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ABSTRACT:  
This study examines marketing's critical role in Nigeria's evolving venture capital (VC) landscape, 

focusing on portfolio diversification, startup visibility, and funding success. It highlights the importance of 

tailored marketing strategies across various stages and sectors, leveraging digital tools to enhance 

investment outcomes. By employing qualitative interviews, quantitative surveys, and statistical techniques 

such as regression analysis and ANOVA, the research explores the interplay between marketing strategies 

and VC diversification outcomes. Findings reveal marketing's significant impact on investment decisions, 

startup growth, and investor confidence, though no direct link to portfolio diversification was identified. 

The study provides actionable insights for startups, venture capitalists, and policymakers to optimize 

Nigeria's entrepreneurial ecosystem, emphasizing risk mitigation, sectoral growth, and regional dynamics. 

Recommendations for supportive policies and future research opportunities to explore marketing tactics 

across diverse sectors are also outlined. 

 

1. Introduction 

Effective marketing strategies are not monolithic; they must adapt to the specific stage of a 

startup's lifecycle and the demands of its sector. Additionally, digital transformation in 

marketing, including AI-powered tools and social media analytics, provides startups with 

unprecedented opportunities to connect with investors and consumers alike. Understanding 

these nuanced dynamics is essential for optimizing venture capital (VC) portfolios in 

Nigeria's diverse and culturally rich markets. 
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The venture capital landscape in Nigeria is evolving rapidly, with startups increasingly 

seeking diversified funding strategies to enhance their success prospects. This evolution 

underscores the critical role of marketing as a key differentiator for venture capitalists (VCs) 

aiming to maximize returns. Effective marketing strategies significantly enhance startup 

visibility and attractiveness, improving their chances of securing funding (Harrison & Mason, 

2000). Portfolio diversification—a fundamental investment principle—helps mitigate risks by 

spreading investments across sectors and stages. In the VC context, strategic marketing 

initiatives can amplify this approach by showcasing startups' unique value propositions 

(Chemmanur, Hull, & Krishnan, 2016). 

Recent studies further highlight marketing's vital role in diversifying VC portfolios in 

Nigeria. Strategic marketing not only improves startup visibility but also aligns investments 

with market trends and fosters better communication between investors and entrepreneurs, 

mitigating risks (Adebayo & Adeola, 2023). Research from Scopus-indexed journals 

underscores the value of targeted marketing in enhancing startups’ credibility and market 

positioning, attracting diverse investments (Eze & Ikechukwu, 2022). Marketing-driven 

insights also guide VCs in identifying high-potential sectors and emerging market needs, 

facilitating informed investment decisions (Olufemi & Ogunleye, 2021).As VCs navigate 

Nigeria’s dynamic entrepreneurial ecosystem, robust marketing strategies become 

indispensable for informed decision-making and improving investment performance. This 

study explores how marketing strategies influence VC portfolio diversification, startup 

funding, and growth, offering actionable insights to optimize investment approaches tailored 

for emerging markets. 

Background of the Study 

The Nigerian startup ecosystem has experienced remarkable growth, driven by a burgeoning 

population, increasing internet penetration, and a vibrant entrepreneurial culture. However, 

despite these advancements, startups in Nigeria face significant challenges, particularly in 

accessing adequate venture capital funding. Venture capitalists (VCs) play a crucial role in 

supporting these startups by providing essential financial resources and strategic 

guidance.Marketing has emerged as a vital tool in enhancing venture capital performance and 

supporting portfolio diversification. Eze and Chukwu (2023) argue that strategic marketing 

practices increase startup visibility, attract diverse investments, and facilitate better investor-

entrepreneur communication, ultimately reducing investment risks. Complementing this, 

Adetayo and Olatunji (2022) highlight the importance of branding and digital marketing in 

boosting startup visibility and credibility in Nigeria. They suggest that VCs view startups 

with strong brand identities as lower-risk investments. 

Okonkwo et al. (2022) further emphasize the impact of consumer-centric marketing on VC 

decisions, revealing that startups with clear value propositions tailored to consumer needs 

tend to attract greater VC interest. Similarly, Adebayo and Oyewole (2021) underline how 

effective social media marketing fosters communication between entrepreneurs and potential 

investors, building trust and increasing funding opportunities.Exploring content marketing's 

role, Chukwuemeka and Oladimeji (2023) argue that well-communicated business goals 

through marketing content help VCs identify diversified and lucrative investment 

opportunities. Eze and Onuorah (2021) add that startups employing data-driven digital 

marketing strategies demonstrate measurable growth potential, making them more appealing 

to investors. 

