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ASTRACT

Abstract (EN): This paper analyses how reputation and social media create the context for
supporting strategies regarding the entrepreneurial ecosystem to emerge. The positive impact
of start-up accelerators is depicted by defining them as reputational hubs. Furthermore, a
scarcity hypothesis is confirmed by using the case study of a Romanian start-up accelerator:
Innovation Labs. A series of novel understandings and instruments are advanced in an attempt
to provide start-up accelerators with tools for managing reputation through social media
campaigns.
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OBJECTIVES

General Objective:
The main objective of this paper is to conceptualize an instrument for reputation
management through social media campaigns for start-up accelerators. This is translated as an
attempt to not only quantify reputation but also create a framework throughout which it can be
managed. While reputational indexes are available on the market, this objective emphasize the
importance of pragmatic frameworks and strategic guidelines regarding reputation
management.

Secondary Objectives:
1) Define and analyze the role of start-up accelerators in the entrepreneurial ecosystem
This objective aims at illustrating the historical mechanisms that created the foundations of
the entrepreneurial ecosystem. Furthermore, this objective is built around the impact of startup accelerators over the venture-taking initiatives. As will be presented in the following
chapters, this can be done by presenting the main discourses that allows for start-up accelerators
to attract and support would-be entrepreneurs, alongside an inquiry into the regional variations
regarding these discourses. Moreover, this objective represents a macro extension of the risk
perspective presented above.
2) Define and conceptualize a theoretical model for explaining entrepreneurial behavior
This objective aims at illustrating the psychological and sociological mechanism
responsible for producing entrepreneurial intentions. Furthermore, this objective is built around
the attempt to expand existing models by integrating macro and micro perspective regarding
the production on entrepreneurial behaviors. As will be presented in the following chapters,
this can be done by understanding exogenous factors as filters that interfere with the production
of desirability and feasibility regarding venture-taking initiatives. Moreover, this objective
represents a micro extension of the individualistic perspective presented above.

3) Describe and analyze the Innovation Labs accelerator in relationship to entrepreneurial
ecosystem and behaviors
This objective focuses the observational lens on a specific example of entrepreneurialsupporting strategy: Innovation Labs. Its aim is to place this accelerator between local and
global strategies by presenting its characteristics and outputs. Moreover, this objective creates
the context for defining and analyzing the relationship between accelerators, reputation and
social media.
4) Create a theoretical model for reputation management throughout social media campaigns
in the entrepreneurial ecosystem
This objective aims at creating the framework for reputation to be quantified by
deconstructing already existing models. Its aim is to provide the theoretical foundations for
assessing reputation embedded in the entrepreneurial ecosystem. As will be presented in the
following chapters, this can be done by following the existing discourses regarding new
perspectives over social media and reputation. Moreover, this objective aims at analyzing the
relationship between entrepreneurship and reputation.
5) Analyze current reputation of Innovation Labs using the proposed framework
This objective aims at applying the proposed framework regarding offline and online
processes of Innovation Labs responsible for producing reputation. Moreover, it allows for
arguments deducted from documents research to be validated by data gathered from Innovation
Labs participants and online community.
6) Provide a series of strategic guidelines regarding start-up accelerators reputation
management
Finally, the last objective closes the circle by defining the characteristics of the desired
output of this paper. Its aim is to create a series of action steps that will provide guidance
regarding the management of reputation. As will be presented in the following chapters,
creating strategic guidelines represents the most useful tool for reputation management both in
the online and offline environment.

Core concepts and Definitions
a) Start-up accelerators: Cooperative supporting initiatives that act as gateways for new
entries in the entrepreneurial ecosystem;
b) Entrepreneurial ecosystem: Motivational field, practices, interactions and transactions
that use innovation as a resource;
c) Entrepreneurial spirit: Narratives that emerge as the result of a heroic discourse of
changing the world and desire for financial security throughout ownership;
d) Entrepreneurial strategy: Means used by new and old players that assures the
sustainability of the entrepreneurial ecosystem;
e) Reputation: An entity’s characteristic to send intended and unintended signals about
sanctions (positive or negative) in reducing social distance relative to its position.

