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Uganda, Rwanda, Seychelles, the Sudan, Swaziland, Zambia and Zimbabwe. For more 
information, visit http://www.comesa.int/.  
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Global Investment Promotion Benchmarking 2009 (GIPB) is the second in a series of biennial 

reviews investigating the investment promotion capabilities of investment promotion 

intermediaries (IPIs) worldwide. GIPB complements the wider investment climate reforms 

underway in many countries. 

Between March and September 2008 the abilities of 181 national IPIs and 32 subnational IPIs 

were assessed, making this the most comprehensive IPI benchmarking exercise ever 

undertaken. 

Using a peer-reviewed methodology replicating actual projects and the decision-making 

criteria and location selection behaviors of direct investors in the early stages of a location 

selection process, independent consultants have assessed IPI Web sites and the ability of IPIs 

to manage and respond to investment inquiries. 

The results give direct insight into information provision capacity around the world, along 

with indirect insight into the organizational effectiveness of each IPI, its management 

efficiency, and its understanding of the foreign direct investment marketplace.  

GIPB 2009 report did not include Libya in its assessment. The selection of countries for the 

GIPB 2009 assessment was based on the Doing Business sample of countries, which did not 

include Libya. The upcoming GIPB 2011 report will expand the sample of national IPIs to 183, 

including Libya.  
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GIPB constitutes two types of reports: 

Global Investment Promotion Benchmarking 2009: Summary Report. An analysis of the global 

results, regional trends, and best-practice examples from top performers.  

The Summary Report can be downloaded from www.fdipromotion.com 

Customized IPI Reports. Simultaneously with the launch of the Summary Report, each 

participating IPI will receive an electronic copy of a customized and detailed diagnostic report 

of its own performance with insights and specific recommendations for improvement.  

IPIs can request additional copies of their own customized reports by sending an e-mail to 

fias@ifc.org.   

  

mailto:fias@ifc.org
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Foreword by Louis T. Wells  

Many countries are convinced that foreign direct investment (FDI) should be an important 
component of their growth strategy. To encourage FDI, they have improved their business 
climates, developed various guarantees for investors, and offered incentives. Yet, time and 
again, reforms have not led to the expected inflows of FDI. Without efforts by countries to 
market themselves to potential investors, company business managers have generally failed to 
add new countries to theƛǊ άǎƘƻǊǘ ƭƛǎǘέ ƻŦ ŀǘǘǊŀŎǘƛǾŜ ǎƛǘŜǎ ŦƻǊ ǘƘŜƛǊ ǇǊƻƧŜŎǘǎΦ ¢ƘǊƻǳƎƘ ǘƘŜ Dƭƻōŀƭ 
Investment Promotion Benchmarking (GIPB), FIAS has developed a unique and valuable 
approach to measure how well countries are able to market themselves by providing relevant, 
accurate and timely information to potential investors. 

It is tempting to believe that markets work perfectly, leading foreign companies to a country if 
ƛǘ Ƨǳǎǘ ƎŜǘǎ ƛǘǎ ƛƴǾŜǎǘƳŜƴǘ ŎƭƛƳŀǘŜ ǊƛƎƘǘΦ ¸ŜǘΣ ƛƴ ōǳǎƛƴŜǎǎΣ ǎƛƳǇƭȅ ƻŦŦŜǊƛƴƎ ŀ ōŜǘǘŜǊ άǇǊƻŘǳŎǘέ ƛǎ 
rarely enoǳƎƘ ǘƻ ōǊƛƴƎ ƛƴ ŎǳǎǘƻƳŜǊǎΦ LǘΩǎ ŀ ǊŀǊŜ ōǳǎƛƴŜǎǎ ƳŀƴŀƎŜǊ ǿƘƻ ǊŜŀƭƭȅ ōŜƭƛŜǾŜǎ ǘƘŜ ƻƭŘ 
ŀŘŀƎŜΥ ά.ǳƛƭŘ ŀ ōŜǘǘŜǊ ƳƻǳǎŜ ǘǊŀǇ ŀƴŘ ǘƘŜ ǿƻǊƭŘ ǿƛƭƭ ōŜŀǘ ŀ ǇŀǘƘ ǘƻ ȅƻǳǊ ŘƻƻǊΦέ bŜǿ ǇǊƻŘǳŎǘǎ 
have to be marketed. 

Similarly, regardless of how good they are, domestic reforms are by themselves not enough to 
attract large numbers of foreign companies to most economies. As a practical matter, neither 
consumers nor business managers are able constantly to monitor all producers or countries 
for opportunities. Decision makers typically limit their options to a short list made up of what 
they are familiar with or what their friends and rivals have chosen. Marketing efforts, 
however, can reach customers and investors with messages that encourage a look at 
something new, something they would not otherwise consider. Thus, a good investment 
ǇǊƻƳƻǘƛƻƴ ǇǊƻƎǊŀƳ ƛǎ ŜǎǎŜƴǘƛŀƭ ƛŦ ŦƻǊŜƛƎƴ ŎƻƳǇŀƴƛŜǎ ŀǊŜ ǘƻ ƭŜŀǊƴ ŀōƻǳǘ ŀ ŎƻǳƴǘǊȅΩǎ ŀǘǘǊŀŎǘƛƻƴǎ 
as an investment site. But many countries have failed at the most basic function of marketing 
a country: making relevant information easily available to potential investors. 

A full-scale investment promotion program comprises several activities. It can attempt to 
ŎǊŜŀǘŜ ŀ ŦŀǾƻǊŀōƭŜ ƛƳŀƎŜ ƻŦ ŀ ŎƻǳƴǘǊȅ ƛƴ ƛƴǾŜǎǘƻǊǎΩ ƳƛƴŘǎΣ ǘƘǊƻǳƎƘ ŀŘǾŜǊǘƛǎƛƴƎ ŀƴŘ ƎŜƴŜǊŀƭ 
investment missions abroad; it might undertake investment-generating activities, such as 
targeted missions and sales visits to potential investors; and it can service potential investors 
by providing timely and relevant information, hosting potential investors, and helping 
investors through the investment process. Of course, a good program can do more, such as 
providing assistance to foreign companies already investing in the country and by encouraging 
government to take further steps to improve the investment climate. 

In the real world, investment promotion intermediaries (IPIs) face tight budget and human 
resource constraints. Allocating scarce resources among the various possible activities is a 
major component of developing an effective promotion strategy. Research, including that 
covered in this report, suggests that many IPIs are failing to devote enough attention to the 

most basic½and least costly½promotion function, one that, if it fails, undermines all other 
promotion activities. 

Provision of services to potential investors½and particularly the provision of information½is 
basic to all promotion. Image-building efforts can be hugely expensive. Similarly, targeted 
missions and personal selling are costly in terms of both time and effort. However, if these 
acǘƛǾƛǘƛŜǎ ǎǳŎŎŜŜŘ ƛƴ ŎƻƴǾƛƴŎƛƴƎ ƛƴǾŜǎǘƻǊǎ ǘƻ ƭƻƻƪ ƛƴǘƻ ŀ ŎƻǳƴǘǊȅΩǎ ǇǊƻǎǇŜŎǘǎΣ ǘƘŜȅ ŀǊŜ ŀ ǿŀǎǘŜ 
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of resources if the IPI then fails to offer sufficiently informative Web sites and does not 
respond to requests with accurate and timely information that potential investors need; of 
course, even worse is not to respond at all. If information is hard to come by, investors will go 
elsewhere.  

Why do IPIs so frequently fail at this basic function? There are probably several reasons. First, 
unlike advertising programs and investment missions, collecting and providing information 
ŀǇǇŜŀǊǎ ǊŀǘƘŜǊ ƳǳƴŘŀƴŜΤ ƛǘ ƛǎ ƻŦǘŜƴ ƴƻǘ ǾŜǊȅ ǾƛǎƛōƭŜ ŀƴŘ άŎƻǳƴǘŀōƭŜέ ǘƻ ǘƘƻǎŜ ŀƭƭƻŎŀǘƛƴƎ 
government budgets. Overcoming this barrier may require better communications with other 
government bodies on what an IPI is doing and why, and the development of metrics aimed at 
measuring performance of this function. Second, the task cannot be farmed out to others, as 
can advertising and even organizing and funding investment missions. Assembly of 
information and its dissemination has to be done in-house. This means that personnel within 
the IPI must be trained, evaluated, and rewarded for carrying out this task well. Third, 

assembling relevant information requires a good deal of understanding½and prediction½of 
ǿƘŀǘ ƛƴǾŜǎǘƻǊǎ ǿŀƴǘ ŀƴŘ ƴŜŜŘ ǘƻ ƪƴƻǿΦ ¢Ƙƛǎ ƛƴ ǘǳǊƴǎ ǊŜǉǳƛǊŜǎ ƪƴƻǿƭŜŘƎŜ ƻŦ ǘƘŜ ŎƻǳƴǘǊȅΩǎ 
individual business sectors. To do better, IPIs must improve business skills among their 
professionals. This can mean careful hiring decisions, training programs for professionals 
already in the organization, and learning from relationships with investors in the country. And 
IPIs must target their efforts. No IPI can have at hand all information for all possible 
investment sectors; targeting allows for focused efforts. Fourth, storing and retrieving quickly 
needed data demands that an IPI have good data systems. Fifth, information technology (IT) 
and other IPI departments are often too separated. Management must make sure that IT 
departments, or outside Web site developers, are intimately linked to promotion 
professionals. And, finally, to make sure that requests for information are filled quickly and 
with relevant information, IPIs must develop good management systems that assign 
responsibilities and ensure follow-up. 

