacijama i deljenjem iskus-
tava prisutnih (pretezno misle na okupljene u okviru programa akcelatora gde ucestvuje
ve¢ina mladih startapa Srbije). Ve¢ina intervjuisanih smatra da je vise programa usmer-
eno na mlade startape, a manji deo u¢esnika u uzorku ovo navodi kao razlog zasto vise ne
posecuje tako cesto ove dogadaje (27% ispitanika). Zapazeno je i da su u toku obrazlozenja
i opisa intervjua intervjuisani koji imaju sopstvene zajednice bili iznenadeni $ta sve obuh-
vata ovaj termin, odnosno na koje vrste zajednice se odnosi. Ve¢ina njih mentore nije sma-
trala zajednicom (90% ucesnika). Dok se svi startapi okupljaju sa mentorima, mali broj
intervjuisanih stejkholdere svrstava u zajednicu, odnosno pri¢a o na¢inu na koji dolaze do
povratne reakcije od njih (18%). Definitivno je misljenje kupaca i mentora (od svih nave-
denih podgrupa zajednica) presudno za startape (100% ispitanih je dalo ovaj odgovor).

Komparativni prikaz analiziranih startapa

Komparativni prikaz analiziranih startapa obuhvata najkarakteristi¢nija pitanja i odgo-
vore koji su znacajni za razumevanja razlika medu ispitanim startapima, na osnovu kojih
su i postavljeni kriterijumi u tabeli.

Posmatrajuci podatke prikazane u tabeli dolazi se do osnovne razlike izmedu startapa,
ato je dali imaju sopstvenu zajednicu (45,5% ispitanih startapa) ili su deo druge zajednice
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(73%). Pretezno su odmah osnovale zajednicu one kompanije koje imaju sopstvenu i one ¢iji
su osnivaci ve¢ imali iskustva u startapu (63,5%), pa su odmah postali deo druge zajednice.
Kompanije koje su delimi¢no zadovoljne su one koje su u prethodno prikazanim odgovo-
rima iznele misljenje da ove zajednice nekada nadmase ocekivanja, a nekad razocaraju (27%
ispitanih startapa je ovako odgovorilo). Delimi¢no zajednica utice na poslovanje za one koji
su delimi¢no i zadovoljni njenim funkcionisanjem (27% takode). Kada je re¢ o u¢estvovanju
tima ili jedne osobe u organizovanju ili prisustvovanju dogadajima koje organizuje zajed-
nica, one kompanije koje imaju svoje zajednice uklju¢uju ¢itav tim (54,5%), osim manjih
koje su na pocetku razvoja i to su jo$ uvek osnivaci. Ostali intervjuisani iskazuju da je to
obi¢no jedna osoba (45,5%), osim kada zbog teme postoji potreba da prisustvuje i stru¢njak
iz startapa koji radi u oblasti na koju se tema odnosi. Razlika je i kada su pitanju onlajn i
uzivo dogadaji, te su se zbog nacina poslovanja (onlajn) i lokacija kompanije odlucile za
onlajn formu (18%), dok su ostali deo drugih zajednica radi komunikacije sa u¢esnicima,
gde je uzivo dogadaj u prednosti (63,6%), a 18% ispitanih je zbog prostorne prednosti onlajn
komunikacije i prednosti komuniciranja uzivo izabrao oba.

Tabela 1 Kategorije zasnovane na razlikama izmedu startap zajednica.

Zadovoljni Prisustvuje
Odmah s - "
.. . |Sopstvena/ A zajednicom Zajednica dogadajima / o .
Intervjuisani formirali / S - L R Uzivo / onlajn
: deo druge L / delimi¢no ima uticajana | organizuje ih -
startapi o kasnije usliu S . . dogadaj
zajednice s zadovoljni poslovanje jedna osoba
zajednicu o A
zajednicom ili tim
Startap 1 deo kasnije da da tim onlajn
Startap 2 sopstvena odmah da ne tim oba
Startap 3 deo kasnije da delimi¢no 1 osoba uzivo
Startap 4 deo odmah da da 1- 2 osobe uzivo
Startap 5 deo kasnije da da tim uzivo
Startap 6 sopstvena before da da tim uzivo
Startap 7 deo Immediately delimi¢no delimi¢no 1-2 osobe oba
Startap 8 deo immediately da da tim uzivo
Startap 9 deo | pre delimi¢no delimi¢no 1-2 osobe uzivo
Startap 10 deo odmah delimi¢no da tim uzivo
Startap 11 sopstvena | pre da da 1-2 osobe Onlajn
0, 0 0, Of i
Ukupno u% | +>°% 63.5%odmah |72% 63.6%ima 54.5% tim 73% uzivo
sopstvena i pre zadovoljnih uticaja
ZAKLJUCAK

