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The 3 Pillars of High Performing Investment Promotion 
Agencies (IPAs)

Development impact
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National Development Plan/Investment Policies/FDI Strategy

Higher Investor Satisfaction and Confidence
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63%
56% 56% 52% 50%

33% 33%

Sub-Saharan
Africa

(Total=49)

Europe &
Central Asia
(Total=55)

Latin America
& Caribbean
(Total=41)

Middle East &
North Africa
(Total =21)

South Asia
(Total=8)

East Asia &
Pacific

(Total=36)

North America
(Total=3)

Share of agencies answers in relation to the total 
number in the region.

46%

59% 63%

42%

High-income
(Total=79)

Upper-middle
income

(Total=54)

Lower-middle
income

(Total=54)

Low-income
(Total=26)

Share of agencies answers in relation to the 
total number in the income group
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SURVEY- Methodology

On the basis of the analysis of WBG’s and WAIPAs’ census of IPAs, 213 national IPAs were 
contacted. After months of follow up, a total of 113 IPAs responded to the survey.

In addition, three versions of the WB-WAIPA joint survey were analyzed: 2005,2019 and 2022
The result is a panel composed of 89 agencies, with 37 agencies responded to all three versions, 
and 52 agencies exclusively providing data for the 2019 and 2022 versions



Strategy



Strategic Focus in High-Income IPAs: 
Fewer Mandates and Prioritized Sectors
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8

High-income Developing

Total Average

Average number of mandates
N High-income=36; N developing=76 
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Average number of Priority sectors
N High-income=36; N Developing=76 
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High-Income Developing

Total Average



86.1%

75.7%

79.1%

13.9%

24.3%

20.9%

High-income

Developing

All agencies

Yes No

Adaptation to COVID-19: 79.1% of agencies adjusted IPA 
strategies due to pandemic challenges, this is higher among 
IPAs in High-Income economies



What changed in the revised strategy?
N = 83

3.4%

4.6%

6.9%

9.2%

11.5%

14.9%

36.8%

Nearshoring/reashoring and geography/market…

Focus on sustainable/green investment

Boost incentives for attraction

Domestic and local investment

Retention / aftercare

Sector priorization

Online/ digitalization

Embracing Digital Transformation: A 36.8% Surge in 
Investment Attraction through Enhanced Online Channel



Biggest challenges within the IPA and country affecting your IPA’s performance in 2021? 
N High-income = 33; N Developing*   = 74

8.1%

24.3%

24.3%

25.7%

25.7%

43.2%

43.2%

62.2%

63.5%

18.2%

21.2%

24.2%

6.1%

27.3%

39.4%

24.2%

54.5%

36.4%

 IPA systems

 High-level government support

 Services to investors

 FDI Restrictions

 Investment incentives

 Human capacity

 Institutional coordination

 Procedures and bureaucracy in the country

Country’s economic environment

High-income Developing

* Developing economies comprises upper- and 
lower- middle income and low-income economies

Investment Climate related Challenges are the most 
prevalent for IPAs across income levels.



Sectors which the IPA has named explicitly as a priority for investment promotion
N = 112

93.9%

24.2%

57.6%

45.5%

60.6%

24.2%

9.1% 6.1%

39.4%

27.3%

79.4%
88.2%

70.6% 73.5%

63.2% 63.2% 60.3%

50.0%

33.8%
39.7%

 Information and
Communications
Technology (ICT)

 Agriculture,
forestry and

fishing

 Renewable
Energy

 Manufacture of
food, beverages,

and tobacco

 Manufacture of
chemicals and

pharmaceuticals

 Travel and
tourism related

services

 Manufacture of
textiles and

leather

 Mining and
quarrying

 Manufacture of
computer,

electronic and
optical products

 Manufacture of
electrical

equipment

High Income Developing

86.1% of Agencies Prioritize Manufacturing sectors. 
Developing economies prioritize agriculture, while high-
income IPAs prioritize services.



32.3%

11.8% 15.1%

4.3% 6.5%
2.2%

14.0%

16.1% 6.5%

6.5% 4.3%
6.5%

5.4%

7.5%

6.5%

8.6%
4.3%

3.2%

United States China Germany United Kingdom France United Arab Emirates

Top 1 Top 2 Top 3

Top three priority markets
N= 89

IPA's top three priority markets include the United 
States (51.7% of IPAs), followed by China (35.4%), and 
Germany (28.1%)

51.7%

35.4%
28.1%

19.4% 15.1% 11.9%



Structures



What is the organizational structure of the agency?
N High-income = 36; N Developing   = 76 

6.6%

14.5%

18.4%

28.9%

30.3%

8.3%

8.3%

16.7%

25.0%

38.9%

Joint public-private entity

Other

Sub-unit of President’s office

Sub-unit of ministry

Autonomous public body

Semi-autonomous agency reporting to a ministry

High income Developing

Developing economies report more autonomous IPAs, and 
engagement with the highest levels of government.



56.3%

40.6%

3.1%

decrease increase neutral

Change in budget in IPA that reported the 
information in 2019 and 2022
Panel (n=32)

Significant Median Budget Reductions after COVID- 19

$18,400,000

$4,329,660

$14,400,000

$2,174,550

Mean Median

2019 2022

Overall Budget of agency 
N-2020 = 58 
N-2022 = 74



Number of staff
N = 99 
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Less than One-Third of IPA Staff are in Promotion
Women now constitute nearly half



Services



Pre-COVID: 2019-2020

Post COVID: 2022-2023

Stage \
Category

Marketing 69% 52% 52%

Information 61% 68% 52% 50%

Assistance 65% 62% 57% 54%

Advocacy 59% 57% 55% 47%

Attraction
Retention and 

Expansion
Entry and 

Establishment

Stage \
Category

Marketing 97% 83% 51%

Information 98% 96% 80% 79%

Assistance 94% 99% 90% 90%

Advocacy 87% 78% 84% 78%

Linkages and 
spillovers

Attraction
Retention and 

Expansion
Entry and 

Establishment

Linkages and 
spillovers

IPAs are Extending their Service Offering Across the 
Investment Lifecycle



Speakers –
• Mr. Piyush Niranjan, 
 Consultant, Invest India 

• Ms. Selma Namutuwa, 

 Manager: Investment Attraction, Namibia Investment Promotion & Development Board (NIPDB) 

• Mr. Samet Akyüz
Unit Manager - Strategy and Corporate Planning Unit, Investment Office of the Presidency of the Republic of Türkiye



Q&A



Thank you!
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