FDI offers the prospects of growth and jobs to host countries, but attracting it requires a good 
deal of effort. Effective investment promotion is not only less costly than adding on more 
incentives for investors; reform and incentives are unlikely to accomplish their goals without 
promotion. Promotion efforts will, however, fail to attract desired investment if IPIs are not 
skilled at the most basic function: collecting and providing to potential investors relevant and 
timely information. Ensuring that this function works well should be the top priority in the 
promotion strategy and in the development of management systems. 
 
Louis T. Wells 
Herbert F. Johnson Professor of International Management 
Harvard Business School 
Boston, MA, USA  
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Why IPIs?  

A recent survey of executives with direct 
site selection responsibilities for large U.S. 
companies reveals that:  

Á 65 percent of companies have worked 
closely with IPIs while working on a 
location decision. 

Á 64 percent of executives indicate a 
strong likelihood that that they would 
use the IPI Web site in their next 
location search. 

Á Only 8 percent of companies would not 
contact the IPI during the site-selection 
process. 

Á The percentage of companies that 
ōŜƭƛŜǾŜ ǘƘŜ ²Ŝō ǎƛǘŜ ǘƻ ōŜ ŀƴ LtLΩǎ Ƴƻǎǘ 
effective marketing tool jumped to 56 
percent, up from 34 percent in 2002.  

SourceΥ 5/LΦ Wǳƭȅ нуΣ нллуΦ ά! ±ƛŜǿ ŦǊƻƳ /ƻǊǇƻǊŀǘŜ 
America: Winning Strategies in Economic Development 
Marketing.έ 

CHAPTER 1: GLOBAL RESULTS  

Facilitation Makes More Sense in the Global Downturn 

¢ƻŘŀȅΩǎ ǎƘǊƛƴƪƛƴƎ ŜŎƻƴƻƳƛŎ ŜƴǾƛǊƻƴƳŜƴǘ ƳŀƪŜǎ ŜŦŦŜŎǘƛǾŜ 
promotion of foreign investment an especially competitive 
activity for countries. The current global economic 
slowdown and associated financial instability are expected 
to significantly reduce flows of FDI in 2009 and beyond. The 
extent of FDI decline will ultimately depend on the depth 
and duration of the economic slowdown. However, 
companies are already reluctant to make medium-term 

investments½many projects have been postponed or even 
cancelled, and some estimates suggest that FDI flows could 
fall by as much as 30ς40 percent in 2009.  

As the pool of FDI shrinks, there will be more competition 
for fewer projects. The ability of IPIs to influence 
investment decisions with timely and relevant country and 
sector information and facilitation efforts will be more 
crucial than ever. IPIs should rethink their strategies to 
maintain their relevance in the current FDI context 
including shifting focus in the short to medium term from 
outreach to offering more professional facilitation services 
to any new opportunities knocking on their doors, and 
offering aftercare services to existing business to ensure 
their retention of jobs in the economy. The effective 
ǇǊƻǾƛǎƛƻƴ ƻŦ ǊŜƭŜǾŀƴǘ ƛƴŦƻǊƳŀǘƛƻƴ Ŏŀƴ ƭŜǎǎŜƴ ƛƴǾŜǎǘƻǊǎΩ 
perceptions of risk and their transaction costs during the 
site-ǎŜƭŜŎǘƛƻƴ ǇǊƻŎŜǎǎΣ ǘƘŜǊŜōȅ ƳŀƪƛƴƎ ǘƘŜ LtLΩǎ ƭƻŎŀǘƛƻƴ 
more competitive.  

A renewed focus on the basics of investment promotion½namely, information 

provision and facilitation services½may also secure the existence of the IPI itself, in 
light of government cuts to investment promotion budgets. Surveys such as the 
5ŜǾŜƭƻǇƳŜƴǘ /ƻǳƴǎŜƭƻǊǎ LƴǘŜǊƴŀǘƛƻƴŀƭ ό5/Lύ ά! ±ƛŜǿ ŦǊƻƳ /ƻǊǇƻǊŀǘŜ !ƳŜǊƛŎŀέ όǎŜŜ 
boxes) show clearly that good facilitation pays off, which is good news for IPIs as this 
is by far the most cost-efficient investment promotion activity. 
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Box 1: Why Facilitation Is Key  

The role of Invest in Sweden Agency in facilitating an unlikely investor 

Within the European Union, much higher import tariffs are levied on polished rice than on raw 
rice. To keep the price of its basmati rice competitive, the Pakistani company Zeb Rice decided 
to build a factory in Europe so that it could import raw rice into the European Union and 
process it into white rice there. It therefore began a Europe-ǿƛŘŜ ǎƛǘŜ ǎŜŀǊŎƘΦ ¢ƘŜ ŎƻƳǇŀƴȅΩǎ 

main location requirements were a port, reliable shipping to mainland Europe½where most 

of the production would go½and good labor availability. 

Several countries competed for the business. Each lacked something, however, so the 
company began looking at alternative countries. A Norwegian board member of Zeb Rice 
proposed Sweden. 

Zeb Rice contacted Invest in Sweden Agency (ISA) in October 2002 to request information on 
facilities and services for foreign investors, including procedures for incorporating the 
company, industrial land and buildings, infrastructure, tax system, and investment subsidies. 
Although the food sector was not a priority sector for ISA, and an inquiry from a Pakistani 
investor was decidedly uncommon in Sweden, after assessing the credibility of the 
investment, ISA provided information materials, advice and counseling, contacts with local 
authorities, and assistance in the actual establishment process. 

Throughout the process, the personal involvement of three individuals had an indisputable 
impact in changing the original investment plans of Zeb Rice: a senior manager at ISA, who 
took the inquiry from the Pakistani investors seriously and presented different location 
alternatives; the head of Investment Promotion of Skåne North East, a local investment 
agency contacted by ISA that got involved in the investment and worked hard to get it to Åhus 
town; and finally, a local harbor manager, who assisted with logistics such as reconstruction of 
existing buildings and making local contacts.  

The plant was inaugurated in 2004. The initial volume of the investment was $4.4 million, but 
the company soon began to expand, going from 15 employees to 23 by early 2005, while 
simultaneously starting up an additional food production facility nearby. In the words of 
aŀƪƘŘƻƻƳ !ōōŀǎΣ /ƘƛŜŦ 9ȄŜŎǳǘƛǾŜ hŦŦƛŎŜǊ ƻŦ ½Ŝō wƛŎŜΩǎ {ǿŜŘƛǎƘ ǎǳōǎƛŘƛŀǊȅΣ άL{!Ωǎ ƘŜƭǇ ǇƭŀȅŜŘ 
a key role in our decision to set up the facility in Sweden, since we got very useful, practical, 
ŀƴŘ ǊŜƭƛŀōƭŜ ƛƴŦƻǊƳŀǘƛƻƴΦέ 

 
GIPB Examines How IPIs Provide Information to Investors 

GIPB 2009 is a timely and useful tool in the current economic context. It replicates the 
decision-making process of foǊŜƛƎƴ ƛƴǾŜǎǘƻǊǎ ƛƴ ǘƘŜ ŜŀǊƭȅ άƭƻƴƎ-ƭƛǎǘƛƴƎέ ǎǘŀƎŜ ƻŦ ǎƛǘŜ 
selection. Piloted in 2005 by the Multilateral Investment Guarantee Agency (MIGA), 
GIPB was rolled out for the first time in 2006, covering 96 countries and 29 
subnationals. GIPB 2009 evaluates 181 country IPIs and 32 subnational IPIs, setting 
out a framework for assessing and improving IPI capacity to provide information to 
foreign companies looking to invest. In addition to the global report, GIPB will provide 
a customized confidential report for each IPI participating in the survey, with insights 
into their performance and tips for improvement. IPIs can request additional copies at 
fias@ifc.org. 
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LtLǎ ŀǊŜ ǘƘŜ ƛƴǎǘƛǘǳǘƛƻƴŀƭƛȊŀǘƛƻƴ ƻŦ ŀ ŎƻǳƴǘǊȅΩǎ ŎƻƳƳƛǘƳŜƴǘ ǘƻ ŀǘǘǊŀŎǘƛƴƎ C5L ǘƻ 
promote growth. Their role is to translate this strategy into results, namely, 
ǇǊƻŘǳŎǘƛǾŜ C5L ǘƘŀǘ ƛƴŎǊŜŀǎŜǎ ǘƘŜ ŎƻǳƴǘǊȅΩǎ ƎǊƻǎǎ ŘƻƳŜǎǘƛŎ ǇǊƻŘǳŎǘΦ ²ƘƛƭŜ GIPB 2009 
ŘƻŜǎ ƴƻǘ ǘŜƭƭ ǘƘŜ ǿƘƻƭŜ ǎǘƻǊȅ ŀōƻǳǘ ŀ ŎƻǳƴǘǊȅΩǎ ƛƴǾŜǎǘƻǊ ŦǊƛŜƴŘƭƛƴŜǎǎ ƻǊ ƛǘǎ ŀōƛƭƛǘȅ ǘƻ 
host FDI, it does indicate which locations offer foreign companies useful support and 

guidance through the investment-location selection process½and where that support 
and guidance are lacking. 

GIPB evaluated IPIs in terms of their Web sites and inquiry-
handling skills1 

DLt. ŀǎǎŜǎǎŜŘ LtLǎΩ ŀōƛƭƛǘȅ ǘƻ ƳŜŜǘ ŦƻǊŜƛƎƴ ƛƴǾŜǎǘƻǊǎΩ 
information needs in two ways: 
Á The extent to which IPI Web sites offer a business-support 

gateway for prospective foreign investors;  
Á IPI capacity to deliver information directly requested by 

prospective foreign investors. 

The assessments were conducted in English, the dominant 
international business language, between March and 
September 2008. 