Analizom i sprovodenjem intervjua izvodi se zakljucak da su autori, navedeni u radu,
znacaj zajednice opisali na nacin na koji su ih predstavnici startapa formirali. Znacaj
zajednice je postao vidljiv u kratkom roku na nasem trzistu, te je ona postala neizostavan
segment i grupa u poslovanju startapa. Rezultati istrazivanja su zasnovani na malom
uzorku, te ih je potrebno tumaciti uz znacajan oprez.

101



IstraZivanje potencijala za razvoj i aktivaciju zajednica u pozicioniranju startapa

Kada je re¢ o odgovorima na pitanja, bili su podeljeni izmedu onih koji imaju svoje
zajednice ili/i pripadaju mnogim zajednicama (medu kojima je ve¢ina sa akcelatorima u
zajednici). Iznenaduje misljenje intervjuisanih da su u Srbiji zajednice dobro povezane i
formirane. Zahvaljuju¢i poredenju severnog i juznog regiona zemlje, dobijene su informa-
cije da je razlika u razvijenosti ova dva regiona minimalna, gde su se intervjuisani slozili
dajejedino isto¢ni deo zemlje onaj koji zaostaje. Analizom odgovora, moze se zakljuciti da
su ove zajednice klju¢ni faktor za razvoj poslovanja, povezivanja i funkcionisanja startap
kompanija. Izvodi se misljenje da, iako su ove zajednice neprofitne, ve¢ina ih smatra znacaj-
nim i okuplja se sa njima radi povezivanja sa drugima, sticanja novih kontakata, te ne ¢udi
¢injenica da je intervjuisanima uZzivo okupljanje u prednosti u odnosu na onlajn sastanke.
Formiranje zajednice je mnogima, zahvaljujuci prethodnom iskustvu i radu, bilo lakse, dok
su drugi tesko dolazili do podataka, ¢ak i do ulaska u postojece zajednice. Oni koji nisu na
samom pocetku bili deo nje, to bi sada promenili, jer je u fazi razvoja njen znacaj najveci. U
intervjuu je takode bilo reci o inostranim trzistima i zajednicama, te se tendencija za izlazak
na medunarodno trziste uoc¢ava kod startapa, a intervjuisani se slazu u tome da je prisustvo
uinostranim zajednicama dragoceno iskustvo, te ¢e se u buduc¢im istrazivanjima ova tema
sigurno ispitivati. Misljenje intervjuisanih je da bi ovakve dogadaje trebalo da organizuje
startap ekosistem Srbije. Ucesnici u uzorku smatraju da je ekosistem u poslednjih pet godina
poboljsao poslovanje, ali da bi trebalo bolje utvrditi teme dogadaja, tj. ta¢no definisati koja
faza razvoja startapa Ce biti predstavljena na dogadaju. Kako navode, zbog nerazumevanja
koja je faza u pitanju, nekad na dogadajima shvate da su odredenu temu ve¢ prosli. Takode,
pored ¢injenice da su pojedini intervjuisani navodili LinkedIn kao drustvenu platformu ne
samo za pretragu potencijalnih zaposlenih i saradnika, ve¢ i za pretragu zajednica, komuni-
kaciju sa kupcima i mentorima, ova drustvena mreza je bila glavno sredstvo komuniciranja
i nalazenja startapa u Srbiji koji su navedeni u radu i intervjuisani.

