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Partnership Details

The COMESA Regional Enterprise Competitiveness and Access to Markets Programme (RECAMP) is
implemented by the COMESA Secretariat in collaboration with the following COMESA institutions: the
Alliance for Commodity Trade in Eastern and Southern Africa (ACTESA), the Africa Leather and Leather
Products Institute (ALLPI), the COMESA Business Council (CBC)., the Federation of National Associations
of Women in Business in Eastern and Southern Africa (FEMCOM) and the COMESA Regional Investment
Agency (RIA).

The 10 Euro million project runs until 2023 and is funded by the European Union under the 11th European
Development Fund (EDF). RECAMP focuses on improving competitiveness and market access of SMEs
and other firms in targeted value chains in the COMESA Member States and on generally improving the
business environment for SMEs (including the women and youth) in this region.
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Overview of this Training Series

Objectives
The objectives of the online capacity building program for IPAs during and post COVID-19 foresees to strengthen the capacity of
COMESA National Investment Promotion Agencies (NIPAs) in identifying, collecting data and information, packaging and
promoting comprehensive investment project/opportunity offers (IPROs) for potential investors. Some of the expected topics to
be covered include:

• Defining investment opportunities vis-à-vis national country objectives 
• How IPAs can detect opportunities created through COVID and scale up their impact both with new and with existing investors
• Importance of investment opportunity/project profiling including practical examples globally and in the COMESA region 
• IPRO project templates to be used through various investment promotion and facilitation stages 
• Packaging investment opportunities and projects

Tools and techniques necessary to promote investment project in post-covid era (e.g digital techniques)

Outcomes
The main expected outcomes are the following:

• Increased institutional collaboration among NIPAs and promoting opportunities in respective member states
• Increase knowledge on the identification, data mining, sourcing and packaging IPRO
• Building up knowledge for scaling up effective IPRO promotion efforts

Source: Wavteq
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Overview of Webinar Themes

THEME A:
Understanding Investment Opportunities 
and identifying bankable opportunities

• Module 1: Understanding an Investment 
Opportunity 

• Module 2: IPA strategies in identifying 
bankable investment project opportunities 
in line with country agenda 

• Module 3: Best practices from COMESA 
region and worldwide of bankable 
opportunities 

Call to action exercise: 
IPAs will identify 1-2 project opportunities in 
their country and present raw data in the next 
webinar 

THEME B
Data mining: gathering the right data 
for IPROs and investor-centric 
positioning

• Module 1: Location determinants and 
investment – decision making process 

• Module 2: Data mining checklist and 
feasibility studies

• Module 3: Tools and systems to use 
for data mining 

Call to action exercise: 
IPAs will use data mining checklist to do 
research on opportunity identified and 
present at next webinars as well as 
position as best as possible

THEME C
Positioning the right opportunity: 
Packaging and Promotion . 

• Module 1: Reinventing value 
proposition for IPRO and positioning 

• Module 2: Best practice guideline on 
positioning the opportunity (region & 
worldwide

• Module 3: The digital future l  What is 
the future role of IPROs and tools and 
techniques to use

Call to action exercise: 
Prepare final version of IPRO for project 
identified for 1:1 consultation 

Source: Wavteq
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Training Personnel

THEME A:
Understanding Investment 
Opportunities and identifying 
bankable opportunities

THEME B
Data mining: gathering the 
right data for IPROs and 
investor-centric positioning

THEME C
Positioning the right 
opportunity: Packaging 
and Promotion . 

Alex DiPaola

Project Coordinator, 
FDI Expert

Mariana Brenes

IPRO Expert 

Matt Harvey

Consultant, 
IPRO Expert

Sergio Costa

Senior IPRO Expert

Source: Wavteq

Sergio Costa

Senior IPRO Expert
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Wavteq Expert Presenter: Sergio Rodrigues Costa, M.A.

Sérgio Costa has a solid executive leadership experience in the public and private sectors, leading organizations to excellence. He has
large expertise in strategy design, international business and foreign direct investments.

From 2011 to mid 2019 he led Investe São Paulo (now InvestSP) as the Managing Director, attracting new investments and promoting
the image of the leading Brazilian State. He coordinated actions and strategies of this awarded investment promotion agency to ensure
a high-level service to its multicultural customers. In 8 years in charge of business development and operations, Costa led Investe São
Paulo to reach the outstanding mark of 225 announced investments totalling US$21 billion, and more than 80,000 direct Jobs.

He gained expertise by serving investors in a wide range of industries, ranging from agribusiness to life sciences, pharmaceutical,
datacenters, ICT, aerospace and defense, food processing, beverages, clean energy, R&D, infrastructure, education, machine and
equipment, automotive, textiles, and much more. Under his leadership, in December 2018 Investe Sao Paulo was awarded by the fDi
Magazine/Financial Times as Agency of the Year, won the 2018 fDI Strategy Awards, while the State was ranked #1 State in Latin
America for Investments. As a seasoned public speaker, he has delivered conferences and webinars in various countries. In 2021 he
was one of the judges of the Americas Cities of the Future 2021/2022 Ranking, by the FDI Magazine/Financial Times.

