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How 
Many 
IPA’s

In the
World?

Competitive Landscape
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Nearly 15,000 
greenfield 
projects 

announced in 
2016, valued at 

$823 billion

More than 
6,000

IPAs in the 
world

Competitive Landscape
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How 
Many 

Make the 
Same 

Claims?

Competitive Landscape



IPA Research
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Conway researchers studied more than 

10% of all the IPAs in the world to 

determine how often they make the same 

claims about their regions, and to classify 

the types of claims they make. 

A lot of you are saying the same things!



IPA Research
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IPAs frequently make the same claims about 

having “the best”:

• Workforce

• Strategic Locations & Market 

Access

• Political & Economic Stability

• Tax & Regulatory Environments

• Infrastructure

• Operating Costs

• Economic Conditions

• Social Conditions

• Financial Incentives



Claim Breakdown
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Claims About: % of IPAs Making Claim

Work Force 70%

Location 76%

Stability 27%

Taxes & Regulations 55%

Infrastructure 71%

Operating Costs 33%

Economic Conditions 7%

Social Conditions 52%

Financial Incentives 47%



Workforce Claims
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Region % Making Work Force Claims

North America 78%

Latin America & Caribbean 66%

Africa 49%

Middle East 56%

Western Europe 77%

Eastern Europe 88%

Central Asia 70%

South Asia 64%

Australasia 73%

Examples: educated, skilled, 
multilingual, large, youthful, 
etc…



Location Claims
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Region % Making Location Claims

North America 72%

Latin America & Caribbean 71%

Africa 81%

Middle East 88%

Western Europe 64%

Eastern Europe 79%

Central Asia 80%

South Asia 77%

Australasia 93%

Examples: strategic location, 
market access, biodiversity, 
abundant natural resources, etc…



Stability Claims
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Region % Making Stability Claims

North America 7%

Latin America & Caribbean 29%

Africa 55%

Middle East 14%

Western Europe 21%

Eastern Europe 28%

Central Asia 60%

South Asia 27%

Australasia 78%

Examples: politically stable, 
economically stable, war-free, 
etc…



Tax & Regulation Claims
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Region % Making Tax & Regulation Claims

North America 63%

Latin America & Caribbean 43%

Africa 58%

Middle East 37%

Western Europe 31%

Eastern Europe 70%

Central Asia 100%

South Asia 64%

Australasia 85%

Examples: low taxes, tax incentives provided, 
member of trade agreement(s), investment 
friendly regulatory environment, etc…



Infrastructure Claims
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Region % Making Infrastructure Claims

North America 70%

Latin America & Caribbean 70%

Africa 52%

Middle East 61%

Western Europe 81%

Eastern Europe 81%

Central Asia 60%

South Asia 68%

Australasia 90%

Examples: access to ports, roads, airports, 
specialized infrastructure, advanced 
technological infrastructure, etc…



Operating Cost Claims
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Region % Making Operating Cost Claims

North America 43%

Latin America & Caribbean 24%

Africa 30%

Middle East 21%

Western Europe 31%

Eastern Europe 40%

Central Asia 60%

South Asia 9%

Australasia 38%

Examples: low labor costs, low 
utility costs, advantageous 
exchange rate, etc…



Economic Condition Claims
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Region % Making Economic Condition Claims

North America 6%

Latin America & Caribbean 1%

Africa 6%

Middle East 4%

Western Europe 8%

Eastern Europe 2%

Central Asia 10%

South Asia 14%

Australasia 25%

Examples: low inflation, low 
unemployment, low levels of 
debt, etc…



Social Condition Claims
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Region % Making Social Condition Claims

North America 69%

Latin America & Caribbean 32%

Africa 19%

Middle East 49%

Western Europe 77%

Eastern Europe 44%

Central Asia 30%

South Asia 18%

Australasia 58%

Examples: good quality of life, 
access to quality healthcare, great 
place to live, etc…



Financial Incentive Claims
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Region % Making Financial Incentive Claims

North America 75%

Latin America & Caribbean 24%

Africa 9%

Middle East 11%

Western Europe 48%

Eastern Europe 72%

Central Asia 50%

South Asia 36%

Australasia 73%

Examples: grants, workforce 
development programs, public 
financing options, etc…
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Most 
IPA’s

Target 
The 

Same 
Sectors

What Makes You Unique?



Many agencies are focusing on the same sectors…



…with the same messages



20

How 
Many 

Make the 
Same 

Claims?

Industry Buzzwords
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Industry Buzzwords
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Industry Buzzwords
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Does 
This 

Matter 
to 

Investors?

Who Cares?



Does this Matter?
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Conway surveyed hundreds of corporate 
investors and site consultants.

0% said a “Smart City” designation was a 
“critical” location factor.

Only 9% said “Smart City” was an “important” 
location factor.



Does this Matter?

25

There is no universally accepted definition of a 
“smart city”. It means different things to 
different people, and varies from city to city and 
country to country.

A smart city would have a different connotation 
in India than, say, Europe. Even just within India, 
there is no one way of defining a smart city.

So what are you advertising?
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IPA’s across the 
world make 
bold, often 

unsubstantiated 
claims.

