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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 their 
“short list” of attractive sites for their projects. 
Through the Global Investment Promotion 
Benchmarking (GIPB), The Investment Climate 
Advisory Services of the World Bank Group have 
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 it just gets its investment climate right. 
Yet, in business, simply offering a better product 
is rarely enough to bring in customers. It is a 
rare business manager who really believes the 

old adage: “Build a better mouse trap and the 
world will beat a path to your door.” New  
products 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 promotion program is essential if 
foreign companies are to learn about a country’s  
attractions 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.
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A full-scale investment promotion program  
comprises several activities. It can attempt to  
create a favorable image of a country in  
investors’ minds, through advertising and  
general 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 basic–and least costly–promotion  
function, one that, if it fails, undermines all other 
promotion activities.

Provision of services to potential  
investors–and particularly the provision of  
information–is 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 activities succeed 
in convincing investors to look into a country’s 
prospects, they are a waste 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 appears rather mundane; it is often 
not very visible and “countable” to those  
allocating 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 
understanding–and prediction–of what investors 
want and need to know. This in turns requires 
knowledge of the country’s 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 
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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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CHAPTER 1: GLOBAL RESULTS

Facilitation Makes More Sense in the  
Global Downturn

Today’s shrinking economic environment makes 
effective 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 
investments–many projects have been postponed 
or even cancelled, and some estimates suggest 

Why IPIs? 
A recent survey of executives with direct site–selection responsibilities for large U.S. 
companies reveals that: 
Å 65 percent of companies have worked closely with IPIs while working on a location decision.
Å 64 percent of executives indicate a strong likelihood that that they would use the IPI Web 

site in their next location search.
Å Only 8 percent of companies would not contact the IPI during the site-selection process.
Å The percentage of companies that believe the Web site to be an IPIõs most effective 

marketing tool jumped to 56 percent, up from 34 percent in 2002.  

Source: Development Counsellors International (DCI). July 28, 2008. “A View from Corporate America: Winning Strategies 

in Economic Development Marketing”

that FDI flows could fall by as much as 30–40 
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 
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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-wide site 
search. The company’s main location requirements were a 
port, reliable shipping to mainland Europe–where most of 
the production would go–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 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 Makhdoom  
Abbas, Chief Executive Officer of Zeb Riceõs Swedish  
subsidiary, “ISA’s help played a key role in our decision to 
set up the facility in Sweden, since we got very useful,  
practical, and reliable information.”

Box 1: Why Facilitation Is Key: The Role of Invest in 
Sweden Agency (ISA) in Facilitating an Unlikely  
Investor

to ensure their retention of jobs in the economy. 
The effective provision of relevant information 
can lessen investors’ perceptions of risk and 
their transaction costs during the site-selection 
process, thereby making the IPI’s location more 
competitive. 

A renewed focus on the basics of investment 
promotion–namely, information provision and 
facilitation services–may also secure the  
existence of the IPI itself, in light of government  
cuts to investment promotion budgets. Surveys 
such as the Development Counsellors  
International (DCI) “A View from Corporate 
America: Winning Strategies in Economic  
Development Marketing” 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.

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 foreign investors in 
the early “long-listing” stage of site 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.

IPIs are the institutionalization of a country’s 
commitment to attracting FDI to promote growth. 
Their role is to translate this strategy into results, 
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namely, productive FDI that increases the  
country’s gross domestic product. While GIPB 
2009 does not tell the whole story about a  
country’s investor friendliness or its ability to host 
FDI, it does indicate which locations offer foreign  
companies useful support and guidance through 
the investment-location selection process–and 
where that support and guidance are lacking.

GIPB evaluated IPIs in terms of their Web sites 
and inquiry-handling skills1. GIPB assessed IPIs’ 
ability to meet foreign investors’ information 
needs in two ways:
Å The extent to which IPI Web sites offer a 

business-support gateway for  
prospective foreign investors; 

Å 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 an IPI’s performance in the Web 
site assessment (50 percent of score) and the two 
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: Methodology and scoring 
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 

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

What does GIPB measure?
The ability of IPIs to meet investors’ 
information needs at the early stages of 
the investment process

What does GIPB not measure?
Countries’ overall FDI competitiveness 
Countries’ business climates 
IPIs’ facilitation at the site visit level
IPIs’ services to domestic investors or to 
established foreign investors

with a potential investment location.  
Best-practice IPI Web sites clearly show the  
advantages of a location and convey a sense of 
the IPI’s professional competence–that they  
understand investors’ needs and will support the 
investment-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 main characteristics or themes: 

50%  
Online information provision 

+ 

25%
Software company inquiry 

+ 

25% 
Beverage company inquiry

= 

100% 
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