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Abstract
Besides the extraordinary impact of Business Angels (BAs) as the leading contributors to fund entrepreneurship at the early stage,

the value BAs perceive from their investment activity has not yet been fully explored. Based on a new holistic perspective resulting

from marketing and consumer behaviour, this article builds on the concept of perceived investment value to create a new instru-

ment that measures the overall value perceived by BAs in their investing activity. Data were collected through a survey question-

naire with 849 BAs from 79 countries. The instrument created was tested through Structural Equation Modelling. The results

reveal that: (i) BAs are not purely financial investors and expect more than just money from their activity, as self-esteem, entre-

preneurship, emotion and altruism are the main dimensions that explain angel perceived investment value (APIV), with economic

and functional dimensions being the least influential; (ii) APIV positively influences their job satisfaction; and (iii) angels satisfied

with their jobs are more likely to reinvest their money and engage in positive word-of-mouth. A multigroup comparison was

implemented, validating the results for males and females, novices and veterans and light and heavy investors.
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Introduction
Business angels (BAs) play a crucial role in providing
funding to companies during their early stages. Despite
three decades of research on BAs, studies examining
how their goals and motivations influence their invest-
ment decisions are scarce (Croce et al., 2020). Existing
studies lack common ground, are fragmented and need

further investigation (Taylor, 2019). Moreover, despite
the growing interest in identifying distinct BA profiles
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over time (e.g., Morrissette, 2007; Tenca et al., 2018), there
is not enough research to fully understand their motivations
or the value they perceive from their investments.

BAs are a special kind of investor who invest their own
money in startups they are involved with (Avdeitchikova
et al., 2008; Mason, 2008). They differ from other inves-
tors, such as crowdfunders, stock investors or venture
capitalists, as they invest their personal funds without
agents or intermediaries (Wesemann and Antretter, 2022).
Simmilarly, unlike passive stock exchange investors, BAs
prefer to be actively involved with the startups they invest
in (Murnieks et al., 2015; White and Dumay, 2020),
aiming to create value and contribute to the success of the
business. Furthermore, some consider their entrepreneurial
involvement to be an essential element of the BA definition
(Avdeitchikova et al., 2008; Lahti, 2011).

Perceived customer value, a central concept in marketing
and strategy (Khalifa, 2004; Smith and Colgate, 2007), is
defined as the utilitarian perception of “what I get for the
price I pay” (Zeithaml, 1988: 13). It represents the consu-
mer’s overall assessment of the utility derived from a
good/service based on their perception of the trade-off
between the benefits received versus the cost and sacrifices
involved. It reflects the interaction between the customer,
with its hierarchy of goals and purposes, and the product
or service, with its attributes and performances (Holt and
Payne, 2001). Perceived customer value has generated sig-
nificant interest in academia and industry (Sánchez-
Fernández and Iniesta-Bonillo, 2007) and has been exten-
sively applied in different industries, namely in online
shopping (Bonsón Ponte et al., 2015), online services
(Yang and Peterson, 2004) and stock market investments
(Puustinen et al., 2013; Wang, 2015), but not yet in the
BAs context. As BAs can be regarded as consumers of
financial products or services — undertaking actions
(investments and interactions with entrepreneurs and other
angels) that involve the experiential hedonic aspects of
entertainment, status, and personal symbolic meanings —
just like the consumers of goods and services in retail, it
is possible to argue that consumers and investors can be
viewed as actors and players in a game (consuming or
investing) according to specific rules to obtain desired
value compensations (Allen and McGoun, 2001).

Based on: (a) Rintamäki and Kirves’ (2017) integrative
framework that encompasses four dimensions of perceived
value (economic, functional, emotional and symbolic); (b)
Puustinen et al.’s (2012, 2013) perceived investment value
(PIV) scale, applied specifically to the stock exchange
market; and (c) the substantial differences between BAs,
stock investors and venture capitalists (Lefebvre et al.,
2022), this paper addresses the gap in understanding the
perceived value of BAs. Specifically, it aims to answer
the question of why BAs decide to invest their money
and time in risky startups, popularised by the expression
“what’s in that for me?” As such, this paper aims to extend

the research on PIV by proposing a new instrument — the
angel-perceived investment value scale (APIV) — to assess
the value perceived by BAs in their investing activity. This
article goes beyond the purely financial ties linking BAs to
their activity. By employing a human-centred approach, the
article introduces a six-dimensional model — economic,
functional, emotional, self-esteem, altruistic, and entrepre-
neurial — to test and validate the APIV.

After this introduction, the literature review presents the
six dimensions comprising the APIV scale. Then, the meth-
odology employed is outlined. Finally, the results are
shown, followed by the discussion and conclusions.

Literature review
The concept of angel perceived investment value
(APIV)
BAs are different from other investors as they are capable of
assuming higher risks, making quicker decisions, and
conducting lighter due diligences compared to venture
capitalists, who are accountable to fiduciary responsibilities
and must justify business failures to their investors
(Van Osnabrugge, 2000). Furthermore, compared to
passive stock exchange investors, BAs prefer to be actively
involved with the startups they invest in (Murnieks et al.,
2015; White and Dumay, 2020). Their aim is to create
value and contribute to the success of the business, empha-
sising the entrepreneurial engagement of BAs in their core
angel activities. Consequently, APIV can be defined as the
holistic perception of value in angel investing, encompass-
ing economic, functional, emotional, symbolic (esteem and
altruism) and entrepreneurial aspects.

Economic APIV
Economic APIV refers to the perceived economic value BAs
obtain as the result of investing money in a start-up or angel
fund, with the expectation of financial/economic gain upon
a liquidity event. BAs typically invest in the form of equity
finance to achieve significant financial returns through an
exit strategy (Mason et al., 2022). Financial return is consid-
ered by many, if not the sole motivation for investing
(Morrissette, 2007), its major driver and foremost reason
(Botelho et al., 2021; Croce et al., 2020). Angels perceive
investing in startups as a way to make money that will
exceed the returns obtained from alternative investment
forms (Shane, 2005; Vroomen and Desa, 2018). The high
expectations BAs have for startup gains may be the result
of angels being prototypically cashed-out entrepreneurs
(Riding, 2008) who obtained their wealth through one or
more successful exits with high capital returns. Statistically,
more than 50% of the investments may result in a partial or
complete loss (McKaskill, 2009), but approximately 9%
of startups generate returns more than 10 times the initial
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investment, compensating for the losses incurred by failed
startups (Wiltbank and Boeker, 2007; Wiltbank et al., 2009).