GIPB scores are presented in the form of an index, with 100 
percent the highest possible score. Final scores were generated as a combination of 
ŀƴ LtLΩǎ ǇŜǊŦƻǊƳŀƴŎŜ ƛƴ ǘƘŜ ²Ŝō ǎƛǘŜ ŀǎǎŜǎǎƳŜƴǘ όрл ǇŜǊŎŜƴǘ ƻŦ ǎŎƻǊŜύ ŀƴŘ ǘƘŜ ǘǿƻ 
inquiry-handling assessments (25 percent each). All regional averages were calculated 
on the basis of the scores of the national IPIs only.  

Web site assessment 

Online marketing is a cost-effective way to promote investment in a country to 
companies or consultants that are doing preliminary site-selection research. An IPI 
Web site is usually the first contact a company or consultant has with a potential 
investment location. Best-practice IPI Web sites clearly show the advantages of a 

ƭƻŎŀǘƛƻƴ ŀƴŘ ŎƻƴǾŜȅ ŀ ǎŜƴǎŜ ƻŦ ǘƘŜ LtLΩǎ ǇǊƻŦŜǎǎƛƻƴŀƭ competence½that they 
ǳƴŘŜǊǎǘŀƴŘ ƛƴǾŜǎǘƻǊǎΩ ƴŜŜŘǎ ŀƴŘ ǿƛƭƭ ǎǳǇǇƻǊǘ ǘƘŜ ƛƴǾŜǎǘƳŜƴǘ-location decision 
process. 

To understand where and to what extent IPIs are achieving their objective to promote 
their location online, GIPB assessed each IPI Web site in four key dimensions:  
Á Information architecture: how easy is it to find country and sector-specific 

information on the Web site? 

                                                           
1 Chapter 5 offers a more detailed description of the GIPB methodology, and Appendices C-D contain a fuller 
description of the survey forms, the beverage project and the software development center inquiries, and how scores 
were calculated.  

What does GIPB measure? 
 
Á The ability of IPIs to meet 
ƛƴǾŜǎǘƻǊǎΩ ƛƴŦƻǊƳŀǘƛƻƴ ƴŜŜŘǎ ŀǘ 
the early stages of the investment 
process 

What does GIPB not measure? 
Á /ƻǳƴǘǊƛŜǎΩ ƻǾŜǊŀƭƭ C5L 

competitiveness  
Á /ƻǳƴǘǊƛŜǎΩ ōǳǎƛƴŜǎǎ ŎƭƛƳŀǘŜǎ  
Á LtLǎΩ ŦŀŎƛƭƛǘŀǘƛƻƴ ŀǘ ǘƘŜ ǎƛǘŜ Ǿƛǎƛǘ 

level 

Á LtLǎΩ ǎŜǊǾƛŎŜǎ ǘƻ ŘƻƳŜǎǘƛŎ 
investors or to established 
foreign investors 
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Á Design: how is information presented to support the online promotion effort?  
Á Content: how relevant and accurate is the country and sector information for 

targeted foreign investors? 
Á Promotional effectiveness: how well does the site market the location and IPI 

services? 

Each Web site was scored to test aspects relating to the four dimensions. As the 
number of questions within each dimension varies, a weighting system was applied to 
ensure that final scores reflect the actual importance of each dimension from the 
ƛƴǾŜǎǘƻǊΩǎ ǇŜǊǎǇŜŎǘƛǾŜΦ ²Ŝō ǎƛǘŜ ŎƻƴǘŜƴǘ όŎƻǊŜ ŎƻǳƴǘǊȅ ƛƴŦƻǊƳŀǘƛƻƴ ŀƴŘ ǎŜŎǘƻǊ 
information) is the most heavily weighted dimension (50 percent). 

Inquiry-handling assessment: Methodology and scoring 

Inquiry handling is more challenging for IPIs than are at least the basics of Web sites, 
but it is the core of investment promotion because it involves interacting with the 
potential investor and thus is the best opportunity for an IPI to influence company 
investment decisions. 

The GIPB framework for assessing inquiry handling 
defines best-practice attributes under four main 
characteristics or themes:  
Á Availability and contactability: how easy is it to 

find the IPI online and contact a knowledgeable 
project manager?  

Á Responsiveness and handling: how skillfully do IPI 
staff engage with the prospective investor over 
the telephone and by e-mail?  

Á Response: how relevant, thorough, and 
profesǎƛƻƴŀƭ ƛǎ ǘƘŜ LtLΩǎ ǊŜǎǇƻƴǎŜ ǘƻ ǎǇŜŎƛŦƛŎ 
inquiries? 

Á Customer care: how well does the IPI follow up 
to convert initial interest of an investor into a 
firm lead (a further inquiry or site visit)? 

Because service consistency offers important insights into IPI ŎŀǇŀōƛƭƛǘƛŜǎΣ ŜŀŎƘ LtLΩǎ 
inquiry-ƘŀƴŘƭƛƴƎ ŀōƛƭƛǘƛŜǎ ǿŜǊŜ ŀǎǎŜǎǎŜŘ ǘǿƛŎŜΣ ǳǎƛƴƎ ŀ άƳȅǎǘŜǊȅ ǎƘƻǇǇŜǊέ 
methodology. The first assessment related to a beverage manufacturing project with 
a research and development component, and the second was a software 
development center inquiry.  

¢ƘŜ ǎǳǊǾŜȅǎ ǿŜǊŜ ŘŜǎƛƎƴŜŘ ǘƻ ŀǎǎŜǎǎ ǘƘŜ LtLǎΩ ŀōƛƭƛǘȅ ǘƻ ǊŜǎǇƻƴŘ ǘƻ ƛƴŦƻǊƳŀǘƛƻƴ 
requests in a professional and appropriate manner that would motivate the investor 
to engage further with the IPI and ultimately invest in the location. !ǎǎŜǎǎƛƴƎ ŀƴ LtLΩǎ 
inquiry-handling capability also sheds light on its core functions: the extent to which it 
understands its market, has done research on its own location so it can inform 
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investors, and ensures that its staff have the requisite project management skills, 
knowledge, training, and marketing capability. 

Similar to the Web site assessment, the content of the responses submitted by IPIs is 
the most heavily weighted element (55 percent). To read more about GIPB 
methodology see Chapter 5. 

Global Overview: Excellence Is Emerging in All Regions 

GIPB 2009 found examples of exceptional capability and performance among IPIs. As 
a group, IPIs of the high-income economies of the Organisation for Economic Co-
operation and Development (OECD) performed substantially better than IPIs in other 
regions (Figure 1). COMESA with the total score of 32 percent ranks below Middle 
East and North Africa with a breakdown of 24 percent for Website and 8 percent for 
inquiry handling.  

 

 

 

Figure 2 shows the top-performing IPIs in GIPB 2009. While only two non-OECD 
countries (Latvia and Costa Rica) were among the top 10, the top 25 had 
representatives from each region and income category except the low-income group.  

Figure 1: OECD High-Income Countries Retain Investment Facilitation 
Lead 
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Figure 2: Top National IPIs  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

LƴŘŜŜŘΣ ŀƴ ƛƳǇƻǊǘŀƴǘ ŦƛƴŘƛƴƎ ƻŦ DLt. нллф ǎƘƻǿǎ ǘƘŀǘ ŀ ƴŀǘƛƻƴΩǎ ǿŜŀƭǘƘ ƛǎ ƴƻǘ ŀ 
determinant of excellence in investment promotion. Many middle-income countries, 
such as Brazil, Botswana, Colombia, Costa Rica, Croatia, Ecuador, Lithuania, and 
Turkey, performed very well, often on tight budgets. In addition, a numberτ
admittedly still smallτof low-income countries, such as Senegal and Ghana, 
outperformed some OECD and other high-income economies. Their IPIs are not yet 
best practice but their capability is growing. Moreover, their shortcomings might be 
attributed to limited exposure to foreign investors and many lack a focused mandate 
from government. 
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BOX 2: Budget May Not Be an Excuse for Poor Facilitation  

hŦǘŜƴ ŀƴ LtL ŀǘǘǊƛōǳǘŜǎ ƛǘǎ ƭŀŎƪ ƻŦ ǊŜǎǳƭǘǎ ǘƻ ƛǘǎ ƻǿƴ ōǳŘƎŜǘ ŎƻƴǎǘǊŀƛƴǘǎ ƻǊ ƛǘǎ ŎƻǳƴǘǊȅΩǎ ƭŜǾŜƭ ƻŦ 
ƛƴŎƻƳŜΦ ¢ƘŜǎŜ ǊŜŀǎƻƴǎ ƳƛƎƘǘ ōŜ ƧǳǎǘƛŦƛŜŘ ŦƻǊ ŀƴ LtLΩǎ ƛƴŀōƛƭƛǘȅ ǘƻ ǳƴŘŜǊǘŀƪŜ ŜȄǇŜƴǎƛǾŜ ŀŎǘƛǾƛǘƛŜǎ 
such as image building and outreach and proactive promotion, complex sector strategy 
development, and design and production of costly marketing materials. However, facilitation 
is by far the least expensive and most cost-efficient of all investment promotion activities. 
GIPB 2009 results challenge the assumption that it takes a big budget and a rich economy to 
be a strategic and service-oriented facilitator. Indeed, GIPB results for a number of low-
middle-income countries2 bear this out. For example, Moldova and Honduras have for the 
first time appeared among the top performers worldwide and in fact lead the best practice in 
their regions. Similarly, Nicaragua, a low-middle-income country, is now among the top-25 
performers worldwide and ranked - a close second (only 0.6 percent behind) to Costa Rica - 
the leading best-practice case in Latin America and the Caribbean. Another low-income 
economy outperforming the other players in its region is Sri Lanka. Several IPIs in Africa also 
ǎƘƻǿ ǘƘŀǘ ŀ ŎƻǳƴǘǊȅΩǎ ƛƴŎƻƳŜ ŘƻŜǎ ƴƻǘ ŀǳǘƻƳŀǘƛŎŀƭƭȅ ǇǊŜŎƭǳŘŜ ǇǊƻŦŜǎǎƛƻƴŀƭ ŦŀŎƛƭƛǘŀǘƛƻƴ in 

investment promotion½low-income Ghana, Senegal, and Uganda outperformed middle-
income countries like South Africa and Namibia. Mauritius ς upper-middle-income economy - 
reached the overall score of 67 percent outperforming several OECD countries and leaving all 
COMESA members behind.  