METHODOLOGY

This paper created the theoretical arguments using documents research provided by four
fields of activity: management, economy, psychology and sociology. Furthermore, these
arguments were supported by data gathered using a survey-based strategy and online
community research strategy applied on the case study of Innovation Labs alongside a
secondary data analysis regarding new entries in the Romanian entrepreneurial ecosystem. It
is important to mention that two major methodological limitations are presents in this paper:
first refers to the fact that questions in the research instrument were added and excluded over
the six analyzed editions, thus making a comparison sometimes difficult; the second main
limitation refers to the online content gathered which was analyzed only in 2018, thus including
already applied reputation management strategies.
Regarding the survey-based method, a total number of 1528 of questionnaires were
analyzed from 2013-2018 Innovation Labs editions. A total number of 73 questionnaires were
analyzed from Bucharest 2013 edition. The 2014 Innovation Labs edition allowed for 189
questionnaires to be analyzed regarding Bucharest and Cluj competitions. Next edition allowed
for 172 questionnaires to be assessed (102 at registration and 70 at the end) while the 2016
edition allowed for only 157 questionnaires to be assessed (105 at registration and 52 at the
end). Finally, last two editions permitted for a total number of 889 questionnaires to be assessed
(442 in 2017 edition and 447 in the 2018 edition).
Regarding the online community research method, a total number of 100 public content
was analyzed using Innovation Labs official Facebook page. The content was classified as
static (N=58) and dynamic (N=42) and it was labelled by the degree of immersion it provided
(photo vs video). Number and type of reactions were used as units of analysis (emoticons,
shares, commentaries, views) while the community size was used as a landmark in creating the
online reputational model. Appendix 1 contains the database created alongside an example of
static and dynamic content. It is worth mentioning that the column regarding the topic and the
name of the entity who posted was also included. However, it was made partially censored
given data privacy aspects.

A scarcity hypothesis which is introduced in the first chapter of this paper was confirmed
by using data from participants` respondents and an index regarding the number of firms in the
Romanian ecosystem. Ronal Inglehart (2000) explains the shift of values that happened in the
last decades by advancing a scarcity hypothesis which states an increased desirability over
things that are less common in the ecosystem. Therefore, this paper explained the decreasing
trend of desirability and feasibility regarding 2014-2016 promotions of Innovation Labs by
using a similar deficit hypothesis. While the first chapter introduces this hypothesis as a
negative relationship between entrepreneurial spirit and strategy using a deductive approach,
an inductive approach is used regarding data gathered from the participants.
Presented in the dedicated chapter (6. Analysis of the Innovation Labs), the inductive
approach used the integrated model of micro and macro elements responsible for producing
entrepreneurial intentions to explain variations in desirability and feasibility over
entrepreneurship. This approach started by analyzing variations in each element of the model
that could explain the decreasing trend regarding 2014-2016 Innovation Labs promotions. First
confirmation of the scarcity hypothesis came as the result of comparing the number of selfidentified entrepreneurs in Cluj and Bucharest with entrepreneurial activity in each city for the
2014-2016 timespan. Second confirmation of the deficit hypothesis came as the result of
comparing the total number of self-identified entrepreneurs from 2016-2018 editions with the
entrepreneurial activity in the Romanian ecosystem (6.2.3 Entrepreneurial Traits: Selfidentity).
Regarding the secondary data analysis for depicting entrepreneurial activity in the
Romanian entrepreneurial ecosystem, information was gathered using an online index with the
number of firms available at a mentioned web address (6.2.3 Entrepreneurial Traits: Selfidentity). This required creating an account and applying time and space filters. The number of
firms for each year is the result of subtracting previous year’s number of firms from analyzed
year number of firms. In other words, information regarding new entries for each year in the
entrepreneurial ecosystem was obtained by subtracting total number of results of the previous
year from the total number of results from current year. For standardizing the results,
percentages were created by dividing the number of new entries for a year to the total number
of new entries inferred. This was helpful in comparing the entrepreneurial activity in Cluj and
Bucharest by encompassing each city characteristics.