Iako su obostrane koristi neminovne, startapi pomazu jedni drugima i kad nemaju
sopstvenu korist. Nakon dobijanja pomoc¢i dugo osecaju zahvalnost prema zajednici. Kod
ispitanih je uocen i osec¢aj pripadanja, odnosno da su deo neke zajednice, te se kasnije pored
racionalnih odluka donosenih na samom ulasku u zajednicu, vremenom javlja i emocio-
nalna povezanost sa ¢lanovima. Oni koji na samom pocetku nisu osnivaciideo iste, kasnije
ostaju u njoj kako bi u znaku zahvalnosti pomogli mladim startapima da nauce na njihovim
greSkama. Ovo su zajednice u kojima se prisutni ne gledaju medusobno kao konkurencija.
Znacaj pravilnog komuniciranja dolazi do izrazaju i u odnosima sa startapima, mentorima,
saradnicima, kupcima i drugim startapima, te je ucestvovanje u zajednici jo$ jedan nacin
vezbanja pravilne komunikacije i u¢enja kako je najbolje sprovoditi.
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INTRODUCTION

In modern business, companies' products and services are based on increasing levels of
innovation to differentiate themselves from others in the market. However, as modern
society has evolved, so have business practices. Companies newly entering the market aim
to operate as quickly as possible and strive for growth. The general definition of a startup
is: “A startup is a temporary organization in search of a scalable, repeatable, profitable
business model” (3). Startup companies are built on numerous communication relation-
ships, both internal and external, with stakeholders and the environment they create.
To accelerate their progress, these companies have started building communities that
enable easier communication, access to necessary business information, and engagement
of organization participants to contribute directly to the organization itself. The experi-
ence, advice, and information they can gather about companies within the community
that operate or have operated similarly are crucial for startups, as these small companies
are new to the market, typically without prior experience, and aim for rapid growth within
the shortest possible time.

The formation of startup communities is a complex process preceded by defining
the startup company's business, the type of startup, the stage it is in and will go through,
business methods for each stage, market research, customer needs for a specific product,
and determining goals, mission, vision, target groups, stakeholders, networking, com-
munication channels, and the types of communities to engage with specific customer
groups to which the startup wishes to present its product and with whom it seeks to build
communities. These can primarily be communities based on physical space but also
online communities, which are gaining increasing importance and application. Various
factors influence startups when selecting key customers, target groups, etc. In addition
to demographic and geographic factors, there are psychological effects as well. Only after
identifying potential members do startups define their goals. It is challenging to define
common goals that are important to all members; therefore, startups either strive to
attract a broader audience and adapt to market needs or focus on additional efforts to
nurture their existing, established community. Certainly, after exploring and establish-
ing market opportunities, a startup launches its idea and develops its business. Due to
the lack of experience with startup business models, engaging with and participating in
communities is extremely important for newly established companies. The communi-
cation methods, business strategies, advantages, and opportunities startups possess are
immensely significant; however, it is necessary to align communication strategies at every
stage. Startups are initially in the phase of deciding how they will present themselves.
Among numerous decisions, one of the most critical is geographic or spatial. Will the
community be created in person or online, and how will attention be attracted? Natu-
rally, these considerations come only after members and goals are defined. Innovation
is crucial even before entering the market; startups must consider during the idea stage
that many companies operate within the same industry. From the startup ecosystem, the
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surrounding environment, and the external factors influencing it as a community, the
sense of belonging is exceptionally difficult to build. Startups create these communities
at the very beginning to raise awareness about themselves during the idea stage and to
evoke an emotional connection with their brand among potential customers.

THEORETICAL DEFINITION OF STARTUP COMMUNITIES

In today's world, organizers and entire teams within organizations consider communities
essential for the development of startups to secure a leading position over other partici-
pants (19). One of the main challenges startups face at the beginning is how to transform
their knowledge and ideas into financial success; communities play a crucial role in this
process (17). From the initial phase of development, startups often engage mentors, which
has become a standard practice. During this phase, teams are still being formed, followed
by the creation of prototypes, taking actions, and joining a community (16). It is best to
view a startup community objectively while being an active participant in it (7). Before
forming and deciding on the startup community; it is necessary to define a goal that will
engage the target group and resonate with all members. After this, aleader is appointed for
the network, ensuring every member feels equally valued (18). Research shows that most
community members find the community highly beneficial for education and solving
numerous business-related problems, particularly the lack of entrepreneurial knowledge
and education during the early stages of development (23). Despite individual differ-
ences, anyone interested in joining the community and engaging in the business must be
welcomed and supported by its leaders. Access to a community is possible even without
capital (18). The Community Benefits Agreement (CBA) is a strategic tool used in building
community wealth (8). Startup communities are best understood when observed within
the context of ecosystems. An ecosystem represents a cluster of startups and collaborators
that utilize shared resources and operate within a region. The startup ecosystem in Serbia
is growing, with the number of startups joining the ecosystem increasing by 20-30%
annually on average (20).