Clearly, IPIs that performed well across all three GIPB assessments (Web site and two 
project inquiries) had invested time and effort to do research, in particular on their 
key target sectors, develop informative materials based on the research, establish 
internal management protocols, and train and supervise staff meeting those 
protocols.  

GIPB 2009 also suggests that the center of best practice is moving. Newer IPIs from 
recent FDI host economies are challenging well-established IPIs. Several top-25 IPIs, 
including Brazil, Cyprus, Spain, and Turkey, have been operating for less than five 
years. New IPIs in countries where until recently there was no institutionally 
organized approach to FDI promotion are coming in strongly in all regions. 

 
IPI Performance Varies, Investorsô Needs Do Not 

Figure 3 shows distribution of scores across the regions. OECD IPIs tend to cluster in 
the 61-80 percent range. Some of the traditional best-practice IPIs are within this 
group, such as the Industrial Development Agency of Ireland, UK Trade & Investment, 
and Invest in Sweden Agency. Latin American and the Caribbean IPIs show some 
clustering in the 61-80 percent and 21-40 percent ranges. European and Central Asian 
IPI scores are widely dispersed, with IPIs in Eastern Europe generally having a very 
strong performance, while most IPI Web sites in Central Asia are substantially weaker. 

                                                           
2 The definition of low-middle-income country is based on the lending category 

established for the International Development Agency (IDA) of the World Bank Group. 
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Sub-Saharan Africa shows the greatest variation, with many poor results explained 

primarily by the absence of the most fundamental capacity in some countries½for 
example, lack of Web sites or even telephone and fax connections make it very 
difficult for investors to contact them. Similarly, COMESA scores mostly fall within the 
weak category.  However, on a more positive note, some IPIs, such as Mauritius, are 
moving into the higher performance tiers.  

In GIPB 2009, 19 percent of OECD IPIs achieved best-practice scores of over 80 
percent (Figure 3). Europe and Central Asia and Latin America and the Caribbean are 
the regions with the greatest proportion of IPIs starting to challenge the OECD high-
income countries in terms of excellence, although they have a long way to go, 
particularly with respect to going beyond the mere provision of information to 
actually attempt tƻ άǎŜƭƭέ ǘƘŜƛǊ ƭƻŎŀǘƛƻƴǎ ŀƴŘ ƛƴŦƭǳŜƴŎŜ ǘƘŜ ƛƴǾŜǎǘƻǊΩǎ ŘŜŎƛǎƛƻƴΦ 44 
percent of COMESA IPIs rank in the weak performance tier and 22 percent rank in the 
very weak category of performance. This score shows that two-thirds of COMESA 
members will have to make substantial efforts to react to investment opportunities 
and secure more FDI.  

Figure 3: OECD High-Income Countries Provide the Only Cases of IPIs Achieving Overall Best 
Practice 

 

In almost every region there is a marked differentiation in performance between 
countries. Some countries (often clustered in specific subregions) stand out for their 
more dynamic approach to investment promotion. For example, within COMESA, the 
best performance was achieved by islands, i.e. Mauritius, Madagascar and Seychelles. 
In Europe and Central Asia, the countries of Central Europe and the Balkans show 
levels of performance rapidly approaching OECD IPIs. In Latin America, the countries 
of Central America also show some world-class practices. In the East Asia and the 
Pacific region, the countries of South East Asia are leading the way forward. The 
ŜǾƛŘŜƴŎŜ ƻŦ ǘƘƛǎ ȅŜŀǊΩǎ ǎǳǊǾŜȅ ǎǳƎƎŜǎǘǎ ǘƘŀǘ ƎƻƻŘ ǇǊŀŎǘƛŎŜ ƛǎ ǎƘƛŦǘƛƴƎ ŦǊƻƳ ǘƘŜ 
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traditional centers in Western Europe to some of the more dynamic regions in the 
developing world. GIPB will continue to monitor whether this trend continues. 

Box 3: How the Austrian Business Agency Beat Its Competition 

The Austrian Business Agency was the top performer overall, even though it was not the best 
performer in the individual assessments. It consistently delivered good service, because 
Austria has invested time and resources into training its staff and the staff in turn has devoted 
efforts into researching, building expertise, and developing detailed material of interest to 
foreign investors. 

The LtLΩǎ ²Ŝō ǎƛǘŜ όwww.aba.gv.at) offers multiple language options, and most importantly, 

ŎƻƴŎƛǎŜ ƻǾŜǊǾƛŜǿǎ ƻŦ ƛǘǎ ǎŜŎǘƻǊǎ ǿƛǘƘ ŜȄŎŜƭƭŜƴǘ ŘƻǿƴƭƻŀŘŀōƭŜ ōǊƻŎƘǳǊŜǎΣ ŀƭƻƴƎ ǿƛǘƘ άƪŜȅ ŦŀŎǘǎέ 
of certain interest to investors. The key facts section of the Web site provides comparative 
statistics that benchmark Austria second, third, or even fifth behind other countries. These 
ŎƻƳǇŀǊŀǘƛǾŜ ŘŀǘŜ ŜƴƘŀƴŎŜ ǘƘŜ ƻǾŜǊŀƭƭ ŎǊŜŘƛōƛƭƛǘȅ ƻŦ !ǳǎǘǊƛŀΩǎ ŎƭŀƛƳǎ ŀǎ ǘƘŜ ŘŜǎǘƛƴŀǘƛƻƴ ƻŦ 
choice. 

!ǳǎǘǊƛŀΩǎ ƛƴǉǳƛǊȅ ƘŀƴŘƭƛƴƎ ǿŀǎ ŜȄŎŜƭƭŜƴǘΣ ōǳǘ ƴƻǘ ōŜŎŀǳǎŜ ƛǘ ǎǳōƳƛǘǘŜŘ ǘƘŜ best responsesτthe 
information was there but not compiled or organized as well as that of other locations. The 
agency did well because its staff is superb at project managementτthey responded quickly to 
GIPB inquiries and could talk through projects on the telephone, conveying key pieces of 
information that they already knew. On the software project, the project manager was 
immediately able to advise where the key clusters were in Austria and also where competition 
for staff may prove to be an issue (while simultaneously mentioning well-known investors and 
the locations of major universities with computing facilities).  

¦ƴƭƛƪŜ Ƴƻǎǘ LtLǎΣ ǘƘŜ !ǳǎǘǊƛŀƴ .ǳǎƛƴŜǎǎ !ƎŜƴŎȅ ƻŦŦŜǊŜŘ ŜȄŎŜƭƭŜƴǘ άŎǳǎǘƻƳŜǊ ŎŀǊŜΦέ Lǘ ǿŀǎ ƻƴŜ 
of the few agencies to proactively check whether responses had arrived, and staff also 
ŎƘŜŎƪŜŘ ƛƴ ǿƛǘƘ DLt. ǊŜǾƛŜǿŜǊǎ ŀǘ ŀǇǇǊƻǇǊƛŀǘŜ ǘƛƳŜǎ ǘƻ ŦƛƴŘ ƻǳǘ Ƙƻǿ άǘƘŜ ƛƴǾŜǎǘƻǊέ ƘŀŘ 
responded and whether there was anything else that they could supply. 

The Austrian Business Agency is, in short, an IPI that has substance behind the marketingτit 
can actually deliver a value-adding service to investors. 

 

Regional Overview: Worlds of Investment Promotion 

See Appendix B for full country performance list by region. 

Sub-Saharan Africa: On the right track but moving at different speeds  

hƴƭȅ ǘǿƻ LtLǎ ƛƴ !ŦǊƛŎŀ ƳŜŜǘ ƛƴǾŜǎǘƻǊǎΩ ƭƻƴƎ-listing needs at the level of good practice: 
Botswana and Mauritius. Many other African IPIs in the average performance tier (41-
60 percent) scored well in one project inquiry but failed to respond or provided 
limited information for the other inquiry. Several IPIs in the Eastern Africa region, in 
particular, are in this performance category. It seems that many African IPIs currently 
performing in the tier below good practice have the potential to upgrade their 
facilitation services if their management makes it a priority to set up internal service 

http://www.aba.gv.at/
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standards and information functions, and to invest in the training of staff and 
performance monitoring.  

Figure 4: Regional Performance, by GIPB Assessment Category (All Scores Computed Over 
100 Percent) 

 

It is worth noting that most of the weakest performers in Africa (below 20 percent) 
are French-ǎǇŜŀƪƛƴƎ ŎƻǳƴǘǊƛŜǎΦ ¢Ƙƛǎ Ƴŀȅ ōŜ ŘǳŜ ƛƴ ǇŀǊǘ ǘƻ ǘƘŜ άōƛŀǎέ ƻŦ ǘƘŜ 9ƴƎƭƛǎƘ-
language GIPB methodology, which is based on its need for a standardized approach 
and the fact that English is by far the most commonly used language in the 
international investment community. Most IPIs in non-English-speaking countries 
accommodate to this by having an English-language Web site and hiring English-
speaking staff. As a result, they scored well on GIPB; for example, Spanish-speaking 
Latin American countries performed well, and two out of the three best performers in 

Africa½and among the best performers worldwide½are French-speaking Mauritius 
and Senegal. 