Sérgio Costa is graduated in Mechanical Production Engineering by the Federal University of Minas Gerais, and holds a Master’s
degree in Organizational Leadership from the Azusa Pacific University, CA, USA. Before Investe São Paulo, Costa served
organizations such as Apex-Brasil, AES Corporation, Sotreq and Sebrae.

He is the founder and CEO of STRINGS® - Strategy, Investments, Global Business, and supports investments in their strategy to enter
and operate in the global market, M&As, JVs. In 2021 STRINGS® became the partner of Wavteq for Brazil, one of the global leaders in
foreign direct investment and development intelligence. STRINGS® has served customers from countries such as Brazil, England,
Germany, Portugal, South Korea, Switzerland, USA, Ukraine, UAE, among others in their investment projects and strategies.
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Wavteq Expert Presenter: Matt Harvey

Matt joined Wavteq in August 2018 and has been working in the field of FDI and investment promotion for over six years.

Previously working for Invest Liverpool, UK, Matt spent over two years as an inward Investment Officer supporting the 
attraction and facilitation of new foreign and domestic inward investment projects into the Liverpool City Region. While in 
this role, Matt acted as the immediate point of contact for inward investment enquiries, and worked on investment value 
proposition development

Also in his previous role, Matt had a number of responsibilities that are critical to successfully attracting inward investment 
including investment pipeline management, Investment event organizing and coordination at  both local and international 
levels, government relations, investor site visit facilitation, and he also worked closely with the Marketing team on inward 
investment collateral creation.

Matt has developed a wide understanding of most major sectors in relation to FDI, however, Matt's main expertise is 
within digital sector and technology projects.

Matt has worked with a large number of IPAs and EDOs and has also worked closely with a wide range of industry 
associations and networks including UKIE, Innovate UK, British Arts Council Japan, The VRARA and ARVR Innovate to 
name a few.

Matt Holds a B.Sc.degree in Geography from Queens University, Belfast, with advanced module completion in 
Geographic Information Systems, Geopolitics and Geoeconomics.
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Wavteq company overview 

Wavteq was established in 2010 
and has one of the largest FDI 
consulting teams with the most 
global presence.
Wavteq has its global headquarters in the 
UK with FDI consulting offices globally.
Wavteq is co-owner of International 
Investment Services (Germany) which is 
Wavteq’s European lead generation 
division.

1,500
Organizations

1,500 EDOs and IPAs currently 
using our services

15
Worldwide Offices

80 FDI consultants across 15 
major source countries

$50 billion
Project Successes
Facilitated over $50 billion of 

Greenfield investments for IPAs

We develop the leading 
databases and operating 

systems for economic 
development organizations 

We are the technology,  
consulting & sales partner 

of fDi Intelligence, 
Financial Times and have 

a global franchise 
agreement

Wavteq Institute is the 
thought leader in FDI with 
the leading knowledge and 

e-learning platform

Operating Systems Wavteq Institute fDi intelligence
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Agenda for Theme C
POSITIONING THE RIGHT OPPORTUNITY: IPRO PACKAGING AND PROMOTION
Module 1: Reinventing value propositions for IPROs and positioning (Presenter: Matt Harvey)
• The need for value propositions
• The four levels of value propositions
• What information is needed to create value propositions?
• Investor perspective on IPROs
• Getting ready for marketing IPROs
• What are the components of a packaged IPRO?
• Case studies
• Coffee-break (5min)
Module 2: Best practices guidelines on potistioning the opportuny (region and Worldwide) (Presenter: Sergio Costa)
• Definition of Positioning
• Success factors for IPRO programs
• Key reasons why IPRO program usually fail
• How to best spread the word about and IPRO success?
• Case studies
Module 3: The digital future: what is the future role of IPROs, and tools and techniques to use (Presenter: Sergio Costa)
• Why are IPROs important and what role will they play in the future?
• Promoting IPROs: How it was, how it is now, and how it will be – digitalization is “the new normal”
• Promoting IPROs: Tools used to promote IPROs in the new digital era, and how to target the right audience
• Promoting IPROs: What good users of digital media are doing



Survey Question 1:

The material in the previous training was relevant and 
useful for my IPA.



Survey Question 2:

I learned new information in the previous training that 
I did not know before.



Survey Question 3:

The training effectively and clearly communicated and 
delivered.



Survey Question 4:

Were there any areas that were not included in the 
previous training that you would like to see in future 

trainings?



Survey Question 5:

Do you have any outstanding questions you would like to 
ask?



Review of Theme B exercises



Module 1: Reinventing value propositions for 
IPROS and positioning – Matt Harvey
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About Module 1

• In this module we will review the need for IPAs developing value propositions

• We will discuss about the importance of IPROs as a type of value proposition and where they come into play 
in investment promotion

• We will review how value propositions are changing due to the Covid-19 pandemic

• We will close the module with an introduction to packaging IPROs and case study examples of different 
formats used for IPRO promotion

REINVENTING VALUE PROPOSITION FOR IPROS AND POSITIONING
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The Need for Value Propositions
You can’t just walk into someone’s office, 
leave a stack of information on his or her 
desk, and say: “Hi, I’m from the Canadian 
government, here’s my package ... If you 
need anything, just give 
me a call.”