SUMMARY

The present paper represents an inquiry into the entrepreneurial ecosystem that uses the
case study of a Romanian start-up accelerator: Innovation Labs. Its aim is to analyze how this
environment is built and sustained by different entities that support one of the most influential
economical function: entrepreneurship. Using data provided by participants` feedback and
insights gathered throughout documented research, this paper is trying to create a framework
that will help to design and build various supporting strategies regarding entrepreneurial
activity. Moreover, data gathered using online community research allows for a robust picture
of the processes that support venture-taking initiatives. Starting from Max Weber`s writings
about the capitalist spirit and using different perspectives on the entrepreneurial ecosystem,
this paper proposes a new approach that aims at expanding start-up accelerators network.
Divided in eight sections, this paper provides a reputation management instrument for
the digital environment. Its aim is to provide a different perspective on how social media
allowed for a new understanding of reputational flow in the entrepreneurial ecosystem.
Following an introductory section, a discussion about the origins of the entrepreneurial spirit
is proposed from a historical point of view. Afterwards, a psychological perspective is
presented using the established theoretical foundations in the scientific field of
entrepreneurship. This paper continues by presenting the case study of Innovation Labs and a
theoretical model of reputation building throughout social media. Data supporting the
arguments is presented in the following chapter alongside a proposal of implementing a system
that could differentiate Innovation Labs from its competition.
Regarding the methodological aspect of this paper, it used documents research, surveybased analysis, online community analysis and secondary data analysis to provide data-driven
support for arguments presented throughout the construction of the thesis. The results allowed
for the confirmation of a scarcity hypothesis that links participation in start-up accelerators to
the activity in the entrepreneurial ecosystem. It also created the foundations for the main thesis
regarding the importance of strategic reputation management throughout social media
campaigns to be supported. Furthermore, by adopting a multidisciplinary approach that uses

economic, psychological and sociological arguments, a robust picture of how reputation affects
the micro and macro processes of the entrepreneurial ecosystem was depicted.
A discussion about the current socio economic environment is proposed in the
introductory section followed by a series of objectives and methodological instruments used to
build the research. The chosen lens that are used to describe current manifestations in the
entrepreneurial environment proposes individualism and risk as the two cornerstones that are
fueling venture-taking initiatives. The introductory section also presents four core concepts that
were used throughout the research for explaining variations in entrepreneurial ecosystem. One
of the central concepts refers to reputation as the main resource which attracts would-be
entrepreneurs to engage in start-up accelerators processes. As the title suggests, this paper aims
at building a reputation management instrument that will allow for a better understanding of
what reputation is and how it can be used.
Choosing to place a discussion about risk at the beginning of this paper allows for
symmetry to be created considering the proposed system in the last chapter. A managing risk
with risk philosophy is advanced which aims at bringing a disruptive growth regarding startup accelerators reputation. By joining together reputation and risk, a realistic approach that
consider both positive and negative aspects can be presented. Moreover, including an
individualistic perspective illustrates the starting point of the proposed framework which
considers the individual as the fundamental building block of the entrepreneurial ecosystem.
Both risk and individualism came up as the cornerstone concepts that allows for a multilevelled analysis of the relationship between entrepreneurship, start-up accelerators and
reputation to be made.
The first chapter of this paper is discussing two of the core concepts: entrepreneurial
spirit and entrepreneurial strategy. First refers to narratives that are built at the crossroad of two
discourses regarding the desire to change the world and the desire to achieve financial security
throughout ownership. The latter is represented by factual actions that illustrates how
individuals are managing the entrepreneurial ecosystem entrance barriers. While the
entrepreneurial spirit can be considered as the result of a heroic discourse of changing the
world, the entrepreneurial strategy is discussed in relationship with the feasibility discourse
over the entrepreneurial activity. Taken together, these two concepts provide a landmark in
discussing how the European and Romanian environments manage to shape perspectives over
entrepreneurship. Afterwards, first chapter continues in analyzing an international and national

