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MARKETING TOOL FOR AATRACTING
FOREIGN INVESTMENT

Resume

This research introduces the role of investment attraction and the concept
of investment attraction, a form of marketing used by national governments
to attract foreign direct investments into their countries. The authors show
the influence of marketing in attracting investment and how investors should
be viewed as consumers who have needs to be satisfied. Several marketing
communication tools as functions of investment attraction agencies are
identified.

Key words: foreign direct investment, investment promotion, marketing.

Foreign Direct Investment (FDI) inflows play an important role in the
development of countries economy. FDIs considered to be more desirable
for the host country because they effect to new production, which leads
to additional and new employment, brings new technologies, know-how,
higher levels of efficiency and productivity, additional taxes, new export
opportunities. This is also positive impact on domestic firms, because they
can learn from them. FDIs are not always just positive as it depends on the
development stage and characteristics of host countries, that is because of the
lack of competitiveness and export performance of domestic economy [1].
The foreign investors can be either ab individual or a corporation and the
investment can be wholly owned by foreigners or a joint venture between
foreign and local interests.

Governments have conventionally been working to encourage the inflow
of FDI because of the expected benefits of FDI. They usually do this through
a list of incentives given to potential investors as defined in the laws for
promoting investments. Most of countries have established specialized
agencies as the push factor and information corner for investors. There are
so many determinants of FDI inflow such as: market growth, market size,
production, barriers to trade, transportation and other costs, psychic distance,
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political stability, and host government’s trade and taxation regulations that
affected location decisions [2].

Promotional techniques consist of providing information to potential
investors, creating attractive image of the country as a place to invest,
providing services to prospective investors. Investment promotion is only
one of several tools available to countries eager to attract foreign investment.
Countries offer grants and tax incentives, pro- courage one to examine
the subject further. More vide industrial estates, export processing zones,
industrial zones, special economic zones, other infrastructure, also attempt
to simplify the bureaucratic procedures facing potential investors. Further,
countries recognize the importance of political stability, realistic exchange
rates, and rapid growth in attracting foreign investment.

To understand how marketing strategies and frameworks are applied in
the attraction of foreign investments, necessary to understand the concept
of marketing by defining its meaning and role. There are several definitions
of marketing have been made by authors and professional bodies. However
most seem to identify marketing as a “process” and an “exchange of value”.

Marketing communications is an important part of a business organi-
zations. This is no different from a country seeking to attract FDI. In in-
vestment promotion, marketing communication plays an important role
in the strategy. In fact, most of the marketing activities relate to marketing
communications and plays a key role in Investment promotion agencies (IPA)
activities. Countries through their IPAs involve a mix of communication
tools in their promotion efforts and these tools serve several functions such
as advertising, personal selling, direct marketing, events, public relations
and brochures.

Advertising is the most common form of marketing communication. It is
used to promote goods, services or ideas through mass media. Governments
engage in promoting their country as an attractive destination for investment.
Via media like television traditional and digital magazines, newspapers,
social media.

Events are sponsored activities by companies to create interactions with
customers. They are used to promote the brand as well products and services
on offer. In events governments promote their countries as an attractive
investment destination. Countries organize investment exhibitions, seminars,
trade shows and conferences where they invite potential investors. They also
attend relevant events organized by others where they can target investors
and present them with investment proposals.

Personal selling involves a face-to-face presentation and interaction
between the sellers and buyers about a product. Personal selling gives to
investor an opportunity to ask questions and get responses. It is a very key
marketing communication tool and would prefer marketing experts and
investment professionals with knowledge about the investment opportunities.
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Public relations involve the creation of a favourable image for an
organization. Image building is a core function of investment promotion and
public relations play an important role in achieving positive perception about
a country in the minds of foreign investors. If the country has favourable
image it will make attracting investments easier.

The internet has become a trend that is unstoppable and irrevocable.
Therefore, today it is required to have an online presence and engage in
online marketing. Online marketing uses the internet to deliver promotional
messages to a target audience, like search engine marketing (SEM), email
marketing which are important for investment promotion. Website is very
important in the information search stage, it effects to investor in decision
making process. A website serves as the first point of contact for the investor
with the IPA[3].

Brochures are very common in investment promotion. They are
informative paper documents used for advertising. They are used to present
information about a country and its economic environment, population,
opportunities and etc. Most importantly, it informs the investor on the
investment opportunities and the benefits. They can be used in combination
with other marketing communication tools like events, personal selling,
online marketing (e-brochure).

LIST OF LITERATURE

1 Mencinger J., Does Foreign Direct Investment Always Enhance
Economic Growth?. KYKLOS. 56(4). P. 491-508. DOI: 10.1046/j.0023-
5962.2003.00235.x - 2003.

2 Dunning J., Multinational enterprises and the global economy,
Workingham: Addison Wesley, 1993.

3 Ortega C., & Griffin C., Investment promotion essentials: What sets the
World’s best investment facilitators apart from the rest? 2009.