Depending on the type of community being developed, startups find potential mem-
bers either online or in person at events. Once members are gathered, the founder estab-
lishes an organization or club that includes all members. For online communities, this
might involve creating groups on platforms like Meetup or Facebook. (22). Community
building and engagement require a series of decisions based on their impact on both
the business and its members. Common platforms and tools include Facebook groups,
podcasts, Circle.co, Revue, Twitter, Discord, Typeform, and VideoAsk (19). Authors (9)
note that Instagram has become a communication and marketing tool during the early
stages of startup development. However, there are downsides to this type of community,
such as the lack of physical contact and face-to-face communication (24). It is stated that
“online communities” are more interest-driven and less socially significant (4). An initial
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organized meeting can greatly aid in forming a community, but regular meetings and
events are necessary for its sustainability (22). Technology parks occasionally organize
events showcasing investment programs (incubators, accelerators, and other investors)
and connect entrepreneurs with startup ideas. These institutions support startups by link-
ing them with other startup companies, communities, and mentors, emphasizing shared
business goals and similar activities (17). In the early stages of startup development, just a
few years ago, there was little collaboration among startup actors. However, the situation
has recently improved, with more initiatives and community support for startups. These
gatherings are often informal, beginning among friends, family, and acquaintances. More
formal communication occurs between startups, accelerators, incubators, and investors
(9). A significant issue noted by many is that these communities focus on helping start-
ups in their early stages but not in later, riskier phases of business. Additionally, there is
alack of online engagement by investors and mentors with startups, as well as a shortage
of opportunities for individual mentoring at events organized by mentor communities.
Regarding their needs, startups often emphasize the importance of education in vari-
ous areas, regardless of their specific industries. This includes bookkeeping, export and
importassistance, finding additional funding from various support programs, and finan-
cial consulting (23). It is also worth noting that the relationship between incubators and
startups, as well as the support period for these companies, tends to last much longer com-
pared to accelerators, which typically provide assistance for the first three to six months
of astartup's operations. The least familiar community type involves so-called "business
angels." This is the newest investment approach in the region, as they are the only ones
investing in high-risk projects. Startups in the region usually connect with these inves-
tors internationally, building relationships and communities (17). In addition to advice,
experience, networking, and potential collaborations, these events serve as sources of
motivation and even team formation (25). As "knowledge entrepreneurs," startups focus
more on networking than traditional companies do (5). Communication with custom-
ers must not be neglected, as it is crucial for startups. Customers value when their needs
and desires are explored (17). Communities play a role in supporting the organization
of events, workshops, programs, and training (10). When it comes to organizing events,
since these communities are nonprofit, it is important to highlight that besides sponsor-
ships, organizers also generate additional income from service fees, supplier packages,
and venue contributions. Beyond financial benefits, the most important outcome of these
events is collaboration and partnership (13). Attending events organized by a chosen
community is the best way for startups to determine if they fit in, assess the community's
culture, and understand team dynamics among members (22). Recently, a new form of
community support for startups has emerged, known as coworking, aimed at connecting
established startups with those just entering the startup ecosystem (23).

The benefits for startups include financial support provided by the community, elimi-
nating the need to seek out investors. Communities are particularly attractive to startups
in the early stages of business. Member companies can see startups as long-term business
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partners, while providing access to a scalable customer database and established sales
channels already accepted in the market. This infrastructure is more likely to attract
customers than channels created independently by the startup (12). Companies with
longer market presence understand that building a strong community enhances market-
ing budgets, provides greater value to customers, and secures a favorable market position
(11). Startups within communities highlight advantages such as affordability, a collabora-
tive environment, member networks, programs and lectures, access to global networks,
and coworking spaces and locations. It also highlights the lack of competitive programs
for startups, as well as thematic programs and training that would help these companies
identify which stage of development the lecture addresses, along with education on var-
ious funding methods (23).