barometer that provide in-depth details about cultural aspects regarding entrepreneurial
activity.
An important contribution of this section refers to a taxonomy regarding the
entrepreneurial strategy. By analyzing venture-taking initiatives in the context of an
accelerators, a proposal of two parameters regarding the long-term/short-term orientation and
internal/external activity were advanced as adequate indicators of four types of entrepreneurial
strategies: design and building strategy alongside attracting and networking strategies. This
perspective distance itself from previous attempts that mostly used risk and time as the main
characteristics in describing possible options for would-be entrepreneurs. Furthermore, it
allowed for a link between individual strategies and supporting strategies to be made regarding
the role of start-up accelerators in the entrepreneurial ecosystem.
Drawing on data gathered from 33 countries, including Romania, the above-mentioned
barometers managed to offer a clearer picture of the international and national entrepreneurial
ecosystem. Going through motifs and barriers regarding engagement in entrepreneurial
activity, these studies illustrated a strong influence of cultural factors over venture-taking
initiatives. Aspects like the lack of financial means, fear of failure and preference over
employee status came up as three of the leading barriers for individuals across countries. A
remarkable difference regarding the willingness to express these barriers was found between
western and eastern part of Europe, the latter showing an accentuate tendency of stating reasons
that stop them from considering taking the entrepreneurial path.
Following the presentation of the international and national entrepreneurial environment,
the first chapter discusses the rise of accelerators and their role in turning entrepreneurial spirit
into entrepreneurial strategy. Besides their role in converting narratives into actions,
accelerators are also presented as shortcuts or gateways to the entrepreneurial ecosystem.
Moreover, differences amongst accelerators are described alongside their characteristics and
impact on the entrepreneurial environment. Finally, accelerators are placed between the
desirability and feasibility discourses over venture-taking initiatives, thus allowing for them to
be understood as a macro strategy that enables the formation of meso and micro strategies.
First chapter allowed for the presentation of a macro perspective over the relationship
between the entrepreneurial ecosystem and start-up accelerators. It also helped in portraying
the main channels of communication between material and cultural factors that create the
context for entrepreneurial spirit and strategies to emerge. Moreover, it presented the impact

of start-up accelerators over the entrepreneurial ecosystem and their importance in sustaining
a consistent flow of human capital for the national and international environment. By
connecting these findings with the micro perspective presented in the following chapters, a
clearer picture of how supporting strategies create the framework for sustaining one of the most
important function of the capitalist economy is illustrated.
Next chapter is built around the social and psychological factors that are responsible for
producing entrepreneurial intentions. Following a long-lasting tradition that uses the theory of
planned behavior as an explicative model for how the entrepreneurial behavior is built, this
chapter proceeds in discussing different perspectives and findings that confirms the link
between this theory and entrepreneurship. The initial framework is deconstructed, and elements
are reassembled so that exogenous factors are included in an expanded model. This paper
included three variables that mediates the link between the formation of beliefs and actual
production of desirability and feasibility: entrepreneurial spirit, entrepreneurial traits and
entrepreneurial subculture. The entrepreneurial spirit is represented as a narrative building
process which uses the cognitive and emotional processes responsible for creating positive or
negative evaluations over the behavior.
The extended model places past experiences as the central element that determines the
formation of desirability and feasibility over entrepreneurship. Entrepreneurial traits like selfidentity and risk management are considered as mediating factors that allow for concepts in the
model to interact. Finally, the entrepreneurial subculture is considered as a collective mind
programming that mediates the production of normative beliefs. Regarding the entrepreneurial
subculture, this paper proposes the existence of multiple influencing factors ranging from
international culture to local institutions. A difference between university, corporate and
innovation subcultures is discussed as the result of international and national cultural
intersection.
Behavioral and normative beliefs came up as the most important factors regarding the
production of entrepreneurial intentions. Control beliefs were pictured as accompanying and
filtering the formation of metal schemas regarding desirability and feasibility. This perspective
emphasized that attempts to influence the formation process of entrepreneurial intentions must
focus on the intersection between normative and behavioral beliefs which in turn gives weight
to different control factors that produces the perceived control over the behavior. Empirical
findings regarding the validity and fidelity of this theoretical framework were also use in
creating the expanded model.

