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Abstract

The paper examines the recently recognized form of entrepreneurship — lifestyle
entrepreneurship — in the specific context of (post)transitional society. The key question is:
are there any specific characteristics of lifestyle entrepreneurship and lifestyle
entrepreneurs (e.g. personal characteristics, business traits, motivation, business plans and
strategies, etc.) due to the specific economic and social settings. The exploratory study
covers six lifestyle entrepreneurs. Data were collected in in-depth interviews. Results
proven that (post)transitional lifestyle entrepreneurship and entrepreneurs are specific,
especially regarding their motivation and work-private life balance. (Post)transitional
lifestyle entrepreneurship includes basic features of profit-orientated entrepreneurship as an
element of survival strategy.

Key words: lifestyle entrepreneurship, qualitative research, (post)transitional society,
Serbia.

MOJ ITIOCAO JE JA Y KUBAM! — CPIICKO HCKYCTBO
HNPEAY3ETHUIITBA )KUBOTHOI' CTUJIA

Ancrpakrt

V pamy ce aHamM3Mpa HEJABHO MPEMO3HATH OOJMK MPEMy3eTHHUINTBA — TIPELy3eT-
HHUIITBO JKUBOTHOT CTHJIA — Y CHEIM(PUIHOM, (TIOCT)TPaH3HUIIN]CKOM OKpy*Xemy. KibydHo
MHUTAKE je Ja JIM MOCTOje HeKe MOoceOHE KapaKTePUCTHKE MPETy3CTHUILNTBA YKHUBOTHOT
CTHJIa, KQO M OBOT' THIIA Tpey3eTHHKA (HIIp. JMYHE KapaKTEepHCTHKe, o0enexja mpemyse-
ha, MoTHBaIIHje, TIOCIOBHUX IIaHOBA M CTpAaTeTHja W CIL.) yCJed CreNU(GUIHOT eKOHOM-
CKOT W COIMjaJTHOT OKpYkema. ExcruioparopHa cTyauja o0yXBaTa IIECT Mpery3eTHHKa
KUBOTHOT cTwia. [Tofaim cy npuKymsbeHH {yOMHCKHM MHTEpBjyoM. Pesynraru notephy-
Jy Ia cy npemy3eTHHLH M Npeoy3eTHHIUTBO XXHUBOTHOI CTHJIA Y (IOCT)TPAaH3HIIM]CKOM
JPYIITBY CHEU(PUYIHH, TOCEOHO Y TOTIIedy MOTHBAIM]E U OJHOCA H3Mel)y MPUBATHOT
pamsor Bpemena. (ITOCT)TpaH3UIMICKO MpE/y3ETHUIITBO KABOTHOT CTHIIA YKIbY4yje
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OCHOBHE IIpTe ,,KITACHYHOT”’, Ka MPO(QUTY OPHjEHTHCAHOT NPEITy3eTHHUIITBA K0 eIEMEHT
CTparTeryje OICTaHKa.

K/byuyHe peun: KBaIUTAaTUBHO UCTPAXUBAHE, (TIOCT)TPAH3UIIMjCKO IPYLITBO,
MpeIy3eTUIITBO KUBOTHOT cTiiIa, Cpouja.

INTRODUCTION

Recent trends in researching entrepreneurship show great sensibil-
ity for crossing over boundaries of strictly economic sphere and analyzing
entrepreneurship in relation to various social issues such as cultural pat-
terns, family functions and relations, spare time, social capital, way of life
(Vorley & Rodgers, 2012). The latter was an inspiration for researchers to
focus on entrepreneurship developed around specific lifestyle or lifestyle
entrepreneurship.

For the last three decades, the (post)transitional Serbian society has
struggled with unfavorable conditions for the development of entrepre-
neurship (Bolc¢i¢, 2003). The (post)transitional period (especially the
blocked transition during the 1990s) is characterized by unpredictable,
but mainly discouraging economic, social and political circumstances®.
Inconvenient conditions endanger entrepreneurial aspirations and entre-
preneurial effects. National data on entrepreneurship is ambiguous - they
showed growth in the entrepreneurial sector?, but “business performances
(of private sector — author’s note) are still unsatisfactory. The majority of
SMEs are active in trading or manufacturing industries of low technolog-
ical complexity which are characterized by products of low value added,
low differentiation, low price and profit margins and weak competitive
market positions” (Ostoji¢ & Petrovi¢, 2018, p. 267). Current focus in na-
tional economic policy is on foreign investments rather than upgrading
domestic entrepreneurship. Undertaken state policy measures for promot-
ing entrepreneurship have been inefficient and insufficient (Official ga-
zette of the RS, 35/2015). Previous researches showed limited individual
entrepreneurial potentials, but also aspirations (CEVES, 2014), especially
among women (Avlijas, 2017; Babovi¢, 2012). Entrepreneurs are often
driven by necessity rather than opportunity. They face various challenges

1By discouraging economic circumstance, we refer to increased risk of (long-term)
unemployment, high fluctuation in labor market, unfavourable work conditions, lack of
domestic entrepreneurial potentials, favouring foreign investments, etc. Unfavourable
social conditions mainly refer to greater risk of poverty and social exclusion and ineffective
developmental policies, while unfavourable political circumstances refer to frequent and
severe political conflicts, lack of political stabilitz and consistency, unfair rules of political
participation, etc.