Functional APIV
Following Puustinen et al. (2013), functional APIV is the
perceived value derived from the convenience and proper
outcomes of angel investing activity. Service convenience
is defined as “a judgment made by consumers according
to their sense of control over the management, utilisation,
and conversion of their time and effort in achieving their
goals associated with access to and use of the service”
(Farquhar and Rowley, 2009: 434). Convenience captures
the extrinsic utilitarian value resulting from the activity as
a means to achieve some self-oriented purpose (Holbrook,
1999), such as time and effort savings (Rintamäki et al.,
2006). Besides the economic outcome, investing in startups
holds utilitarian value in maintaining an indirect entrepre-
neurial activity without the enormous time and energy
needed to start and successfully manage a business from
scratch (Shane, 2009). As one BA once said, “They [BAs]
want to stay in the game, but not stay up to 2 A.M.
anymore” (Hill and Power, 2002: 37). After working hard
as entrepreneurs in their own companies, BAs seek to pre-
serve the entrepreneurial spirit without the responsibilities
or the demanding workload of working 60 h or more per
week (Rose, 2014).

BAs primarily invest in startups close to their homes
(Morrissette, 2007; Shane, 2005). The rationale behind this
preference is that proximity reduces travel time and allows
more opportunities for mentoring (Morrissette, 2007; Politis,
2008; Shane, 2005). In recent years, the digitalisation and
re-organisation of angel investing have brought about
changes in the way angels make their investments (Mason
et al., 2019) facilitating access to a greater quantity and diver-
sity of investment opportunities (Pierrakis, 2019; Wesemann
and Antretter, 2022). Through structured investing platforms,
angels can easily co-invest with others and build portfolios to
achieve diversification and potentially higher performance
(Antretter et al., 2020).

Emotional APIV
Emotional APIV is the perceived value derived from the
positive emotional experiences or affective states generated
by the act of investing as an angel investor. Emotional value
encompasses the psychological benefits stemming from
positive emotions and experiences related to consumption
and investment, such as pleasure, enjoyment, entertain-
ment, passion, exploration, fantasies, feelings and fun
(Croce et al., 2020; Puustinen et al., 2013).

Besides trading for saving, risk management and specula-
tion, some investors trade simply because they find it entertain-
ing. In a subconscious demand for arousal, sensation-seeking
BAs prioritise the intensity and novelty of the angel experience

(Zuckerman and Aluja, 2015) and the excitement of playing the
startup game (Croce et al., 2020), rather than solely focusing on
money (Dorn et al., 2008; Dorn and Sengmueller, 2009).
Literature suggests that angel investment is primarily driven
by passion, enjoyment, and pleasure (Pierrakis, 2019; Rose,
2014; Taylor, 2019). Angel investing is an enjoyable activity
(McKaskill, 2009), involving collaboration with entrepreneurs
who value experienced investors and appreciate their contribu-
tions (Benjamin andMargulis, 2005). Unlike venture capitalists,
who view financial rewards as their only incentive (Ibrahim,
2008), BAs develop emotional attachments to entrepreneurs
and start-ups, which alters their risk perception (Franić and
Drnovšek, 2019). Some BAs invest only purely for emotional
fulfilment, seeking fun and pleasure (Ramadani, 2009), consid-
ering that investing is more intellectually stimulating and excit-
ing than other hobbies (Freear et al., 2002). Moreover, BA
activity is seen as “cheaper and more fun than buying a
yacht” (van Osnabrugge and Robinson, 2000: 117) and
“more fun than reading books or playing golf” (Shane, 2009:
26). Positive emotional experiences reduce the perception of
risk, whereas negative emotional experiences tend to have the
opposite effect (Chaudhuri, 2006; Taylor, 2019).

Symbolic APIV
Symbolic APIV is the perceived symbolic value resulting
from angel investment activity, encompassing both
esteem and altruism, and gaining meaning through personal
transformations or social contexts.

Symbolic self-esteem APIV. Based on symbolic interactionist
theory, individuals behave and interact with others gov-
erned by their self-conception, which needs validation in
the eyes of others (Turner, 2012). When individuals
receive positive feedback from others, their identity is
affirmed, self-esteem is enhanced, and self-meanings are
reinforced and internalised (Burke and Reitzes, 1991),
becoming an essential part of oneself (Croce et al., 2020).
Increased self-esteem is associated with self-development
and improvement goals related to fulfilling personal
advancement and professional growth (Franić and
Drnovšek, 2019; Irving and Williams, 1999).

The literature suggests that BAs invest to cause a positive
impression and enhance their reputation by associating them-
selves with successful investors and startups (Ramadani,
2009). Successful investments improve self-image and self-
esteem (Benjamin and Margulis, 2005; Duxbury et al.,
1996). Learning and self-development are significant motivat-
ing factors for BAs, as they awaken the angel identity and are
positively associated with investment frequency and follow-on
investments (Preston, 2004).

Symbolic altruism APIV. Using time and money to benefit
others leads to higher levels of happiness (Aknin et al.,
2013). In the context of APIV, altruism corresponds to
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positive feelings of benevolence in social contexts, under-
stood as BAs’ genuine human concerns for people’s well-
being for their own sake (Blum, 2015; Khalil, 2004).

The literature suggests that many BAs feel an altruistic
call: (i) to transfer their time, money and experience to
help emergent entrepreneurs make their dreams come true
(Ramadani, 2009); (ii) to help entrepreneurs avoid repeat-
ing the same mistakes they (BAs) already made
(Ramadani, 2009); (iii) to assist less experienced BAs to
become more investor-ready (Paul et al., 2003); (iv) to
give back to the entrepreneurial community that made
them wealthy (Ibrahim, 2008); and (v) to create local jobs
and stimulate the local economy (Shane, 2009).