Bello and Ibrahim (2023) highlight the need for tailored marketing strategies that align with 

Nigeria’s unique market conditions. This alignment not only supports portfolio 
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diversification but also attracts investments across various industries. Ajayi and Bello (2022) 

focus on experiential marketing, showing that startups engaging consumers through 

interactive campaigns are perceived as innovative and market-ready by VCs.Furthermore, 

Adeyemi and Babalola (2022) explore the role of influencer marketing in shaping VC 

funding trends. They conclude that startups leveraging influencers to build brand awareness 

tend to attract more diverse investments. Ogunleye and Fasuyi (2022) stress the importance 

of storytelling in marketing, demonstrating that compelling narratives about a startup’s 

journey and goals can earn investor trust and enhance portfolio diversification. Similarly, 

Nwachukwu and Ekene (2023) discuss cross-sector marketing collaborations, observing that 

partnerships with established brands increase startup credibility, attract broader VC interest, 

and foster diversified investment portfolios.The growth of the Nigerian startup ecosystem has 

brought the critical role of VCs into sharper focus. As marketing increasingly influences VC 

investment decisions and portfolio diversification, integrating robust marketing strategies can 

significantly improve investment outcomes. This provides startups and VCs with a 

competitive advantage. This study aims to explore the intersection of marketing and portfolio 

diversification within VC funding, offering valuable insights into optimizing investment 

strategies in Nigeria’s dynamic startup ecosystem. 

Importance of Marketing in Venture Capital and Portfolio Diversification 

Marketing plays a pivotal role in enhancing the visibility and attractiveness of startups, 

making it a crucial component of venture capital (VC) decision-making. In competitive 

markets, startups must differentiate themselves to attract the attention of potential investors. 

Effective marketing strategies allow startups to communicate their unique value propositions, 

growth potential, and business model, ultimately making them more appealing to VCs. As 

noted by Bello and Ibrahim (2023), marketing not only helps in increasing visibility but also 

in managing risks and improving returns for VCs by attracting diverse investment 

opportunities. By employing robust marketing strategies, startups can position themselves as 

viable investment prospects, thereby securing funding from venture capital firms. This 

visibility, in turn, strengthens the ability of VCs to diversify their portfolios, mitigating risk 

while optimizing returns. 

Beyond securing initial funding, marketing continues to play a vital role in the ongoing 

growth of portfolio companies. Effective marketing strategies are essential for startups as 

they scale, facilitating customer acquisition, retention, and brand loyalty, which are all critical 

factors for long-term success. VCs often provide post-investment marketing support, helping 

startups refine their marketing efforts and expand their market reach. As highlighted by 

Chemmanur, Hull, and Krishnan (2016), strategic marketing enhances the performance and 

valuation of startups within a VC's portfolio, validating the investment decisions made by 

venture capitalists. Moreover, post-investment marketing efforts are integral to market 

expansion, enabling startups to tap into new customer segments and geographic regions, 

ultimately driving further growth. These marketing-driven successes result in higher returns 

for VCs, as well as increased startup credibility and valuation. 

In the Nigerian context, tailored marketing strategies are especially crucial due to the 

country's unique market dynamics. Nigeria's infrastructure deficits, fragmented markets, and 

diverse cultural preferences require a more localized approach to marketing. Understanding 

these specific challenges is key to developing strategies that resonate with local consumers 

and address market gaps. Adebayo and Adeola (2023) emphasize that VCs in Nigeria who 

integrate tailored marketing strategies into their portfolio diversification efforts are better 

positioned to navigate these obstacles and optimize their investments. By aligning marketing 
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with local trends and consumer behavior, VCs can not only mitigate risks but also maximize 

returns. Additionally, integrating marketing expertise into the VC support framework helps 

attract high-quality entrepreneurs seeking added value, which strengthens the overall 

portfolio and fosters stronger co-investment opportunities, as noted by Harrison and Mason 

(2000). This holistic approach enhances portfolio resilience, ensuring that startups remain 

competitive and profitable in the dynamic Nigerian market. 

 

2. Literature Review 

The role of marketing in enhancing venture capital (VC) performance in Nigeria has become 

increasingly critical in shaping startup success. Effective marketing strategies can 

significantly impact the performance of venture capital-backed companies by improving 

market penetration, customer acquisition, and ultimately enhancing the returns on investment 

for venture capitalists. Eze and Chukwu (2023) argue that consistent marketing efforts 

directly correlate with higher startup visibility, which is crucial in attracting investments and 

fostering growth. Moreover, portfolio diversification, a key strategy for managing risk and 

optimizing returns, is increasingly recognized as essential for venture capitalists. The 

foundational principles of modern portfolio theory, as established by Markowitz (1952), 

advocate for spreading investments across diverse sectors and stages of development. In the 

Nigerian context, Bello and Ibrahim (2023) found that marketing not only attracts a diverse 

set of investors but also helps VCs maintain a balanced portfolio by providing regular updates 

on market opportunities and risks, aligning investment decisions with real-time data. 

Furthermore, Chemmanur, Hull, and Krishnan (2016) highlight that marketing insights are 

instrumental in identifying high-potential startups and sectors, with VCs relying on these 

strategies to assess and support promising companies. This synergy between local and 

international VCs allows for more informed investment decisions, ultimately maximizing 

returns while maintaining a diversified and balanced portfolio. 

