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information, visithttp://www.comesa.int/.
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Global Investment Promotion Benchmarking 2Q0G%B) is the second in a series of bienr
reviews investigating the investment promotion capabilities of investment promot
intermediaries (IPIs) worldwide. GIRBmplements the wider investment climate reform
underway in many countries.

Between Mach and September 2008 the abilities of 181 national IPIs and 32 subnationg
were assessed, making this the most comprehensive IPI benchmarking exercise
undertaken.

Using a peereviewed methodology replicating actual projects and the decisi@king
criteria and location selection behaviors of direct investors in the early stages of a loc
selection process, independent consultants have assessed IPI Web sites and the ability
to manage and respond to investment inquiries.

The results gie direct insight into information provision capacity around the world, alc
with indirect insight into the organizational effectiveness of each IPI, its managet
efficiency, and its understanding of the foreign direct investment marketplace.

GIPB 2009eport did not include Libya in its assessment. The selection of countries fo
GIPB 2009 assessment was based onDbimg Businessample of countries, which did no
include Libya. The upcoming GIPB 2011 report will expand the sample of nationall83s
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, anoestpractice examples from top performers.

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

Customized IPl Reports. Simultaneously with the launch of the Summary Report, each
participating IPI will receive an electronic copy of a custochiened 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 sendingreil €
fias@ifc.org
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Foreword by LQuis T.

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 fovestors, 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 countriestothe NJ ¢ a K2 NI fAadé 2F GGNF OGAQGS aadsSa T2NJ
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,

accurde and timely information to potential investors.

It is tempting to believe that markets work perfectly, leading foreign companies to a country if

Al 2dzad 3SGa Ada Ay@SadySyd OtAYFGS NAIKIGd |, SGx Ay
rarelyenalzZK G2 oOoNRYy3d Ay OdzaG2YSNE® LIQ& || NINB o0daAaAyS:
FRF3ISY . dzAfR I 0SGGSNI Y2dzaS GNI L) FYyR (GKS g2NIR 6A
have to be marketed.

Similarly, regardless of how good they are, domestic rafoare 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 tigally 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 dy would not otherwise consider. Thus, a good investment
LINEY2GA2Yy LINRPINIY A& SaaSydalt AT F2NBA3IYy O02YLI yYyAS
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 fulkscale investment promotion program comprises several activities. It can attempt to

ONBIGS | FF@2NroftS AYF3IS 2F | O2dzyiNB Ay Ay@Saiaz2N
invedment missions abroad; it might undertake investme@nerating 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 investoasd 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 investmefhitate.

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 strategysdech, including that
covered in this report, suggests that many IPIs are failing to devote enough attention to the
most basi&zand least costl promotion function, one that, if it fails, undermines all other
promotion activities.

Provision of services tpotential investordzand particularly the provision of informatiégis
basic to all promotion. Imagkuilding efforts can be hugely expensive. Similarly, targeted
missions and personal selling are costly in terms of both time and effort. However, if these

adi A GAGASE &4dz00SSR Ay O2y @Ay OAy3d Ay@Saldz2Nm (2 €221
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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 potehirevestors 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 programand investment missions, collecting and providing information
FLILJISEFNE NFGKSNJ YdzyRIFyST Al A& 2F44Sy y20G OSNE GAa.
government budgets. Overcoming this barrier may require better communications with other
government bodes 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 donehiause. 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 understadéenyd predicton’z of
gKIG Ay@Sadtz2NaR 6lyd FyR ySSR (2 1y26d® ¢KAa Ay G dzN
individual business sectors. To do better, IPIs must improve business skills among their
professionals. This can mean careful hiring decisions, training progi@mgrofessionals
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 effo 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 delpers, 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 folleup.

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 cocanplish 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 thathis 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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CHAPTHERLOBAL REJULTS

Facilitation Makes More Sense in the Global Downturn

¢t2RIFI2Qa AaAKNAY|lAy3d SO2y2YAO0 SYy@ANRBYYSyid YI1Sa
promotion of foreign investment an especially competitiveWhy IPls?

activity for countries. The current global economic

slowdown and associated financial instability are expecte@d recent survey of executives with dire

to significantly reduce flowsf FDI in 2009 and beyond. Thesite selection responsibilities for large U.
extent of FDI decline will ultimately depend on the depthcompanies reveals that:

and duration of the economic slowdown. However,
companies are already reluctant to make meditamm
investment$2 many projects have been postponed or even
cancelled, ad some estimates suggest that FDI flows could

fall by as much as 8@0 percent in 2009. A 64 percent of executives indicate
strong likelihood that that they would

As the pool of FDI shrinks, there will be more competition use the IPI Web site in their nex

for fewer projects. The ability of IPIs to influence location search.

investm_ent deci_sions with timely_ and relevant. countrryda St & EEE 6 TS e
sectpr information and facilitation gfforts _W|II be more contact the IPI during the sitselection
crucial than ever. IPIs should rethink their strategies 0 prgcess.

maintain their relevance in the current FDI context

including shifting focus in the short to medium term fromA The pecentage of companies that o
outreach to offering more fessional facilitation services 0SSt AS@OS UKS 250 aAuS
to any new opportunities knocking on their doors, and €ffective marketing tool jumped to 56
offering aftercare services to existing business to ensure PErcent up from 34 percent in 2002.

their retention of jobs in the economy. The effectivesourcy 5/ Lo wdd & wys HAny® 4!
LINEGAEAA2Y 2F NBt SOyl Ay FANYKWininaSpaygies G fongmic DéveRpiest S
perceptions of risk and their transaction costs during thefarketinge

siteda St SOGA2Y LINPOSaazr (GKSNBo6eée YIr{iAy3a GKS LtLQ
more competitive.