“The way to get a CEO or vice-president to 
meet with you, as a government official, is 
to present them with business 
opportunities. Getting a foot in the door 
will not be based on offering subsidies or 
tax credits; it will be based on identifying 
opportunities.” 

• To be effective in attracting inward investment, 
IPAs and EDOs need to develop “Value 
Propositions” (VPs) for promoting their 
location to investors.

• A value proposition outlines the key 
differentiated strengths, the specific 
investment opportunities, and the 
business solution the location offers 
to inward investors.

• Different types of value proposition
are needed for different stages of the 
investment attraction process and 
for different sectors and 
opportunities.

Source: CAI Corporate Affairs International, ”Investment Prospecting: A Guide for Canadian Trade Commissioners and Investment Officers”

MODULE 1: REINVENTING VALUE PROPOSITION FOR IPROS AND POSITIONING



19

The Four Levels of Value Propositions

National level value propositions Regional or sector specific value propositions

Special economic zones (SEZ) or 
industry parks

Investment projects ready to offer 
(IPROs)

High level overview of investment opportunity 
in a country, often taking the shape of PPT and 

PDF investor guides and information 
contained within an IPA website.

Detailed information on specific regional 
locations or sector strengths including, 

competitive advantage analysis. Can often 
be in the form of promotional flyers, 

brochures, and investor presentations.

General guide on the SEZ or industry park 
with detailed description of the benefits of 
investment in the zone/ park such as any 

potential incentives, soft landings, connectivity 
etc.

Preparation of PDF “Investment projects 
ready to offer” (IPROs) which provide key 

information on specific project-level 
investment opportunities.

Key Takeaways:

• A good suite of 
value propositions 
will contain 
information at each 
of the four levels.

• Having one level of 
value proposition 
will not be sufficient 
to engage investors 
at every stage of the 
investor life cycle! 

Source: Wavteq

MODULE 1: REINVENTING VALUE PROPOSITION FOR IPROS AND POSITIONING
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What Information is Needed to Create Value Propositions?
• Current data on the supply side e.g. location assets/sectors/companies.

• Current data on the demand side e.g. source markets, competitor locations, sectors and companies.

• Involvement by other actors e.g. property, academia, local enterprise and government.

• Understanding your competitive advantages by benchmarking against competitor locations.

• Building the business case for specific types of investment.

• Understanding of typical project requirements.

• Use of case studies to demonstrate the value proposition.

• Short and concise: generally 4-8 pages in length as investors are unlikely to read materials that are longer 
than this. Flyers for initial outreach should be 1-2 pages.

• Use of graphics: info-graphics, maps, rankings and other graphics should make up most of the content to 
ensure it is high impact and that the location proposition can be immediately understood.

Source: Wavteq

MODULE 1: REINVENTING VALUE PROPOSITION FOR IPROS AND POSITIONING
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But…value propositions are changing
The key drivers and location determinants being assessed by investors for their future FDI 

projects have been changed by the pandemic
• Digital value propositions being used much more 

frequently due to restrictions on travel.

• Virtual reality adoption to overcome distance barriers 
and for PR and marketing efforts.

• Benchmarking data more important than ever to 
highlight a locations key competitive strengths.

• Investment determinants and sectors are changing, VPs 
need to highlight how your location meets these needs 
(remote working/ talent, tech and industry 4.0, climate 
change and lifestyle changes etc.)

• IPAs also need to consider their sector strategy in light 
of the impact of the pandemic and changing FDI trends.

• Social media used proactively - use social media 
to showcase your VPs

• Website used proactively – Many IPAs are 
revamping their websites using budget they 
would usually be spending on business travel

• Webinars have become commonplace -
investor presentations need to be well created 
and not contain outdated data.

• Value propositions need to be well prepared 
more than ever, as with no face-to-face 
promotion they are the number one IPA tool 
for virtual investor engagement

Source: Wavteq

MODULE 1: REINVENTING VALUE PROPOSITION FOR IPROS AND POSITIONING
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Investor perspective on IPROS

Key questions investors need to decide (1) where to invest and (2) if to invest

Why should I invest in location X instead 
of other countries?

Why should I invest in a specific 
destination region in location X?

What sites and specific investment 
opportunities are in the region?

Present investors with the country level value 
proposition for why they should consider the 
country

Present investors with the regional or sector 
level value proposition for why they should 
consider a specific region with opportunities

Present investors individual investment 
projects and related sites they can conduct 
detailed due diligence on and make the 
decision if to invest

Source: Wavteq

MODULE 1: REINVENTING VALUE PROPOSITION FOR IPROS AND POSITIONING
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Getting ready for marketing IPROs

Build investor awareness
Investor perception has a large 
correlation to attraction of FDI, 
ensure your target market is 
aware of the opportunities in 
your location!