Boastful Claims



Bold Claims: Best in… Everything?

• Number 1 in Economic Development
• Number 1 in Consumer Market
• Number 1 in Strategic Location
• Number 1 in Infrastructure
• Number 1 in Human Capital
• Number 1 in Innovation
• Number 1 in Quality of Life
• Number 1 in Funding Sources
• Number 1 in Incentive Policies
• Number 1 in Tourism and Events



Bold Claims: Business Heaven



Bold Claims: Best State for Business



Bold Claims: Best in Europe



Bold Claims That Are Patently False.

The World Bank continues to rank Angola in the bottom 1/3 for 
political stability and absence of violence/terrorism, and The 
Economist has labeled them a “very high risk” country for political 
instability and social unrest.



What Does Matter?
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In Conway’s survey of corporate decision-makers 
and site consultants, the one key thing they said 
they looked for over and over again is:

DATA!

Nearly every one said they paid little attention 
to the bold claims if there wasn’t easily 
accessible data to back them up.



Workforce Statistics
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Workforce Statistics
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Workforce Statistics
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Workforce Statistics
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Workforce Statistics

37



38

Workforce Statistics



Workforce Statistics
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Key Challenges for all IPAs

•Growing competition for all types of projects

•New and increasingly professional competitors

•Strong stakeholder pressure to perform

•Greater demands from companies

•Difficult to differentiate the location
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Focused Strategy

A Focused Approach is Essential to FDI Attraction

Three Areas of Focus are Most Important

1. Focus on target sectors

2. Focus on geographic target markets

3. Focus on individual target companies

Focusing on These Areas Allows IPAs to:

1. Direct valuable resources to areas and activities where they have the 

greatest impact

2. Define target groups and develop an understanding of their 

requirements

3. Tailor FDI attraction activities and value propositions more closely to 

those requirements
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3-way approach

• Which are the 
fastest growing 
sectors in my 
region? 

• How are these 
sectors 
structured?

• What key trends 
could indicate 
(future) FDI 
potential?

• Which sectors 
attracted the 
highest number of 
greenfield FDI 
projects into my 
region?

• Which are the top 
sub-sectors within 
each of those 
sectors?

• What are my location’s key assets and 
how do they fit companies’ sector-

specific requirements?

Location Research

FDI Analysis Sector Analysis
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Positioning

✓ Image and awareness of your location
✓ Strengths and weaknesses of your location
✓ Competitive position of your location
✓ Development potential of your location
✓ Investment opportunities at your location

Your
loca-
tion

Inves-
tors

Com-
petitors

✓ Competitors‘ strengths 
and weaknesses

✓ Competitors‘ positioning
✓ Competitors‘ target 

groups
✓ Competitors‘ promotion 

strategy

✓ Current global footprint
✓ Global expansion 

strategies
✓ Investment demand 
✓ Location preferences
✓ Site Selection criteria



Effective Outreach
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In Conway’s survey of corporate investors and 
site consultants, these were the top five ways 
they said an IPA should get their attention:

1. A face-to-face meeting, either in their offices 
or at an event.

2. Invitation to a site tour.
3. Creative advertising/ promotional outreach.
4. A scheduled phone call with a clear agenda.
5. Engage the research team.



Effective Outreach
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In Conway’s survey of of corporate investors and 
site consultants, these were the least effective 
ways get their attention:

1. Unsolicited email blast.
2. Unscheduled cold call(s).
3. Mailings of standard promotional material.
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“If you can’t explain 
it simply, you don’t 

understand it 
well enough.”

-Albert Einstein

Know yourself



Locations spend money on promotion and brandingPromotion & Branding 



Locations spend money on promotion and brandingPromotion & Branding 



Locations spend money on promotion and brandingPromotion & Branding (1956)



Locations spend money on promotion and brandingPromotion & Branding (2009)



Locations Spend Money on Promotion & Branding



Promotion & Branding (2014)

“This new country brand, well positioned and managed, will allow us to 
express a consistent and articulate central idea, of the country, 
differentiating it from its competitors. This is key to enhance the 
management [of] attracting foreign direct investment, promoting exports 
and tourism”.

-Foreign Trade Minister Anabel González 



Locations spend money on promotion and brandingPromotion & Branding (2013)



Locations spend money on promotion and brandingPromotion & Branding (2012)



Locations spend money on promotion and brandingPromotion & Branding (2013)



Locations spend money on promotion and brandingPromotion & Branding (2008)



Takeaways
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What are the key takeaways from this session?

1. Don’t be like every other IPA. Know your 
strengths, and don’t make bold claims you 
can’t back up.

2. Know the sectors in which you’re truly 
competitive, and don’t waste time chasing 
others. Remember – the industry doesn’t 
judge you by the deals you failed to land. 
They judge you by the ones you landed and 
failed to support.



Takeaways
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3. Have the data, all of it, and allow your
prospects to access it confidentially.

4. Create your brand, and ensure all your 
advertising and marketing is consistent and 
unique.

5. Get out and meet your prospects! There is 
no substitute for meeting the people you 
want to do business with face to face.



Q&A