Sullivan and Miller (1996) segmented BAs according to
their economic, hedonistic, and altruistic motivations. When
motivated by feelings of altruism, BAs are more resilient
and able to hold their investments for longer periods
(McKaskill, 2009; Zacharakis and Shepherd, 2007) and stay
longer with an underperforming startup than venture capital-
ists (Mason and Harrison, 2002). Investors may behave altru-
istically when investing their own money, time and credibility
in the entrepreneurs before anyone else, often from scratch,
when the start-up is in a pre-revenue phase, just because
they feel good about contributing (intrinsic enjoyment)
(Miller et al., 2019). Hill and Power (2002) argue that BAs
feel fulfilled and live with a higher purpose when supporting
entrepreneurship.

Entrepreneurial APIV
Entrepreneurial APIV is the perceived value obtained from
involvement with entrepreneurship per se. David Rose, the
founder of New York Angels, confirms BAs’ commitment
and devotion to the entrepreneurial cause arguing that BAs
are “…often strong believers in the ethos of entrepreneur-
ship, excited by the prospect of supporting small companies
that they believe may one day transform some segment of
the business world, spurring economic growth for the
benefit of millions” (Rose, 2014: 28). This entrepreneurial
need may be understood as a result of the angels’ entrepre-
neurial career (Politis and Landstrom, 2002).

A BA’s fortune is often the result of a successful and
passionate entrepreneurial career that provides a consider-
able amount of human capital that can be used in favor of
entrepreneurship (Fili, 2014). A substantial number of
BAs view themselves as entrepreneurs, “co-creators” and
“co-founders” of new ventures, rather than purely financial
investors perpetuating the ethos of entrepreneurship (Fili
and Grünberg, 2016). Research sustains the existence of
similarities between BAs and entrepreneurs concerning
their entrepreneurial behaviour. Both groups actively
search for new business opportunities, look for innovative
solutions, exhibit a high degree of risk-taking behaviour,
manage resources and add value (Filion, 2011; Lindsay
and Craig, 2002; Politis, 2008).

The relation between APIV, angel job satisfaction,
word-of-mouth, and reinvestment intention
According to Puustinen et al. (2012, 2013), PIV can be con-
sidered a cognitive-based construct that captures the value
obtained from the perceived benefits and sacrifices that
are part of an (angel) investor’s activity. Job satisfaction is
essentially an emotional-affective consequence of how
people feel about their job (Aziri, 2011; Spector, 1985).
Moreover, the perceived value reflects a pre- or post-
evaluation phenomenon or both, while satisfaction is only a
post-evaluation outcome that requires a personal experience
(Caruana et al., 2001; Tam, 2004). In the BA investment
context, APIV can be measured at any stage of the investment
process, including the pre-investment phase. In contrast, angel
job satisfaction can be considered an evaluation of the overall
experience of the angel investment activity.

There are positive correlations between perceived value
and satisfaction in several areas, including retail (Rintamäki
and Kirves, 2017), real estate (Shim et al., 2008) and stock
investment (Puustinen, 2012; Puustinen et al., 2013).
Perceived value is considered the most complete explana-
tory antecedent of global satisfaction (Babin and Kim,
2001; Gallarza et al., 2011).

In the early years of angel activity, the angel occupation
was considered a “nice hobby” for wealthy managers and suc-
cessful entrepreneurs (Hill and Power, 2002; Van Osnabrugge
and Robinson, 2000). Politis and Landstrom (2002) intro-
duced its perception as a career, arguing that angel activity
is a natural step in the “entrepreneurial career”, even if the
great majority of BAs maintain other occupations to reconcile
with their angel activity (José et al., 2005).

By definition, a BA is actively involved in pre- and post-
investment tasks (Fili and Grünberg, 2016; Politis, 2008).
The classical BA role, either as a full-time job or as a recre-
ational hobby, is to provide “smart money” to investee startups
(Avdeitchikova, 2008). This task implies close involvement
with a substantial amount of work and “hands-on” assistance
(Madill et al., 2005). According toMarcus (2017), it is the cap-
acity to experience the job as a pleasurable activity that gives
the basis for a high degree of job satisfaction, creating a good
fit between the person and the occupation. Although Puustinen
et al. (2013) found that PIV positively impacts job satisfaction,
there is no such evidence in the context of BAs. Nevertheless,
it is reasonable to anticipate that the perception of the value of
BAs is positively related to angel job satisfaction. Therefore,
the following hypothesis is proposed:

H1: The angel perceived investment value positively
influences angel job satisfaction.

Previous studies in various contexts, such as banking ser-
vices (de Matos et al., 2013), clothing shopping (Menidjel
et al., 2020) and tourism (Caber et al., 2020) provide evidence
that customer satisfaction positively influences word-of-mouth
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and repurchase intention. These studies suggest that highly sat-
isfied customers are more likely to recommend and repurchase
goods and services compared to less satisfied customers.
However, despite the recognised positive impact of satisfac-
tion onword-of-mouth, this relationship has been largely over-
looked in the context of angel investing. Furthermore,
word-of-mouth information sharing is known to reduce infor-
mation costs (Baker and Ricciardi, 2014) and plays a crucial
role in angel investing, as most angels are primarily introduced
to investment opportunities through referrals from entrepreneurs
and other investors (Benjamin and Margulis, 2005). The
European Business Angels Network (EBAN) (2018) asserts
that word-of-mouth is vital for identifying investment opportun-
ities, finding co-investors and recruiting new members to angel
groups and networks. Successful BAs and well-developed net-
works enhance their entrepreneurial commitments and reputa-
tion through positive word-of-mouth (Politis and Landstrom,
2002). Additionally, the tacit endorsement and word-of-mouth
of BAs serve as precious assets for entrepreneurs seeking invest-
ment investment (Hill and Power, 2002). Moreover, BAs are
partial owners of startups in which they invest. Research sup-
ports the idea that ownership fosters self-enhancement motiv-
ation, which is positively associated with intentions to engage
in positive word-of-mouth (Kirk et al., 2015).