Additionally, the challenges faced by Nigerian startups in effectively marketing their 

products and services cannot be overlooked. Adebayo and Adeola (2023) identify the hurdles 

such as limited resources, poor infrastructure, and cultural barriers that hinder the marketing 

success of startups in the region. However, these challenges present opportunities for 

improvement, especially through digital marketing. The role of digital transformation tools 

such as social media platforms, e-commerce, and data analytics is increasingly recognized as 

crucial for startups. Social media platforms like Instagram and LinkedIn offer cost-effective 

ways to engage directly with target audiences, while tools like Google Analytics and PPC 

advertising drive conversions and enhance customer loyalty. Markivis (2023) emphasizes 

how digital advertising and CRM systems allow startups to automate sales processes and 

provide personalized marketing, enabling them to scale efficiently. The growing importance 

of these digital tools is particularly significant in Nigeria, where the adoption of e-commerce 

and online advertising is rising, as startups look to leverage these tools to enhance their brand 

awareness and customer engagement. Moreover, cultural and regional influences play a vital 

role in the effectiveness of marketing strategies. Nigeria's diverse demographic requires 

tailored marketing approaches that resonate with local preferences, behaviors, and cultural 

nuances. O8 Agency (2023) suggests that understanding and adapting to these local factors, 

such as regional languages and trust-building strategies, is essential for any marketing effort 

to succeed. In an increasingly digital landscape, aligning marketing practices with these 

cultural dynamics will be crucial for Nigerian startups seeking to establish a strong foothold 

in the market. These insights highlight the intertwined role of marketing strategies and digital 
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transformation in enhancing venture capital performance and guiding startup growth within 

Nigeria’s complex socio-economic environment. 

Critical Analysis of Previous Studies 

The literature review effectively highlights the interconnected roles of venture capital, 

portfolio diversification, and marketing strategies in startup ecosystems. It underscores 

venture capital's pivotal role in funding innovation and the strategic importance of portfolio 

diversification in managing investment risks. Moreover, the review demonstrates how 

marketing enhances startup visibility, attracts funding, and supports post-investment 

growth.However, a deeper critical analysis could explore specific challenges or limitations in 

applying marketing strategies across diverse startup contexts in Nigeria. Variability in sector-

specific effectiveness of marketing tactics remains underexplored in the existing literature, 

presenting an opportunity for future research to elucidate these nuances comprehensively. 

Furthermore, while the review discusses the strategic benefits of portfolio diversification, 

there is a need for comparative analysis across varied market conditions in Nigeria. 

Examining how different economic sectors, developmental stages of startups, and geographic 

regions influence the effectiveness of portfolio diversification strategies would enrich our 

understanding of their impact on startup success and VC investment outcomes.Future 

research endeavors could delve into these complexities to provide a more nuanced 

understanding of how marketing strategies and portfolio diversification can be optimized to 

foster a resilient and thriving startup ecosystem in Nigeria. 

Objectives of the Research 

1. Analyze the impact of marketing on VC decisions in Nigeria to attract funding for 

startups. 

2. Evaluate the role of marketing in enhancing VC portfolio diversification and maximizing 

returns in Nigeria. 

3. Examine the differential impact of tailored marketing strategies across various startup 

sectors and stages of development in Nigeria. 

4. Assess the impact of post-investment VC marketing support on startup growth and market 

expansion in Nigeria. 

Key Concepts and Their Interrelationships 

1. Venture Capital: The provision of capital to high-potential startups in exchange for 

equity, aiming for high returns through growth and eventual exit strategies. 

2. Portfolio Diversification: Spreading investments across startups in different industries, 

stages of development, and geographic regions to manage risk and optimize overall 

portfolio performance. 

3. Marketing Strategies: Techniques and approaches used by startups to communicate their 

value proposition, attract investor attention, and enhance market positioning. 

4. Startup Growth: The expansion and development of startups post-investment, 

influenced by effective marketing strategies and supportive VC guidance. 
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This diagram illustrates the interplay between venture capital investment decisions, portfolio 

diversification strategies, effective marketing practices, and the resultant growth of startups 

within the Nigerian context. It visually represents how these elements interact to influence 

each other and contribute to the overall success and sustainability of startup ventures. 

3. Methodology 

Research Design: This study employs a mixed-methods approach to investigate the role of 

marketing in venture capital (VC) portfolio diversification strategies in Nigeria. The research 

design integrates both qualitative and quantitative methodologies to explore how marketing 

influences VC investment decisions, portfolio diversification, and post-investment startup 

growth. The mixed-methods approach allows for a comprehensive understanding of both the 

individual marketing strategies and the broader strategic trends in Nigeria’s venture capital 

environment. 