Know your competitors
Do your research, what are your 
competitors marketing, what 
types of projects are they offering, 
and do they compete with your 
target investor audience (i.e 
infrastructure projects in two 
neighbouring countries)?

Know your target markets 
Which markets are best suited 
for promotion of your IPROS/ 
wider value proposition, existing 
relationships, expertise in key 
sectors/ clusters, high amounts 
of FDI into region/ sectors?

Know your suppliers 
Which locations do you have 
FTAs with, which firms are 
present that could supply 
the materials/ services for 
the project?

Know your target investors
Identify the best prospective 
investors for your projects. Do 
your due diligence on these 
companies, do they have existing 
operations in the region, do they 
have partners in market etc?

Source: Wavteq

MODULE 1: REINVENTING VALUE PROPOSITION FOR IPROS AND POSITIONING
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Common mistakes in IPRO development

01

02

03

04

05

Lack of project ownership and leadership: It is important to oversee the IPRO through development -
ideally this should be an account manager at the EDO/IPA.

Poorly resourced project staff: Undertaking feasibility analyses as well as the packaging of 
projects takes time. Sufficient resources must be made available if IPROS are being developed 
in-house.

Lack of effective engagement with stakeholders: Frequently, IPROs are put 
forward with little engagement by the EDO/IPA with the project stakeholders.  It is 
important to have a relationship as close as possible with the project stakeholders 
and potential investors.

Overly ambitious project preparation timetables: Estimate the IPRO 
development time and then multiply by 2.5 to give you safety margins and 
time for revisions.

Release of incomplete project information: No IPRO should 
be released to market with incomplete information. Incomplete 
IPROs risk losing investor interest.

Source: Wavteq

MODULE 1: REINVENTING VALUE PROPOSITION FOR IPROS AND POSITIONING



25

What are the components of a packaged IPRO?
Component Description
Executive summary Introduction to key project stakeholders, owners etc.
Project concept Background and history of the project.
Market analysis and 
marketing concept 

Why is the investment location suitable for the project?

Material inputs What raw materials are required for the project?
Location, site and 
environment 

What is the condition, size and accessibility of the site or project?

Project engineering What are the operational and physical engineering process requirements for the project?
Organization and overhead 
costs 

What is the required overhead capital for this project?

Human resources What human resources are required for construction and operation phases of the IPRO?
Implementation and 
scheduling 

What does the lifecycle for the project look like?

Financial analysis Has financial feasibility been done? What is the Internal rate of return on the project?

Source: Wavteq

MODULE 1: REINVENTING VALUE PROPOSITION FOR IPROS AND POSITIONING
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Case study: Kazakh Invest, Niche Projects IPRO guide

• Kazakh Invest and Deloitte have 
developed an IPRO value proposition 
document on niche investable 
projects in Kazakhstan.

• The full document contains a large 
selection of investment projects 
awaiting investment in over 12 
different industry sectors and 
subsectors.

• The IPROs contain detailed 
information on the projects as well 
as production forecasts and 
indicative financial modelling which 
has been provided by Deloitte.

Source: Kazakh Invest - link

MODULE 1: REINVENTING VALUE PROPOSITION FOR IPROS AND POSITIONING

https://www.invest.gov.kz/upload/files/Niche%20projects_en.pdf


27Source: Ukraine Invest - link

• Ukraine Invest has assessed and 
packaged hundreds of IPROs. Each 
IPRO consists of two well-designed 
pages with excellent graphics and all key 
information.

• The QR code is provided to allow direct 
contact to the account manager for the 
project.

• IPROs can be viewed on UkraineInvest’s 
website or downloaded as a PDF.

Case study: Ukraine Invest IPRO Database and PDFs

MODULE 1: REINVENTING VALUE PROPOSITION FOR IPROS AND POSITIONING

https://ukraineinvest.gov.ua/wp-content/uploads/2020/07/Cream-cheese-production-plant.pdf


28Source: India Investment Grid- link

Case study: Invest India – India Investment Grid (IIG)

MODULE 1: REINVENTING VALUE PROPOSITION FOR IPROS AND POSITIONING

The India Investment Grid is a newly developed online digital IPRO promotional tool, created by the Indian Government to 
promote the IPRO project opportunities across 25 different sectors including infrastructure and non-infrastructure projects.

https://indiainvestmentgrid.gov.in/
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Key learning lessons

• IPROs are detailed value propositions that will need to be preceded by more general information on location/ 
sectors – particularly for locations that are not on the investors radar. 

• Value propositions are changing due to the pandemic, travel restrictions are forcing IPAs to digitalise their 
promotion strategies and adopt new technologies to promote their opportunities.

• Sector and market strategies are being updated by IPAs as the key drivers and location determinants 
being assessed by investors for their future FDI projects have been changed by the pandemic

• IPROs contain a wide range of information, data and technical analysis, therefore, many IPAs will work with 
other government agencies, private sector consultants and financial advisory firms to support accurate 
development of their investable opportunities.