Pe3rome

JlaHHOE MCCIIEeIOBAaHME TOKA3bIBACT POJIb IMPHUBICUCHHUS HMHBECTUIMNA H
KOHIICTIIIHIO TIPUBJICYCHUSI UHBECTULIMH, OPMY MApPKETHHIA, MCIIOJIb3yEMOTO
HAI[MOHAJILHBIMH MPABUTEIILCTBAMH JUTS TIPUBJICYCHUS TIPSMBIX MHOCTPAHHBIX
WHBECTUIIUI B CBOU CTPaHbl. ABTOPBI B 3TOM HCCJICIIOBAHUHU TTOKA3aJIN BIIUSIHUC
MapKeTHWHra Ha MPUBJICUYCHUE MHBECTHIIMI U TO, KaK CJIEIyeT pacCMaTpUBaTh
WHBECTOPOB B KAueCTBE MOTPEOUTENCH, KOTOphIC HYKIAIOTCS B YIOBJICTBOpE-
HuH. Onpe/eneHbl HECKOJIBKO HHCTPYMEHTOB MAPKETHHIOBOW KOMMYHHKAIIUH
KakK (DYHKIMU areHTCTB 110 TPUBJICYSHUIO HHBECTUIIHH.

13



COJAEPKXAHUE

Cekunss | THHOBAIIMOHHBIE UHCTPyMEHTbI
B MAPKETHUHrE, MEHE/KMEHTE U JIOrUCTHUKE

Sekerbaeva A.M. The topical issue of management

in Kazakhstani HEIs: introduction to change management...................... 3
Ocnanosa /I.C. BnusiHue MEHEDKMEHTA

Ha KOHKYPEHTOCITOCOOHOCTD KOMITAHHH .......vvvesveeeireesireenireeaneeennee e 7
Torekhan Zhumagul. Marketing tool for aatracting

FOreign INVESIMENT .....ccvviiiiiecie e 11
Tycynoe E.K. KoHTEeHT-MapKEeTHHT Kak OCHOBHON METOJ
igItal-MAPKETHHTA. ¢..e.vvveiiveeeie e eee e 14
Narmanov U.A. The role and place of innovative marketing

in the sustainable development of enterprises.........ccovvvevevieeieeiesiieenn 16
Bokenmaii /]. 0. KauecTBo Kak ()akTop KOHKYPEHTOCIIOCOOHOCTH
TPAHCHOPTHO-KCHEIUTOPCKON KOMITAHUHI «....vvveveeereereene e 19

Ax3amobekkbizol A. BO3MOXHOCTH /17151 yCTOWYMBOTO Pa3BUTHSA
4yepes3 UCIOJIb30BaHUE IIPOSKTHOTO MEHEPKMEHTA B CUCTEME

TOCYAPCTBEHHOT'O PETYIIHPOBAHML. ......vvirvveereerenerenereneneasneeneene s 24
Canumobaeea P.A. IHCTpyMEHTHI IPOSKTHOTO YIIPABICHUS
MIPOM3BOICTBOM MACIHYHON MPOAYKIHMHU B Ka3aXCTaHe ..........ccvevvvvennne. 29
Jrcanuxynosa H.A. ¥AbIMHBIH OM3HEC-TTPOLIECTEPIH 0ACKAPY ............ 33
Mirzada M.I. State support mechanisms of small and midsize

business entities: case Of RUSSIA.........c.cceiiriririii e 37
Kisseleva O.V. For the successful functioning of a business.................. 42
bacanaee M.A., /[ynun T.P. Texaonorus GoKdeitH

B (DHHAHCOBOM CIEPE . .vveevvieitieiiieeitieeniie ettt 45

Cexmusa || HOBBIE TPEH/IBI PA3BUTUSA MUPOBO:Ii
3KOHOMHUKHU N rOCyJAPCTBEHHOrO
MECTHOrO yIIPABJIEHU S

Tneyoepounosa A.T., Kynuk B.b., Kynuk K. B.
D¢} dexTbI HOBBIX TEXHOIOTHH, YCKOPSIONINE Pa3BUTHE

MHUPOBOM DKOHOMUKH.......vuiiiiiiiiisiiiiii s iiiin e sitis s bbb 49
Aépaesa I'.C. IHCTUTYIIMOHANN3AINS SIIEKTPOHHON
KOMMEPIUH KaK TPEH/T MUPOBOH AKOHOMHEKH .....vvvvrveieriiieineeninessneeses 5



HNHHOBanIMOHHO-NIpEeANIPUHUMATE/IBCKOE 00pa3oBaHHe
B KOHTEKCTe NMOBbIIIEHUs KayecTBa KU3HU

Mamepuanot |11 mescoynapoomnoit nayuno-npakmuueckoi
Kongepenyuu 4 oexaopsa 2020 2.

Penaxtop XKammap K.3.
Komnsrotepnas Bepctka XKylikoBoit MLA.

Vennew.. 37,5. Yen.-uza.a. 39,00.

Anpec pegakuuu:

r. Anmvartsl, yi. CaTmaeBa, 16A, yausepcuteT « Typasy.
OpurrHaN-MakeT MOJrOTOBJICH PEAAKIMOHHO-U31ATEIECKAM
otzesioM yHuBepcutera «Typany.

r. Ammarter, yi. Catmaesa, 16A.

Ten.: 260-40-18, 260-70-00.

600