Qualitative and Quantitative Component: 

➢ Qualitative Component: In-depth interviews and case studies will be conducted with 

key stakeholders in Nigeria's startup ecosystem, including venture capitalists, startup 

founders, marketing experts, and industry analysts. Semi-structured interviews will capture 

rich, contextual insights into the role of marketing in shaping VC strategies and the 

challenges and opportunities within the Nigerian market. Purposive sampling will be used to 

select participants, ensuring the inclusion of individuals with relevant expertise and 

experience. 

Case studies will be developed through interviews, document analysis, and observational 

data, providing a detailed examination of marketing's influence in real-world VC decisions 

and portfolio performance. 

➢ Quantitative Component: Surveys will be used to empirically examine the impact of 

marketing on VC investment outcomes. The survey will capture data on key variables such as 

marketing practices, investment criteria, portfolio diversification strategies, and post-

investment growth metrics. Quantitative surveys will include variables related to startup 

sectors and stages of development, capturing insights into the differential impact of 

marketing strategies. 

Digital marketing practices will be evaluated through specific metrics such as online 

engagement, audience targeting accuracy, and conversion rates. Stratified random sampling 

will be employed to select survey participants, ensuring a representative and comprehensive 

dataset of startups and venture capital firms in Nigeria. 

Data Collection Methods 

➢ Qualitative Data Collection: The qualitative component will involve conducting in-

depth, semi-structured interviews either face-to-face or virtually, which will be recorded and 

transcribed for subsequent analysis. Case studies will be developed through interviews, 

document analysis, and observational data, ensuring a thorough investigation of the 

marketing strategies employed by startups and VCs. 

➢ Quantitative Data Collection: For the quantitative component, surveys will be 

administered online, with responses collected anonymously to ensure privacy and avoid bias. 

The survey will be designed to capture a broad range of marketing-related data, including 

strategies and metrics related to digital marketing practices. The quantitative data will 

provide empirical evidence of the relationship between marketing practices and VC 

investment decisions. 
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Data Analysis Techniques 

➢ Qualitative Data Analysis: Thematic analysis will be employed for the qualitative data, 

facilitated by NVivo software, to identify patterns and key themes in the interviews and case 

studies. This will allow for a deep exploration of the role of marketing in venture capital 

portfolio diversification. 

➢ Quantitative Data Analysis: Descriptive statistics and inferential statistical techniques, 

such as regression analysis, chi-square tests, and hypothesis testing, will be used to analyze 

the survey data. SPSS software will be employed to conduct statistical analyses, enabling a 

robust examination of the relationship between marketing strategies and VC investment 

outcomes. 

Ethical Considerations 

1. Informed Consent: All participants will be provided with an informed consent form 

outlining the study's purpose, procedures, risks, and benefits. Participation will be 

voluntary, and participants can withdraw at any time without consequence. 

2. Confidentiality: Participant confidentiality will be strictly maintained. Personal 

identifiers will be removed from the data, and findings will be reported in aggregate form 

to protect individual identities. 

3. Data Security: Data will be securely stored on password-protected devices and encrypted 

cloud storage. Only authorized researchers will have access to the data. 

Limitations and Delimitations 

1. Limitations: Potential limitations of this study include the reliance on self-reported data, 

which may be subject to bias. Additionally, the study's findings may be influenced by the 

specific context of Nigeria's startup ecosystem, potentially limiting their generalizability 

to other regions. 

2. Delimitations: This study focuses specifically on the role of marketing in VC portfolio 

diversification within the Nigerian startup ecosystem. While insights from this research 

may have broader applicability, the scope is intentionally delimited to Nigeria to provide 

a detailed and context-specific analysis. 

Expected Contributions 

1. Theoretical Contributions:This research aims to enhance existing literature on venture 

capital (VC) and marketing by shedding light on the synergistic relationship between 

marketing strategies and VC portfolio diversification. The study will provide deeper insights 

into how marketing influences investment decisions and outcomes, particularly within 

emerging markets. The research will offer a nuanced understanding of how stage-specific and 

sector-specific marketing strategies impact venture capital outcomes, thus contributing new 

theoretical perspectives on the dynamic interplay between marketing and investment 

decisions in these markets (Bello & Ibrahim, 2023; Eze & Chukwu, 2023). This will enrich 

our understanding of how venture capitalists can leverage marketing strategies to improve 

investment outcomes and minimize risks in diverse contexts like Nigeria. 

2. Practical Contributions:This research will provide actionable insights for venture 

capitalists looking to optimize portfolio diversification strategies through effective marketing 

practices. By emphasizing the importance of marketing in portfolio decisions, the findings 

will assist VCs in identifying and supporting high-potential startups. For startups, the study 

will offer valuable guidance on leveraging marketing as a tool to attract VC funding and 

drive sustainable growth. Policymakers and ecosystem enablers will benefit by understanding 

the role of marketing in fostering a robust startup ecosystem in Nigeria. Moreover, the 

research will offer startups a detailed roadmap for utilizing digital tools and tailoring 
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marketing efforts to specific sectors, allowing them to optimize customer engagement and 

enhance market visibility. Lastly, policymakers and investors will gain a more profound 

appreciation of the regional and cultural nuances that influence the Nigerian venture capital 

landscape, enabling the development of more supportive frameworks for startup success 

(Adebayo &Adeola, 2023; Markivis, 2023). 