Inclusion and Engagement of Startup Teams Within the Community

The formation of a community involves building a team and engaging it within the com-
munity. Integrating into the local community is crucial for the operations and devel-
opment of a startup. Whether physical or online, such communities and networking
efforts enhance the visibility and recognition of newly established organizations, often
even before they officially begin operations (2). Startup communities often use the term
“ecosystem"” to describe the network of people, institutions, and resources essential for
forming a startup system. This ecosystem includes various types of entrepreneurs, other
startups, institutions providing financial funds for startups, private organizations, well-
known companies that offer infrastructure, and universities (21). Choosing a commu-
nity and an idea aligned with their goals and plans is essential for startups. They must
consider financial aspects and the collective attributes of the community that influence
its productivity and operations (17). At the early stages, particularly with mentor-based
communities, it's important to note that these support programs (commonly startup
and incubator communities) focus on the initial stages of startup development, provid-
ing assistance during this period. This support often begins with offering office space.
Startups within incubator communities are seen as resourceful entities capable of solving
problems, communicating effectively, and seeking help from experienced professionals
(23). Participants and investors who provide assistance to startups within communities
include accelerators, venture capital funds, incubators, financial organizations, other
startups, stakeholders, and consumers (14). Social networks play a significant role in
integrating startups, enabling them to promote themselves, connect with others, and
help one another gain an audience (20). This process also fosters deeper relationships
with customers and builds a base of potential customers. As a result, startups attract the
clients of other community members, creating a sense of belonging and connection to the
newly established organization from the outset (6). Inclusion fosters a sense of unique-
ness and teamwork among members, offering newly formed companies the opportunity
to contribute to building a sense of belonging (2). Networking and collaborating with
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established brands in the market are also significant. Such partnerships enhance the
visibility of newly formed companies to a broader audience. Collaborating with a trusted
brand helps create a sense of trust among customers, leveraging the reputation the brand
has already built (20). By joining a community, startups establish a sense of identity and
differentiation from competitors, which builds greater trust among customers. This also
positively impacts employee morale, creating an appealing work atmosphere for collabo-
rators and customers alike (2). The increasing number of support programs collaborating
with startups is noteworthy. As these programs have become more frequent in recent
years, a growing number of startups are engaging with them (20). One effective way for
startups to "give back" to the community—whether through material, financial, or other
support—is by surveying the opinions of community members. These surveys explore
what actions would be beneficial or expected, particularly for organizations newly join-
ing an existing community. Similarly, gathering feedback from customers or potential
customers is an excellent method for attracting them and fostering a sense of belonging
(15). However, a challenge remains the lack of financial support from incubators and
investors, which often only provide advisory assistance to startups. It is also noted that
media coverage and promotion of incubators and co-funding programs have encouraged
a growing number of young people to start their own startup companies and apply for
funding through these programs (23).

Donating or contributing to the community is another form of business that positively
reflects on the startup. Such companies "lead by example.” A notable example is Dell,
which supports those affected by adverse circumstances through donations (2). The ben-
efits of building and participating in communities include increasing marketing budgets,
strengthening market research, and delivering greater value to clients or potential custom-
ers. It is essential to connect with and join a community that shares the same goals as the
company, where members seek values aligned with those of newly established organiza-
tions. In such cases, teams are formed that are interconnected, interdependent, and highly
successful (11). Additionally, the main challenges cited for all startups at the beginning of
their development—which they address and learn to overcome through collaboration with
experienced startup communities—include administrative issues, financial difficulties,
initial capital for building the startup, finding workspace, skilled personnel, mentors and
advisors, legal illiteracy and lack of knowledge about regulations, as well as insufficient
understanding of how to operate a business and attract investors (23).

RESEARCH ON THE ROLE AND IMPORTANCE
OF COMMUNITIES IN STARTUP DEVELOPMENT

The research was conducted through interviews with startups operating in Serbia. A

total of 11 startups participated. This was a qualitative study using primary data col-
lected through live/online interviews with company owners or community employees.
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The interviews were semi-structured, including both startups with their own commu-
nities and those that are part of other, pre-established communities. The primary aim
of this research was to identify the criteria by which the interviewed startups can be
categorized. Participants were asked 11 questions divided into three groups. The first
group focused on understanding what startup communities are, how they are formed,
and for what purpose. The second group of questions aimed to gather information on
the communities that emerge within the startup itself versus those within the ecosystem
and their differences. The third group explored the benefits that startups gain from
these communities.