65 percent of companies have worke
closely with IPIs whilevorking on a
location decision.

A renewed focus on the basics of investment promd#amamely, information

provision and facilitation servicEsmay alsosecure the existence of the IPI itself, in

light of government cuts to investment promotion budgets. Surveys such as the

5SSt 2LIYSyG [/ 2dzyaSt2NBR LYGSNYylF A2yt 65/ L0 &l
boxes) show clearly that good facilitation pays offiekhis good news for IPIs as this

is by far the most costfficient 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 importités 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 rie there. It therefore began a EurogeA RS aA (S &SI NOK®
main location requirements were a port, reliable shipping to mainland Eéfopkere most

of the production would g and 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 20@fuéstrenformation 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 sectimr 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 actestablishment 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 sersbu and presented different location
alternatives; the head of Investment Promotion of Skdne North East, a local investment
agency contacted by ISA that got involved in the investment and worked hard to get it to Ahus
town; and finally, a local harbor mager, 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 emplsytee23 by early 2005, while
simultaneously starting up an additional food production facility nearby. In the words of
al TKR22Y 1 060l&as / KAST 9ESOdziABS hFFAOSNI 2°F
a key role in our decision to set up the ifédg in Sweden, since we got very useful, practical,
FYR NBtAFOES AYyF2NNIGA2Y DE

GIPB Examines How IPIs Provide Information to Investors

GIPB 2009 is a timely and useful tool in the current economic context. It replicates the

850 wAO

decisionmaking process of B A Iy AYPSAU2NBAAFTAVEKS BEINIE DT 2

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 t®intry 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 foraeh 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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LtL&d FINB GKS AyaidraddzirazylftATllIGAZzYyY 2F | 02 dzy (
promote growth. Their ale is to translate this strategy into results, namely,

LINE RdzOGA @S Cc5L GKIF QG
R2Sa yz2i4 GStt GKS

gK2ft S

AYONBLl &aSa
aid2NEe

(IQHPB 2002 dzy G NBE Q& 3
Fo2dzi | O2dzy i NE

host FDI, it does indicatehich locations offer foreign companies useful support and
guidance through the investmetbcation selection procedsand where that support

and guidance are lacking.

GIPB evaluated IPIs in terms of their Web sites and inqu

handling skills

DLt . Faa8SaasSR LtLaQ

information needs in two ways:

A The extent to which IPI Web sites offer a busiragsport
gateway for prospective foreignuestors;
A IPI capacity to deliver information directly requested by

prospective foreign investors.

What does GIPB measure?

A

The ability of IPIs to meet
AYBSaiG2NEQ AYTF2NNI
the early stages of the investmen
process NS A

What does GIPBot measure?

A

A
A

The assessments were conducted in English, the domir

international business language,
September 2008.

GIPB scores are presented in the form of an index, with 1uu

March a

[ 2dzy GNASEaQ 2@0SNJI ¢

competitiveness

| 2dzy iNASaQ o0dzaAySa
LtLaQ FILOAtAGEFEOARZY
level

LtLaQ &aSNWAOSa G2
investors or to established
foreign investors

percent the highest possible score. Final scores were generated as a combination of

'y LtLQ& LISNF2NXIyYyOS

250 aAusS raaSaay

N>

inquiry-handling assessment&% 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 cosfffective way to promote investment in a country to
companies or consultants that are doing prehary siteselection research. An IPI
Web site is usually the first contact a company or consultant has with a potential
investment location. Begtractice IPI Web sites clearly show the advantages of a

f20LGA2y FyR O2y@gsSe
dzy RSNE G YR Ay@Said2NBQ

process.

a Sofmpefenc@ that thegyS Lt L Qa LI
Yy S S R &-locatighRdecigidnt f & dzLJLJ2 NJ

To understand where and to what extent IPIs are achieving their objective to promote
their location online, GIPB assessed each IPl Web site ikdgudimensions:
A Information architecture: how easy is it to find country and sestpecific

information on the Web site?

! Chapter 5 offers a more detailed description of the GIPB methodolaggt, Appendices -© contain a fuller
description of the survey forms, the beverage project and the software development center inquiries, and how scores

were calculated.
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A Design: how is information presented to support the online promotion effort?

A Content: how relevant and accurate is the country aedtor information for
targeted foreign investors?

A 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 dimsion varies, a weighting system was applied to

ensure that final scores reflect the actual importance of each dimension from the
Ay@Sai2Nna LISNARLISOGAGSD® 2S6 araasS O2yaSyd o
information) is the most heavily weighted dimeams (50 percent).

