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I. Foreign Investment:  Trends Vs. Need

In the short to medium term, The Kyrgyz Republic (KR) has no option but to promote significant levels of direct foreign investment.   About $200 million per year is needed, but actual inflows have averaged $100 million per year (1999-2002).

· Except for investment, none of the other elements of GDP can drive sustained growth and create large numbers of jobs

· Consumption is limited by low purchasing power, while government consumption has declined slightly

· Exports have generally been stagnant over the past 5 years 

· GDP growth has averaged 4.8% (1999-2001) with agriculture and services particularly dynamic 

· However, with capital investment in agriculture long deferred, and limited market size, growth cannot continue at this pace without significant new investment in export oriented goods and services

· Fixed capital formation has been around 18-20% of GDP for the past 4 years

· Private investment was 11.5% of GDP in 2002, while government investment is limited by inability to incur much more debt

· The rapidly growing economies of Asia experience investment rates of 25-30% of GDP

· Domestic savings are low —3% of GDP in 1999, although a much more respectable 14% in 2000

· The implication of low savings rates is that most investment MUST come from foreign sources

· Net direct foreign investment has generally been declining due to repatriation of profits and export of capital by Kyrgyz

· Gross inflows have held relatively steady at around $100 million  

Foreign Direct Investment (FDI): Millions of US Dollars

	
	1998
	1999
	2000
	2001
	2002

	Net FDI
	109
	44
	-2
	5
	-12

	Gross FDI
	NA
	109
	90
	90
	117




Source: UNCTAD and National Statistical Committee

· Given 2002 GDP of $1.63 billion, gross fixed investment would be $326 MM at 20% of GDP and $408 MM at 25%

· Until domestic savings rates are higher, and given capital outflows, gross DFI inflows should be about $200 million per year

The objective of the investment marketing strategy of the Kyrgyz Republic should be to increase levels of DFI by $100 million per year over the average of the past five years.    

II. Testing Foreign Investor Perceptions

Marketing involves developing and offering a product or service that is desired by potential customers.  Thus, the first step in developing an investment promotion marketing strategy is determining the needs of investors and their perceptions of KR relative to these needs. 

· The analyses presented here helps comply with Section 5.1 of the Investment Matrix, “Conduct research and present analytical report regarding the attractiveness of the Kyrgyz Republic for foreign investment”
· CARANA conducted personal and telephone interviews with representatives of 141 foreign companies and organizations.  These can be broken down as follows:

	REGION
	TOURISM
	MINING
	ENERGY
	TELECOM.
	INDUSTRY
	OTHER*
	TOTAL

	USA/CANADA
	15
	8
	5
	2
	9
	
	39

	EUROPE
	11
	7
	8
	10
	4
	
	40

	ASIA/OCEANIA
	3
	2
	1
	
	
	
	6

	CENTRAL ASIA/RUSSIA
	7
	4
	1
	4
	21
	19
	56

	TOTAL
	36
	21
	15
	16
	34
	19
	141


*Includes banks, distribution/logistics, embassies, donor agencies/projects

Note: A complete list of interviewees and further categorization is available in an appendix
· Firms interviewed were mostly those that have either invested or considered an investment in KR

· Interviewees were asked questions related to:

· Whether, where and why they make investments in locations outside of their home location

· The principal criteria used in making location and investment decisions

· The perception of, or experience with, KR relative to these criteria

· What KR can do to attract their investment

· Perception of ongoing KR efforts to attract investment

· Results have been analyzed by sector/type of company since key location selection criteria differ significantly

· Interviews were qualitative in nature; no attempt has or will be made for statistical analysis

III. Interview Results

A. Tourism and Hospitality

KR has potential to further develop the culture/adventure segment with modest and highly targeted investments in promotion and ancillary services.  A bigger middle market can be developed for Issykul, but care must be taken not to spoil the resource

· Foreign investors in hotels and other hospitality services usually rely on a local developer or franchisee to put up the building and most of the investment.  In addition to a strong local partner, the investors seek:

· A location that fits their brand image, priority market segments and strategic business requirements

· Attractive market given occupancy in existing hotels, tourist flows and projections, plans of tour operators, numbers of international flights, and overall attractiveness of the destination as a tourist “product”

· Other factors such as infrastructure, public-private investment in developing and advertising the product, human resources

· Many hotel operators have minimum size requirements (e.g. Marriott at least 200 rooms) for which the market must be adequate