For the weakest performers, simple visibility of the IPI (that is, finding the IPI Web 
site) and accessibility by investors (being able to contact the IPI) need immediate 
attention if the agency is to fulfill its role in investment promotion. The facilitator role 
of the weakest IPIs is paradoxically all the more critical, because their countries tend 
to be those where information relevant to investors is not easily accessible from 
other sources. 

Europe and Central Asia: A tale of two regions - ŎƭƻǎŜ ǘƻ ǘƘŜ ǘƻǇ Χ ŀƴŘ ǘƻ ǘƘŜ ōƻǘǘƻƳ 

In terms of performance, IPIs in this region operate in two different leagues. IPIs in 
Eastern Europe, many of them less than 10 years old, benchmark themselves against 
and are indeed comparable to some of the best performers in Western Europe. In 
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GIPB 2009, the vast majority of the new European Union member countries have 
achieved good-practice standards and show they will continue to improve. Rapidly 
approaching them are IPIs in the Balkan countries, all of which performed at the 
world average or above (scoring over 50 percent). In particular, Croatia, Serbia, and 
Macedonia scored over 61 percent, with a balanced approach to online and offline 
information provision.  

In contrast, IPIs in Russia and Central Asia operate in a lower performance league.  
Only Armenia made it into the good-practice tier in responding to investor 
information needs. The average score for the Central Asian IPIs is only 38 percent. For 
many of them, simple contactability via e-mail or phone is problematic. If investors 
find it difficult to get in touch with the IPI and to obtain even the most basic of 
information they are unlikely to pursue their location interest further. 

Latin America and the Caribbean: The most homogeneous region 

IPIs in the Latin American and the Caribbean region are the most homogenous. They 
have the smallest performance spread between Web site assessment and inquiry-
handling scores: an average of only 21 points. Encouragingly, in the key dimension of 
customer care, these IPIs scored on average almost at the same level as OECD high-
income countries. Investors who are long-listing locations in Latin America and the 
Caribbean will find contacting these IPIs to be useful. The IPIs are clearly providing 
service to potential investors at a level that exceeds the global average.  

Costa Rica and Nicaragua are interesting cases of good performance. Costa Rica has 
been a good-practice IPI for over 25 years and seems committed to maintaining the 
standards of good service to continue attracting FDI. Nicaragua is the new entrant to 
ǘƘŜ ƘƛƎƘ ǇŜǊŦƻǊƳŜǊǎΩ ƭŜŀƎǳŜΦ Lƴ ƻƴƭȅ ǎƛȄ ȅŜŀǊǎΣ ƛǘ Ƙŀǎ ŎŀǳƎƘǘ ǳǇ ǿƛǘƘ ǘƘŜ ōŜǎǘ 
ǇŜǊŦƻǊƳŜǊǎ ƛƴ ǘƘŜ ǊŜƎƛƻƴΦ bƛŎŀǊŀƎǳŀΩǎ ƻƴƭƛƴŜ ŦŀŎƛƭƛǘŀǘƛƻƴ ǎervice is now at par with the 
top IPIs worldwide, illustrating how a Web site with a basic design but the right 
ŎƻƴǘŜƴǘ ŀƴŘ ƳŀǊƪŜǘƛƴƎ ŀƴƎƭŜ Ŏŀƴ Řƻ ŜŦŦŜŎǘƛǾŜ ǇǊƻƳƻǘƛƻƴΦ IƻƴŘǳǊŀǎΩ LtL ƛǎ ŀƴƻǘƘŜǊ 
success story in terms of facilitation. 

East Asia and the Pacific: Trying to overcome history  

East Asia and the Pacific is a region with a long, distinctive investment promotion 
tradition. The Boards of Investment and similar ministerial agencies that predominate 
in this region (and South Asia) have struggled for some years to shift emphasis from 
their historical regulatory functions to a more balanced approach to investment 
promotion and investor servicing. Investor facilitation is a major challenge for these 

institutions½despite their efforts, none of the IPIs in the region has reached best-
practice levels.  

Among the top performers in this region are the long-established IPIs such as Hong 
Kong (China), Singapore and Malaysia. Brunei and one subnational Chinese IPI, 
Xiamen, have performed well, consistently providing good information in the 
software and manufacturing exercises.  
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South Asia: Significant progress but a long way to go 

South Asia comprises only nine countries, with IPIs similar to those in East Asia, 
namely, the Boards of Investment focused on enforcing regulation and on overseeing 
incentives.  

Starting from a very low base in 2006, South Asian IPIs have improved their overall 
average performance over the last two years by 25 percentage points, which makes 
this region, along with East Asia and the Pacific, the top regional improver in 
investment facilitation in the period 2006-2008.  

Despite this improvement, actual performance remains relatively weak. The IPIs have 
finally moved online, yet their websites still do not meet investor information needs. 
The pǊƻōƭŜƳ ǎŜŜƳǎ ǘƻ ōŜ ǘƘŀǘ ƛƴǾŜǎǘƳŜƴǘ Ƙŀǎ ōŜŜƴ ƳŀŘŜ ƻƴ ǘƘŜ ǿŜōǎƛǘŜ άǎƘƻǇ 
ǿƛƴŘƻǿέ ōǳǘ ƴƻǘ ƛƴ ǘƘŜ ŎƻƴǘŜƴǘǎ ƻŦ ǘƘŜ ǎƘƻǇΦ Lƴ ƻǘƘŜǊ ǿƻǊŘǎΣ ǘƘŜ ǿŜōǎƛǘŜǎ ƭƻƻƪ ƎƻƻŘ 
and are designed nicely but they do not contain sufficient country and sector 
information for investors, nor do they seek to answer questions that investors may 
have about their locations.  

{ƻǳǘƘ !ǎƛŀƴ LtLǎ ǇŜǊŦƻǊƳ ŜǾŜƴ ƭŜǎǎ ǿŜƭƭ ƛƴ ƘŀƴŘƭƛƴƎ ƛƴǾŜǎǘƻǊǎΩ ŘƛǊŜŎǘ ƛƴǉǳƛǊƛŜǎΦ 5ŜǎǇƛǘŜ 
repeated GIPB attempts to contact IPI staff by e-mail and telephone, few responses 
were received. IPIs in this region would benefit from management giving facilitation 
and customer service a much higher priority in core IPI activities, as well as ensuring 
that staff is exposed to investor needs and acquire at least some sector specialization.  

Middle East and North Africa: Danger of falling further behind 

The Middle East and North Africa region is one of the weakest performing regions. 
hƴƭȅ ƻƴŜ LtLΣ LǎǊŀŜƭΩǎΣ ǇŜǊŦƻǊƳŜŘ ŀǘ good-practice levels (61-80 percent) thanks to its 
very good Web site. The regional average for inquiry handling is very weak (15 
percent), only 1 percent better than Sub-Saharan Africa. While most of the IPIs in this 
region are contactable (average score of 68 percent), the quality of response to 
inquiries and customer follow-up are very poor (average 6 percent). With Sub-
Saharan African IPIs working on rapidly improving their performance in dealing with 
potential investors, Africa might overtake this region shortly. 

The Middle East and North Africa countries boast well-designed Web sites (a 73 
ǇŜǊŎŜƴǘ ŀǾŜǊŀƎŜ ǊŜƎƛƻƴŀƭ ǎŎƻǊŜύ ǘƘŀǘ ǇǊƻƳƻǘŜ ǘƘŜƛǊ ŎƻǳƴǘǊȅΩǎ ƛƳŀƎŜΦ IƻǿŜǾŜǊΣ LtL 
Web site performance falls (to an average 52 percent) when it comes to the 
availability of country and sector information. This may indicate a limited 
understanding of the use of the Web for investment promotion. While being online is 
important, and an attractive Web site has promotional value, investors visit the IPI 
Web site to get basic country data and sector-specific information. IPIs should revisit 
their online effort to ensure they capitalize on the upfront investment in Web 
development by providing suitable content to ensure that investors keep their 
ŎƻǳƴǘǊƛŜǎ ƛƴ ǘƘŜ ƭƻŎŀǘƛƻƴΩǎ ǎŜŀǊŎƘ ƭƛǎǘΦ 
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COMESA: Weak performance with good prospects ahead  

COMESA scored 32 percent overall (see Figure 1) which ranks it above Sub-Saharan 
Africa which scored 25 percent. In terms of Web site and inquiry-handling scores, 
Figure 4 shows that COMESA group outperformed Sub-Saharan Africa by 2 percent on 
inquiry handling, and by 11 percent on the Web site assessment. Mauritius ς one of 
the best performers worldwide ς ƛƳǇǊƻǾŜǎ /ha9{!Ωǎ ƻǾŜǊŀƭƭ ǎŎƻǊŜ ŀƴŘ ǎŜǘǎ ƘƛƎƘ 
standards for the rest of the group especially when it comes to overall inquiry 
handling. Its consistent performance in the Web site and inquiry-handling 
assessments places it near the OECD high-income country levels, and reveals solid 
ƛƴǘŜǊƴŀƭ ǎȅǎǘŜƳǎ ŀƴŘ ƛƴŦƻǊƳŀǘƛƻƴ ƳŀƴŀƎŜƳŜƴǘΦ aŀǳǊƛǘƛǳǎΩ ²Ŝō ǎƛǘŜ ŜǾƛŘŜƴŎŜǎ ŀ 
robust understanding of their economy and their competitiveness for companies in a 
number of well-researched sectors, making the site an effective promotional tool. 
Mauritius is the reference for best practice in COMESA.  

See Appendix A for COMESA IPIs performance list. 