Sample Description

The research was conducted from January to March 2023. The sample included 11 startup
companies, with interviews conducted as part of the study. Ten interviews were held
online, while one was conducted in person. Most interviewees were company founders,
although in some less common cases, representatives of the communities within these
companies were interviewed. The majority of the interviewed startups belong to the IT
industry. These include two companies focused on computer programming, three on
software development, and one each in the following areas: networking, blockchain, call
center operations, web research process improvement and collaboration, the production
and sale of vision correction glasses, and organizing online chess tournaments. In the
following sections, which describe the observations from the interviews, these compa-
nies and their responses will be referred to as Startup 1, 2, 3...11. The designation of each
startup corresponds to the following descriptions:

Startup 1: Networking

Startup 2: Blockchain community

Startup 3: Call center operations

Startup 4: Computer programming

Startup 5: Computer programming

Startup 6: Software development

Startup 7: Software development

Startup 8: Web process improvement and collaboration

Startup 9: Software for the hospitality industry

Startup 10: Production and sale of vision correction glasses

Startup 11: Organizing online chess tournaments and games

Research Results
Depending on the time they joined a community, the industry sector in which they oper-

ate, and the market where they offer their products, these companies were somewhat
divided in their opinions about communities. To better understand the reasons for the
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perspectives expressed by company representatives, it is helpful to explain the criteria that
directly influenced these differences in opinion. Based on their responses, the criteria
were as follows:

1. Industry in which startups operate: More than half of the respondents stated that
they work in the IT industry (primarily software companies). Specifically, 70% of
the startups surveyed are involved in the IT industry.

2. Community involvement: Almost half of the respondents are part of an existing
community (72.7%), while the other half either have their own community (45.5%)
or participate in both their own and another community (50% of those with their
Own community).

3. Market focus: A significant majority operate or intend to expand their business to
international markets (72.7% of respondents).

4. Serbia's startup ecosystem: Over 80% of those interviewed are part of this eco-
system, although representatives of two startups were unaware of its existence in
Serbia.

5. Satisfaction with the startup ecosystem in Serbia: More than half of the respond-
ents observed that startups are now well-connected within the ecosystem (72.7%),
even though, 5-10 years ago, this concept (of communities and startups) was unfa-
miliar in the domestic market.

6. Decreasing regional disparities: There is noticeable progress in reducing the
regional gap within Serbia regarding the development of startup companies and
their communities. Improved connectivity, accessibility, opportunities, and eco-
nomic development, particularly in southern Serbia, have been highlighted.

The majority of interviewees have been part of a community (or had their own) from
the very beginning, with many joining even before establishing their startups (18% of
respondents). Specifically, 63.6% of respondents reported being part of a community.
Most startups initially join an accelerator community at the beginning of their operations.
Those who joined a community later viewed this as a disadvantage, noting that being part
of a community earlier would have been beneficial for addressing legal and administrative
issues. Most participants in the sample emphasized the benefits they gained from being
part of a community. They also mentioned attending events during periods when they
were seeking solutions to problems, which were primarily administrative at first and later
business-related (90% of respondents reported this). Many respondents were pleasantly
surprised by the generosity and willingness of others to share information and experi-
ences, particularly those involved in accelerator programs that host a significant number
of young Serbian startups. Most interviewees felt that these programs are predominantly
aimed at young startups. A smaller portion of participants (27%) cited this focus as the
reason they no longer attend such events frequently. It was also observed during the inter-
views that participants who had their own communities were often surprised by the broad
scope of the term "community" and the various types it includes. A majority (90%) did not
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initially consider mentors as part of a community. While all startups engage with mentors,
only a small number of respondents classified stakeholders as part of their community or
discussed how they gather feedback from them (18%). Ultimately, the feedback from cus-
tomers and mentors (among all community subgroups mentioned) was identified as crit-
ical for startups, with 100% of respondents highlighting its importance.

Comparative Overview of Analyzed Startups

The comparative overview of analyzed startups includes the most characteristic questions
and answers that are essential for understanding the differences among the surveyed start-
ups. These differences serve as the basis for establishing the criteria presented in the table.