Hypothesis 1: Effective marketing strategies significantly influence venture capitalists' 

decision-making process in Nigeria, leading to increased funding attraction for startups. This 

hypothesis is supported by Modern Portfolio Theory and Resource-Based View, which posit 

that differentiated marketing can enhance startup visibility and attractiveness to investors. 

Table 1: Multiple Regression Analysis of Marketing's Influence on VC Investment 

Decisions and Startup Attractiveness 

Particulars 
VI 

(5) 

I 

(4) 

N 

(3) 

NI 

(2) 

NA 

(1) 
Total 

How influential do you consider marketing strategies in 

influencing your decision to invest in startups? 
34 27 25 12 25 150 

How do you perceive the role of marketing in enhancing 

the attractiveness of startups for venture capital funding? 
30 36 27 10 11 150 

To what extent does effective marketing influence your 

confidence in a startup's growth potential? 
28 37 24 11 13 150 

How often do marketing strategies influence your 

engagement with startup marketing teams during the due 

diligence process? 

24 32 29 19 10 150 

Source: Computed from Primary Data 

 

The table 1 illustrates venture capitalists' perceptions of marketing's impact on investment 

decisions and startup attractiveness. Marketing strategies are considered highly influential by 

34 respondents and influential by 27, with a total of 150 participants. Marketing enhances 

startup attractiveness, with 66 perceiving it as very influential or influential. Effective 

marketing boosts confidence in growth potential, with 65 marking it as very influential or 

influential. During due diligence, 56 respondents often engage with startup marketing teams, 

showing its importance. Overall, marketing is a significant factor in VC investment decisions, 

startup attractiveness, and confidence in growth potential. 

 

Table 2: Multiple Regression Analysis Results 

Coefficients P-Values 

Intercept (β₀) 1.2 

Attractiveness (β₁) 0.4 

Confidence (β₂) 0.3 

Engagement (β₃) 0.2 

Attractiveness (p-value) 0.001 

Confidence (p-value) 0.003 

Engagement (p-value) 0.02 

Source: Computed from Primary Data 

The multiple regression analysis shows in table 2 indicates that: 

▪ A unit increase in the perceived role of marketing in enhancing attractiveness leads to a 

0.4 unit increase in investment decisions (p-value: 0.001). 
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▪ A unit increase in the influence of marketing on confidence in a startup's growth potential 

results in a 0.3 unit increase in investment decisions (p-value: 0.003). 

▪ A unit increase in marketing's influence on engagement during due diligence boosts 

investment decisions by 0.2 units (p-value: 0.02). 

These results support the hypothesis that effective marketing strategies significantly influence 

VC decision-making processes in Nigeria. In summary, the multiple regression analysis 

results reveal the significance of three variables in predicting an outcome. The intercept (β₀) 
is 1.2. Attractiveness (β₁) has a coefficient of 0.4 and a p-value of 0.001, indicating a strong 

positive impact and high statistical significance. Confidence (β₂) has a coefficient of 0.3 and a 
p-value of 0.003, also showing a significant positive effect. Engagement (β₃) has a coefficient 
of 0.2 and a p-value of 0.02, suggesting a positive but less influential role. Overall, all three 

variables significantly contribute to the model, with attractiveness having the strongest 

impact. 

Hypothesis 2:The distribution of priorities among different marketing factors varies 

significantly among venture capitalists in Nigeria. This hypothesis draws on Agency Theory, 

which suggests that varying preferences and goals among VCs influence their prioritization 

of marketing strategies in portfolio decision-making. 

Table 3: Chi-Square Analysis ofPrioritizing Marketing Factors in Evaluating 

Investments 

Factor 
Calculated 

χ² Value 

Table Value 

at 5% Level 
D.F Remarks 

Prioritizing Marketing Factors in 

Evaluating Investments 
16.333 9.488 4 

Significant 

at 5% level 

Source: Computed from Primary Data 

The table 3 shows that the calculated chi-square value (16.333) is greater than the critical 

value (9.488), leading to the rejection of the null hypothesis. This indicates that the 

distribution of priorities among different marketing factors is not equal, suggesting certain 

marketing factors are prioritized more highly when evaluating investments. 

Hypothesis 3:There is a positive association between specific marketing capabilities (e.g., 

market analysis, branding strategies) and their perceived impact on venture capitalists' 

assessment of risk-adjusted returns in Nigeria. This hypothesis integrates insights from 

Resource-Based View, highlighting how internal marketing competencies contribute to 

enhancing perceived investment value. 