The psychological perspective allowed for an integrated model of macro and micro
aspects to be advanced regarding the production of the entrepreneurial intentions. By
deconstructing and rebuilding the theoretical model a better understanding of how individuals
are drawn into following the entrepreneurial path was obtain. Placing the exogenous factors
between the psychological processes and the production of desirability and feasibility instead
of considering them as background aspects allows for a cultural filters approach to be advanced.
Together with the macro perspective presented in the previous chapter an integrated model that
considers material and cultural factors regarding the production of entrepreneurial intentions is
provided.
Next chapter is organized around the presentation of Innovation Labs` organization and
processes. First part focuses on the benefits obtained by the participants by engaging in this
learning environment. This accelerator and other alike initiatives format and allows for the
illustration of a supporting network that encourages venture-taking initiatives in the Romanian
environment. An important aspect discussed in this part refers to an accelerator function to
build trust and attract resources towards new entrepreneurial activity. Other aspects like the
roadmap of the participants and the characteristics of the experienced are presented in this
section.
The following section of the chapter that presents the case study of Innovation Labs is
built around its connections to the international strategies for sustainable development.
Drawing on UN sustainable development goals and different products created by the
participants, a clearer picture of how this accelerator is contributing to the larger societal
wellbeing is depicted. Yet another perspective that states the importance of Innovation Labs in
providing the human capital for further strategies is presented in this chapter. Following this, a
discussion about the link between Innovation Labs and Theory of Planned Behavior is
presented. Using different components like venture talks and workshops on doing business, the
next section of the chapter illustrates how Innovation Labs nurtures the production of
desirability and feasibility over entrepreneurial behaviors.
Finally, this chapter is ended by presenting the main thesis of this paper which refers to
the importance of reputation for the entrepreneurial ecosystem. Portrayed as the main resource
that attracts individuals into engaging with Innovation Labs processes, reputation is presented
in connection with social media. Distinctions between program’s reputation and participants`
reputation are made alongside the introduction of some properties of reputational flow. The
concept of reputational loop is introduced to describe reputation`s propriety to aggregate.

Besides the distinction of collective reputation and individual reputation, a discussion about
the importance of social media networks and word of mouth channels is also presented in this
chapter.
This chapter allowed for the presentation of Innovation Labs characteristics which will
prove as an important factor in proposing a reputation building strategy. Considering that
reputation represents a term that is related to differentiation amongst competition, this chapter
also allowed for the presentation of the main thresholds embedded in Innovation Labs
processes that are responsible for producing this resource. Presented as a two-staged process,
the experience of this start-up accelerator creates the context for soft and hard skills to be
produced and nurtured. This perspective permitted the link between human capital and
reputational capital to be depicted as an important aspect to be considered for the construction
of the theoretical model presented in the following chapter.
Divided in two sections, next chapter represents an attempt to model reputational flow
starting from social media processes. A literature review about the digital environments helps
in building a social media instrument for strategic promotion campaigns. Building on the
functional blocks of social media and using a series of unconventional perspectives collected
throughout the documents research, a series of trending approaches is presented before
attempting to build a reputational model. Moreover, a discussion about the impact of social
media on entrepreneurial intentions is presented using the theory of planned behavior. An
important aspect here is the importance of social media to remove barriers that blocks the
formation of entrepreneurial intentions and behaviors.
Next section represents the theoretical framework of this paper and proposes a signal
approach for understanding reputation. Different perspectives from the literature review are
discussed and summarized to allow the illustration of reputational components. Competence
and sympathy came up as two dimensions that create reputation for an entity while trust and
reciprocity are depicted as two accompanying concepts that allow for reputation fluctuations.
A difference between reputation building and reputation gaining is also presented in this section
by referring to the source of the signals. Finally, the main components of reputation are
described and applied for the digital environment. Another important distinction here is
represented by the layers of the network described relative to an entity position. A difference
between passive, active and core network allowed for a quantification of reputational flow in
the digital environment.