MODULE 1: REINVENTING VALUE PROPOSITION FOR IPROS AND POSITIONING



Module 2: Best Practices Guidelines on 
Positioning the Opportunity – Sergio Costa 
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About Module 2

• In this module we will learn the concept of Positioning and its importance when promoting IPROs

• We will see the factors that contribute to the success and to the failure of IPROs, and how to spread the news 
about our successful IPROs

• We will know some best practices from real examples on how countries are promoting their IPROs, and what 
their success factors are

MODULE 2: BEST PRACTICES GUIDELINES ON POSITIONING THE OPPORTUNITY
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Definition: Positioning

Key features

• Positioning helps marketers create an image of their brand
• Countries can position themselves as a destination for FDI
• A group of IPROs can be positioned as investment opportunities
• Likewise, countries and investment projects need to be positioned, 

branded, communicated, sold.

Definition

Positioning can be defined as the way that customers think about, or the way that 
a company wants customers to think about, a product in relation to similar
products or to competitors' products” – Cambridge Dictionary

‘the act of designing the company’s offering and image to occupy a distinctive place 
in the mind of the target market.’ - Kotler and Keller (2003, p. 897)

MODULE 2: BEST PRACTICES GUIDELINES ON POSITIONING THE OPPORTUNITY

Source: Strings®; Cambridge Dictionary; Kotler and Keller (2003, p.87)
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Success factors for IPRO programs
PORTFOLIO 
READINESS

• Well-structured projects, 
in all aspects

• Well-packaged, appealing 
to the target audience

• Balanced mix of attractive 
investment opportunities
(infrastructure vs private 
investment)

• A trusted third-party 
validating your IPRO, 
financials, statistics, 
feasibility, etc. (e.g., World 
Bank Group, IFC, Rating 
Agencies, Leading global 
consulting companies

MARKETING AND 
COMMUNICATION
S

• Easy access to all 
pertinent information (data 
room, downloadable PDFs 
and files, protected access 
recommended, direct 
channel)

• Quick, objective and clear 
responses to investors’ 
inquiries (adequate level of 
information, positive 
investors' feedback

• A solid track record of 
successful bids/IPROS 
developed

• Communicate and sell 
the opportunities

• Use of qualified mailing lists 
and social media

REGULATORY 

• Good and clear legal 
framework

• Provides stability to the 
entire process

• Foresees possible 
setbacks and provides
safeguards, solutions, 
“exits” to protect the 
investors

MODULE 2: BEST PRACTICES GUIDELINES ON POSITIONING THE OPPORTUNITY

Source: Strings® based on web search
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Key reasons why IPRO programs usually fail

PORTFOLIO 
READINESS

• Lack of investment 
projects to promote

• Projects not ready, 
that fail in showing
value

• IPROs not well 
prioritized

• Lack of a better mix 
of IPROs

MARKETING AND 
COMMUNICATIONS

• Message not properly 
structured

• Wrong target
• Bad quality 

translation
• Lack of transparency
• Bad user experience
• Information hard to 

find
• Late responses to 

investor’s inquiries

REGULATORY 

• Unclear legal 
framework

• Roles not well 
defined

• Unclear guarantees
• Lack of support from 

government sectors
• Exposes investors to 

uncertainty and 
uneven treatment

MODULE 2: BEST PRACTICES GUIDELINES ON POSITIONING THE OPPORTUNITY

Source: Strings® based on web search
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How to best spread the word about their success to multiple audiences?

• Homepage
• Infographics
• LinkedIn
• Twitter
• YouTube / Webinars / Press-conferences in social media
• FB 
• Instagram
• WhatsApp or Telegram groups

• Qualified mailing lists with newsletters that the audience enjoy receiving
• Testimonials: have influencers speak good things about doing business 

with you
• White papers, showing the potential for those projects

MODULE 2: BEST PRACTICES GUIDELINES ON POSITIONING THE OPPORTUNITY

Source: Strings® based on web search



36

Case study: Invest Uzbekistan

Key success factors:
• One-pager with the 

basics
• Pictures that 

communicate what the 
IPRO is

Source: Invest Uzbekistan, Link

MODULE 2: BEST PRACTICES GUIDELINES ON POSITIONING THE OPPORTUNITY

http://invest.gov.uz/investor/
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Case study: Invest Slovenia

Key success factors:
• Good and clear pictures
• Clear message of what 

the opportunity is
• Value clearly stated

Source: Invest Slovenia - Link

MODULE 2: BEST PRACTICES GUIDELINES ON POSITIONING THE OPPORTUNITY

https://investslovenia.spiritslovenia.eu/projekt/1494?regija=&vrednost=&tip=&sektor=&sortOrder=asc&sort=naziv&iskanje=&page=1&pageSize=20&l=EN
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Case study: Invest Slovenia

Key success factors:
• Maps and satellite 

views 
• Precise location
• Contact info
• Relevant additional info

Source: Invest Slovenia:- Link

MODULE 2: BEST PRACTICES GUIDELINES ON POSITIONING THE OPPORTUNITY

https://investslovenia.spiritslovenia.eu/projekt/1494?regija=&vrednost=&tip=&sektor=&sortOrder=asc&sort=naziv&iskanje=&page=1&pageSize=20&l=EN
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Case study: Invest Slovenia