Although no studies have specifically examined the
impact of satisfaction on BAs’ reinvestment intentions, evi-
dence from the investment context suggests that investor satis-
faction contributes to reinvestment decisions. For example,
Baharun et al. (2014) observe that satisfaction with mutual
funds has a positive effect on purchase intention. Similarly,
Prathiba (2018) highlights that satisfaction with returns, risk
and wealth accumulation positively influence reinvestment
intention in mutual funds. In the real estate industry, Shim
et al. (2008) found that satisfaction with investments, including
satisfaction with profitability, security and liquidity, positively
influence reinvestment intention. Similar findings were reported
by Pandey and Jessica (2019), who reveal that satisfaction with
investments, specifically with return rates and the overall real
estate investment experience, boosts reinvestment intention.

Based on the literature reviewed, it is reasonable to
expect that BAs satisfied with their investment activity

are more likely to engage in positive word-of-mouth and
reinvestment. Thus, the following hypotheses are proposed:

H2: Angel job satisfaction positively influences
reinvestment intention.
H3: Angel job satisfaction positively influences positive
word-of-mouth.

Figure 1 presents the conceptual model proposed in this
paper and its underlying hypotheses.

Research methods
This paper follows the procedure used by Puustinen (2012),
adapting the PIV concept employed in stock contexts
(Puustinen et al., 2012, 2013) as a foundation for extending
it to the field of BAs and proposing the APIV framework.

To reach a wide range of BAs in several countries, an
online questionnaire was developed. A database of BAs
was compiled using the following sources: (i) the
Portuguese Federation of Business Angels (FNABA) data-
base, an affiliate of the European Business Angels Network
(EBAN); (ii) the IAPMEI — Certified Business Angels
investing in Portugal database; and (iii) one of the
authors’ personal database, which comprises connections
to over 20,000 BAs worldwide via LinkedIn. The World
Business Angels Forum (WBAF) provided support by dis-
tributing the survey to its members.

The questionnaire included items designed to measure
APIV, job satisfaction, reinvestment intention, WOM and
sociodemographic profiles of BAs.

The operationalisation of APIV was grounded on three
pillars: (i) the PIV instrument (Puustinen et al., 2013),
adapted from marketing and retail to the context of stock
exchange investment; (ii) a previous qualitative study on
BAs by the authors that uncovered forty angel meta-goals
(Falcão et al., 2023); and (iii) validation of item relevance
by an external expert advisor and the President of
FNABA. The qualitative study applied the laddering tech-
nique (Reynolds and Gutman, 1988) and the means-end
chain model (Gutman, 1982) to 53 BAs and 35 entrepre-
neurs to uncover 883 goals for angel investment. The
goals identified in that study were categorised into 40 meta-
goals that represent the dimensions of the six goals dis-
cussed in the literature review here (Falcão et al., 2023):
economic, functional, emotional, self-esteem, altruistic
and entrepreneurial values. The APIV scale included in
the questionnaire encompasses a set of 29 items, reflecting
the six APIVs discussed in the literature review (see
Appendix A).

The job satisfaction scale used in this study was based on
Duffy et al. (2012) and Hmieleski and Corbett (2008), compris-
ing six items (Appendix A). The word-of-mouth (WOM) scale
included eight items adapted from Harrison-Walker (2001) and
Kirk et al. (2015). The reinvestment intention scale alsoFigure 1. Conceptual model and hypotheses.
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comprised eight items and was developed based on Puustinen
et al. (2013). All scales in the questionnaire used a seven-point
Likert-type scale ranging from strongly disagree (1) to strongly
agree (7).

Sociodemographic questions gathered information on
the BAs’ gender, age and country of residence. Finally,
questions related to the BAs’ experience focused on the fol-
lowing aspects: years of experience as a BA; number of
startups invested in; amount of money invested within the
scope of BA activities; geographical area of investments;
and the percentage of time dedicated to BA activities.
Data confidentiality was assured in the questionnaire
introduction.

The questionnaire was pre-tested with five BAs, and
minor changes were made to reword some items. It was
administered online from January to March 2019, with
online administration and confidentiality measures imple-
mented to minimise social desirability bias.

Out of 10,000 BAs contacted via e-mail, a response rate
of 12% was obtained, resulting in 1225 answers from 79
different countries. However, 376 questionnaires were
incomplete, leaving 849 completed questionnaires, repre-
senting a final response rate of 8.5%.

The majority of the respondents are male (84.1%), and
fall within the age range of 41–50 years (35%) or 51–60

years (31%) (Table 1). The sample includes BAs from
various countries (Table 2).

On average, BAs have 8.2 years of angel investing
experience and have invested in 13.7 startups, mostly
(50.6%) with amounts between 50 and 500 k. The majority
(51.8%) have invested both in their country of residence
and abroad, with investments made in up to 7 startups.
BAs dedicate, on average, 32.2% of their working time to
angel activity, primarily focusing on supporting startups
(46.9% of their angel time).

The APIV scale was tested using Covariance-Based
Structural Equation Modelling (CV-SEM) with IBM
SPSS AMOS version 23.0, employing maximum likelihood
estimation to assess the proposed hypotheses. Exploratory
factor analysis confirmed item consistency with the original
construct, and confirmatory factor analysis (CFA) was con-
ducted to examine the psychometric properties of the scales.

The validity of the APIV scale was assessed through
three multigroup analyses (MGAs) comparing different
groups: gender (males vs. females); previous experience
(novice vs veteran); and investment level (light vs. heavy
investors). Complementarily, MGAs also explored poten-
tial differences in path coefficients among the main vari-
ables analysed. Critical ratios for differences (CRfD)
(Francisco, 2017) were used to test whether the groups’
paths were statistically different.

Based on Mentzer and Flint (1997), to assess potential
non-response bias, the differences between early (n= 55)
and late respondents (n= 72) were tested. We found that
there were no statistically significant differences between
the mean values of the metrics analysed. Therefore, non-
response bias does not appear to be a concern in this study.