O
NS

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 handl

. . . . Avaalability &
defines bestpractice attributes under four main oy
characteristics or themes: e g

A Availability and contactability:dw easy is it to
find the IPI online and contact a knowledgeable

Ayxo[dwod

project manager? oxr S i Reaporsiveness
A Responsiveness and handling: how skillfully do el =
staff engage with the prospective investor over
the telephone and by-enail?
A Response: how relevant, thorough, and
profest A2yl f A& GKS LtLQa Response FAO

. .. (55%)
inquiries?

A 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 int®IPILJ- 6 A f AGAS&>X S OK |
inquiry-K -+ yRtf Ay3 FToAfAGASa 6SNBE |aaSaaSR (sA0Ss
methodology. The first assessment related to a beverage manufacturing project with

a research and development component, and the second was a software

devebpment center inquiry.

¢KS adaNwSea ¢SNBE RSaA3aIySR G2 laaSaa UGUKS LtLz

requests in a professional and appropriate manner that would motivate the investor
to engage further with the IPI and ultimately invest in the locatiora 8 S&daAy 3 |y Lt LQ:
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

2009 GLOBAL INVEEMT PROMOTION BENGHMING 14



investors, and ensures that its staff have the requisite projeenagement 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

GIPB2009 found examples of exceptional capability and performance among IPIs. As
a group, IPIs of the highcome economies of the Organisation for Economie Co
operation and Development (OECD) performedssabtially better than IPIs in other
regions (Figure 1)CAQMESA with the total score of 32 percerdinks below Middle

East and Noft Africa with a breakdown of 24 percent for Website and 8 perfent
inquiry handling.

Figure 1: OECD Highcome Counties Retain Investment Facilitation
Lead

W Web site Inquiry Handling

OECD
High-Income

70%

Europe and
Central Asia

51%

Latin America o
and the Caribbean 47%
East Asia and

the Pacific 40%

South Asia 36%

Middle East

0,
and North Africa 35%

COMESA 32%

Sub-Saharan

Africa 25%

0% 20% 40% 60% 80%

Figure 2 shows the teperforming IPIs in GIPB 2009. While only two -@iCD
countries (Latvia and Costa Rica) were among the top 10, the top 25 had
representatives from each region and income category except thérloame group.
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Figure 2: Top NationdPIs

Austria
Sweden I
Germany
Canada I
United Kingdom
France
Latvia
Ireland [
Spain
Costa Rica
Nicaragua
Lithuania
Australia
Hungary [
Turkey
Colombia
New Zealand
Brazil
Finland B
Czech Republic |
Ecuador
Portugal [
Botswana
Croatia
Cyprus

0% 20% 40% 60% 80% 100%
B Web site ® Manufacturing ' Software

LYRSSRX Fy AYLERNIIFIYyG FTAYRAY3I 2F DLt
determinant of excellence in investment promotion. Many midileome countries,
such as Brazil, Botswana, Colombia, Costa Rica, Croatia, Ecuadaniajtfzund

Turkey, performed very well, often on tight budgets. In addition, a number
admittedly still small of low-income countries, such as Senegal and Ghana,
outperformed some OECD and other higbome economies. Their IPIs are not yet
best practicebut 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

h¥GSy |y LtL FOGGNROdzGSE Ada €101 2F NBadzZ Ga G2 Ada
AyO2YSod ¢KS&aS NBlFrazya YAIKG 0SS 2dza0iAFASR F2NI Fy Lt

such as image building and outreach and proactive prometicomplex sector strategy

development, and design and production of costly marketing materials. However, facilitation

is by far the least expensive and most eefficient of all investment promotion activities.

GIPB 2009 results challenge the assumptitat it takes a big budget and a rich economy to

be a strategic and serviemiented facilitator. Indeed, GIPB results for a number of-low

middle-income countrie® bear this out. For example, Moldova and Honduras have for the

first time appeared among thtop performers worldwide and in fact lead the best practice in

their regions. Similarly, Nicaragua, a taviddleiincome country, is now among the te&b

performers worldwide and rankeea close second (only 0.6 percent behind) to Costa Rica

the leading bestpractice case in Latin America and the Caribbean. Anotherifoame

economy outperforming the other players in its region is Sri Lanka. Several IPIs in Africa also

aK2g GKIG | O2dzyiNEQa AyO2YS R2Sa y2in Fdzi2Yl GAOI
investment promotio#zlow-income Ghana, Senegal, and Uganda outperformed middle

income countries like South Africa and Namiltauritius ¢ uppermiddle-income economy

reached the overall score of 67 percenitperforming several OECD countries anaviagall

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 materidlased on the research, establish
internal management protocols, and train and supervise staff meeting those
protocols.

GIPB 2009 also suggests that the centebest practicels moving. Newer IPIs from
recent FDI host economies are challenging ssiiblished IPIs. Several t#}5 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 stroimgill regions.

| P Performance Vari es, Il nvestorsod Needs Do Not

Figure3 shows distribution of scores across the regions. OECD IPIs tend to cluster in
the 61-80 percent range. Some of the traditional bgsactice IPIs are within this
group, such as thindustrial Development Agency of Ireland, UK Trade & Investment,
and Invest in Sweden Agency. Latin American and the Caribbean IPls show some
clustering in the 680 percent and 240 percent ranges. European and Central Asian

IPI scores are widely dispes with IPIs in Eastern Europe generally having a very
strong performance, while most IPl1 Web sites in Central Asia are substantially weaker.