2 E.g. increase of number of privately owned companies, especially SMEs; increase of
labour force in privately owned companies, increase of VAT, etc.
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in their pursuit (financial, administrative, etc). As a result, Serbian entre-
preneurship develops gradually, but at a slow pace.

In such economic and social context, it was interesting to explore
the characteristics of lifestyle entrepreneurship and how lifestyle entre-
preneurs manage their businesses. As there is no previous research on
lifestyle entrepreneurship in contemporary Serbian society, this one is de-
signed as an exploratory study analyzing the traits of six lifestyle entre-
preneurs and their businesses using the qualitative research method. The
main research question is: are there any specifics in lifestyle entrepreneurship
and entrepreneurs (their personal characteristics, business traits, motivation,
business plans and strategies, etc.), due to the (post)transitional context?

LIFESTYLE ENTREPRENEURSHIP — OUTLINES OF THE CONCEPT

Growing attention of researchers for lifestyle entrepreneurship
harmonizes with the main features of postmodern societies (e.g. individu-
alism, pursuit for personal happiness, liquidity, embeddedness). It also
corresponds to what Guercini and Cova (2018) labelled as unconventional
entrepreneurship. Daglish (2008) stated that lifestyle entrepreneurs are a
growing segment of the entrepreneurial community yet we know little
about them and their impact on (local) businesses.

Several major traits of lifestyle entrepreneurs and entrepreneurship
have been identified. Lifestyle entrepreneurship is a long term life strate-
gy rather than a career (Buttner & Moore, 1997) as lifestyle entrepreneurs
are orientated toward self-fulfillment. Lifestyle entrepreneurs are more
focused on personal benefits rather than profit (Ateljevic & Doorne,
2000). Marcketti, Niehm and Fuloria (2006, p. 242; 250) stated lifestyle
entrepreneurs start their businesses “because of passion and interests” and
“uniquely developed activities of day-to-day living into fully functioning
businesses.” The most comprehensive list of main features of lifestyle en-
trepreneurs are given by Peters, Frehse and Buhalis (2009, p. 397-398).
There are several typologies of lifestyle entrepreneurs® (Bredvold &
Skalén, 2016, p. 96; Skellie, 2008; according to: Welsh, 2011, p. 50). Re-
cent researches are focused on lifestyle entrepreneurship within devel-
oped societies of North America, Australia or Western Europe in tourism

3 According to Skellie (2008; according to: Welsh, 2011, p. 50) there are three types of
lifestyle entrepreneurs: a) time minimalist are focused on time management in terms of
80/20 rule (Pareto’s principle), b) nomadic lifestyle entrepreneurs shape their business in a
way to be performed anywhere, independently from the location and to enable travelling
and c) doing-it-for-love entrepreneurs put their life passions or hobbies in the core of
entrepreneurial venture. Bredvold and Skalén (2016, p. 96) identified four types of lifestyle
entrepreneurs in tourism industry: a) modern, b) loyal, c) freedom-seeking and d) post-
modern, based on their embeddedness and identity construction.
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and hospitality industries (Ciki¢, Jovanovi¢, Nedeljkovi¢, 2018; Peters,
Frehse, Buhalis, 2009; Skokic, Morrison, 2011), creative industries
(Eikhof, Haunschild, 2006: 234) and agriculture (Mailfert, 2007).

There are several similarities between lifestyle and conventional
entrepreneurs. They both take risks; both have distinctive achievement
motive (Presenza, Yucelen, Camillo, 2015) and individual responsibility
for their business performance. Both types of entrepreneurs are driven by
personal initiative and creativity. Yet, the main distinction is motivation —
while conventional entrepreneurs are primary driven by profit, lifestyle
entrepreneurs concentrate on achieving long-term and sustainable balance
between the specific lifestyle and economic activity. For lifestyle entre-
preneurs, business is a form of promotion of personal interests, talents
and values. They acknowledge their business as a recipe for supporting
desirable balance between the quality of life and work performances. Al-
so, they are more inclined to have low-profit business rather than endan-
ger their way of life. Beside the differences in motivation, lifestyle and
conventional entrepreneurship differ in several additional dimensions:
business organization and plans, business goals, customer relations, en-
trepreneurial knowledge and skills, business — private life balance and lo-
cal community relations (Nedeljkovié, Ciki¢, 2019, p. 547-548).

METHODS

Since there was no previous analysis of lifestyle entrepreneurship in
Serbia, we have designed our research as an explorative which has a potential
to “satisfy the researcher’s curiosity and desire for better understanding”
(Babbie, 2011, p. 95) of the new phenomenon. Qualitative research method-
ology was applied. Data were collected in in-depth interviews.

As there has not been any systematic data on lifestyle entrepreneurs,
we have applied purposive and snow-ball sampling. It enabled us to focus on
typical cases in order to identify and analyze the specifics of lifestyle
entrepreneurs in contemporary Serbia. Six entrepreneurs took part in in-depth
interviewing. Data were collected in the second half of 2018. Each interview
lasted about 45 minutes. Interviews were based on a guide containing 10
major issues to be discussed*. Issues were identified based on previous
researches of lifestyle entrepreneurship (Allardyce, 2015, p. 55-61;
Marcketti, Niehm, Fuloria, 2006, p. 246), but adjusted to the specific social
and economic (post)transitional context.