Key success factors:
• Objective information
• Detailed description

regarding the 
opportunity

• Box with summary of 
opportunity

Source: Invest Slovenia - Link

MODULE 2: BEST PRACTICES GUIDELINES ON POSITIONING THE OPPORTUNITY

https://investslovenia.spiritslovenia.eu/projekt/1494?regija=&vrednost=&tip=&sektor=&sortOrder=asc&sort=naziv&iskanje=&page=1&pageSize=20&l=EN
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Case study: Invest Slovenia

Key success factors:
• Contact information
• Online form to request 

additional information

Source: Invest Slovenia - Link

MODULE 2: BEST PRACTICES GUIDELINES ON POSITIONING THE OPPORTUNITY

https://investslovenia.spiritslovenia.eu/projekt/1494?regija=&vrednost=&tip=&sektor=&sortOrder=asc&sort=naziv&iskanje=&page=1&pageSize=20&l=EN
https://investslovenia.spiritslovenia.eu/projekt/1494?regija=&vrednost=&tip=&sektor=&sortOrder=asc&sort=naziv&iskanje=&page=1&pageSize=20&l=EN
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Case study: Brazil

Key success factors:
• Images help identify

IPROs by category
• Search engines make it 

easier for investors to  
find the projects that 
they are looking for

• Beware of names not in 
English

MODULE 2: BEST PRACTICES GUIDELINES ON POSITIONING THE OPPORTUNITY

Source: Brazilian Investment Partnership Program – PPI – Link

https://www.ppi.gov.br/ppi-english
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Case study: Brazil

Key success factors:
• Interactive and clickable 

maps
• A good view of 

opportunities
• Shows geographic

location of IPROs
• Allows the selection of 

different projects

MODULE 2: BEST PRACTICES GUIDELINES ON POSITIONING THE OPPORTUNITY

Source: Brazilian Investment Partnership Program – PPI – Link

https://portal.ppi.gov.br/projects%23/s/In%20progress/u//e//m//r/
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Case study: Brazil

Key success factors:
• The use of multiple 

filters allows a good
navigation according to 
the interest of the 
investors who browse it.

MODULE 2: BEST PRACTICES GUIDELINES ON POSITIONING THE OPPORTUNITY

Source: Brazilian Investment Partnership Program – PPI – Link

https://www.ppi.gov.br/ppi-english
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Case study: Brazil

Key success factors:
• Status of the Project, 

and phases yet to be 
accomplished.

MODULE 2: BEST PRACTICES GUIDELINES ON POSITIONING THE OPPORTUNITY

Source: Brazilian Investment Partnership Program – PPI – Link

https://portal.ppi.gov.br/existing-energy-auction-lee-a-4-de-2020
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Case study: Uganda Invest

Key success factors:

• Clear message in a nice 
format 

• Objective, easy to 
understand

• Intuitive
• Good mix of images, 

text and diagrams
• Relevant information
• Educates about the 

country and its 
opportunities

Source: Uganda Invest – Link

MODULE 2: BEST PRACTICES GUIDELINES ON POSITIONING THE OPPORTUNITY

https://www.ugandainvest.go.ug/wp-content/uploads/2021/08/Bankable-Projects-Dubai-2020-V06-1.pdf
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Key learning lessons

• Positioning is a very important concept to keep in mind when promoting a country and its Investment 
Projects. Just like countries, IPROs need to be positioned as opportunities for investors.

• Portfolio readiness, marketing & communications, and regulatory are the three topics that are key not 
just for the success of IPROs, but also for their failure

• When using digital media to position your IPROs, it is important to communicate a clear message, 
combining relevant information using text, images, diagrams, in a nice format. When nicely done, it 
contributes to better educate your audiences.

MODULE 2: BEST PRACTICES GUIDELINES ON POSITIONING THE OPPORTUNITY
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About Module 3

• In this module we will review the important role IPROS played and will continue playing 

• We will discuss about the way IPROs have been promoted up to now, and how it likely is going to be in the 
future

• We will see that digitalization has come to stay, and it will require adaptation from all

• We will close the module with tools used to promote IPROs, what good users of digital media do. Also, we will 
know the importance of knowing your audience and where to find it.

MODULE 3: THE DIGITAL FUTURE: THE ROLE OF IPROS AND TOOLS AND TECHNIQUES TO USE
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About Module 3

• In this module we will review the important role IPROS played and will continue playing 

• We will discuss about the importance of IPROs as a type of value proposition and where they come into play 
in investment promotion

• We will review how value propositions are changing due to the Covid-19 pandemic

• We will close the module with an introduction to packaging IPROs and case study examples of different 
formats used for IPRO promotion

MODULE 3: THE DIGITAL FUTURE: THE ROLE OF IPROS AND TOOLS AND TECHNIQUES TO USE
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Why are IPROs important and what role will they play in the future? 