2 The definition of lowmiddleincome country is based on the lending category
establshed for the International Development Agency (IDA) of the World Bank Group.
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SubSaharan Africa shows the greatest variation, with many poor results explained
primarily by the absence of theost fundamental capacity in some count#eor
example, lack of Web sites or even telephone and fax connections make it very
difficult for investors to contact thensimilarly, COMESA scores mostly fall within the
weak category. However,on a more posive note some IPIs, such ddauritius, are
moving into the higher performance tiers.

In GIPB 2009, 19 percent of OECD IPIs achieveepilzesice scoes of over 80

percent (Figure B 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 2 aaSffé¢ GKSANI t20FGA2ya 4R Ay Tt dzsSyC
percent of COMESA IPIs rank in tiveak performance tier and 22 percent rank tihe

very weakcategory of peiormance. This score shows thawo-thirds of COMESA

memberswill have to make @stantial efforts toreact to investment opportunities

and secure more FDI.

Figure 3 OECD Higincome Countries Provide the Only Cases of IPIs Achievireydll Best
Practice
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In almost every region there is a marked differentiation in performance betw

countries. Some countries (often clustered in specific subregions) stand out for their

more dynamic approach to investment promotidfor example, within COMESA, the

best performance was achieved fands, 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 wetldss practices. In the East Asia and the

Pacific egion, the countries of South East Asia are leading the way forward. The
SOARSYOS 2F GKA&a &SIFNRa adz2NBSe adzaasada GKIF(
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traditional centers in Western Europe to some of the more dynamic regions in the
developing world. GIPBIll continue to monitor whether this trend continues.

Box3: 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 s@mtently 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.

TheLt L Q& aw@w.aba.gwiakoffeés multiple language options, and most importantly,
O2yOAaS 20SNWASsa 2F AGa aSOl2NBR sAGK SEOSttSyd R2
of certain interest to investors. The key facts section of the Web site provides comparative

statisticsthat benchmark Austria second, third, or even fifth behind other countries. These

O2YLI N GADPS RIGS SyKFryOS GKS 2@SNIrff ONBRAOALAGER
choice.

ldzZA GNAF Q& AYIlidZANE KFIyRfAYy3 61 & bStHa®hses$hg (1= odzi y2 i
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 managemtaty responded quickly to

GIPB inquiries and could talk through projects on takephone, 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 (wh#enultaneously mentioning weknown investors and

the locations of major universities with computing facilities).

PyEA1LS Y2ad LtLaYX GKS !'dzadNRIFY . dzaiySaa ! 3Syode 271

of the few agencies to proactively check whethesponses had arrived, and staff also

OKSO1SR Ay 6AGK DLt. NBOGASSHGSNE Fd FLILINBLNRFGS GAY

responded and whether there was anything else that they could supply.

The Austrian Business Agency is, in short, an IPI thasutetance behind the marketingt
can actually deliver a valeedding service to investors.

Regional Overview: Worlds of Investment Promotion

See Appendix Br full country performance list by region.
SubSaharan Africa: On the right track but moving at different speeds

hyte G(Gg2 LtLaA Ay !-istNgnddds artbeJdavel dogdptadticez NE Q f 2y 3
Botswana and Mauritius. Many other African IPIs inakierageperformance 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 belowgood practicehave the potential to upgrade their

facilitation services if their management makes it a priority to set up internal service

2009 GLOBAL INVEEMT PROMOTION BENGHMING 19


http://www.aba.gv.at/

standards and information functions, and to invest in the training of staff and
performance monibring.

Figure 4 Regional Performance, by GIPB Assessment Category (All Scores Computed Over
100 Percent)
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It is worth noting that most of the weakest performers in Africa (below 20 percent)

are Frencl LIS 1 Ay 3 O2dzy i NASad ¢ KMl avE 82 To-Si KRzS9 yAF/E AL
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 nBnglishkspeaking countrig

accommodate to this by having an Englishguage Web site and hiring English

speaking staff. As a result, they scored well on GIPB; for example, Sgpedating

Latin American countries performed well, and two out of the three best performers in

Africdzand among the best performers worldwiksare Frenckspeaking 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 acces$ibm

other sources.