4 E.g. main characteristics of the respondent and his/her lifestyle, main characteristics
of the enterprise, balance between personal life and business, decision making in the
business, entrepreneurial beginnings, opportunities and constraints in lifestyle
entrepreneurship, main characteristics of the social capital, etc.
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PERSONAL CHARACTERISTICS OF LIFESTYLE ENTREPRENEURS

Three female and three male entrepreneurs took part in the re-
search. Interestingly, lifestyle entrepreneurship has some similar features
with female entrepreneurship — both are characterized by low perfor-
mance in terms of revenues, number of employees, investment plans, etc.
Like lifestyle ones, female entrepreneurs try to achieve greater balance
between family responsibilities and work duties; they value lifestyle more
than men (Claire, 2012). The aforesaid is typical for female entrepreneur-
ship in (post)transitional Serbia (Babovi¢, 2012, p. 57-68; Ciki¢, Jovanov-
i¢, Nedeljkovi¢, 2018, p. 1344-1345).

Respondents’ age varied between 32 and 52. Thus, lifestyle entre-
preneurship is not exclusively linked to young population, but younger ones
are more inclined to it (average age was 38.6). Four out of six of respondents
are Millennials®. Several attributes of Millennials fit the lifestyle entrepre-
neur’s profile®. However, due to continual social, economic and political in-
stability, Millennials in (post)transitional Serbia are in a specific labor market
and social position. They face great risk of being (long-term) unemployed,
deprofessionalized or working overtime (PeryGiiuku 3aBOf 38 CTaTHCTHKY,
2003-2018; Tomanovi¢, Stanojevi¢, 2015). Thus, Millennials in Serbia great-
ly appreciate job and wage stability (Moji¢, 2012). They also prefer em-
ployment in state companies. Alternatively, only every seventh young
person in Serbia is opting for self-employment/entrepreneurship as an al-
ternative of being unemployed (Moji¢, 2012).

Although respondents are well-educated (they all have university
degree), their educational profiles do not necessarily correspond with the
business type they are active in:

“l have a degree in Economics. For 14 years | have been working
as a journalist. Now I sell home-made natural cosmetic products.”

Two respondents were unemployed when they started their busi-
nesses. For them, starting a lifestyle business was potentially a win-win
situation — it enabled them to pursue a personal dream, but also it was a
way-out of unemployment and a solution for family budget improvement.
Four respondents were married, while two had children. Family situation

5 Millenials or Y generation are persons born between the beginning of the 1980°s and
middle or end of the 1990°s.

6 Those traits are: a) focus on improved personal - professional life balance, b) openness to
new experiences, optimism (Kowske, Rasch, & Wiley, 2010) and high self-esteem (Deal,
Altman, & Rogelberg, 2010), c) focus on personal needs, goals and aspirations (Smith,
Nichols, 2015), support of distinctive social goals, d) favouring flexible working
environment, friendly relations with co-workers and team work (Kowske, Rasch & Wiley,
2010), e) first digital generation, active social media users (Deal, Altman, & Rogelberg,
2010; Kowske, Rasch, & Wiley, 2010).
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can sometimes be crucial for starting and sustaining a lifestyle enterprise
(Marcketti, Niehm, Fuloria, 2006), especially when balancing private life
and business duties:

“l had so many duties in my previous job so | found it very
difficult to organize... | hardly had any time for my family”.

Family can be major support:

”When I quit my job, everybody was stunned... except for my
mother... She told me to do what I need and like to do”

but also indispensable in providing the necessary capital (financial, human,
social, etc.).

CHARACTERISTICS OF BUSINESS ORGANIZATION AND PLANS

All analyzed enterprises are newly established ones — the longest
entrepreneurial activity lasted for 8 years, while the newest was only ac-
tive for a few months. The average duration of business was 4.6 years.
Thus, lifestyle entrepreneurship in Serbia is considered a new form of
business. Yet, respondents are not unfamiliar with entrepreneurship, as
three of them stated to have been engaged in such activities before they
have formally started their businesses. This indicates the respondents’
hesitation to undertake entrepreneurial activities, due to scarce resources
or unfavorable economic circumstances:

“I am in this business for a decade, maybe even longer...
However, | have committed myself to it six years ago, when |
started trying to be recognizable on the market, spreading the idea
of it ... But, for the last three years I am fully engaged in design...
I hired a professional photographer, | make collections and | am
trying to be more organized.