· International hotel operators do not generally perceive KR as an attractive opportunity

· They perceive that the Bishkek business segment is adequately served at the 5 star level but that there might be an room for an international 3-4 star property (e.g. Holiday Inn or Courtyard by Marriott which have been investing in secondary CIS cities)

· Investment in the Issykul area is for now seen as focusing on the regional/Kazakh middle market so the likely sources of hotel investment are also regional (KR, Kazakhstani, Russian)

· KR competes with Turkey for this middle market: needs to improve service quality to compete for longer stay, higher end visitors

· Tour operators see reasonable potential for KR, especially in Europe for adventure, eco-tourism and history/culture niches

· High end operators perceive hotel accommodations in KR to be adequate, but services such as minibuses are poor

· Major concerns are poor logistics (transportation into and inside the country) and security concerns

· For low end trekkers services are poor compared to locations like Nepal, but a very non-Western experience can be marketed

· KR must usually be sold as part of a multi-destination tour package (including Uzbekistan and northwest China for example)

· Limited air access to Bishkek is a constraint, but can be addressed through multi-country packages

· The cultural/historical/adventure/recreation travel market can be further developed with carefully targeted promotion

· Getting key magazines such a National geographic, Outside, Wanderlust, The Great Outdoors) to write articles

· Promotion of selected local investments in ancillary services such a minibuses, guided trekking trips, “eco-camps”, ski resorts

· Larger investments will come after the number of visitors is increased

· KR can be packaged and sold as a key element of Silk Road multi-destination tours 

IV. Interview Results

B. Mining and Metals

Mining, especially gold, offers modest potential for KR, but exploration/production contracts must be predictable, stable and recognize the high risks and costs of mining in KR.  Aluminum is a special opportunity based on low cost energy and imported bauxite

· In countries where relatively speculative exploration is still required, the key factor in attracting investment is clear process for establishing “conjuctive title” (continuation from exploration license/title to mining/production license/title) 

· Given large investment requirements, investors need a predictable and stable policy and legal environment in which they can be confident that agreements and contracts will be honored

· The terms of these licenses/contracts plus the anticipated costs of mine development and production, are used to determine whether there is sufficient likely return to justify high risks

· For the special case of aluminum, long term access to energy prices of $8-10/MWH is the key factor in attracting major investments of $0.5 – 1 billion. If energy is available at this cost, remote location and poor infrastructure can be overlooked. 

· Russian aluminum express an interest in KR; other multinational aluminum companies might

· KR has developed a poor image, most strikingly among the major companies and those active in KR. The major issues are:

· Since KR does not have world class proven resources, investment in exploration is required.  KR needs to recognize the need to negotiate combined exploration and production agreements from the outset, thus providing incentives to explore

· The lack of a centralized cadastre with clear legal status of each property (deals are made on plots with competing claims)

· Agreements are not honored or are “renegotiated”, especially if exploration is successful

· Kyrgyzaltyn is perceived as having a conflict of interest as competitor/operator and participant in policy decisions, while providing no investment or value to “joint ventures” (investors prefer to pay royalties or taxes)

· Deals are made on a case by case basis, with different individuals and entities (who may not recognize the legality of the others)

· Transportation and logistics costs are very high, so conditions must be very attractive to compete with other countries

· KR could attract investment if it passes and sticks to a consistent Mining Law (similar to Peru, Chile, Mongolia, Ghana) which clearly establishes the guidelines for agreements and foreign investment (information on mining laws is provided in an annex), and:

· A centralized land cadastre and registry is established 

· The risks of exploration and unpredictability of world markets are recognized in agreements 

· Investors have the option of whether or not to co-invest with a KR firm (e.g. Kyrgyzaltyn) and pay royalties/taxes instead

· Major metal refining projects and long term energy contracts can be linked

V. Interview Results

C. Telecommunications

Telecommunications is a sector that can attract major foreign investment in an appropriately liberalized and regulated environment.   It is also crucial if KR aspires to compete in IT related activities. 

· International telecommunications companies have become much less interested in new investments after the collapse of the telecoms “bubble” and over-investment in the late 1990’s. 