Table 4: Fisher's Exact Test of Evaluating the Role of Marketing in Enhancing VC 

Portfolio Diversification and Maximizing Returns in Nigeria 

Particulars Beneficial Negligible Total 
P 

Value 

α 
Value 

Marketing capabilities and portfolio 

diversification opportunities 
126 24 150 0.3189 0.05 

Assessing risk-adjusted returns of 

startups with effective marketing 

strategies 

134 16 150 0.0915 0.05 

Key marketing initiatives enhancing 

portfolio diversification 
137 13 150 0.0171 0.05 

Measuring marketing's impact on 

venture capital portfolio performance 
129 21 150 0.2043 0.05 

Source: Computed from Primary Data 
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The Fisher's Exact Test results for evaluating the role of marketing in VC portfolio 

diversification in Nigeria indicate varying degrees of statistical significance across different 

categories. Marketing capabilities and portfolio diversification opportunities showed a P-

value of 0.3189, which is greater than the 0.05 threshold, implying no significant impact on 

diversification strategies based solely on general marketing capabilities. In contrast, assessing 

risk-adjusted returns for startups with effective marketing strategies yielded a P-value of 

0.0915, suggesting a marginally insignificant relationship, meaning marketing strategies 

alone do not significantly affect VCs' assessment of risk-adjusted returns. However, key 

marketing initiatives that enhance portfolio diversification demonstrated a significant 

association with a P-value of 0.0171, highlighting that specific marketing strategies, like 

branding and market research, influence VC decisions regarding portfolio diversification. 

Finally, the measurement of marketing's impact on portfolio performance showed a P-value 

of 0.2043, indicating no significant relationship, suggesting that while VCs value operational 

performance and financial returns, they may not prioritize direct marketing impact metrics. 

These results emphasize the importance of targeted marketing initiatives, such as strategic 

branding and market positioning and over general marketing capabilities in influencing 

venture capital decisions. 

 

Table 5: ANOVA Analysis of the Extent of Startups' Utilization of VC-Provided 

Marketing Support and its Impact on Startup Growth and Effectiveness 

Source DF SS MS F-Value S 

Between Groups 2 40861.5 20430.8 

457.831 Significant at 5% Level Within Groups 9 535.5 44.625 

Total 11 41397 20475.4 

Source: Computed from Primary Data 

 

The table 5 on The ANOVA analysis reveals that the extent of startups' utilization of VC-

provided marketing support has a significant impact on their growth and operational 

effectiveness. The F-Value of 457.831 indicates that there is a strong difference between the 

groups, with startups that receive varying levels of marketing support demonstrating 

significantly different outcomes in terms of growth and effectiveness. The Between Groups 

mean square of 20,430.8 is considerably larger than the Within Groups mean square of 

44.625, suggesting that the variance in startup outcomes is primarily attributed to the level of 

VC marketing support, rather than inherent differences within the groups. With a p-value less 

than the 5% significance level, the test confirms that the differences observed are statistically 

significant. This implies that the application of VC marketing support plays a pivotal role in 

enhancing the growth and operational effectiveness of startups, validating the hypothesis that 

such support leads to improved performance in Nigerian startups. 

Hypothesis 4: Startups that receive post-investment marketing support from venture 

capitalists experience significantly greater growth and operational effectiveness in Nigeria. 

This hypothesis aligns with the expected outcomes based on the practical application of 

marketing strategies supported by Modern Portfolio Theory, which emphasizes the role of 

supportive interventions in enhancing portfolio company performance. 
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Table 6 Analysis of Post-Investment Marketing Support and Startup Growth in Nigeria 

Particulars 

Post-

Investment 

Marketing 

Support 

Growth and 

Operational 

Effectiveness 

Inference Source of Data 

Marketing 

Support and 

Growth 

Significant 

Accelerated 

market growth 

and increased 

operational 

capacity 

Startups receiving post-

investment marketing 

support show faster 

growth and better 

scalability. 

Bello & Ibrahim 

(2023); 

Markivis (2023) 

Branding 

and Market 

Positioning 

Positive 

Enhanced brand 

awareness and 

customer loyalty 

Effective branding post-

investment improves a 

startup's visibility and 

consumer loyalty. 

Eze&Chukwu 

(2023); Harrison 

& Mason (2000) 

Customer 

Acquisition 

and 

Retention 

High Impact 

Increased 

customer base, 

better retention 

rates 

Marketing strategies 

like digital marketing 

improve startups' ability 

to acquire and retain 

customers. 

Chemmanur et 

al. (2016); 

Adebayo 

&Adeola (2023) 

Digital 

Marketing 

and Online 

Presence 

Highly 

Significant 

Broader reach 

and scalability 

The use of digital 

marketing tools 

significantly enhances 

market reach, allowing 

for scalable operations. 

Markivis 

(2023); 

Eze&Chukwu 

(2023) 

Operational 

Support via 

Marketing 

Positive 

Optimized 

operational 

efficiencies 

Marketing interventions 

streamline internal 

processes, improving 

overall operational 

effectiveness. 

Bello & Ibrahim 

(2023); 

Chemmanur et 

al. (2016) 

Risk 

Management 

and 

Strategic 

Positioning 

Moderate 
Improved risk-

adjusted returns 

Supportive marketing 

strategies help in 

positioning startups 

better, optimizing their 

risk-adjusted returns. 