Businesses are mainly concentrated around trading and providing
services’. All of the analyzed lifestyle businesses are micro-enterprises,
having less than five employees, including the entrepreneur him-
self/herself. Half of the interviewees hire additional employees, but only
when necessary. Respondents use family labor force regularly. Results
indicated that lifestyle entrepreneurs nurture specific co-worker relations
— they prefer friendly and open communication rather than strictly profes-
sional relations:

" Respondents run specialized spices store, production and sales of natural cosmetics,
production and sales of artistic/unique female clothes, production and sale of artistic/unique
jewellery. They are also engaged in musical workshops for children and wine tourism.
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“I have a friend who helps me when needed. She is committed and
responsible. | really can rely on her! She's wonderful person! We
met when she was babysitting my child and then we became
friends... I could not be a typical leader, boss... | am really not
interested in such type of relations”; “For me, it is important to work
with people who share the same passion as | do towards hand-made
products and design, people who support local business, who are
ready to put their heart and soul into the products... it is important
that my colleagues are honest.”

All of the respondents stated to have some support when decided
to start the business. They all had financial support. Mostly, they used
personal savings or family money:

“We had some savings... But, soon we have realized that we were
spending it on trivial thing. Money started to vanish... For me, this
was my dream. Also, at the time | was unemployed.”

Only one entrepreneur stated to rely on government start-up subsidies:

“When | quit my previous job and decided my hobby to be my
business, | have assigned to Bureau (National Employment
Service) and applied for the grant.”

while others were quite unsatisfied with the state support:

“The lack of governmental support is one of the greatest
problems...it can be such an issue for the young entrepreneur”; “I
had no support from the state. When | was starting the business,
there were no start-up loans... I have tried to get some help from
Chamber of Commerce, Development Fund, but it was pointless.”

Beside the financial support, all interviewees emphasized the im-
portance of emotional support. Family members and close friends™ ap-
proval is sometimes the most significant, due to the high psychological
price of starting and sustaining the business. Yet, there are three levels of
emotional support. Direct and explicit support consists of affirmative ver-
bal support (boasting, cheering), but also practical entrepreneurial sugges-
tions. It is rarest type of emotional support as only one respondent claimed to
have it:

“l had support from the wine makers, my friends who advised me
to start this business. They provided me with information; they
offered cooperation, money... They supported me morally. But,
every start is difficult... Also, my ex-girlfriend was very supportive...
and my parents. | am very lucky to have parents who can give me
a professional advice; they both have entrepreneurial knowledge
and experience.”

The second type - declarative emotional support — is provided by
family members or friends in the form of mild verbal approvals rather
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than substantial acts of support or actual back-ups. Respondents stated
this is the most common support - it reflects socially expected behavior of
entrepreneurs- family members, friends, etc. The last case is the complete
lack of emotional support. One of the respondents described it as the bar-
rier she encountered when she proposed to family members and former
colleagues her plan for starting her own business:

”No, I had no support, what so ever. Everybody was really stunned
and doubtful... They even thought my idea was weird... It was so
obvious that everybody was quite skeptical about the business...”

However, results indicated that the lack of confidence and encour-
agement from the entrepreneurs’ loved ones is not the result of their
doubts in the personal qualities and abilities of the respondents, but the
awareness of unfavorable social and economic conditions in the contem-
porary Serbian society. The respondent also stated that skepticism and
concern of family members and friends were present only at the initial
phase of enterprise’s development. Along with the development of life-
style business, the emotional support has grown.

Even though a certain level of planning is present, results showed
that lifestyle entrepreneurship is more an idea or state of mind rather than
a precise set of goals and corresponding activities. Yet, respondents had
several ideas for their business future. The majority stated they would like
to improve and diversify their marketing strategies, especially the visibil-
ity on social media:

“There is no such thing as too much investment in advertising,
especially nowadays when selling on-line, via different e-shops or
social networks is present all over.”

Although respondents were not willing to over-expand their busi-
nesses, some would like to hire additional help, mainly one or two em-
ployees. Still, they are not aiming towards profit maximization, even
though the economic aspect is vital for business survival. Employment of
extra labor force is hereby seen as an opportunity for the entrepreneurs to
be more focused on their product/service as a source of their pleas-
ure/hobby, but also as means to enable steady production in order to im-
prove economic sustainability. Of course, the main obstacle in employing
additional labor force is the lack of financial capital. Interviewees also
planned to acquire additional knowledge and skills. They had little aspira-
tion towards developing entrepreneurial skills as they were mainly fo-
cused on learning about the products they make/services they provide or
similar ones:

“l would like to take a course... it takes place in Belgrade... but, I
am waiting for a better moment... it is an aroma therapy course...
I'm very interested in it, also it is closely connected to what |
already do (production of natural cosmetics — N.A.”
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Lifestyle entrepreneurs have no exit strategy. They stated to have
no intentions of selling their businesses, even though they were not quite
content with the current revenues:

“There is no way | am ever going to sell the business! No way!*

This confirms their principal entrepreneurial orientation towards
the promotion of a certain lifestyle and achieving the desirable quality of
life, rather than maximizing profit. As they are principally focused on a
certain lifestyle, lifestyle entrepreneurs stated non-economic reasons to be
leading for exiting the current business (e.g. health condition, specific
family situation). Positive feedback from the customers/clients is often
emphasized as a strong reason for not quitting, despite the difficulties. Af-
firmative response not only from the customers/clients, but the communi-
ty in general is a special reward for the lifestyle entrepreneur. It is an im-
petus that has stronger impact than the profit. It refers to community en-
dorsement and public recognition of the values entrepreneurs cherish and
promote:

“It means a lot when you realize that you have developed certain
passion in others for specific products, service... Or when people
for a thousand time come and say to me: "Please, don’t close your
shop. What are we going to do without you?"”