Europe and Central Asia: Atale oftworegioBst 23S (2 GKS G2L) X FyR G2

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, benéhthamselves 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
achievedgoodpractice standards and show they will continue to improve. Rapidl
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 thegoodpractice tier in responding to investor
information needs. Thaveragescore for the Central Asian IPIs is only 3&eet. For

many of them, simple contactability vianeail or phone is problematic. If investors

find it difficult to get in touch with the IPl 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 o2l points. Encouragingly, in the key dimension of
customer care, these IPIs scored on average almost at the same level as OECD high
income countrieslnvestors who are lontisting locations in Latin America and the
Caribbean will find contacting these $Rb 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 casg®ad performance. Costa Rica has

been agoodpracticelPI for over 25 years and sae committed to maintaining the

standards of good service to continue attracting FDI. Nicaragua is the new entrant to

IKS KAIK LISNF2NY¥SNBQ fSF3dzSod Ly 2yté &aAE
LISNF2NXYSNB Ay (GKS NBIA 2 ¥dicels havlatbrdvidzth@a 2yt Ay S
top IPIs worldwide, illustrating how a Web site with a basic design but the right

O2yGSyd FYyR YFEN}SGAYy3a y3atS OFly R2 SFFSOGAOGS
success story in terms of facilitation.

» (D!
(0p))

East Asia and the Paicif 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 foresgears 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
institutionsyz despite their efforts, none of the IPIs inghregion has reached best
practice levels.

Among the top performers in this region are the leegfablished IPIs such as Hong
Kong (China)Singapore and Malaysia. Brunei and one subnational Chinese IPI,
Xiamen, have performed well, consistently providiggod 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 enforcegufation 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 Pacitie top regional improver in
investment facilitation in the period 2068008.

Despite this improvement, actual performance remains relatively weak. The IPls have

finally moved online, yet their websites still do not meet investor information needs.
The N2 of SY asSSvya G2 o06S GKIG Ay@SaidySyid KFa oS¢
GAYR2g¢é¢ o0dzi y20i Ay GKS O2yGSyda 2F GKS aKzLlp
and are designed nicely but they do not contain sufficient country and sector

information for investos, nor do they seek to answer questions that investors may

have about their locations.

{2dziK ! &ALy LtL& LISNF2NY S@Sy fSaa ¢Sttt Ay KI
repeated GIPB attempts to contact IPI staff bynail and telephone, few respees

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 lizma.

Middle East and North Africa: Danger of falling further behind

The Middle East and North Africa region is one of the weakest performing regions.
hyte 2yS LtL3I Lgaosprasticedeiels (61488 peicenyNi&hks tolits
very good Wb site. The regional average for inquiry handlingvésy weak (15
percent), only 1 percent better than Si8aharan Africa. While most of the IPIs in this
region are contactable (average score of 68 percent), the quality of response to
inquiries and customr 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 boastldesigned Web sites (a 73

LISNDSYy G @SN 3IS NBIA2YI | d02NBUO GKIFG LINRY2GS
Web site performance falls (to an average 52 percent) when it comes to the

availability of country and sector information. This may indicate a tdoni

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 seespecific information. IPIs should iei

their online effort to ensure they capitalize on the upfront investment in Web

development by providing suitable content to ensure that investors keep their

O2dzy iNASa Ay (KS t20FG4A2yQa aSkNOK tArado
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COMESAWNeak performanceith goodprospects ahead

COMESA score®R percentoverall (see Figure 1) which ranks it above -Saharan

Africawhich scored 25 percentn terms of Web site andhguiry-handlingscores,

Fgure 4shows that COMESA groaptperformed SubSaharan Africa by 2 percent on

inquiry handing, and by 11 percenbn the Web site assessmerilauritius ¢ one of

the best performers worldwideg A YLINE 9S& / ha9{! Qa 2@SNIftf &02N
standards forthe rest of the group espéally when it comes to overall inquiry

handling Its consistent performance in the Web site and ingdiandling

assessments places it near the OECD-inigbme country levels, and reveals solid

AYOiSNYyLt aeaidsSvya FyR AYTF2NXIGA2Yy YIyF3aSYSyao
robust understanding of their ecmmy and their competitiveness for companies in a

number of wellresearched sectors, making the site an effective promotional tool.

Mauritius is the reference fdoest practican COMESA.

See Appendix A for COMESA IPIs performance list.
Online Promotion Has Improved, but Customer Inquiries Remain a Challenge

Figure 5 COMESA IPhre Still Struggling wittihe Basics
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Figure 5shows that avast majority of COMESA IPIs still fail to understand that

potential investors expectheir Web sites to demonstratehiat the IPI thoroughly

1y26a GKS t20FG4A2y 0SAYy3 LINRPY2GSRX dzy RSNEGI yR:
business, and has a sophisticated understanding of international budoeson

rationde. COMESA Web sites are visually appealing anddesigned, but they do

not convey much substance&his isevidencedby averagescoresm two key aspects of

a Web site: content (40 percent) and promotional effectiveness (48 percent).

Moreover, these scoregrove tat it is essentialor IPIsto build an inhouse capacity

to develop and maintain Web siteountry and sectoicontent. Outsourcing these
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tasks to outside consultantmay not benot equally effectiveébecause this is not a
one-off effort but continlous work by the investment promotion team to upgrade
and update content for the Web site.