Online Promotion Has Improved, but Customer Inquiries Remain a Challenge 

Figure 5: COMESA IPIs Are Still Struggling with the Basics  

Figure 5 shows that a vast majority of COMESA IPIs still fail to understand that 
potential investors expect their Web sites to demonstrate that the IPI thoroughly 
ƪƴƻǿǎ ǘƘŜ ƭƻŎŀǘƛƻƴ ōŜƛƴƎ ǇǊƻƳƻǘŜŘΣ ǳƴŘŜǊǎǘŀƴŘǎ ǘƘŜ ƴŀǘǳǊŜ ƻŦ ǘƘŜ ŦƻǊŜƛƎƴ ŎƻƳǇŀƴȅΩǎ 
business, and has a sophisticated understanding of international business-location 
rationale. COMESA Web sites are visually appealing and well-designed, but they do 
not convey much substance. This is evidenced by average scores in two key aspects of 
a Web site: content (40 percent) and promotional effectiveness (48 percent). 
Moreover, these scores prove that it is essential for IPIs to build an in-house capacity 
to develop and maintain Web sites country and sector content. Outsourcing these 
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tasks to outside consultants may not be not equally effective because this is not a 
one-off effort but continuous work by the investment promotion team to upgrade 
and update content for the Web site. 

Similarly, weak performance in inquiry-handling assessments demonstrates limited 
awareness of international business acumen. GIPB 2009 shows that COMESA IPIs very 
often miss on potential investment leads by not responding to investors knocking on 
their doors. Only 5 out of 18 COMESA IPIs responded to the manufacturing inquiry. 
This number was even lower in case of the software project inquiry since only 4 
COMESA IPIs responded to the company. A very weak score of only 11 percent on 
rŜǎǇƻƴǎŜ ǎƘƻǿǎ ǘƘŀǘ Ƴŀƴȅ LtLǎ ǎǘǊǳƎƎƭŜ ǿƛǘƘ ǊŜǎǇƻƴŘƛƴƎ ǘƻ ƛƴǾŜǎǘƻǊǎΩ ǉǳŜǊƛŜǎ ŀƴŘΣ ŀǎ 
a consequence, may not facilitate foreign investor considering their countries as a 
destination. In addition, most of the IPIs which react to inquiries, do so without 

pursuing a broader promotional objective½that is, to establish an ongoing 
relationship with the investor and make efforts to win the investment project. In 
many cases it would seem that replying to the investor inquiry is not seen as a 
potential investment entering the IPI pipeline, but simply the performance of a 
bureaucratic task. 

Some performers within the group, i.e. Kenya, Madagascar, Malawi and Uganda, 
achieved very uneven scores in the software and manufacturing project inquiries. 
While one inquiry was professionally handled, the other may have not received a 
response. This may point that while there is internal capacity to provide quality 
facilitation, other factors may need attention, such as internal systems for knowledge 
management, different levels of preparedness for the job by IPI staff, or limited 
oversight by management to ensure that all investors receive similar service 
standards. It seems that there is a potential for the average performers to improve 
their scores given support from the IPIsΩ management setting facilitation as a priority. 
Unless IPIs can improve in facilitation foreign investors may bypass them, hiring 
instead local consultants or experts who can provide the needed information. In such 
cases, IPIs may miss their fundamental task of being the focal point for their country 
for investment information. 

Good News: Facilitation Standards Are Rising 

Of the 95 IPIs that were surveyed in both 2006 and 2008, some 66 IPIs saw an 
improvement in their performance with an overall average improvement in score of 
14 percentage points. A further seven IPIs recorded the same performance in both 
years. Twenty-five of the ninety-five IPIs saw a decline in performance. 
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Figure 6: Major Improvers Since 2006: Croatia and Botswana Lead the Way 

For those Sub-Saharan African IPIs that were evaluated in 2006 and 2008,3 the 
direction is positive 

Most African IPIs included for the first time in GIPB 2009 are in countries where 
information is difficult to obtain on- and offline. Some of these countries are 
experiencing political or military conflict or have recently emerged from conflict. The 
performance of their IPIs is perhaps more important than that of IPIs elsewhere, 
because they are often the only source of information for foreign companies. 
Nevertheless, these IPIs clearly struggle against difficult circumstances and the 
inclusion of these more difficult countries is undoubtedly the main reason why the 
overall Sub-Saharan average performance declined between 2006 and 2008. On the 
contrary, the performance of 11 COMESA members4 (including 9 members located in 
Sub-Saharan Africa) improved by 8 percent between 2006 and 2008. What is more, 

                                                           
3 It should be noted that the number of IPIs from Sub-Saharan Africa assessed in 2006 was 23, while in 2008 this 
number was increased to 46, including several IPIs with no Web presence, or that we were unable to contact, such as 
Burundi, Central African Republic, Chad, the Comoros, and Eritrea. In fact, if one compares the 2006 and 2008 overall 
performance for only those IPIs from Sub-Saharan Africa that participated in both surveys, the region improved by 7 
percent.  

4 11 out of 18 COMESA members were surveyed both in 2006 and 2008. These comprise D.R. Congo, Djibouti, Egypt, 
Ethiopia, Kenya, Malawi, Mauritius, Rwanda, Swaziland, Uganda, and Zambia. 
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three COMESA members, i.e. Malawi (32%), Rwanda (16%), and Egypt (14%) are 
among the top 25 world improvers. It is important to emphasize, however, that many 
COMESA IPIs started from a very low base and score improvement was primarily due 
to improved Web sites.  

Botswana is a star performer in GIPB 2009. It improved its overall score to an 
excellent 70 percent, an almost 140 percent improvement (Figure 6). It improved its 
Web site substantially by making it more business-focused and user friendly. 
Botswana does a very good job of integrating two different information needs: those 
ƻŦ ŦƻǊŜƛƎƴ ƛƴǾŜǎǘƻǊǎ ŀƴŘ ǘƘƻǎŜ ƻŦ ƭƻŎŀƭ ŜȄǇƻǊǘŜǊǎΦ .ƻǘǎǿŀƴŀΩǎ ²Ŝō ǎƛǘŜ ǊŜǾŜŀƭǎ ŀ ƎƻƻŘ 
understanding of clients needs. 

Malawi is another top improver among COMESA members. It has moved from having 
no Web site to a Web site that ranks in the good performance tier. Malawi 
LƴǾŜǎǘƳŜƴǘ tǊƻƳƻǘƛƻƴ !ƎŜƴŎȅΩǎ ²Ŝō {ƛǘŜ Ƙŀǎ ǿŜƭƭ ƭŀƛŘ ƻǳǘ ŎƻƴǘŜƴǘ with adequately 
detailed information allowing for good readability.  

IPIs in Europe and Central Asia made substantial progress in their Web sites  

The most impressive improvement in Europe and Central Asia was from Croatia, with 
its score increasing by 45 percentage points. Gains by Croatia were driven solely by an 
enhanced online information facilitation service, which did not exist at the time of the 
2006 assessment. Romania also increased its performance due to improvements in 
the quality of the country and sector information offered in its Web site. Latvia has 
outperformed most of the IPIs in high-income countries, and some of the traditional 
good performers. The average Web site score for Eastern European countries alone is 
85 percent (versus 41 percent for Central Asia).  

Europe and Central Asia is one of the regions that has made the most progress since 
the 2006 GIPB. As noted above, it would not be surprising to see IPIs Eastern Europe 
and the Balkans overtake the more established IPIs in Europe over the next years. To 
achieve best-practice status, Eastern European and Balkan IPIs should make their 
strongest effort in sales (making the business case), customer care, and follow-up. 

Latin America and the Caribbean made gains in customer service  

Within the Latin America and the Caribbean region, Central American IPIs have shown 

the most improvement since 2006½in fact, almost all IPIs in Central America perform 
in the average or good performance tiers. It is equally remarkable that some of the 
better performing IPIs (Guatemala, El Salvador and Nicaragua) operate in countries 
with limited government resources. 

/ƻǎǘŀ wƛŎŀΩǎ ǇŜǊŦƻǊƳŀƴŎŜ ƛƴ нллс ǿŀǎ average, but its overall score of 74 percent in 
2008 has clearly moved it toward the best-practice range; its gain was due to 
improvement in the design and content of its Web site and by providing a very strong 
response to the software inquiry. Ecuador also moved from the middle ranks toward 
best practice, increasing its overall score by 31 points to 71 percent. 
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Box 4: Ecuador: Facilitation as Strategy 

The Corporación de Promoción de Exportaciones e Inversiones del EcuadorΣ /hwt9LΣ 9ŎǳŀŘƻǊΩǎ 
national IPI, was created in 1997 with the mandate to promote exports as well as foreign and 
local direct investment in Ecuador. In 2001, the agency put in place a department to deal with 
the improvement of the investment climate and proactively promote investment in non-oil 
ǎŜŎǘƻǊǎΦ IƻǿŜǾŜǊΣ ǘƘŜ ŎƻǳƴǘǊȅΩǎ ǇƻƭƛǘƛŎŀƭ ƛƴǎǘŀōƛƭƛǘȅΣ ǘƘŜ ŘŜǘŜǊƛƻǊŀǘƛƻƴ ƻŦ ƛǘǎ ƛƳŀƎŜ ŀōǊƻŀŘΣ ŀǎ 
ǿŜƭƭ ŀǎ ǊŜǎƻǳǊŎŜ ƭƛƳƛǘŀǘƛƻƴǎ ƛƴǎǇƛǊŜŘ /hwt9LΩǎ ƳŀƴŀƎŜƳŜƴǘ ǘƻ ŘŜǾŜƭƻǇ ŀ ǎǘǊŀǘŜƎȅ ƻŦ ǊŜŀŎǘƛǾŜ 
investment promotion. This strategy aimed at maximizing the potential of local investors, 
responding to foreign investors who showed interest in Ecuador, and supporting existing 
investors to encourage re-investment (aftercare). 