Thus, often leading an avant-garde lifestyle, this type of entrepre-
neurs can be a significant proponent of alternative social values and
communal awareness rising.

Lifestyle entrepreneurship entails specific communication and rela-
tions among co-workers. Respondents who employ emphasized they are
trying to establish deeper, friendlier relations with their co-workers. They
prefer open communication, followed by positive tones and mutual fair
treatment:

,»Trust is what I value the most... you know, that feeling that you
can rely on somebody, leave him/her with your job, your cash,
customers, profits without having to be anxious every second
whether everything is going to be OK.”

Results pointed out lifestyle entrepreneurs have a high level of
trust, which is rather unorthodox for the (post)transitional Serbian society
(Lazi¢, 2012). Trust is not only an element of their business interactions,
but also their lifestyle. As a personal, but also business feature, trust in-
teracts with the lifestyle entrepreneurs’ social capital. Those who reported
to have multiple and versatile social and business connections also have
greater resilience to potential business problems. Thus, their social capital
and trust (as its vital element) are important in overcoming current busi-
ness draw-backs or lack of enthusiasm.
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ENTREPRENEURIAL MOTIVATION OF THE LIFESTYLE
ENTREPRENEURS

Specific entrepreneurial motivation is one of the most distinctive
traits of lifestyle entrepreneurs. All of the respondents stated not to be
primarily driven by the profit. They are more focused on the promotion of
certain lifestyle and values with the intention not to jeopardize their hab-
its, spare time, family time, etc.:

“Everyone who is primarily motivated by profit, sooner or later
will end his/her business, because chasing money will eat him/her
alive... entrepreneurship is not all about the money... Of course,
we need to make a living. But, what if we buy the most expensive
smart phone or the biggest TV on the market, the newest gaming
console... those things brake; they are fleeting... Money is not
everything...”; “I am chasing money only to get myself the best
possible life experience.”

Although they are not running after money, respondents consid-
ered profit to be valuable, but only in terms of making business sustaina-
ble. Such is the consequence of a specific social and economic atmos-
phere. Namely, lifestyle businesses in Serbia often operate as family
businesses, not only in terms of engaged labor force, but also used family
financial capital. Significant utilization of family money often puts life-
style entrepreneur’s family in a position of major economic dependency
from the lifestyle business™ livelihoods. Thus, even though the promotion
of certain values and way of life is their central motive, making profit is
vital as it provides lifestyle entrepreneurs with livelihoods for their fami-
lies, but also to pursuit their business.
Results have proven a variety of other motives for starting the life-
style business which corresponds with its main, non-profit orientation:
= passion for a certain type of business (“I just love making soaps
and cosmetics!””) which provides joy and pleasure (“My job is to
visit a vinery, to taste all of their vines, to talk about those vines, to
take notes and write columns for a magazine or my personal blog;
that is pure pleasure! Matching vine with food, going to vine fairs,
visiting vineries in Serbia and abroad... How can you explain to
someone that is a part of the job when it is at the same time pure
delight...? My job is to enjoy (laughter)... You know that saying:
Hedonism makes your organism stronger!”),

= ability to merge (often long-term) hobbies with the necessity to
“put food on the table™ (“I previously had a regular job. This was
a hobby. But, when | got blackmailed, when things got ugly in the
company I had worked for... I realized that my hobby can provide
me certain livelihoods”),
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= the feeling of being useful for the community® (“Being engaged in
this business, | have realized that | can be useful not only for
business development, but for the local community or regional
culture overall. Beauty of creation and uniqueness can be
promoted "),

= developing specific relations with customer/clients® (“Customers
kept coming back. They were asking for new products. Some of
them were panicking if I had not their favorite soap at the moment
(laughter)! I am glad to have regular customers. Some of them are
visiting me for six years and we have more than just salesman —
customer relations”; “One situation stuck in my memory, being
particularly kind and endearing. During the shopping, one of my
customers dropped his list of chores for the day — besides visiting
parents, going to the kindergarten and reminder of the friends’
birthday, there was also a name of my shop. In a way, | have truly
felt to be a part of his family ).

= opportunity for being avant-garde, creative and imaginative (“I am
constantly making some new things... the business is very creative,
you can invent lots of new products... it is also a great fun!”),

= making their own decisions®® (“I am my own boss. | am
responsible”),

8 Advance of lifestyle entrepreneurship is closely connected to the entrepreneurs” per-
ception and practice of their social roles. Respondents do not perceive their business
only as a private thing, but a way to preserve and strengthen a specific communal
identity. They comprehend their social status to be more embedded in their contribu-
tion to the community, rather than their wealth.

9They do not perceive customers only as people who are ready to buy their prod-
ucts/services, but as persons who share their passion, love, interest and values. Custom-
ers/clients are often comprehended as similar to the entrepreneur which is a foundation for
establishing special type of relations. Lifestyle entrepreneurs emphasized they are strongly
motivated by a feeling of being closely connected to the customers/clients. As they offer a
part of their personal life (in form of a product/service), respondents prefer to have face-to-
face communication with their customers/clients. Such specific interaction is strongly so-
cially, culturally and psychologically embedded. It also becomes an important feature of
the entrepreneurs™ unique lifestyle.