Analysis of results
Following Hausman and Siekpe (2009), standardised load-
ings from CFA were evaluated for the purification process.
A minimum factor loading score of 0.7 was used to confirm
convergent validity (Hair et al., 2019). Consequently, some
items were removed to improve the measurement model
(Ent5, Ent6, Eco1, Eco2, Eco3, Func4, Em4, and Est1).
Table 3 identifies all the items and constructs’ properties
for both the global sample and for each of the three
groups tested. The goodness of fit indices show a good fit
for the global sample. However, taking into account that
the χ2/df is greater than 3 and as it varies with size, we
decided to test the model with a more homogeneous
sample. For that, 427 responses from BAs from developed
European countries were randomly selected. As the results
(χ2/df= 2.397; TLI= 0.927; CFI= 0.935; SRMR= 0.0566;
RMSEA= 0.057) show a good fit we decided to proceed
with the whole sample, which is more representative of
the whole population of BAs.

The importance of each first-order APIV dimension was
verified by second-order factor analysis, which supported

Table 1. Angel investors’ profile.

Gender N %
Number of invested
startups

Female 133 15.7 Mean; median 13.8;

7

Male 716 84.3 Standard deviation 25.8

Age Experience as a BA
20–30 31 3.7 Number of years 8.21

31–40 132 15.5

41–50 299 35.2 The geographical
area where
investments are
made

%

51–60 261 30.7 Country of residence 44.8

61–70 102 12.0 Only abroad 3.1

>70 24 2.8 Country of residence

and abroad

52.2

Investment
amount in BA
activities (€)

% of time dedicated
to BA activities

<20k 106 12.5 Mean 32.4

[20–50k] 79 9.3 Standard Deviation 26.8

]50k-100k] 140 16.5

]100k-250k] 146 17.2

]250–500k] 143 16.9 % angel time
distribution

]500k-1 M] 108 12.7 to angel groups 22.4

]1M-3 M] 65 7.7 to startups 46.7

>3M 61 7.2 to ecosystem 30.9
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the six first-order factors. Overall, one can claim that APIV
can be assessed through the six first-order dimensions.

The correlations between constructs ranged from 0.249 to
0.704, and no pair exceeds the 0.9 limit recommended by
Hair et al. (2019). As shown in Table 4 for the global
sample, one can argue that discriminant validity is supported,
as the squared root AVEs for all the variables are higher than
the correlations among any pair of variables. Following the
measurement purification process, CV-SEM was used to test
the hypotheses within the research model.

Figure 2 shows the results of the structural model for the
global sample. All fit indexes in the research model are
acceptable (for the random sample of 427 responses from
developed European countries the results are: χ2/df=
2.654; TLI= 0.914; CFI= 0.920; RMSEA= 0.062). APIV
comprises all six factors: entrepreneurial, economic, func-
tional, emotional, altruism, and self-esteem. Except for
functional PIV, all the remaining factors have substantial
importance in determining APIV. The second-order
model explains 53% of angel job satisfaction (Figure 2).

Table 5 shows that the model confirms that APIV posi-
tively influences (β=0.725) job satisfaction. Moreover, it also
reveals that satisfied BAs are more willing to reinvest
(β=0.694) and engage in WOM (β=0.622) about their activity.

Table 6 presents the multigroup comparison and the main
results of the general sample. The paths of the original model

were examined by comparing the differences between males
and females, age groups comparing novice vs veteran BAs
and the amount invested by BAs. For each group, the differ-
ence in path coefficients between each group was compared
using the DRfD, which is stricter than merely comparing the
significance of the paths (Francisco, 2017). As seen, for the
three groups, the paths show no differences between the
groups as the CRfD is lower than ±1.96. This indicates that
the results are quite robust for the general model and the six
sub-groups analysed.

Discussion, conclusions, implications and
future research
The APIV instrument proposed in this paper offers a com-
prehensive perspective on BAs by integrating finance, mar-
keting, and consumer behaviour concepts. It reveals that
angel investing serves a purpose beyond financial returns.
Living the BA experience per se, with its potential for per-
sonal growth, helping others, and experiencing the emo-
tions of the entrepreneurial journey, can be highly
appealing. These aspects hold significant weight in the
APIV instrument, even surpassing the importance of finan-
cial returns. Like a new entrepreneurial adventure, the BA’s
experience of investing is seen as a transformative journey

Table 2. Sample of BAs by region and country.

Europe

Americas Africa Rest of the worldDeveloped Developing

Portugal 85 Turkey 10 Developed South Africa 6 India 30

UK 63 Poland 8 USA 159 Nigeria 5 Australia 17

Spain 51 Romania 5 Canada 22 Angola 1 Singapore 11

Italy 48 Macedonia 5 Cote D’Ivoire 1 UAE 4

France 37 Russia 3 Subtotal 181 Ghana 1 Hong Kong 4

Germany 36 Croatia 3 % of Sample 21.32 Kenya 1 Israel 3

Finland 18 Estonia 3 Mauritius 1 Lebanon 3

Denmark 17 Lithuania 3 Morocco 1 New Zeeland 3

Switzerland 16 Hungary 2 Tanzania 1 South Korea 3

Netherlands 15 Montenegro 2 Uganda 1 China 2

Sweden 15 Albania 1 Iran 2

Belgium 10 Armenia 1 Kazakhstan 2

Norway 5 Bosnia 1 Malaysia 2

Luxembourg 5 Bulgaria 1 Philippines 2

Austria 4 Czech R. 1 Developing Saudi Arabia 2

Ireland 4 Latvia 1 Brazil 49 Bahrain 1

Greece 3 Serbia 1 Argentina 8 Bangladesh 1

Malta 2 Slovenia 1 Mexico 3 Indonesia 1

Andorra 1 Ukraine 1 Barbados 1 Japan 1

Iceland 1 Peru 1 Kuwait 1

Uruguay 1 Thailand 1

Vietnam 1

Subtotal 436 Subtotal 53 Subtotal 63 Subtotal 19 Subtotal 97

% of Sample 51.35 % of Sample 6.24 % of Sample 7.42 % of Sample 2.2 % of Sample 11.43
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Table 3. Standard loadings, dimensionality, reliability, and convergent validity statistics.