CƻƭƭƻǿƛƴƎ ŀƴ ŀǎǎŜǎǎƳŜƴǘ ƻŦ ƛƴǾŜǎǘƻǊǎΩ ƴŜŜŘǎΣ ŀ ǎƳŀƭƭΣ ŘŜŘƛŎŀǘŜŘ ǳƴƛǘ ƻŦ ŦƛǾŜ ƻŦŦƛŎŜǊǎ ǿŀǎ set up. 
Lǘ ǊŜǇƻǊǘǎ ŘƛǊŜŎǘƭȅ ǘƻ /hwt9LΩǎ ǾƛŎŜ ǇǊŜǎƛŘŜƴǘ ŀƴŘ ŘŜŀƭǎ ǿƛǘƘ ǇǊŜ- and post-investment services. 
The unit focused on two investment promotion vehicles:  

Web site. Based on an internal list of Frequently Asked Questions and a good assessment of 
compŜǘƛƴƎ ŎƻǳƴǘǊƛŜǎΩ LtLΩ ²Ŝō ǎƛǘŜǎΣ /hwt9L ǇǊƛƻǊƛǘƛȊŜŘ ǘƘŜ ƛƴ-house development of the 
information a foreign investor would need to set up a business in the country. A senior 
investment promotion officer was responsible for updated investment climate information, in-
depth sector information, and opportunities for investment that were posted regularly on 
/hwt9LΩǎ ǎƛǘŜΦ !Ǿŀƛƭŀōƛƭƛǘȅ ƻŦ ǉǳŀƭƛǘȅ ƛƴŦƻǊƳŀǘƛƻƴ ƻƴ ǘƘŜ ǎƛǘŜ ǿŀǎ ǇŀǊǘ ƻŦ ǘƘŜ ƛƳŀƎŜ-building 
strategy to lessen country risk perceptions.  

Facilitation of investor inquiries. CORPEI trained its team to provide fast, complete, consistent, 
and tailored information to the approximately 400 investor inquiries received each year. Soon 
the team became specialized along sectors and project types that allowed better management 
and more efficient response times. A key element for the team was the clear definition of each 
ƳŜƳōŜǊΩǎ ǊŜǎǇƻƴǎƛōƛƭƛǘƛŜǎ ŦƻǊ ŜŀŎƘ ǇǊƻƧŜŎǘ ŀƴŘ ǇƻǘŜƴǘƛŀƭ ƛƴǾŜǎǘƻǊΣ ǿƘƛŎƘ ƛƳǇǊƻǾŜŘ YƴƻǿƭŜŘƎŜ 
Management, service quality, and appropriate follow-up, and at the same avoided 
duplications. 

In 2008, the Government of Ecuador decided to boost proactive investment promotion by 
ŎǊŜŀǘƛƴƎ ŀ ǇǊƻƎǊŀƳ ŎŀƭƭŜŘ άLƴǾŜǎǘ 9ŎǳŀŘƻǊέΦ ά²ƛǘƘ ŀ ǎƻƭƛŘ ōǳŘƎŜǘΣ ǿŜƭƭ-trained professionals 
and a strong reactive capacity to investorsΩ ƛƴǘŜǊŜǎǘΣ 9ŎǳŀŘƻǊ Ŏŀƴ ŜŦŦŜŎǘƛǾŜƭȅ ƳƻǾŜ ǘƻ ǇǊƻŀŎǘƛǾŜ 
ǇǊƻƳƻǘƛƻƴΣέ ǎŀƛŘ wƛŎŀǊŘƻ 9ǎǘǊŀŘŀΣ /hwt9LΩǎ 9ȄŜŎǳǘƛǾŜ tǊŜǎƛŘŜƴǘΦ 

Middle East and North Africa IPIs improved their Web sites, but a bureaucratic 
approach stifles interaction with potential investors  

The Middle East and North Africa is a region where every country has an IPI, and 
where most governments seem eager to attract FDI to diversify their economies to 
create jobs for their young, growing, and often highly skilled populations. Jordan is 
the only IPI that has made improvements since 2006. There seem to be two types of 
IPI in the region: the newly created, small, purely promotional body, and the large 
organization that often originated as a ministerial department and still has some 
regulatory activities. However, performance throughout the region is similar. The 
quality of Web sites has improved since 2006, and an increased focus on the service 
sector, particularly financial services, might indicate that the character of the IPIs in 
the region could be changing. Yet, the region has no global top performers, and 
inquiry handling remains less than customer friendly.  
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South Asia, and East Asia and the Pacific are moving in the right direction, but more 
needs to be done  

Overall, Asia has improved its performance by 25 percentage points in the last two 
years. Eight of the top improvers worldwide are in this region: Afghanistan, 
Bangladesh, Cambodia, Fiji, Papua New Guinea, Solomon Islands, Sri Lanka and 
Thailand. National IPIs in East Asia and the Pacific may well have improved even more 
than 25 percent had their regional score not included several newly created 
subnational IPIs in China and Indonesia. 

Sri Lanka was the most improved IPI in South Asia. It increased its score in 2008 by 29 
points, mainly due to an improved Web site that offers detailed, reliable, and current 
data. Although its inquiry handling remains below average, it did increase that score 
by 18 points by providing a well-researched answer to the one inquiry to which it 
responded. Its failure to respond to both inquiries may point to weak internal 
systems, which may result in losing investment opportunities.  

Also in South Asia, Afghanistan deserves special mentionτit increased its inquiry-
handling score by 26 points to earn a score of 40 percent, and its Web site was found 
ǘƻ ōŜ ǾŜǊȅ ǎǘǊƻƴƎΣ ŀŎƘƛŜǾƛƴƎ ŀ ǎŎƻǊŜ ƻŦ тн ǇŜǊŎŜƴǘΦ !ŦƎƘŀƴƛǎǘŀƴΩǎ ŦƛǊǎǘ ƛƴǉǳƛǊȅ-handling 
result, on the beverage inquiry, was extremely well researched and solidly backed by 
current data from the private sector such as labor costs and property data. Clearly the 
ƛƴǉǳƛǊȅ ǇƭŀȅŜŘ ǘƻ !ŦƎƘŀƴƛǎǘŀƴΩǎ ǎǘǊŜƴƎǘƘǎΣ ŀƴŘ ǘƘŜ LtL ŘŜƳƻƴǎǘǊŀǘŜŘ ǘƘŀǘ ƛǘ Ŏŀƴ ŀƴŘ 
does interact very professionally with prospective investors in projects relating to its 
target markets. Afghanistan is a case where the professionalism of the IPI can have an 
ƛƳǇŀŎǘ ƻƴ ǘƘŜ ŎƻǳƴǘǊȅΩǎ ƛƳŀƎŜΦ ¢ƘŜ .ƻŀǊŘ ƻŦ LƴǾŜǎǘƳŜƴǘ ƻŦ .ŀƴƎƭŀŘŜǎƘ ŀŎƘƛŜǾŜŘ ŀ 
significant improvement in its Web site by some 34 percentage points between 2006 
and 2008. Cambodia is also a remarkable example of a low-income country running 
up in the scores with an improvement of some 20 percentage points in its 
performance since 2006.  

However, elsewhere in Asia, performance has remained weak, with average overall 
scores of 40 percent in East Asia and the Pacific and 36 percent in South Asia. These 
weak results are primarily explained by a failure to respond to inquiries. 

 

Box 5: Securing Business Service Outsourcing in Nicaragua Through 
Professional Facilitation 

The Business Service Outsourcing (BSO) Industry is one of the most dynamic industries in 
ǘƻŘŀȅΩǎ ǿƻǊƭŘΦ ¢ƘŜ ǎŜŀǊŎƘ ŦƻǊ ǘƘŜ ǊƛƎƘǘ ŎƻƳōƛƴŀǘƛƻƴ ƻŦ ǘŀƭŜƴǘ ŀƴŘ ŎƻƳǇŜǘƛǘƛǾŜ Ŏƻǎǘ ǎǘǊǳŎǘǳǊŜ 
has been the driving force for the growth of the industry.  

In 2006, Sitel, a leader in business outsourcing, was acquired by ClientLogic and, seeking to 

expand operations in Central America, the new company½ contacted PRONicaragua in 
January 2007 for further details on the local BSO industry.  

Two years earlier, PRONicaragua had carried out a benchmark study of the Central American 
ǊŜƎƛƻƴ ǘƻ ƛŘŜƴǘƛŦȅ bƛŎŀǊŀƎǳŀΩǎ ƳŀƧƻǊ ŎƻƳǇŜǘƛǘƛǾŜ ŀŘǾŀƴǘŀƎŜǎ ŦƻǊ ƻǳǘǎƻǳǊŎƛƴƎΦ ¢ƘŜǊŜŦƻǊŜΣ 
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recognizing the value of attracting a world-renowned BSO player to the country to raise 
visibility, PRONicaragua assigned a special team to respond to {ƛǘŜƭΩǎ information requests. 
PRONicaragua worked closely with the National Free Zone Commission, which provided 
additional governmental support and financial resources for promotional activities related to 
the attraction of Sitel, and authorized fiscal incentives to increase the attractiveness of the 
investment opportunity. PRONicaragua also reached out to already established private sector 
ƛƴǾŜǎǘƻǊǎ ǿƘƻ ƘŀŘ ƘŜƭǇŜŘ ƛƴŎǊŜŀǎŜ bƛŎŀǊŀƎǳŀΩǎ ŎǊŜŘƛōƛƭƛǘȅ ŀǎ ŀ ƎƻƻŘ ƭƻŎŀǘƛƻn for investment 
and provided detailed information about their operations there. 