10 This is additionally emphasized by the fact that lifestyle businesses are often a “one-
man show’. Respondents stated that such an aspect of business organization has, for
the time being, both advantages and disadvantages (“The fact that you are single
handedly responsiblefor every business decision, loses and gains, can be at the same
time both good and bad thing, double-edged sword. If you get the wrong design or a
cut, it can cost you a lot... But, the drive to achieve and show off your potentials and
talent always push you forward”). Their independence is quite important which corre-
sponds with the fact their businesses are focused on personal values and habits, often
quite intimate.
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= opportunity for introspection (“For me, my business is an intimate
inner communication with my own soul... Through it, | examine
myself, my possibilities and that is the meaning of life, for me”).

WORK — LIFE BALANCE IN LIFESTYLE ENTREPRENEURSHIP

Previous research on lifestyle entrepreneurship stated it enables
better balance between personal time and professional duties (Peters,
Frehse and Buhalis, 2009: 397-398). This is especially important in con-
temporary, fast-paced societies. Improved work — life balance in lifestyle
business is a result of multiple flexibilities (e.g. location, schedule, plans)
which enable adjustable daily routines:

“Creativity facilities me to be a maker of my own personal time
and to manage balance between work time and leisure.”

Anyway, respondents stated not to have clear distinction between
personal life and business duties:

“The line between work time and personal time is sometime so
thin, almost invisible... when you are your own boss; there is no 9
to 5 business hours.”

Even though some of them were not happy with such work — per-
sonal life balance, they emphasized the mitigating effect of the nature of
their businesses:

“Creativity and beauty of the job itself make it all up.”

Often being a “one-man job, lifestyle entrepreneurship could bring
high risk of job overload and saturation. This is typical when there is a
high “put the food on the table™ pressure, like several respondents stated:

“I love my job. But, sometimes, I feel like I am in jail... I have to
look after every penny. So, having an employee is very expensive.
So, it all on me... I am planning to focus only on production and
to give retail to my former employee... I have to distant myself
from retailing if | want to have time for myself.”

Some of the respondents deny job overload as they saw the work
as their hobby/passion. Others claim job saturation is present, like in eve-
ry business, but it has no significant consequences for business organiza-
tion and sustainability. One interviewee said job saturation can cause ma-
jor business crises.



My Job is to Enjoy! — The Serbian Experience of Lifestyle Entrepreneurship 419

CONDITIONS FOR THE DEVELOPMENT OF
LIFESTYLE ENTREPRENEURSHIP IN SERBIA

Lifestyle entrepreneurs were moderately optimistic regarding fu-
ture of their business in (post)transitional Serbian society:

“It depends on what are you expecting of it...when you express
your inner-self (through entrepreneurship — N.A.), then it is always
ok. It is all matter of personal demands and desires.”

Interviewees emphasized that (lifestyle) entrepreneurship developed
under collisioning impact of two types of factors:

the stimulating impact of endogenous factors - prevalence of good
ideas and trust (“Ideas and specific energy cannot be stopped...
that mental and spiritual element of business is unstoppable”); job
commitment, open communication with colleagues and customers;
team work (“Without a good team, it is really difficult to improve
the business...but, the main responsibility is on entrepreneur
himself/herself”).

the inhibiting impact of exogenous factors - poor conditions for
lifestyle business advance (“There is no healthy insight into the
necessity of authenticity in entrepreneurship); unfavorable
business atmosphere in general (“It seems that everything it set
up in order to prevent success”); the low living standard of
population (“It is worse than ever! Purchasing power is getting
lower and all the entrepreneurial activities are affected. | am
really worried”).

Several options for enhancing lifestyle entrepreneurship arose:

improved reorganization of the social, economic and legal
system supporting entrepreneurship (“The whole system should
be changed!”), with useful insights into the advanced practices
and experiences of other societies/economies (“Western and
northern European countries are more responsive to various
types of entrepreneurship”; “In western and northern European
countries the practice is that young entrepreneurs do not pay
taxes in their first year of business... they also have additional
benefits, subsidies, start-up credits, etc. "),

more appropriate business standards (“The creative element in
entrepreneurship should be in line with the state regulations...
it is something that should be more analyzed and matter of
consultation”),

nurturing entrepreneurial culture among young entrepreneurs
(“Without continuous and systematic education of young
entrepreneurs, without they are being introduced to rights and
obligations when starting business, more respectable state
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support, without serious marketing strategy and ICT impact,
nurtured client and team relations it is not possible to gain
success as an entrepreneur )

= elevate professionalism (“Situation is sometimes bizarre... People
are almost offended when you mention a contract...But, it is
completely normal in business... I am longing to see more justice
and professionalism in conducting the business”™),

= cooperation as mechanisms for overcoming various shortages
(“Cooperation helps. | am cooperating with another woman who
also makes cosmetics. Together, we buy raw materials for
productions, it is cheaper that way. We both make similar
products, but we are not killing each other for the customers. They
are going to choose whoever and whatever they like. We are not
endangering, but helping each other... yet, there are also negative
examples of cooperation... people can be too vain”).