Address infrastructure gaps and improve existing assets

Reduce the operational and maintenance costs burden on Governments

Induce innovation through spillover effects of the firms, by attracting tech companies, 
through new technologies to upgrade your local assets (e.g., through academia)

Connect qualified investors to both public and private projects

Promote the image of a country or region as an investment destination

Increase FDI flows

Boost policy advocacy and improve business environment

MODULE 3: THE DIGITAL FUTURE: THE ROLE OF IPROS AND TOOLS AND TECHNIQUES TO 
USE

Source: Strings® based on web search
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Promoting IPROs: how it was

• In person
• Road shows, missions
• Seminars, trade shows
• One-to-one meetings
• Business rounds
• Events in leading hotels across the 

globe, to large audiences
• Large delegations

• Events in Embassies, Chambers of 
Commerce

• IPA offices overseas
• Booths in investment and trade 

shows
• Heavy and nicely printed catalogues
• Flash drives (or pen drives)
• Limited to available resources

MODULE 3: THE DIGITAL FUTURE: THE ROLE OF IPROS AND TOOLS AND TECHNIQUES TO 
USE

Source: Strings®
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Promoting IPROs: how it is now

• The Covid-19 has changed the way we promote IPROs, among other 
activities

• Major events still cancelled or postponed indefinitely
• With increasing digitization, the modi operandum of an IPA and of 

promoting IPROs changed
- Increasing use of desk research, CRM, data bases
- Virtual meetings substituting travels and in-person meetings
- Webinars and media content posted on webpages, YouTube / 

Instagram – Reels and Stories
- Digital Media (e.g., Social networks / Virtual networking / LinkedIn 

posts, events, websites)

MODULE 3: THE DIGITAL FUTURE: THE ROLE OF IPROS AND TOOLS AND TECHNIQUES TO 
USE

Source: Strings®
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Promoting IPROs: digitization is the “new normal”

• Increasing digitalization demands more from IPAs and IPROs
- Appealing, inclusive, multilanguage, 24x7, global scale communications
- Multi-platform (Desktop, laptop, tablet, smart phone)
- Accessible, on/offline, real-time, up-to-date, cloud-based information
- User-friendly experience no matter the device
- Increasing need for cyber security
- Quick response capacity against fake news

• Increasing number of IPROs competing for investments
• Challenges on how to make your investment project more attractive

MODULE 3: THE DIGITAL FUTURE: THE ROLE OF IPROS AND TOOLS AND TECHNIQUES TO 
USE

Source: Strings®
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Promoting IPROs: digitalization is the “new normal”

Source:  Clement, J. (2020), Daily internet usage per capita worldwide 2011-2021, by device,. OECD (2020) - Link

Daily Internet usage per capita worldwide 2011-2021 • Mobile internet usage has 
been growing 
significantly over the last 
decade, while desktop 
internet has decreased

• Adapting marketing 
material to mobile usage 
and apps is therefore 
crucial for IPAs

MODULE 3: THE DIGITAL FUTURE: THE ROLE OF IPROS AND TOOLS AND TECHNIQUES TO 
USE

https://www.statista.com/statistics/319732/daily-time-spent-online-device/
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Promoting IPROs: tools used in the new digital era

• Promoted ads in search engines 
• SEO – Search Engine Optimization / #ipro 

/@youripros / tags
• Videos in your homepage replicated on social 

media
• Diaspora, virtual groups, groups of interest
• Analytics from website interactions
• Artificial Intelligence (AI)
• Bots (for automated responses / chat bots)
• Virtual reality / Virtual Site Tours
• Geographic Information System Mapping (GIS)

• Webinars (use registrations to 
populate your CRM)

• Material broadcasted on YouTube
• Promoted on LinkedIn

- Posts / White Papers / Research
- Videos
- News / Events
- Calls for Bids

• Instagram

MODULE 3: THE DIGITAL FUTURE: THE ROLE OF IPROS AND TOOLS AND TECHNIQUES TO 
USE

Source: Strings®
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Promoting IPROs: events have now become hybrid
• As in-person events return, countries add the virtual component to them
• Events will definitely go hybrid, allowing interaction with virtual attendees

MODULE 3: THE DIGITAL FUTURE: THE ROLE OF IPROS AND TOOLS AND TECHNIQUES TO 
USE

Source: Strings®, Brazilian Ministry of Infrastructure page on LinkedIn
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Promoting IPROs: it is key to target the right audience

1) The most important question 
to keep in mind: Who is your 
audience?

• Venture Capital Funds
• Private Equity Funds
• Private Investors
• Family offices
• Individual Private Investors
• Private companies
• Sovereign Wealth Funds

2) What would the ideal investor 
look like?

• Knows the 
industry/sector/market

• Has good connections
• Presents a solid track record
• Adds sources of funding
• Contributes with solutions
• Has given signals of  growth

or expansion

MODULE 3: THE DIGITAL FUTURE: THE ROLE OF IPROS AND TOOLS AND TECHNIQUES TO 
USE

Source: Strings® based on web search
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Promoting IPROs: where can we identify the right target audience?