Original Sample

Sex Age Investment

Males Females [20–50] [51–70+] [<20k-250k] ]250k-3M+ ]

Ent4 ← Entrep 0.728 0.727 0.744 0.688 0.777 0.709 0.753

Ent3 ← Entrep 0.839 0.832 0.875 0.819 0.859 0.836 0.847

Ent2 ← Entrep 0.666 0.668 0.665 0.705 0.624 0.714 0.591

Ent1 ← Entrep 0.815 0.814 0.848 0.814 0.817 0.855 0.759

Cronbach’s 0.893 0.834 0.843 0.834 0.837 0.851 0.811

AVE 0.595 0.582 0.620 0.576 0.600 0.611 0.552

CR 0.854 0.847 0.866 0.844 0.855 0.862 0.829

Func1 ← FuncAPIV 0.867 0.864 0.875 0.812 0.905 0.867 0.865

Func2 ← FuncAPIV 0.779 0.789 0.866 0.826 0.792 0.792 0.808

Func3 ← FuncAPIV 0.585 0.576 0.649 0.619 0.568 0.557 0.608

Cronbach’s 0.788 0.791 0.838 0.794 0.801 0.787 0.807

AVE 0.577 0.567 0.646 0.575 0.590 0.563 0.590

CR 0.800 0.793 0.843 0.800 0.806 0.789 0.809

Eco6 ← EconAPIV 0.809 0.809 0.808 0.812 0.805 0.811 0.805

Eco5 ← EconAPIV 0.756 0.734 0.855 0.720 0.791 0.767 0.756

Eco4 ← EconAPIV 0.782 0.778 0.810 0.778 0.775 0.783 0.778

Cronbach’s 0.819 0.815 0.864 0.711 0.833 0.829 0.821

AVE 0.613 0.600 0.680 0.594 0.625 0.620 0.608

CR 0.826 0.818 0.864 0.814 0.833 0.830 0.823

Em1 ← Emotions 0.773 0.764 0.831 0.750 0.786 0.811 0.724

Em2 ← Emotions 0.784 0.787 0.769 0.828 0.750 0.770 0.805

Em3 ← Emotions 0.826 0.831 0.814 0.825 0.830 0.828 0.824

Cronbach’s 0.824 0.834 0.845 0.840 0.828 0.843 0.824

AVE 0.631 0.631 0.648 0.643 0.623 0.645 0.617

CR 0.837 0.837 0.847 0.844 0.832 0.845 0.828

Alt4 ← Altruism 0.861 0.864 0.833 0.857 0.869 0.884 0.824

Alt3 ← Altruism 0.772 0.779 0.732 0.761 0.786 0.782 0.749

Alt2 ← Altruism 0.853 0.848 0.892 0.861 0.844 0.842 0.873

Alt1 ← Altruism 0.834 0.833 0.833 0.848 0.816 0.844 0.826

Cronbach’s 0.898 0.897 0.882 0.897 0.895 0.902 0.887

AVE 0.690 0.692 0.680 0.693 0.688 0.704 0.671

CR 0.899 0.900 0.894 0.900 0.898 0.905 0.891

Est5 ← Esteem 0.859 0.862 0.835 0.881 0.832 0.896 0.807

Est4 ← Esteem 0.901 0.899 0.907 0.908 0.894 0.921 0.876

Est3 ← Esteem 0.857 0.864 0.820 0.864 0.850 0.889 0.817

Est2 ← Esteem 0.890 0.896 0.851 0.908 0.865 0.924 0.838

Cronbach’s 0.926 0.932 0.915 0.938 0.919 0.949 0.902

AVE 0.770 0.775 0.729 0.793 0.741 0.824 0.697

CR 0.930 0.932 0.915 0.939 0.919 0.949 0.902

AJS1 ← AJobSat 0.813 0.817 0.791 0.799 0.831 0.790 0.837

AJS2 ← AJobSat 0.862 0.881 0.744 0.846 0.873 0.857 0.864

AJS3 ← AJobSat 0.751 0.753 0.745 0.712 0.781 0.745 0.754

AJS4 ← AJobSat 0.909 0.904 0.943 0.905 0.912 0.925 0.885

AJS5 ← AJobSat 0.857 0.855 0.840 0.853 0.856 0.876 0.835

AJS6 ← AJobSat 0.795 0.799 0.778 0.793 0.808 0.758 0.836

Cronbach’s 0.928 0.931 0.916 0.921 0.935 0.926 0.930

AVE 0.693 0.700 0.656 0.673 0.713 0.685 0.699

CR 0.931 0.933 0.919 0.925 0.937 0.928 0.933

ReInv2 ← ReinveInt 0.845 0.847 0.838 0.834 0.855 0.829 0.865

ReInv5 ← ReinveInt 0.940 0.932 0.976 0.921 0.957 0.942 0.938

ReInv6 ← ReinveInt 0.959 0.958 0.970 0.958 0.960 0.962 0.956

ReInv7 ← ReinveInt 0.927 0.930 0.903 0.923 0.926 0.919 0.934

ReInv8 ← ReinveInt 0.945 0.947 0.935 0.950 0.941 0.947 0.944

(continued)
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that connects the dots of their entrepreneurial career and
gives meaning to their lives.

The APIV instrument explains 65.9% of the value BAs
obtain from their activity, based on a compound of six dis-
tinct value dimensions: self-esteem, altruism, emotional,
entrepreneurial, economic and functional.

BAs perceive the primary value of their role as symbolic,
as it enhances their self-esteem (λ=0.882) and allows for
personal and professional growth. They derive enjoyment
from helping entrepreneurs, which boosts their confidence.
Altruism (λ=0.762) is another significant contributor to the
symbolic value, as angel investment provides a sense of
purpose and allows BAs to express benevolence by contrib-
uting to society and creating a better world.