Despite the difficulties and obstacles, all of the respondents stated
that if they would have to choose, they would have chosen to do it all
over again:

“Yes, | would! It was all worth it... For the whole time, | have that
desire.”

“Sometimes, 1 feel this all have no sense... but then something
happens, it could be a small, insignificant thing... afterward, it is
all good again... that something makes gives you strength and you
go all over, again...”

“I am overwhelmed to be able to do my job, I participate in
beautiful events... ok, I am not the richest man in the world, but |
am thrilled that something like that (business / N.A.) can sustain...
for me, that is more than enough and it already makes sense... life
is too short, you can live it by someone else’s dictate or by your
own understanding.”

CONCLUSION

Results have proven lifestyle entrepreneurs to be individuals more
inclined towards personal growth and self-fulfillment rather than profes-
sional achievements. Although they argue profit is inevitable for sustain-
ing the business, it is not their crucial business motive. Lifestyle entrepre-
neurs develop their business around their hobbies, personal goals and val-
ues which potentially could be quite “catchy for the customers with simi-
lar lifestyle orientations. By selling their ideas, passion and values, life-
style entrepreneurs establish a specific type of market ethos (Andersson
Cederholm, Hultman, 2010) which fits into the prevailing notions of
economy of experience and tailor-made production/service provision. In-
timacy lies at the core of such market ethos and it “is used to differentiate
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lifestyle businesses from other kinds of comparable economic activities,
the interaction between producer and consumer is at the heart of the
commercial offering, communication between producer and consumer
framed by trust and perceived authenticity is central, and the economic
transaction between producer and consumer is inseparable from social in-
teraction and the formation of intimate social relations” (Andersson
Cederholm, Hultman, 2010, p. 29).

However, there are several distinguishing traits of lifestyle entre-
preneurs and their business as a result of the (post)socialist milieu. Disad-
vantageous economic, social and political circumstances of the
(post)transitional period have an inhibiting impact on entrepreneurial as-
pirations and effects. Major specifics of lifestyle entrepreneurs in the con-
temporary Serbian society concern their motivation, work — life balance, but
also their perception of conditions for lifestyle entrepreneurship development.
Following the results, analyzed entrepreneurial practices are a mixture of life-
style entrepreneurship and profit-orientated entrepreneurship, with the preva-
lence of the former. As lifestyle entrepreneurship in general, analyzed busi-
nesses are not based on identified market gaps/market niches, but on individ-
ual hobbies, life-long desires and values. They are micro-businesses (often a
“one-man show™) with no intention, but also no capacities for business expan-
sion and profit maximization. The analyzed lifestyle entrepreneurs have
strong connections with their clients and the community. They have no exit
strategy or intention to sell the business. Respondents stated not to have clear
distinction between worktime and private time, which is typical for profit-
orientated entrepreneurship. Sometimes, that leads to work overload. Some
of the interviewees stated to feel like they are being sacrificing private life for
business. They frequently use their family capital for starting and sustaining
the business (e.g. money, labor, social capital). Thus, the co-existence of el-
ements of lifestyle entrepreneurship with the basics of profit-orientated busi-
ness can be considered as a form of a special surviving strategy, both for the
business, but also the entrepreneurs™ households.

Although this study examines only six local cases, it could be use-
ful as a baseline study for further analysis of the lifestyle entrepreneur-
ship/entrepreneurs in (post)transitional societies. Additional research
could contribute not only to the more comprehensive academic under-
standing of the issue, but also to the development of adequate policy
measures for promoting and making this particular entrepreneurial prac-
tice more sustainable.
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MOJ ITIOCAO JE JA Y KUBAM! — CPIICKO HCKYCTBO
HNPEAY3ETHUIITBA )KUBOTHOI' CTUJIA

Mapuna Henesbkosuh, Jopana Yukuh?
Yuusepsuret y Hoom Cany, ®unozodcku dakynrer, Hopu Can, Pemyomuka Cpouja