· The major companies are consolidating and focus on strategic fit (e.g. serving business customers globally, key regional markets)

· Principal opportunities are in wireless communications, or alliances/agreements with existing local companies, where existing infrastructure can be utilized and new investments minimized

· Individual projects are evaluated in terms of market dynamics (size, maturity, competition) together with the regulatory environment (level playing field for local and foreign, wireless and fixed line) and strong regulatory agency 

· KR faces a negative image among international companies, partly due to association with other countries in the region (e.g. Kazakhstan and Georgia where companies have had terrible experiences) and partly due to its own poor handling of privatization of KyrgyzTelecom

· Successful privatization of KyrgyzTelecom in a fashion that encourages investment in the basic utility while also encouraging investment by a wide range of wireless and value added providers is the key to the telecoms sector

· Fair regulation of interconnection rates and access, international service, and usage rates between KyrgyzTelecom and other providers is crucial

· The emergence of competitive wireless services is a relative bright spot with the technical quality of service quite competitive

· However, that there is room to improve is indicated by the fact while several US wireless companies offer international service and roaming in over 100 countries, KR is the only one in the region without such service

· Investment is most likely to come from regional telecom companies such as Russia and Kazakhstan, in association with KR groups

· The KR market is deemed too small by major companies

IT and “backroom services” for banks and others represents an opportunity area for KR that is not transport dependent. However, these will not develop unless the privatization and liberalization/regulation of telecommunications is viewed as a means to an end (e.g. infrastructure utility for the public good) rather than as and end (source of high monopoly profits).  Telecommunications should be seen as a means of transportation.
III.
Interview Results

D. Electricity

· In the 1990’s, many companies went on buying sprees in emerging markets, purchasing parts of newly segmented government monopolies

· Major investors included AES (US), CDC Globeleq (UK), Iberdola (Spain), EDF (France), Hydro Quebec (Canada), PPL (UK), Duke Energy (US), International Power (UK)

· Companies are now consolidating, focusing geographically and strengthening balance sheets, and often divesting some holdings

· Investments are primarily evaluated in terms of return on capital employed, with thresholds depending on the level of risk

· For risky countries (such as KR), returns of at least 15-18% after tax are currently expected (compared to 8% in OECD countries) with a payback period of about 10 years (almost impossible thresholds to achieve)

· In addition, investors seek attractive markets and/or large market shares in these markets (at least 20-30% of the grid) 

· Preference is given to countries where there are already investments in the region and where there is a strategic fit

· In high risk countries, investors in power generation seek long term (25-30 year) guaranteed Purchase Contracts (in order to obtain needed project financing)

· The way the industry is structured and regulated has become one of the key considerations for investors

· The trend of segmenting generation, transmission and distribution from each other worries investors that feel they can get squeezed by the other parts of the “chain”, and/or become vulnerable to tariff changes brought about by political lobbying

· For distribution companies, the question is whether the investor is expected to subsidize consumers and/or how retail and wholesale rates will be regulated 

· In privatizations, investors weigh whether the government is likely to keep to its commitments over the long term for allowing a fair return on investment and/or on its purchase and tariff agreements

· For most major investors, KR is not being considered due to small market size, location remote from other investments, and bad experiences in the former Soviet Union 

· New electricity sector policies and sector restructuring in Russia are perceived as promising and if imitated in KR could make investments more interesting

· KR is likely to be most interesting to emerging Russian electricity companies (including those being bought by major nickel and aluminum companies that are also interested in KR). 

In 2003, 59,900 MW of existing capacity is up for sale around the world—before Russia announces huge sales!  KR must compete with all these opportunities.   However, relatively low cost hydro-power is one of its comparative advantages.

III. Interview Results

E. Industry and Agribusiness

World trends make investment in industry and agribusiness particularly difficult for KR

· In manufacturing and agribusiness, investors look for an attractive domestic market and/or the best possible location from where to serve other markets (with the best combination of access to quality inputs, access to major customers, productive labor and economies of scale) 

· Most companies are seeking to rationalize and reduce the number of sourcing locations and their distribution/logistics systems

· Industrial suppliers usually follow their customers (original equipment manufacturers like automobiles)

· Consumer product companies look at market size, market growth, and purchasing powering deciding whether to manufacture or export 

· If there is a regional free trade area, they look for the country with the best combination of local market, and base of operations

· Other factors include protection of trademarks, existing competition, ease of imports and exports, and stability

· Consumer product manufacturers often follow the global hypermarkets (Wal-Mart, Carrefour, Ikea, etc.)