This chapter created a powerful added-value regarding the intersection between
reputation, trust and reciprocity by providing a simplistic mathematical approach which allows
the quantification of reputational capital. Defining trust as the condition created by receiving a
signal regarding sanctions for reducing social distance, the actual reduction of social distance
and receiving of promised sanctions, this paper managed to create a solid foundation for further
models to be developed. Another important added-value refers to adapting a reputational
quantification model to the approach proposed in this chapter. This allowed for a framework
to be created for quantifying reputation in the digital environment.
Finally, by integrating different perspectives over reputation gathered throughout the
documents research, this paper proposed four dimensions of reputation: receptiveness,
attractiveness, transmission and rejection. Taken together, these dimensions allowed for
participants responses and online community reactions to be analyzed using a signal-approach
perspective over reputation. No distinction between brand image and reputation has been
introduced considering that every action of an entity impacts the reputational capital. However,
the reputation gaining and building distinction was used to encompass the unclear border
between image and reputation. Furthermore, this analysis created a series of benchmarks for
setting goals regarding social media campaigns.
The following chapter presents data from participants` feedback to provide data-driven
arguments that supports the theoretical discussion presented so far. First section is presenting
the desirability and feasibility discourse over entrepreneurship regarding Innovation Labs
2014-2016 promotions. Results depict a decreasing trend in both discourses amongst the
participants allowing for questions regarding the cause to dictate the next sections. The answer
is built using the added elements of the extended model of the theory of planned behavior.
Moreover, next sections also manage to understand which of the elements weight more in
building entrepreneurial intentions by inferring coefficients from participants` responses.
The cause of the declining trend was first searched in the entrepreneurial subculture
concept. While data regarding normative beliefs created by relevant-others suggest a rather
supportive subculture regarding Innovation Labs participants, results show a consistency of
detracting personal networks amongst participants. However, the cause of a decline in
desirability and feasibility couldn`t be explained by variations in the supportiveness of the
entrepreneurial subculture. Therefore, the next section proposed entrepreneurial spirit as a
possible explanation. While data available only for the 2017-2018 promotions didn't allow for
a comparison between variations in self-determination and the decreasing trend of desirability

and feasibility, it managed to illustrate the importance of the concept in producing
entrepreneurial intentions.
Next two sections were built around variations in two of the most important
entrepreneurial traits amongst Innovation Labs participants: risk-management and self-identity
concept. Data available for 2015-2016 promotions presented a more realistic approach to risk
in the 2016th edition, thus not being able to explain the decreasing trend of desirability and
feasibility over entrepreneurial behaviors. Finally, a possible explanation was found in the selfidentity concept by comparing the number of participants who identified themselves as
entrepreneurs in Cluj and Bucharest. The results are using a population ecology model
presented in the literature review to explain a larger number of self-identified entrepreneurs in
Cluj compared with Bucharest, thus illustrating the importance of the entrepreneurial activity
in the ecosystem for explaining variations of desirability and feasibility.
Using data from participants’ feedback, a link between self-identity concept and
entrepreneurial activity is illustrated, thus allowing for a series of guidelines regarding start-up
accelerators social media campaign design to be made. This chapter managed to offer a series
of landmarks that uses three main phases of the entrepreneurial ecosystem: the growing phase,
the saturation point and the declining phase. By adopting a cycle-based perspective and
elements of the theory of planned behaviors, guidelines about the appropriate timeframe to use
different strategies are presented. Results propose using the formation of normative beliefs in
the growing phase, offering incentives in the saturation phase and creating meaning in the
declining phase.
This finding allowed for a scarcity hypothesis that correlates the manifestations of
entrepreneurial spirit to the activity in the entrepreneurial ecosystem to be confirmed. Briefly,
the hypothesis states that desirability of entrepreneurship, translated as a self-identification
phenomenon, is created as the result of a declining birth-rate in the entrepreneurial ecosystem.
Using data regarding new entries in the business sector, differences in entrepreneurial selfidentified participants between Cluj and Bucharest were explained as the consequence of a
declining entrepreneurial activity in the former city. By looking at national data regarding the
entrepreneurial activity, the decreasing trend in desirability and feasibility was also explained
by the scarcity hypothesis proposed by Ronald Inglehart to describe the paradigmatic shift
resulted from the transition to post-modernity.