BAs derive emotional value (λ=0.789) from perceiving
their activity as an enjoyable way to spend time. It provides
moments of excitement, risk-taking and diverse entertain-
ment experiences. Equally relevant is the opportunity to

remain involved in entrepreneurial activities, experiencing
the pleasure of starting something from scratch and mentor-
ing entrepreneurs. This fosters a strong sense of entrepre-
neurial value for BAs (λ=0.802).

In terms of economic value (λ=0.635), BAs assess the
balance between potential gains and the costs and risks
associated with their investments. BAs see investing in
startups as a means to diversify, earn money and increase
wealth. However, their perceived economic value may be
biased by overconfidence, particularly among angels with
previous entrepreneurial experience, as mentioned by
Blohm et al. (2022).

The findings contradict the rational economic perspective
in angel literature, which highlights that BAs’ primary motiv-
ation is to earn money (Mason et al., 2015). Instead, the results
indicate that BAs generally place relatively lower importance
on economic value (λ=0.635) compared to other types of
value. The results align with the behavioural perspective

Table 3. Continued.

Original Sample

Sex Age Investment

Males Females [20–50] [51–70+] [<20k-250k] ]250k-3M+ ]

Cronbach’s 0.963 0.966 0.967 0.963 0.968 0.964 0.968

AVE 0.854 0.853 0.857 0.843 0.862 0.848 0.861

CR 0.967 0.967 0.968 0.964 0.969 0.965 0.969

Wom1 ← WOM 0.856 0.864 0.807 0.835 0.882 0.854 0.852

Wom2 ← WOM 0.838 0.854 0.729 0.835 0.847 0.843 0.826

Wom3 ← WOM 0.852 0.86 0.806 0.846 0.859 0.852 0.857

Wom4 ← WOM 0.799 0.793 0.843 0.788 0.813 0.809 0.788

Wom6 ← WOM 0.701 0.702 0.691 0.686 0.722 0.716 0.678

Wom8 ← WOM 0.636 0.632 0.678 0.612 0.674 0.673 0.617

Cronbach’s 0.904 0.898 0.889 0.895 0.913 0.909 0.896

AVE 0.616 0.623 0.580 0.596 0.645 0.631 0.601

CR 0.905 0.907 0.892 0.897 0.915 0.911 0.899

Note: (χ2/df= 3.454; NFI= 0.920; TLI= 0.935; CFI= 0.941; SRMR= 0.0547; RMSEA 0.054).
aHandley and Benton (2009); bHu and Bentler (1998, 1999); cBagozzi and Yi (2012)

RMSEA≤ 0.08 marginal fita;≤ 0.05 good fitd

CFI > 0.8 marginal fitb; > 0.9 good fitb; > 0.93 good fitd

TLI > 0.92 good fitd

SRMR≤ 0.07 good fitd

Table 4. Discriminant validity: squared root AVEs versus construct correlations.

Constructs Ave CR 1 2 3 4 5 6 7 8 9

1. FuncAPIV 0.577 0.800 0.760
2. EconAPIV 0.613 0.826 0.666 0.783
3. Emotions 0.631 0.837 0.424 0.493 0.795
4. Altruism 0.690 0.899 0.318 0.366 0.588 0.831
5. Esteem 0.770 0.930 0.438 0.546 0.704 0.717 0.877
6. AJobSat 0.693 0.931 0.355 0.586 0.544 0.499 0.594 0.833
7. Reinvest 0.854 0.967 0.249 0.474 0.460 0.457 0.473 0.683 0.924
8. WOM 0.616 0.905 0.353 0.432 0.471 0.400 0.551 0.605 0.485 0.785
9. Entrep 0.585 0.849 0.297 0.444 0.637 0.656 0.695 0.607 0.571 0.486 0.765

Notes: The bold scores are the square root AVE; the off-diagonal scores are the correlations among constructs
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prevalent in angel literature, where BAs invest for the experi-
ence. This perspective suggests that becoming a BA enhances
opportunities for self-improvement, learning from experienced
angels, co-creating value with entrepreneurs, earning money
and experiencing the emotional excitement of starting a
startup from scratch without the time and effort constraints
faced by initial founders (Benjamin and Margulis, 2005;
Ramadani, 2009; Shane, 2009).

The results confirm that while BAs recognise the func-
tional value (λ=0.480) of their activity, acknowledging
the time and effort involved, it is not as highly valued as
the other dimensions of the APIV framework. In other
words, angel investing is not perceived as a simple, effort-
less, or time-saving activity by all.

The findings highlight that the significance of the angel
experience is not solely grounded on financial benefits but
rather on a combination of symbolic, emotional, economic
and entrepreneurial value. These conclusions were consist-
ent across different groups, including men and women,
novice and veteran BAs, and heavy and light investors.
Functional and economic values consistently contributed
the least to the perceived value among all groups.

Additionally, the APIV framework explains 53% of
angel job satisfaction, which strongly influences their

word-of-mouth communication (40%) and reinvestment
intention (48%). The relationships between APIV, angel
satisfaction, word-of-mouth and reinvestment intentions
hold true for the various groups analysed.

The results disclose a contemporary approach to under-
standing the role and positioning of BAs, with several
implications. Firstly, angels reveal they value an experien-
tial approach to their activity, aiming to attain symbolic,
emotional, and entrepreneurial goals in parallel with eco-
nomic ones. It is fundamental for BAs to engage in the
investing adventure with a focus on personal development.
This entails opportunities for learning investment skills,
networking, interacting with entrepreneurs and other
angels, and experiencing progress and growth. Failing to
meet these personal goals may result in dissatisfaction,
decreased likelihood of reinvestment, and a higher chance
of abandoning the angel activity.

Secondly, for entrepreneurs to attract BAs to their ventures,
it is important to emphasise the personal and career develop-
ment aspects of the angle’s involvement. Demonstrating
opportunities for learning, active participation and value
co-creation can enhance their attraction.

Thirdly, gatekeepers and angel group managers should act
as facilitators rather than substituting BAs in their activities,

Figure 2. Structural model.

Table 5. Research hypotheses.