Pe3ume

Hosuja ucTpaxyBarma MOBE3yjy MPEIy3eTHHIUTBO Ca Pa3IMuUTAM IPYIITBEHUM (e-
HOMeHHMMa (HIIp. TIOPOJMYHU OHOCH M (YHKIIMje, KyATYpHU oOpacy, cioboIHO BpeMe,
COLIMjaJIHH KaIlUTAJIM, HAYMH XUBOTa). [locnee moMeHyTo je pasior 300r uera ce JaHac
CBE BHILIE TOBOPH O MPEAY3ETUIITBY KMBOTHOT CTHIA. Ped je o pactyhem Tumy npemyser-
HHILTBA, YHje Cy INIaBHe Ciel(pMIHOCTH OpUjeHTalMja Ka CAMOOCTBApEIbY U JINIHOM pas-
BOjy, CTpacT m3Ham mpodwuTa mpomormja oxpeheHnx BpemHocTH. CaBpPeMEHO CpIICKO
JPYIITBO MHTEPECAHTaH je OKBUP 32 aHAIM3y MPEIy3eTHHIITBA )KMBOTHOT CTHIIA C 003H-
pOM Ha TPOJCLEHHjCKY OOpOy 3a YCIIOCTaBJbame MOBOJbHE MPEIYy3eTHHUKE KIUME
yomiuTe. PaHuja neTpaknBarma MoKasaiia Cy Jia ce npeay3eTHuiy y CpOouju yorTeHo mo-
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CMaTpaHo CyodaBajy ca OpojHIM ((PHHAHCHjCKUM, aAMHHUCTPATUBHAM, KaIpOBCKUM, Op-
TaHM3AIMOHNM) TIpEeNpekaMa y YCIOCTaBJbarby M BOheY I0CIIOBa, IITO je YTHIAo Ha TO
J1a TIPeTy3eTHUILNTBO BHUIIE Oy/e IEpIUIMpaHo Kao HY>KHOCT, a Mame Kao manca. Kako
HeMa paHWjHX aHaJIM3a MPeIy3eTHUIITBA XHBOTHOT CTIJIA y HAIlleM JPYIITBY, OBO UCTpa-
JKUBAE OCMHUIIBEHO j& KA0 eKCIUIOPATUBHO, a MOJALM Cy NPHKYIUbEHH TyOHHCKUM HH-
TEPBjyOM Y PasroBOpYy ca IIECT MCHMTaHHKA. [IpUMEHEHO je HaAMEPHO Y30pKOBame U
Y30pKOBam-€ ,,[PyABE CHera” ¢ 003MpOM Ha TO Jla HeMa CHCTEeMaTuyHe 0ase mojaraka o
npeIy3eTHIMMa )KUBOTHOT CTUJIA, Kao M Ja OH ce YCPEeACPEIMIN Ha crielnduyIHe ciyJaje-
Be. Y MyOMHCKOM pa3roBOpy HPHKYIBEHH Cy HOJAIM O JIYHIM O0eiIeKjuMa HCIIHTAaHHU-
Ka/MCITUTAHUIIC ¥ FbHXOBOT YKUBOTHOT CTHIIA, 00ENIeKjUMa BHXOBOT Tipey3eha, mpemy3er-
HHUYKHMM T0YeIMa, OJJHOCY HPHUBATHOT M HOCIOBHOT )KUBOTA, JOHOLIEHY MOCIOBHUX OJI-
JIyKa, MOTyhHOCTHMa M OrpaHUYEHUMA U CIL.

Pesynrati cy MOTBPAMIM A Cy IPENY3ETHULM YKUBOTHOT CTHJIA OPHMjEeHTHCAHH Ha
JIMYHH Pa3BOj, CAMOOCTBAPEH-E, MPOMOIM]Y JMYHUX LIJbEBa M BpeaHocTH. MehyTuMm, y
(OCT)COIMjaTIMCTIYKOM MHJBEY, MPEIY3eTHUIITBO KHUBOTHOT CTHJIa MMa onpeheHe cre-
mUIHE KapaKTEPUCTHKE — OHE CE€ IPe CBera OJHOCe Ha MOTHBALM]y U OanmaHc mMmely
NPHUBATHOT W IOCJIOBHOT JKMBOTA. AHAIM3UpaHe INpeTy3eTHUYKE MpaKce MeNIaBHHA CY
HPE/y3eTHHUIITBA J)KUBOTHOT CTHIIA U Ha MPO(QHT OPHjEeHTHCAHOT NPe/Ty3eTHUIITRA, ca Be-
hum akiieHTOM Ha NpBYU THIL. MHIMBHYaTHE XOOHjH, KeJbe U BPeJHOCTH JIOMUHAHTHH CY
MmotusH. [Ipenyseha cy MukpoOusHicH, Oe3 Hamepe M KaramuTeTa 3a MHApekeM. AHaIH-
3UpPaHH MPEeIy3eTHULM YCTIOCTAaBIIA CY jaKe Be3e ca KIMjeHTHMa U 3ajeHuloM. Pesynra-
TH Cy HIOKa3aJId J1a HeMa jacHe pa3yiike u3Mel)y PUBATHOT M MOCIOBHOT BpeMeHa. IIpeny-
3ETHHIM YECTO KOPYCTE MOPOJUYHH KAITUTAI J1a OM TIOKPEHYIH M OJpyKajii 1ocao. Mera-
BHHA €JIeMEHaTa MPEeTy3eTHHUIITBA KUBOTHOT CTUJIA M Ha NPOMUT OPUjEHTHCAHOT HPEIy-
3ETHHILTBA MPECTaBIbajy CHEeLM(UIHY CTpaTeryjy NpeXxuBibaBamba. OBUM THIIOM IIpeJTy-
3€THHMILTBA YCIIOCTaBJba Cce rnoceOHa BpcTa peranuje n3Mely npemy3eTHHKa W KHjeHTa
KOja TpeBaswia3y KJacuyaH KOMEpLHMjalHM OJJHOC M 3aCHHBA C€ HAa Pa3sMEHM JIMYHHX
HCKYCTaBa, keJba M BpeAHOCTH. [IpeTy3eTHHIITBO KUBOTHOT LMJba OJIroBapa o0esexjuma
€KOHOMH]e HCKYCTBa H NePCOHATM30BaHe IPOU3BO/IE/TIPYKarba YCIIyTa.