After more than a year of preparing tailored information packages, arranging productive 
agendas for both Sitel executives and clients, and carrying out a job fair with the objective of 
testing the English skills of Nicaraguan workers, with {ƛǘŜƭΩǎ direct participation throughout the 
process, the company inaugurated its first Contact Center operation in April 2008, with an 
investment of $2.5 million and the creation of 500 new jobs. In November 2008, Sitel 
announced an expansion of its operations in Managua with an additional investment of $2.5 
million and another 450 jobs.  

Looking back, PRONicaragua identifies three elements as crucial in influencing Sitel to decide 
in their favor: Principal among these was an ability to respond to {ƛǘŜƭΩǎ inquiries in a way that 
ŎƭŜŀǊƭȅ ŘŜƳƻƴǎǘǊŀǘŜŘ bƛŎŀǊŀƎǳŀΩǎ ǇƻǘŜƴǘƛŀƭ ŦƻǊ ǘƘŜ ǎǳŎŎŜǎǎŦǳƭ ŘŜǾŜƭƻǇƳŜƴǘ ƻŦ ǘƘŜ ǎŜŎǘƻǊ ŀƴŘ 
of the Sitel project in particular. This was supported by partnering with other government 
ƛƴǎǘƛǘǳǘƛƻƴǎ ŀƴŘ ǘƘŜ ǇǊƛǾŀǘŜ ǎŜŎǘƻǊΣ ŀƴŘ ōȅ twhbƛŎŀǊŀƎǳŀΩǎ ŎƭƻǎŜ ŀƴŘ Ŏƻƴǎǘŀƴǘ Ŧƻƭƭƻǿ-up with 
Sitel.  

{ƛǘŜƭΩǎ ŜȄŜŎǳǘƛǾŜǎ ŎƭŜŀǊƭȅ ŀƎǊŜŜΥ άLƴǎǘǊǳƳŜƴǘŀƭ ƛƴ {ƛǘŜƭΩǎ decision to make its initial investment 
in Nicaragua was the information, advice, and support provided by PRONicaragua. The 
aƎŜƴŎȅΩǎ ǊŜǎƻǳǊŎŜǎΣ ŎƻƴǘŀŎǘǎΣ ŀƴŘ ŀǎǎƛǎǘŀƴŎŜ ƘŀǾŜ ōŜŜƴ ŀƴ ƛƳǇƻǊǘŀƴǘ ǇŀǊǘ ƻŦ {ƛǘŜƭΩǎ initial 
success during its first year in Nicaragua, and played an important part in the decision to move 
forward with additional ƛƴǾŜǎǘƳŜƴǘ ƛƴ нллфΣέ ŀŎƪƴƻǿƭŜŘƎŜŘ ±ŀƭ ±ŀƴŘŜƎǊƛŦǘΣ {ƛǘŜƭΩǎ Site 
Director- Nicaragua. 
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Priorities for Moving Forward  

Á Focus and substantiate promotion efforts. Foreign companies search for 
information related to their industries and needs. They need to understand the 
viability in an investment destination, and to do this, they require specific data 
relating to their sector and proposed operation, be it manufacturing or services. To 
provide this, IPIs need to adopt an investment strategy that reflects their 
comparative and competitive advantages; this often means adopting a sector 
strategy and providing substantive information on those sectors. Faced with 
limited resources, IPIs should give priority to facilitating investments aimed at the 
competitive sectors.  

Á Constantly source and refresh information. IPIs need to focus on building in-house 

capacity to gather and consolidate relevant information½on players, sector 

composition, and key selling points½on the country, economy, and targeted 
sectors. IPIs need ǘƻ Ŏƻƴǎǘŀƴǘƭȅ ŀƴǘƛŎƛǇŀǘŜ ŦƻǊŜƛƎƴ ŎƻƳǇŀƴƛŜǎΩ ƴŜŜŘǎ ŀƴŘ ŜƴǎǳǊŜ 
that they have the needed information at hand. They should develop networks 
with other in-country organizations that could provide information. 

Á Introduce regular training and quality assurance programs. IPI staff must 
understand that foreign companies, particularly from OECD high-income countries, 
often have more demanding professional service standards than those in many 
other regions. IPIs need to invest in staff training, for front-line staff in how to 
interact with foreign investors (honing sales skills and customer service) and for 
professional staff in research, and knowledge building and presentation. When 
staff turnover occurs, training new staff in these areas should be a priority. 
Requesting customer feedback on IPI services is a way for IPIs to check whether 
their services are professional and add value.  

Á Understand the competition and benchmark location factors. IPIs should get to 
know their competition and understand how their location compares with 
competing ones, and with investor norms. If it is falling short, an IPI should make 
the improvements in its purview and lobby relevant areas of government for 
improvement in others. 



2009 GLOBAL  INVESTMENT PROMOTION BENCHMARKING     

 

31 

CHAPTER 2: WHAT DOES IT TAKE TO SELL 
A LOCATION ONLINE? 

IPI Web Site Assessment Results Reveal Disparities 

! ŎƻǳƴǘǊȅΩǎ LtL ²Ŝō ǎƛǘŜ ƛǎ ƭƛƪŜ ŀ ǎƘƻǇ ǿƛƴŘƻǿΣ ǇǊŜǎŜƴǘƛƴƎ ƛƴŦƻǊƳŀǘƛƻƴ ǘƻ ŜƴǘƛŎŜ ŦƻǊŜƛƎƴ 
investment. GIPB 2009 for COMESA found that many IPI Web sites look good, but 
content needs to be improved  

Investment promotion has moved online. Of the 18 
COMESA IPIs assessed in GIPB 2009, 3 IPIs did not have 
an IPI in place, thus, achieved 0 percent scores 
throughout the GIPB 2009 assessment. Most COMESA 
Web sites have quite an attractive design and 
demonstrate technical competence. Relatively few of 
them, however, provide concise, relevant information 
that shows that IPI understandsτand therefore can 
fulfillτŦƻǊŜƛƎƴ ŎƻƳǇŀƴƛŜǎΩ ƴŜŜŘǎΦ  

Early IPI Web sites, even best-practice ones, tended to 
resemble each other, and less-experienced IPIs adopted 
similar looks. Now, sites with individualistic design are 
emerging; the best ones offer increased interactivity 

and functionality½always keeping in mind that the 
potential investor should find needed information 
quickly, within three clicks of the home page. 

Figure 7 shows the 7 top-performing COMESA Web 
sites. All sites performed well across the three dimensions out of four on which they 
were assessed: information architecture, design, and promotional effectiveness. 
However, in the core assessment dimension, information provision, only 5 IPIs ranked 
in the good performance tier. Top COMESA Web sites ƳŜŜǘ ǳǎŜǊǎΩ ƴŜŜŘǎ ǿƛǘƘ ŀ ŎƭŜŀǊ 
navigation system and design. However, in order to put the web efforts to effective 
promotional use, COMESA Web sites should present more country information and 
overviews of key industries, as well as clearly state what services the IPIs provide for 
foreign investors (Box 6). Moreover, in order to reach the best-practice standards, 
COMESA IPIs would have to focus on effective promotion of their locations and start 
using their Web sites as a powerful marketing tool of their countries. In many cases 
the Web site is used as the institutional portal for the IPI instead of the country portal 
for business and investment.  

 

 

Assessing IPI Web sites 

To assess the extent to which the IPI Web 
sites credibly promote a location and 
provide foreign companies a gateway to 
more information or IPI support, the GIPB 
used four indicators: information 
architecture, design, content, and 
promotional effectiveness.  

Best-practice sites clearly show the 
advantages of an investment location.  

¢ƘŜȅ ŀƭǎƻ ŎƻƴǾŜȅ ǘƘŜ LtLΩǎ ǇǊƻŦŜǎǎƛƻƴŀƭ 
competence: its understanding of the target 
customer, of the factors influencing the 
decision on an investment location, and 
how the IPI can influence selection of an 
investment site. 
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Figure 7: Top-7 COMESA Web Sites  

 
 
 
 

Box 6: What Do the IPIs of the Czech Republic, France, Latvia, Austria, and Nicaragua Have in Common? 

All have a best-practice Web site. Each site presents information to prospective investors in a clear, concise, 
and engaging way. Each states who they are, what they target, why their locations are optimal investment 
destinations, and how they can help.  

 
The highest scoring Web site, Czech Invest 
(www.czechinvest.org), is provided in six languages, and has a 
clear navigation structure and topical news. Excellent sector 
content is accompanied by testimonials from satisfied 
investors. 
 

 

http://www.czechinvest.org/
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LƴǾŜǎǘ ƛƴ CǊŀƴŎŜΩǎ site (www.invest-in-france.org) offers 
interactive, cutting-edge design as well as easy-to-read, 
substantive content on business sectors. The home page 
opens with a sophisticated business case, using existing 
investors to show how the IPI helps an investor to make a 
project happen. 

 
Investment and Development Agency of Latvia 
(www.liaa.gov.lv) uses a proven format to make its case: 
success stories that target a key aspect of the location. Latvia 
was one of the very few IPIs to address specific business 
concerns such as return on investment. 

 
 

!ǳǎǘǊƛŀƴ .ǳǎƛƴŜǎǎ !ƎŜƴŎȅΩǎ site (www.aba.gv.at) offers a 
simple architecture, good sector segmentation, and 
innovative mapping technologies. Key information can be 
found quickly and downloaded if required. The site is offered 
in seven languages. 

 
tǊƻbƛŎŀǊŀƎǳŀΩs site (www.pronicaragua.org) covers all the 
information needed to convince foreign companies to take a 
closer look at Nicaragua. Engaging animation features (unlike 
on other such sites, it loads quickly), including animated 
navigation bands on the home page, take users to key 
statistics, sectors, and testimonials, including videos from 
existing investors.  

 

 

http://www.invest-in-france.org/
http://www.liaa.gov.lv/
http://www.aba.gv.at/
http://www.pronicaragua.org/