Independent variable Path Dependent variable Standardised estimate p-value Result

H1 APIV → AJobSat 0.725 *** Supported

H2 AJobSat → Reinvest 0.694 *** Supported

H3 AJobSat → WOM 0.622 *** Supported

Note: (χ2/df= 3.9; NFI= 0.905; TLI= 0.923; CFI= 0.927; RMSEA= 0.059).

*p < 0.1; **p < 0.05 and ***p < 0.01.
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ensuring that BAs can pursue their personal non-economic
goals. Angel work encompasses more than passive investing
and financial outcomes. Angel groups should actively
promote and support angel involvement. Looking ahead,
we suggest that angel groups develop their unique value
proposition tailored to the diverse segments of angels.

Overall, these implications shed light on the multifaceted
nature of the angel experience and provide guidance for
BAs, entrepreneurs, and angel group managers to foster a
more fulfilling and successful angel investment ecosystem.

Policymakers should focus on developing initiatives that
encourage the personal development and organisation of
BAs. This would motivate angels to advance in their careers
and support the professionalisation of angel groups.
Policymakers need to recognise that BAs offer more than
just financial investment and appreciate the value they bring
through their involvement and mentoring work with startups,
which is often overlooked or undervalued.

Furthermore, it is crucial to publicly acknowledge and
provide professional certification for BAs. Certification
would contribute to their career development and serve as
recognition for their unique role in supporting innovation
and promoting local development. There is an evident
alignment of purpose between BAs, local development pol-
icies and incentives for innovation.

While this paper tested the APIV instrument and
explored its consequences, it has certain limitations.
Firstly, the heterogeneity of the angel market poses a chal-
lenge in explaining the angel phenomena on a larger scale.
BAs reveal substantial differences in cultural backgrounds,
experience, investment preferences and type of involve-
ment. Some angels engage in angel investing as a hobby,
while others are full-time professionals.

Additionally, the data analysed are based on self-perceptions,
which may introduce social desirability bias despite ensuring
data confidentiality. Future research should consider capturing
perceived value based on cultural differences, geographic real-
ities, investment typologies and angel profiles.

The third limitation is the dynamic nature of the angel
market, which has undergone impressive changes in the past
decade, driven by the dynamic nature of BAs themselves.

This research is cross-sectional, and in a fast-changing entre-
preneurial world, many things occur in a short time.
Therefore, more longitudinal research is needed to understand
the evolution of angel goals across an investor’s life and to
grasp the dynamics of the angel market. Lastly, it is worth
noting that the mediation role of satisfaction between APIV
and both word-of-mouth and reinvestment intention could
be explored in future research. Comparing results across dif-
ferent groups of angels, including males and females,
novices and veterans, and light and heavy investors, would
also provide valuable insights for assessing those mediators.
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Appendix A: Measurement items used.

Scale Items

Economic APIV (Puustinen et al., 2013) From qualitative

study and BA Literature

Eco1. is an inexpensive way to invest.

Eco2. is priced fairly (management fees).

Eco3. gives me access to public co-investment.

Eco4. is a great way to earn money.

Eco5. is an efficient way to diversify investments.

Eco6. increases my wealth adequately in view of the risk I bear.

Functional APIV (Puustinen et al., 2013) From qualitative

study and BA Literature

Func1. is a convenient way to invest.

Func2. is an easy way to invest.

Func3. is not unnecessarily time-consuming.

Func4. allows me to remain active.

Emotional APIV (Puustinen et al., 2013) From qualitative

study and BA Literature

Em1. is a nice way to spend time.

Em2. provides the excitement of risk-taking.

Em3. is entertaining.

Em4. is a challenging experience.

Alt1. gives me the opportunity to make the world a better place.
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Altruism APIV (Puustinen et al., 2013) From qualitative

study and BA Literature

Alt2. it is a way to give back to society.

Alt3. gives me the opportunity to express benevolence toward other

people.

Alt4. encourages me to have a life with a higher purpose.

Self-esteem APIV (Puustinen et al., 2013) From qualitative

study and BA Literature

Est1. makes me feel fulfilled.

Est2. boosts my self-esteem.

Est3. gives me sheer joy.

Est4. makes me feel valuable

Est5. increases my self-confidence.

Entrepreneurial APIV From qualitative study and BA

Literature

Ent1. allows me to be part of entrepreneurship.

Ent2. gives me the pleasure to begin something from scratch.

Ent3. gives me the opportunity for involvement with startups.

Ent4. allows me to mentor entrepreneurs.

Ent5. maintains my entrepreneurship spirit without direct responsibility.

Ent6. allows me to create an entrepreneurial legacy.

WOM (Kirk et al., 2015) WOM1. I mention being an angel investor to others quite frequently.

WOM 2. I have told more people about angel investments than I have told

most other investment possibilities.

WOM 3. I seldom miss an opportunity to tell others about being an angel

investor.

WOM 4. when I tell others about being an angel investor, I tend to talk about

it in great detail.

WOM 5. I have only good things to say about being an angel investor.

WOM 6. I am proud to tell others I am an angel investor.

WOM 7. I have spoken favorably of being an angel investor to others.

WOM 8. I recommend being an angel investor to others.

Reinvest (Puustinen et al., 2013) ReInv1. I intend to be an angel investor in the future.

ReInv2. I will probably invest as an angel investor in the future.

ReInv3. It is very likely that I will invest as an angel investor in the future.

ReInv4. I intend to continue to invest: my money as an angel investor in the

future.

ReInv5.…my time as an angel investor in the future.

ReInv6.…my know-how as an angel investor in the future.

ReInv7.…my reputation as an angel investor in the future.

ReInv8.… in my personal network as an angel investor in the future.

Angel Job Satisfaction Duffy et al. (2012) and Hmieleski

and Corbett (2008)

AIJS1. I feel fairly well satisfied with being an angel investor.

AIJS2. Most days I am enthusiastic about being an angel investor.

AIJS3. Each day of work as an angel investor seems like the time flies.

AIJS4. I find real enjoyment being an angel investor.

AIJS5. I consider being an angel investor rather pleasant.

AIJS6. All in all, I’m satisfied with the work I do as an angel investor.
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