Similarly,weak performance innquiry-handling assessments demonstratdsnited
awareness ointernationalbusiness acumen. GIPB 2009 shows @@MESAPIs very
often miss orpotential investment leads by not responding to investors knocking on
their doors. Only Sut of 18 COMESA IPIs responded to the manufacturing inquiry.
This number was even lower in case of the softwpreject inquiry since only 4
COMESA IPIgesponded to the companyA very wek score of only 11 percent on
rSalLl2yasS akKkz2ga GKFEG Ylyeée LtLa adNHzZZ3IES gAGK NE
a consequencemay not facilitate foreign investor consideringheir countriesas a
destination In additon, most of the IPIswhich react to inquiries, daso without
pursuirg a broader promotional objectivethat is, to establish an ongoing
relationshipwith the investorand make efforts to win the investment projecin
many casestiwould seem thatreplyingto the investorinquiry is not seen as a
potential invesment entering the IPIl pipelinebut simply the performance of a
bureaucratic task.

Some performers within the group, i.e. Kenya, Madagascar, Malawi and Uganda,
achievedvery unevenscores in the softare and manufacturingroject 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, suakinternal systems for knowledge
management, different levels of preparedness for the job by IPI staffimited
oversight by management to ensure that all investors receive similar service
standards.lt seems that there is potential for the averageperformers to improve
their scores given support from the IRisanagementsetting facilitation as a priority
Unless IPIs can improve facilitation foreigninvestors may bypass them, hiring
instead local consultants or experts who can provide the neédfsdmation. In such
cases, IPImay misgheir fundamental task obeing 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 IPlansaw
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. Twentfive of the ninetyfive IPIs saw a decline in performance.

2009 GLOBAL INVEEMT PROMOTION BENGHMING 24



Figure 6 Major Improvers $1ce 2006: Croatia and Botswana Lead theyV
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For those SuBaharan African IPIs that were evaluated in 2006 and 3008,
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 areoften 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 SubSaharan average permance declined between 2006 and 20@n the
contrary, the performance of ICOMESA membéréincluding 9members located in
SubSaharanAfrica) improved by 8 percentbetween 2006 and 2008/Vhat is more,

% It should be noted that the number of IPIs from Ssdharan Africa assessed in 2006 was 23, while in 2008 this
number was increased to 46, including several IPIs with no \Wdepce, 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 S8hharan Africa that participated in both seys, the region improved by 7
percent.

411 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. Mala®R%) Rwanda(16%) and Egypt(14%)are
amongthe top 25world improverslt 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 GIR2B09. It improved its overall score to an
excellent 70 percent, an almos#Q percent improvement (Figure).6lt improved its

Web site substantially by making it more businéssused and user friendly.
Botswana does a very good job of integrating twoedéht information needs: those

2F F2NBAIY Ay@Saidiz2NBR FyR (GK2asS 2F 20l f
understanding of clients needs.

Malawiis another top improver amon@OMESA members. It has moved from having
no Web site to a Web site tharanks in the good performance tierMalawi
Ly@SadySyid tNBY2GA2Y ! 3Sy O& Qaithadequatdlyr G S
detailed informationallowing forgood readability

IPIs in Europe and Central Asia made substantial progress in theirtégeb si

The most impressive improvement in Europe and Central Asia was from Croatia, with
its score increasing by 4f&rcentagepoints. Gains by Croatia were driven solely by an
enhanced online information facilitation service, which did not exist at the tintaeof

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 highcome countries, and some of the traditional
goad 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 woutit he surprising to see IPls Eastern Europe
and the Balkans overtake the more established IPls in Europe over the next years. To
achievebestpractice status, Eastern European and Balkan IPIs should make their
strongest effort in sales (making the businease), customer care, and follewp.

Latin America and the Caribbean made gains in customer service

Within the Latin America and the Caribbeeggion, Central American IPIs have shown
the most improvement since 2006in fact, almost all IPIs in Central Arita perform

in the averageor good performancdiers. It is equally remarkable that some of the
better performing IPIs (Guatemala, El Salvador and Nicaragua) operate in countries
with limited government resources.

[ 2a01 wAOF Qa LIS NAEveragly buyit® &erdll gcore af fdcperaemt i
2008 has clearly moved it toward thieestpractice 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. Ecuadoraateoved from the middle ranks toward
best practiceincreasing its overall score by 31 points to 71 percent.
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Box 4: Ecuador: Facilitation as Strategy

The Corporacion de Promocion de Exportaciones e Inversiones del Ecuaddr wt 9 L = 9 Odzl R2 NR &
national IPI, \as 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-oibn
ASO02NAR® | 26SOSNE GKS O2dzyiNBEQa LIREAGAOIT Ay
Sttt a NBaz2dz2NOS fAYAOGlIGA2ya AYAaLANBR / hwtol
investment promotion. This strategy aimed at maximizing theéeptial of local investors,
responding to foreign investors who showed interest in Ecuador, and supporting existing
investors to encourage r@vestment (aftercare).

Cftft2¢Ay3a 'y adaSaaySyid 2F Ay@dSad2NE®tufSSR
LG NBLRZNIa RANBOGfe& (2 / hwiaddpestinveSthedtSentiobss a A
The unit focused on two investment promotion vehicles:

Web site. Based on an internal list of Frequently Asked Questions and a good assessment of

comfSiAy3 O2dzyiNASAaQ LtLQ 2 Séousd Mavefoprient bfhtivet 9 L LINR 2 NA |
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 infoilomain-

depth sector information, and opportunities for investment that were posted regularly on

/ hwt 9LQ&a aAiSo ! @FAfloAftAGeE 2F | dzl f-Buildédg Ay F2NYI GA 2,
strategy to lessen country risk perceptions.