· In sourcing for other markets, critical factors are the overall production and transportation cost structure and ease of access to customers

· For most products, time to market and reliability in meeting strict delivery schedules is increasingly critical

· Suppliers must meet customer requirements such as proximity to delivery point, volume, scheduling, quality and cost

· In textiles and garments, US and European quotas on major producing countries create a potential for countries without quotas, but with low labor costs and potential for high productivity; however the quota system is supposed to end in 2005

· In the case of food and agribusiness, the quality and reliability of raw materials is critical

· KR is generally not perceived as an attractive market or source of supply by most companies, even though labor costs are low

· The market is too small except for selected import substitution opportunities (e.g. some food products) and most companies prefer to export to KR from other locations 

· The logistics systems for getting inputs to KR and then product to market, make it a poor supply location (time and cost)

· Weaknesses in the local supply chain (reliability and quality of inputs) is a major problem (it is often better to import inputs)

· The labor market is perceived as thin, not flexible and poorly trained (for sectors like garments) 

· There are selected niche opportunities for KR, but these will be difficult to systematically promote. These include: 

· Apparel/garments focusing on the Russian market and in the short term possibly the US/European quota markets, with Chinese investors (who have quota problems) being prime candidates 

· Selected processing of KR materials (yarn, walnut) but systemic solutions to reliability and quality of raw material are needed

III. 
Interview Results

F. Banking and Financial Services

The KR market is underdeveloped (low savings rates, inadequate regulation) but over banked (20 banks).  Serious foreign investment is likely to be limited and dependent on reforms of the regulatory structure and the attraction of foreign investors in other sectors

· Most major international banks choose locations based on where their major corporate customers are going and/or where there is a significant domestic market for savings products, consumer lending and commercial lending

· The regulatory framework becomes more significant if the bank aspires to provide retail banking services rather than just serving multinational clients

· Major financial center banks from the US, Europe and Asia perceive the Kyrgyz market to be exceptionally small

· One bank estimated deposits at $300 million, capital at $35 million and foreign exchange market at $1 million per day

· Since there are few multinational corporate clients, there is relatively little incentive to locate in KR

· Twenty, mostly small and undercapitalized banks are sharing this small market, and survive on the basis of very high fees

· Selected Kazakh banks have been buying into KR banks (sometimes through privatization) or otherwise establishing a KR presence

· The unofficial reasons for this interest in KR is the desire for “status” of being in other countries

· The other reputed reason is weaker regulation in KR (compared to Kazakhstan) facilitates money laundering and/or operations that would not be allowed in Kazakhstan (although the small KR market means “laundering” activities must be small-scale to avoid notice)

· KR has been considered as an option for “backroom” services for Kazakhstani banks and other financial service companies

· However, the telecommunications sector is not well enough developed and low cost enough to provide the needed IT 

Investor Perception of Current Incentives and Promotion Initiatives

Investors surveyed perceive that KR would do better by providing less in the way of special incentives and focus more on clear, simple and predictable tax and sector specific regimes.  The poor image created by special agreements that are later unilaterally changed has created a negative image that more than offsets the gains from promotion activities.

· A number of existing investors were attracted by tax breaks (e.g. Free Zone status) and/or the ability to make special deals with KR officials

· However, many of the same investors were upset when their status, incentives and/or special arrangements were changed by a change in policy/law, and other times by other officials who did not recognize the legitimacy of the original deal makers

· The general perception is that KR needs clear rules/guidelines for all investors (foreign and domestic) where case by case deals are not needed

· If case specific contracts/agreements are needed (e.g. mining), these should be guided by a consistent framework (e.g. established in a Mining Law), with the entity/official responsible for negotiating and signing clearly established

· The investment promotion activities carried out to date (e.g. Investor Summits) have not caught the attention of most of the companies interviewed, except for those already active in the country

· Companies already active in KR would like to see more action in implementing agreements and less on promotion

· The unhappiness of existing investors is very problematic for future promotion.

· The easiest promotion is always further investment by existing companies

· New potential investors will always check on the experience of existing investors

· Too many of the existing investors surveyed say they would not invest if they would make the decision again, mostly because of the changes in tax treatment and poor follow through on contractual agreements by the government

The number one priority for successful promotion must be to ensure that existing investors have a positive experience.  Many of the issues are anticipated in the Investment Matrix, and especially:

· Sections 2.4 (improvement of a preferential regime for investors), 2.6 (land use), 3.1 (third party arbitration), 4.3 (introduce tax on use of underground resources and eliminate payment on processing), 4.6 (harmonization of tax legislation) and 4.8 (measures to increase trust of banking system)

VI. Comparative Analysis- Cost and other Location Factors

Investor interviews indicate that the main factor in making decisions is the calculation of return on investment which incorporates a range of factors related to cost, risk and efficiency/time considerations.   