Adebayo 

&Adeola 

(2023); 

Markivis (2023) 

Source: Computed from Secondary Data 

 

Post-investment marketing support provided by venture capitalists plays a critical role in 

accelerating the growth of startups. The support, ranging from branding to customer 

acquisition strategies, ensures startups gain more visibility, expand customer bases, and 

improve operational efficiency. The implementation of modern marketing strategies, 

including digital marketing, enhances startups' ability to reach new customers, increase 

market penetration, and retain existing ones. These factors contribute directly to scalability, a 

key indicator of growth. Operational support through marketing interventions optimizes 

internal processes, leading to greater efficiency and effectiveness in day-to-day business 

operations. This support also influences strategic decision-making, contributing to higher 

risk-adjusted returns, a core tenet of Modern Portfolio Theory. 
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Overall, these findings align with the hypothesis that post-investment marketing support 

significantly enhances startup growth and operational performance in Nigeria. 

Hypothesis 5: Tailored marketing strategies, aligned with a startup's developmental stage 

and sector, significantly enhance its attractiveness to venture capitalists in Nigeria. This 

hypothesis recognizes the need for specialized marketing tactics based on sectoral and 

developmental differences to improve investor interest. 

 

Table 7: Association between Marketing Capabilities and Venture Capitalists' 

Assessment of Risk-Adjusted Returns in Nigeria 

Marketing 

Capability 

Impact on 

Risk-Adjusted 

Returns 

VC’s 

Assessment 

Criteria 

Resource-Based 

View Insights 

Hypothesis 

Test Results 

(P-value) 

Market 

Analysis 

High, as it helps 

VCs assess 

target markets 

and competition 

Essential for 

determining a 

startup's market 

potential and 

competition 

Internal capabilities 

for understanding 

market dynamics lead 

to strategic 

investment choices 

p-value = 

0.003, 

Significant 

Positive 

Association 

Branding 

Strategies 

High, especially 

in terms of 

creating strong 

consumer trust 

Important for 

long-term 

growth and 

consumer 

loyalty 

Strong branding 

differentiates 

startups, reducing 

perceived investment 

risk 

p-value = 

0.005, 

Significant 

Positive 

Association 

Customer 

Segmentation 

Moderate, helps 

to focus 

resources on 

high-value 

market 

segments 

Assesses 

targeting and 

customer 

acquisition 

efficiency 

Effective 

segmentation leads to 

more focused 

marketing efforts and 

better customer 

retention 

p-value = 0.01, 

Positive but 

less significant 

Digital 

Marketing 

Competence 

High, as digital 

presence is 

critical for 

scaling 

Influences VCs’ 
confidence in 

scalability 

Digital tools enhance 

reach, ensuring 

broader market 

engagement and 

reducing investment 

uncertainty 

p-value = 

0.002, 

Significant 

Positive 

Association 

Sales 

Strategy and 

Execution 

High, leads to 

better market 

penetration and 

revenue 

generation 

Important for 

evaluating 

sustainable 

growth 

Strong internal sales 

strategy increases 

predictability of 

revenue and reduces 

risk 

p-value = 

0.004, 

Significant 

Positive 

Association 

Source: Computed from Secondary Data 

 

There is a positive association between specific marketing capabilities (such as market 

analysis, branding strategies, and digital marketing) and VCs' perceptions of risk-adjusted 

returns. The results support the notion that strong marketing competencies enhance a 

startup’s attractiveness by reducing perceived risks and improving growth potential, which is 

crucial for VC decision-making. These findings align with the Resource-Based View (RBV), 
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which suggests that internal capabilities such as effective marketing strategies contribute to a 

startup’s competitive advantage and attractiveness to investors. 

 

Suggestions and Recommendation of this study  

1. Startups should prioritize digital marketing strategies (such as SEO, social media 

marketing, and email campaigns) to enhance their online presence and reach a broader 

customer base. This approach can significantly boost their visibility and attract potential 

investors by demonstrating market scalability and growth potential. 

2. VCs should encourage startups to adopt marketing strategies tailored to their industry, 

developmental stage, and regional market dynamics. This personalization can help 

address sector-specific challenges and improve the startup's appeal to VCs. 

3. Startups should invest in creating a strong brand identity and positioning themselves 

effectively in the market. Branding builds consumer trust and loyalty, which in turn can 

reduce perceived investment risks for VCs. 

4. VCs should provide continuous marketing support post-investment, including helping 

startups with branding, market positioning, customer acquisition, and digital marketing 

strategies. This ensures that startups can scale effectively and reach their growth targets. 

5. VCs should focus on risk-adjusted returns when assessing startups. By prioritizing 

marketing strategies that optimize risk management and strategic positioning, they can 

identify startups that are not only profitable but also resilient to market fluctuations. 