Facilitation of inestor 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 bettexgament

and more efficient response times. A key element for the team was the clear definition of each

YSYoSNDRAa NBalLRyairoAtAidAaASa F2N) SIFOK LINR2SOG FyR LR
Management, service quality, and appropriate folloyy, and at the same avoided

duplications.

In 2008, the Government of Ecuador decided to boost proactive investment promotion by

ONBIGAYy3 | LINBINXY OFffSR aly @dided prdfessiziak 2 NE ® a2 A (K
and a strong reactive capauty toinvestars A Yy i SNBaid>x 90dzZ R2NJ Oty STFTFSOGADS
LINEY2(GA2YZ¢é &FAR wWAOFNR2 9&0GNJIRIZ /hwtoLQ& 9ESOdziA

Middle East and North Africa IPIs improved their Web sites, but a bureaucratic
approach stifles intexction 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 IPthat 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 activitis. 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 bechanging. 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 penfmnce 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 Pacifiovathyrave 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 t@n improved Web site that offers detailed, reliable, and current
data. Although its inquiry handling remains belawerage it did increase that score

by 18 points by providing a weltsearched answer to the one inquiry to which it
responded. Its failureto respond to both inquiries may point to weak internal
systems, which may result in losing investment opportunities.

Also in South Asia, Afghanistan deserves special manttoimcreased its inquiry

handling score by 26 points to earn a score of 40 greticand its Web site was found

G2 0SS OSNEB A0GNRYy3IS I OKASGAYy3 || a&ndibgs 2F TH LIS
result, on the beverage inquiry, was extremely well researched and solidly backed by

current data from the private sector such as lalbosts and property data. Clearly the

AYIdZANE LXIF&SR (2 ! FIKIyAadlryQa &aGNBy3aIiKaz ||y
does interact very professionally with prospective investors in projects relating to its

target markets. Afghanistan is a case whédre professionalism of the IPI can have an

AYLI OG 2y GKS O2dzyUNEQA AYIFI3ISP ¢KS . 2FINR 27F |
significant improvement in its Web site by some 34 percentage points between 2006

and 2008. Cambodia is also a remarkable exampleloivancome 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 remawedk with averageoverall
scores of 40 percent in East Asia and the Pamifit 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

G2RFeQa 62NIR® ¢KS &SEFENODK F2N GKS NRARIKG O2Y0AYl (A:
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 compéangontacted PRONicaragua in
January 2007 for further details on the local BSO industry.

Two years earlier, PRONicaradwal carried out a benchmark study of the Central American
NEIA2y G2 ARSYGAFeE& DbAOINI3AdzZ Q& YIFI22N) O2YLISGAGADS
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recognizing the value of attracting a womnldnowned BSO player to the country to raise
visibility, PRONicagma assigned a special team to respond{td { iSfdrriadion 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 Site| and authorized fiscal incentives to increase the attractiveness of the
investment opportunity. PRONicaragua also reached out to already established private sector
AY@Sai2NE ¢gK2 KIFIR KSfLISR AYyONBI afritvésthenN] I dzl Qa ONSF
and provided detailed information about their operations there.

After more than a year of preparing tailored information packages, arranging productive
agendas for bottBitelexecutives and clients, and carrying out a job fair with thesctbje of
testing the English skills of Nicaraguan workers, ith (idgdct(articipation 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 newmbsg. In November 2008Sitel
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 influSiteilig decide

in their favor: Principal among these was an ability to respond to Gigjfiresiin a way that

Ot SFNI & RSY2y&adNX GSR bAOINY3Idz2 Q&8 LRGSYGAIET F2NJ GKS
of the Sitel project in particular. This was supported by partnering withest government
AyatAddziAzya FyR GKS LINARGFGS aSOl2Napwity R 6& twhbAic
Sitel

{AGSEDAdz A @Sa Of St NI & AlioediEd&w make isanitiNbwesmedtl t Ay

in Nicaragua was the information, advicand support provided by PRONicaragua. The

adSyOeQa NXaz2dz2NOSasz O2yidl Odax | yR {IAdSiaEl yOS KI @S
success during its first year in Nicaragua, and played an important part in the decision to move

forward with additionalA y @Sa G YSyd Ay wHnndpZé | ONYSEASRISR 1| f
Director Nicaragua
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Priorities for Moving Forward

A Focus and substantiate promotion effortsForeign companies search for
information related to their industries and needs. They need tdarstand 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 sectos.

A Constantly source and refresh informatioiPls need to focus on buildingtiouse
capacity to gather and consolidate relevant informatiban players, sector
composition, and key selling poiftson the country, economy, and targeted
sectors. IPIsneed 2 O2yadlydate yiAOALI GS F2NBAIYy O0O2Y
that they have the needed information at hand. They should develop networks
with other in-country organizations that could provide information.