Ranking of Cities Relative to Selected Location  Factors (1-6 with 1 the best)

	
	Bishkek
	Osh
	Almaty
	Tashkent
	Urumchi
	Yekaterinburg
	Remarks

	Truck transport
	1
	2
	NA
	3
	4
	5
	$/km/ton-various destinations; all very close

	Int’l passenger flights
	4
	6
	3
	2
	5
	1
	Huge gap between 1,2 & others

	Int’l cargo flights
	5
	6
	4
	2
	3
	1 
	Huge gap between 1,2,3 & 4,5,6

	6 m. container 
	2
	4
	3
	5
	6
	1
	To various foreign cities; quotes mostly very close

	DHL/Fed Ex package
	5
	4
	2
	1
	NA
	3
	Average to various cities

	Land line telephone 
	4
	4
	5
	3
	1
	2
	Cost to acquire plus average long distance

	Wireless phone
	2
	2
	5
	4
	NA
	1
	Average long distance rates and local plan

	Internet access
	1
	1
	3
	4
	5
	NA
	Cost (does not factor in quality)

	Electricity
	3
	3
	5
	1
	6
	2
	$/MWH (differences relatively small)

	Labor cost
	1
	1
	5
	3
	4
	NA
	Gross and net, various skill levels

	Office rental
	2
	1
	4
	3
	5
	6
	Per square meter, prime location

	Urban land
	3
	1
	5
	2
	4
	NA
	Large commercial plots


Source: Primary CARANA research in each city; detailed matrixes are available as an appendix

· Bishkek and Osh rank very well in costs of labor, land and utility services, and surprisingly well on land transportation

· Qualitative factors such as labor productivity, size and depth of the labor pool, quality of utility services, etc. have not been considered

· Air transportation is the weakest area for Kyrgyz cities, a significant drawback for a landlocked, relatively remote location

· High priority should be given to civil aviation and airport development policies to determine how to increase frequency of flights

· KR should be able to attract investors from northwest China who need cheaper/better location from where to produce for Russian and European markets, or even for their own market

The data is consistent with feedback from investors who report that the cost structure in KR is generally attractive and the service infrastructure acceptable (except for air transport). Thus, the principal constraints to investment are qualitative (e.g. land is cheap but title is not secure, or labor is low cost but certain skills are difficult to find).   

VII. Priority Opportunity Areas for Investment

Based on investor perceptions on key location criteria and the KR position relative to these criteria, the most promising opportunities for investment promotion are further prioritized below based on relative cost/difficulty and economic impact. This scoring matrix will be further developed and completed as part of the January workshop. 

	Opportunity Area
	Investment Potential

(next three years)
	Cost/Difficulty of Meeting Investor requirements
	Economic impact (jobs, net foreign exchange)
	Overall Ranking

	Tourism/Hospitality
	$20-50 MM (1 three star Bishkek hotel, 3-5 3-4 star Issykul hotels, 10-20 tourism service co’s) 
	Medium (promote destination, ancillary services, transportation, transparency in “deals”)
	Medium (.7 jobs per room plus 1.5 multiplier; increase visitors by 100,000 X $250 each (net)
	Second

	Mining and metals
	$500 million (1 large, 2 small projects)
	Low- Medium (Pass/ enforce Mining Law, “deal” transparency, link to energy)
	High (2-3,000 jobs and $100 MM in net FX earnings)
	First 

	Telecommunications
	$20-30 MM (expansion of wireless services, plus value added services) plus investment in privatized KyrgyzTelecom)
	Medium (Enforce competition and fair interconnection rates with fixed line provider) 
	Low direct impact but helps attract investment in other sectors
	Third 

	Electricity
	$50 MM (facility linked to aluminum; and/or export hydro project
	Low-medium (Long term contract with mining or Russia; deal transparency 
	Low direct impact, but helps attract other investment
	Fifth (could happen anyways with mining project)

	Industry/Agribusiness
	$10-20 MM in 10-20 projects (10 Chinese apparel, diverse other)
	Medium-high (need airport industrial park, solve supply chain issues for each type of industry)
	Medium-high (about 1 job per $2-5,000 invested) 
	Fourth 