• Published Material
• Specialized Media
• News from reliable sources
• Search engines
• Annual Reports
• Investment Releases
• Networking

• Networking
• Desk research
• Embassies
• Multilateral finance 

corporations (IFC, WBG, 
New Development Bank, for 
example)

• You may find your target investor by searching the following 
sources:

MODULE 3: THE DIGITAL FUTURE: THE ROLE OF IPROS AND TOOLS AND TECHNIQUES TO 
USE

Source: Strings®
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Promoting IPROs: in person and digital interactions requirements 

• Discern what kind of project the investor is looking for
• Understand what their requirements are
• Validate their reputation or credentials
• Promote “match” 
• Anticipate questions and be able to address concerns
• Present your IPRO in such a professional way to improve the 

chances of closing deals

MODULE 3: THE DIGITAL FUTURE: THE ROLE OF IPROS AND TOOLS AND TECHNIQUES TO 
USE

Source: Strings® based on web search
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Our corporate intelligence resources to assist with investor targeting

85 million 
corporate contacts on 

our databases

300 million 
companies on our databases

150,000 
companies on our databases 

that have made Greenfield FDI

Corporate Intelligence 
Databases

Corporate Intelligence 
Resources

10,000
meetings with companies each year to 
discuss their expansion/FDI strategies

50,000 
companies we have tracked planning FDI
(500 companies per month on average)

80
person FDI team of analysts 
and consultants in 14 offices

100+
trade shows attended p.a. by Wavteq 
to identify and meet prospects

Artificial Intelligence (“Alchemy”)
EU-funded R&D program and in-house Big 
Data analysts & programmers.

Source: Wavteq

MODULE 3: THE DIGITAL FUTURE: THE ROLE OF IPROS AND TOOLS AND TECHNIQUES TO 
USE
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How do we identify potential investors to target?

Hot Lead
Current FDI strategy or 

expansion plan FDI Signals
New financing for 
international 
expansion 

Value Chains
Global Footprint 
analysis of 
operations

Combat Indicators
Size, growth, 
ranking, financing, 
and R&D spending

Import Substitution
Exports to the country 
or region

Aftercare/BRE
Existing investment 
in the location with 
expansion potential

Impact investment
Strong CSR, standards, and 

focus on sustainable FDI 

Wavteq is totally independent and does not provide professional services to companies so we can target ANY company

Strategic, multi-criteria approach to identifying potential investors• It is vital that investor outreach 
focuses as far as possible on the right 
companies to start with to achieve 
better conversion rates and results. 

• This is even more important with 
stringent data protection rules in 30+ 
countries, requiring a tailored 
approach and genuine reason to 
contact a senior executive.

• Wavteq’s approach is based on 
strategic research to identify 
genuine potential investors in 
specifically targeted sub-sectors.

• Using databases, AI, bespoke 
research and our human curated 
insights from previous engagement 
with investors we typically identify 
target companies across 7 main 
criteria, as shown in the diagram. 

MODULE 3: THE DIGITAL FUTURE: THE ROLE OF IPROS AND TOOLS AND TECHNIQUES TO 
USE
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Promoting IPROS: What are the good users of digital media doing? 

• Consistency in broadcasting the investment opportunity message
• Detailed information made available at once, communicating

thoroughness and transparency
• Same information published in all media, at the same time:

• LinkedIn, FB, Instagram, website, YouTube
• Format will vary, according to the channel you use
• Same information, everywhere, but with different levels of details

• Almost real-time updates, in all platforms

Source: Strings®

MODULE 3: THE DIGITAL FUTURE: THE ROLE OF IPROS AND TOOLS AND TECHNIQUES TO 
USE
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Key learning lessons

• In the new present time and in the digital future IPROs will continue playing an important role in bringing 
benefits to destination countries

• Promoting IPROs has evolved with the advent of digitalization, and there are many digital tools we can use 

• Targeting the right audience is essential when promoting IPROs

• We have to communicate our IPROs to the market with consistency, transparency, offering detailed
information in all platforms at the same time.

MODULE 3: THE DIGITAL FUTURE: THE ROLE OF IPROS AND TOOLS AND TECHNIQUES TO 
USE



Questions & Answers



Explanation of Theme C Exercise 3



66+44 7557 965393info@wavteq.com@wavteq/company/wavteq

Contact Wavteq
WAVTEQ GLOBAL OFFICE NETWORK

Ideally located offices to 
effectively target 90% of 

companies worldwide 
considering FDI 

Washington Ohio
Toronto

Boston
New York

Oklahoma

Montreal
Belfast

Cork

Dubai

Marseille

Bangalore

Valencia
Vienna

Berlin, Frankfurt
London

Mumbai

Seoul
Tokyo

Hong Kong, 
Taipei

Beijing
Shanghai

Santiago

Representation 
Main Office

about:blank
mailto:info@wavteq.com
https://twitter.com/Wavteq
https://www.linkedin.com/company/wavteq
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