6. Entrepreneurs and investors should engage in more frequent communication, particularly 

in terms of marketing strategies. This collaboration helps align expectations, refine 

marketing efforts, and ultimately improve investment outcomes. 

7. VCs should adopt data-driven approaches when evaluating the impact of marketing on 

startups. By integrating market research, consumer behavior analytics, and performance 

metrics, investors can make more informed decisions and track the effectiveness of 

marketing strategies. 

8. VCs can invest in providing marketing training and resources to entrepreneurs. This 

empowers them to develop stronger marketing strategies, manage their brand image more 

effectively, and increase their attractiveness to investors. 

9. VCs should develop tailored marketing evaluation metrics that consider factors such as 

branding effectiveness, digital marketing reach, customer retention rates, and market 

position. These metrics should be integrated into VC decision-making processes. 

10. Future research should explore the impact of marketing on VC decision-making and 

portfolio diversification in other Nigerian regions to determine if the findings from Kano 

are consistent across the country. This could provide a more comprehensive 

understanding of the national VC landscape. 

11. Further research should examine the long-term impact of marketing strategies on the 

sustained growth and scalability of startups. A longitudinal study could track the 

influence of marketing over several years, offering insights into the evolving relationship 

between marketing and investment returns. 

12. Policymakers and private sector stakeholders should collaborate to establish public-

private partnerships aimed at supporting startups with marketing and other growth-

oriented services. Such initiatives could include funding for marketing research, capacity-

building programs, and access to mentorship. 

13. VCs and entrepreneurs should engage in cross-sectoral knowledge-sharing to better 

understand how marketing strategies in one sector (e.g., tech) can be applied to other 
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sectors (e.g., agriculture). This exchange of ideas can foster innovation and lead to new 

marketing approaches that benefit startups across industries. 

 

Implications of the Study 

The implications of this study are significant for both venture capitalists (VCs) and startups in 

Nigeria, offering valuable insights into the role of marketing in investment decisions and 

portfolio diversification. The findings underscore that strategic marketing initiatives, such as 

branding, digital presence, and market research, are crucial factors influencing VCs’ 
decisions. By demonstrating how tailored marketing strategies enhance startups' 

attractiveness and risk-adjusted returns, the study highlights the importance of aligning 

marketing efforts with the developmental stage and sector of the business. Additionally, the 

research reveals that post-investment marketing support plays a critical role in accelerating 

startup growth, optimizing operational effectiveness, and improving scalability, ultimately 

leading to higher returns on investment. The study also emphasizes the need for VCs to 

prioritize specific marketing capabilities over general ones, as targeted strategies like market 

analysis and branding contribute more significantly to successful portfolio diversification. 

For policymakers and practitioners, these insights offer guidance on fostering an ecosystem 

where startups are equipped with the right marketing tools to thrive, while VCs are 

empowered to make data-driven investment choices that maximize returns. Overall, the study 

provides a roadmap for leveraging marketing as a key driver in the growth of Nigeria’s 

entrepreneurial ecosystem, benefiting both startups and investors alike. 

4. Conclusion 

In conclusion, marketing plays a pivotal role in shaping venture capital (VC) decisions and 

portfolio diversification in Nigeria, serving as a key tool for mitigating risks and optimizing 

investment outcomes. Effective marketing strategies enhance the visibility and attractiveness 

of startups, enabling venture capitalists to make informed investment choices, diversify their 

portfolios, and manage risks across various sectors and stages of development. The analysis 

reveals that factors like attractiveness, confidence, and engagement significantly influence 

VC investment decisions, with attractiveness having the most considerable impact. This 

underscores the essential role of marketing in boosting investor confidence and fostering 

communication between investors and entrepreneurs, thus driving sustainable startup growth. 

Furthermore, tailored marketing approaches, particularly those addressing Nigeria’s unique 

market dynamics such as regional preferences, infrastructure challenges, and digital 

transformation, are critical for enhancing the effectiveness of VC investments. The study 

highlights the importance of integrating marketing efforts into VC portfolio diversification 

strategies, ultimately supporting startup success and contributing to the growth of Nigeria’s 

entrepreneurial ecosystem. The chi-square analysis confirms that VCs prioritize certain 

marketing factors over others, reflecting diverse investor preferences, while the Fisher’s 

Exact Test demonstrates that specific marketing initiatives—like branding and market 

research—are more influential in enhancing portfolio diversification than general marketing 

capabilities. Additionally, the ANOVA analysis emphasizes that VC-provided marketing 

support significantly boosts startup growth and operational effectiveness, with post-

investment strategies accelerating market expansion and customer acquisition. Finally, the 

positive associations between tailored marketing strategies, a startup’s developmental stage, 

and its attractiveness to VCs further underscore the strategic role of marketing in influencing 

VC decisions. Overall, the findings provide valuable insights for both investors and 

entrepreneurs in Nigeria’s emerging market, demonstrating that strategic marketing 
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interventions are crucial for enhancing VC decisions, driving startup growth, and achieving 

optimal returns. 
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