A Introduce regular training and quality assurance qmrams IPI staff must
understand that foreign companies, particularly from OECD-tnigbime countries,
often have more demanding professional service standards than those in many
other regions. IPIs need to invest in staff training, for frbmé staff n 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.
Requesing customer feedback on IPI services is a way for IPIs to check whether
their services are professional and add value.

A Understand the competition and benchmark location factor®ls should get to
know their competition and understand how their locatiocompares 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.
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CHAPTER WHAT DOES | T TRKE TO

A LOCATI ON ONLI Ng~?

IPI Web Site Assessment Results Reveal Disparities

I O2dzy iNEQ&a LtL 2S00 aAaiasS Aa

investment. GIPB 200@r COMESAound that many IPlI Web sites logiwod, but

content needs to be improved

Investment promotion has moved online. Of thé& 1
COMESAPIsassessed i6IPB2009,3 IPIsdid not have
an IPI in place, thusachieved 0 percent scores
throughout the GIPB 2009 assessmmeMost COMESA
Web sites have quite an attractive design and
demonstrate technical competence. Relatively few
them, however, provide conciseglevant information

that shows thatIPl understands and therefore can
fuflit F2NBA3IYy O2YLI yASaQ yS

Early IPI Web sites, evérestpracticeones, tended to
resemble each other, and lesxperienced IPIs adoptec
similar looks. Now, sites with individualistic design &
emerging; the best ones offer increased interactivi
and functionalityz always keepingin mind that the
potential investor should find needed informatiol
quickly, within three clicks of the home page.

Figure 7shows the7 top-performing COMESANeb

Assessing IPI Web sites

To assess the extent to which the IPI Wi
sites credibly promote a location an
provide foreign companies a gateway t
more information or IPI support, the GIP
used four indicators: information
architecture,  design, content, anc
promotional effectiveness.

Bestpractice sites clearly show the
advantages of an investment location.

¢tKSe I|tftaz2 Oz2y@gSe |
competence: its understanding of the targe
customer, of the factors influencing the
decision on an investment lation, and
how the IPI can influence selection of ¢
investment site.

sites. All sites performedell across thethree dimensionsout of four on which they
were assesed: information architecture, designand promotional effectiveness.
However, in the core assessment dimensiofprmation provisiononly 5 IPIs ranked

in the good performance tierTop COMESA Web sitésS S dzaSNARQ ySSRa 6AGK

navigation systenand designHowever, in order to puthe web efforts to effective
promotional use, COMESA Web sites shoptdsentmore country information and
overviews ofkey industries as well aglearly state whaservices the IPIs provider
foreign investors (Box6). Moreover, in order to reach thebestpractice standards,
COMESA IPIs would havefeaus on effective promotion of their locations and start
using their Web sites as a powerful marketing tool of their countfiesnany cases
the Web site is used asdhinstitutional portal for the IPI instead of the country portal

for business and investment.
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FHgure 7. Top7 COMESKeb Sites

Rwanda

M Information Architecture

Swaziland M Design

M Content
Seychelles Promotional Effectiveness

 Information Architecture
accounts for 10%

* Design accounts for 10%
* Content accounts for 50%

* Promotional effectiveness
accounts for 30%

Kenya

Mauritius

Malawi [IEEE—

Uganda

0% 20% 40% 60 % 80%

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

All have abestpracticeWeb site. Each site presents information to prospective investors in a clear, co

and engaging way. Each states who they are, what they target, why their locations are optimal inve
destinations, and how they can help.

The highest scoring Web si@zech Invest s T YRS
(www.czechinvest.ony is provided in six languages, and hag | czecsimvest T T e
clear navigation structure and topical news. Excellent sectc ~ e
content is accompanied by testimonials froatisfied i g hatiCl L v 4=

investors.

Electrical Engineering and Electronics

Not Just cost efficient: Experience and tradition are key factors In the Czech Republic’s success

= Vimere e ca tome

backto me 196057

L

Looking for 3 CEE couriy with 3 hear

consumer eleckonics and microchips.

We've got the talent.. just ask the world leaders

2009 GLOBAL INVESEMT PROMOTION BENGHRMING 32


http://www.czechinvest.org/

Ly@Sai rsige waNihvstrsi@rice.org offers
interactive, cuttingedge design as well as easyread,
substantive content on business sectors. The home page
opens with asophisticated 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.ly uses a proven format to make itase:
success stories that target a key aspect of the location. Lat
was one of the very few IPIs to address specific business
concerns such as return on investment.

I dza G NR | y . dzisikeyp8nd.dba.dvAIBHEOE Q&
simple architecture, good sector segmentation, and
innovative mapping technologies. Key information can be
found quickly and downloaded if required. The site is offere
in seven languages.

t N2 b A Ok dité (@vdzbréhicaragua.orpcovers all the

information needed to convince foreign companies to take i
closer look at Nicaragua. Engaging animation features (unl
on other such sites, it loads quickly), including animated
navigation bands on the honpage, take users to key
statistics, sectors, and testimonials, including videos from
existing investors.

In just 2 minutes, test your knowledge of

French performance!

click here fo start

They are talking about France

€€ -Glaxosmithiine
Biologicals had

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