	Banking
	$5-10 MM (2 small banks)
	Medium (better regulation)
	Low direct but high indirect by increasing financial intermediation
	Sixth 


Implications for an External Marketing Strategy

KR can attract the investment it needs for sustained economic growth by focusing its efforts on the few sectors that will deliver the best results.  Above all, success will require meeting the specific investor requirements/preconditions for each sector, and ensuring that existing and any new investors have excellent experiences in KR. General image building is not recommended.   The external promotion for each priority sector is likely to involve:

	Priority Area
	Geographic focus
	Identifying potential investors
	Promotion process

	Mining
	Russia, Canada, Australia
	Major companies easy to ID

Participate in major mining shows
	Systematic cultivation of major investors

Publicize KR Mining Law, seriousness in this sector in Mining shows and publications

	Tourism/Hospitality
	Europe, Russia, Kazakhstan (for visitors and investment)
	Participate in European tourism trade shows
	Public-private sector alliance for promotion of destination 

Focus on increasing flow of visitors first

Support for local ancillary businesses (SME projects)

	Telecommunications
	Russia, regional
	Local groups will find foreign partners for alliances in wireless and value added businesses
	Focus on regulatory enforcement of level playing field for new entrants

	Industry/Agribusiness
	NW China, Russia
	Promotion missions to China

Participation in specialized trade shows (e.g. wood, food)
	Promote Chinese developer of industrial park who would then attract tenants

Promote investment to solve transportation, supply chain bottlenecks

Solve cross border logistics problems  


Towards a Marketing Strategy

The results of this survey suggest marketing and promotion strategies quite different from what has been anticipated in the Investment Matrix.  The Investment Marketing Workshop planned for January will be used to help key opinion makers understand the market from the investors’ point of view and then forge a practical and cost effective promotion strategy.  

· The Investment Matrix suggests a marketing strategy that emphasizes a number of approaches that need to be adjusted in order to reflect the survey findings and be more effective.  Some of the issues are highlighted below.

· The “Kyrgyz Republic Goes Public” concept in Section 5.1 suggests an image building campaign based on wide dissemination of printed and computer based information

· Information is useful, but needs to be very specific to the needs of the investors in specific sectors

· Experience around the world shows that this kind of general promotion does very little in terms of bringing in new investment

· Section 5.2 focuses on the marketing abroad of business plans of KR companies 

· This has also proven to be a very ineffective methodology—much more effective is to attract foreign investors and then help them find local partners

· Section 5.4 calls for sector specific promotion strategies

· The selection of priority sectors should be based on where KR has the best chances for success, in order to focus resources on those sectors that will generate the most investment, most easily and with the greatest impact

· Section 5.5 seeks to promote priority investments to the “regions”

· The proven approach is to promote investment to KR and then to help the investor find and choose the best location for its particular needs (not to promote different regions) 

· Each region needs to be assisted to make itself as attractive as possible for the types of investors for which it has the best chance

· The matrix is missing one of the most important aspects of successful promotion—institutional responsibility for implementation and follow-up.  It is assumed that the Secretariat is responsible, but “best practice” and the concerns of investors suggest a need for:

· The capability to proactively promote investment in targeted sectors and locations (systematically identify and cultivate prospects)

· The capability to prepare visits for potential investors, making sure they find everything they need (information, partners, sites)

· Acting as an advocate of investors in cutting through red tape, conflicts among agencies and officials, etc.

VIII. Summary

· Kyrgyz Republic must attract about $200 million in new foreign investment per year in order to achieve significant levels of economic growth

· The goal is achievable—there are enough sectors and opportunity areas in which KR has enough potential to attract the necessary investment.

· Mining, tourism, infrastructure services (telecoms, electricity) are the most promising followed by industry/agribusiness 

· Competition is fierce for attracting investment—the marketing/promotion approach must be highly focused and targeted to meeting the needs of the investors in these sectors

· The best marketing is keeping current investors happy—this is dependent on improving the consistency and simplicity in how contracts are negotiated and enforced. 

The Marketing Strategy will be finalized in a January workshop in with the following principal agenda points:

· Sector specific industry dynamics and implications for KR

· Validating KR’s competitive position 

· International best practice for marketing and promoting investment

· Prioritizing opportunity areas

· Follow-up—specific next steps and responsibility for action
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