Table 1: Categories Based on Differences Between Startup Communities

| iatell - . E
Own/ a part mmediatelly Satisfied Community vents/ In person
Surveyed formed or . . organized by .
of another . - / partially impact on /online
startups . joined existing . - one person or
community satisfied operation attendance
one later ateam
Startup 1 | part later yes yes team online
Startup2 |[own immediately yes no team both
Startup3 | Part later yes partially 1 person in person
Startup4 | part immediately yes yes 1-2 persons in person
Startup 5 | part later yes yes team in person
Startup6 |own before yes yes team in person
Startup 7 | Part Immediately partilly partially 1-2 persons both
Startup 8 | Part immediately yes yes team in person
Startup9 | Part later partially partially 1-2 persons in person
Startup 10 | part immediately partially yes team in person
Startup 11 [own before yes yes 1-2 persons Online
0 0, i
Totalin % |45.5% own 63'.5 o befgre 72% satisfied §3'6 %6 with 54.5% teams 73% in person
or immediate impact

Examining the data presented in the table highlights a key difference among startups:
whether they have their own community (45.5% of surveyed startups) or are part of another
community (73%). Companies with their own community were primarily those whose
founders had prior startup experience (63.5%), enabling them to either immediately form
a community or join an existing one. Startups partially satisfied with their community
expressed mixed feelings, noting that while communities sometimes exceed expectations,
they can also disappoint (27% of respondents shared this view). Similarly, 27% of respond-
ents indicated that the community only partially impacts their operations and satisfaction
with its functioning. Regarding team participation in organizing or attending community
events, startups with their own communities often involve the entire team (54.5%), except
for smaller companies still in the early stages of development, where founders handle these
roles. For others, it is typically one individual (45.5%), unless the event topic necessitates the
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attendance of a specialist from the startup. Differences were also observed in preferences for
online versus in-person events. Due to their operational models (online) and company loca-
tions, 18% of startups opted for online formats. Others favored in-person events (63.6%) for
better communication opportunities, while 18% selected both formats to combine the spa-
tial advantages of online interaction with the benefits of in-person networking.

CONCLUSION

The analysis and conducted interviews conclude that the authors referenced in the study
described the significance of communities in a way that reflects how startup representa-
tives have formed them. The importance of communities became evident in a short period
within the local market, making them an indispensable segment and group in the opera-
tion of startups. However, as the research is based on a small sample, its results should be
interpreted with caution. Regarding the survey responses, they were divided between those
startups that have their own communities and those belonging to multiple communities
(most often including accelerators). It is surprising that respondents consider communities
in Serbia to be well-connected and well-structured. A comparison between the northern
and southern regions of the country revealed minimal developmental differences, with
respondents agreeing that only the eastern region lags behind. Analyzing the responses, it
can be concluded that these communities are a key factor for business development, net-
working, and the operation of startup companies. Despite being non-profit, most respond-
ents regard these communities as highly significant and participate in them to connect with
others and establish new contacts. Unsurprisingly, respondents prefer in-person gatherings
over online meetings. For some, forming a community was easier due to prior experience
and work, while others struggled to obtain even basic information to join existing com-
munities. Those who were not part of a community initially expressed that they would
change this in hindsight, as the community’s importance is greatest during the development
phase. The interviews also addressed international markets and communities, revealing
a tendency among startups to expand to international markets. Respondents agreed that
participation in foreign communities is a valuable experience, which should be explored in
future research. They suggested that such events should be organized by the Serbian startup
ecosystem. While respondents noted improvements in the ecosystem over the past five
years, they recommended better defining event topics and specifying which development
stages of startups would be addressed. They mentioned that misunderstandings about the
intended stage of development occasionally led them to attend events that covered topics
they had already moved past. Additionally, several respondents identified LinkedIn as a
social platform not only for searching for potential employees and collaborators but also
for discovering communities, communicating with customers, and finding mentors. This
platform was a primary means of communication and locating startups in Serbia, which
were then interviewed and featured in the study.
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Although mutual benefits are inevitable, startups often help each other without
expecting direct personal gain. After receiving help, many respondents expressed a last-
ing sense of gratitude toward their community. A sense of belonging was also observed,
as joining a community initially stemmed from rational decisions but often evolved into
emotional connections with its members. Those who were not founders or part of a com-
munity from the start often remained involved later to help young startups learn from
their mistakes, as a gesture of gratitude. These communities foster an environment where
members do not view one another as competitors. The importance of proper communi-
cation is evident in relationships with startups, mentors, collaborators, customers, and
other startups, making community participation another avenue for practicing effective
communication and learning how to implement it optimally.
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