Next section is assessing the current reputational capital of the Innovation Labs initiative
and starts with presenting the main channels of information that allows for reputation building
and gaining signals. Results indicate that word of mouth channels and social media networks
represent two of the most important sources of reputation for start-up accelerators. Using the
proposed model, reputation in the core and active network is quantified, illustrating a series of
noises that interfere with reputation building signals. Data gathered from participants’ feedback
depicted a moderate loss of signal-power in the relationship between mentors and participants.
An interesting finding regarding reputation formation in the core network refers to the validity
of the 80-20 rule in quantifying how reputation is built and sent towards the external
environment.
The following section is assessing reputation in the active network by analyzing static
and dynamic content gathered throughout online community research. Results allow for a
comparison between the reputational impact of each type of signal and the creation of risk
categories obtained by a qualitative analysis of rejecting entities. The findings of this analysis
depict dynamic content as being better received and transmitted while static content allow for
more sympathy reactions. Regarding reputational risk categories, competence of partners and
negative attitudes towards political affiliations came up as the most important negative
producing factors. This chapter concluded that word of mouth channel represents the most
powerful reputation source regarding Innovation Labs initiative.
Next chapter is advancing a proposal which aims at expanding the Innovation Labs
network and assure engagement throughout passive and active network. Using a metaphorical
understanding of the digital environment, this proposal uses gaming and gambling as two
reputational producing factors that could be used to engage more entities in the start-up
accelerator network. Briefly, the system presented is proposing a token-based reward system
that builds on the gap between participants’ performance and their chance of winning the
competition. Accompanied by an implementation plan, this proposal can be further developed
to encompass alike initiatives, thus allowing for an expanded innovation network to grow.
Another added-value presented in this chapter refers to using network shocking strategies
(synchronous signaling) and hybrid content (GIFs) to promote start-up accelerators` initiative.
Finally, the last section provides a reputation management tool for social media campaign
design which describes the four job descriptions that can fulfil this function. Using the
competence/sympathy difference and reputation building/gaining distinction, each role is
presented alongside its main attributions and functions. While the proposed team composition

is built around the token-based reward system, it can also be applied in different reputation
management scenarios.
Last chapter provides an illustration of the reputational flow created by start-up
accelerators alongside a series of strategic guidelines regarding reputation management
throughout social media campaigns. The game-theory approach of reputation is discussed
which in turn allowed for different understandings of reputation to be presented. Integrating
the findings presented throughout the paper, this chapter also manages to identify the
importance of using social networks software for identifying influencers in the digital
environment alongside a need for a social responsibility dimension to be included in reputation
building signals. Moreover, the guidelines also emphasized on building a reputation
management plan that considers the relationship between mentors and teams alongside aspects
related to content management and creation.
In the last section of this chapter a figure illustrating the main reputation producing
relationships is presented and weight is given for every channel that act as mediums for
information transmission. Its main function is to provide the framework for crisis management
plan regarding reputational issues. Furthermore, this section emphasized the role of relationship
management for nurturing the reputational capital and depicted the main reputational
thresholds regarding start-up accelerators network. Together, these instruments will allow for
further strategic campaigns to be developed using benchmarks created throughout this paper.
The present paper integrated a series of different perspectives over the entrepreneurial
ecosystem and the importance of reputation management throughout social media campaign
designs. Using an interdisciplinary approach, the main contribution of this paper referred to
confirming the population ecology model by using the scarcity hypothesis regarding selfidentity dimension of entrepreneurial behavior. Furthermore, it managed to provide a series of
frameworks regarding reputation management for start-up accelerators. Finally, it provided a
proposal which aims at creating a common language for alike initiatives by creating constant
engagement from the active and passive network.
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