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Modelling the Non-Financial Nation Brand Image 
Dimensions Influencing Foreign Direct Investment Inflow 

Opportunities in Zimbabwe 

 

Tafadzwa Matiza* and Sandra Perks** 

 
After a decade-long(1998-2008) protracted socio-economic crisis, Zimbabwe suffered 
severe reputational damage as an investment location. Post-crisis Zimbabwe is 
presently an uncompetitive investment destination within the Southern African region, 
and this paper argues that the post-crisis image of the country is influential to investor 
behaviour and determines the current FDI inflows to the country. To date, no previous 
studies have been conducted to ascertain the influence of Zimbabwe’s image on its 
ability to attract foreign direct investment. Thus, a desk research was conducted to 
synthesise nation branding, behavioural finance and investment promotion theory and 
constructs within the FDI context, in order to construct a proposed explanatory 
framework for the non-financial nation brand image determinants influencing FDI 
inflow opportunities in Zimbabwe.This paper makes a novel contribution to the body 
of knowledge in FDI, nation branding and investment promotion, as it posits the first 
explanatory framework for qualitative, image-related factors influencing FDI decision-
making within the African context. Content analysis of the extant of contemporary 
literature affirms the role of nation images in the formation of subjective perceptions 
held of a country as a potential investment location, thus filling a discernible gap in 
knowledge. To this end, this paper identifies nine latent variables as non-financial 
nation brand image determinants that potentially influence foreign investors when 
considering FDI to Zimbabwe. It is recommended that the Government of Zimbabwe 
conduct research and quantitatively test the hypotheses formulated for the proposed 
model as part of its concerted investment promotion activities. 

 
Marketing/Economics 
  

1. Introduction  
 
Zimbabwe experienced a protracted socio-economic crisis between 1998 and 2008, 
resulting in Zimbabwe having the world’s fastest shrinking economy for a country, 
not at war and the highest recorded inflationary rate (hyperinflation) in recent history 
(Besada and Werner, 2010; Kaminski and Ng, 2011; Mlambo and Raftopoulos, 
2010).Post-crisis Zimbabwe has been plagued by the negative perceptions created 
by the Zimbabwe crisis, resulting in poor FDI inflows to the country – averaging 
US$386.5million in foreign direct investment (FDI) per annum (3.5% of the total FDI 
US$11.2 billion average inflows into the Southern African region between 2010 and 
2015). This makes Zimbabwe only more competitive than Malawi, Lesotho and 
Swaziland in attracting FDI (United Nations Centre for Trade and Development,  
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2016).This paper contends that Zimbabwe’s relative uncompetitiveness in the 
attraction of FDI - despite its resource endowments and multiple investment 
opportunities - is symptomatic of the non-financial factors contributing to Zimbabwe’s 
negative global image and reputation as an investment location. More-so, it is the 
image of Zimbabwe, more than any perceived fiscal inadequacies thatimpede FDI 
attraction within the global context. Zimbabwe’s image serves as a negative 
determinant to FDI inflows due to the outdated misconceptions regarding the risks 
associated with investing in the country (Games, 2011; Moyo, 2013; Mufirakurewa, 
2011; Sena, 2012). These misconceptions represent information asymmetry relating 
to the potential investment location, which in the context of this paper constitutes 
market failure (Assuncao, Forte and Teixeira. 2011; Lausberg, 2010). 
 

Investment promotion literature advocates for image-building as a panacea to 
information asymmetry in addressing and managing investor stereotypes and 
misconceptions relating to a particular investment location (Abodohoui, Aihouahin, 
Beaudry and Su, 2015; Eminovic, 2013). Despite this realisation, there is a 
discernible dearth in literature expIoring the role of the nation image as a 
determinant of FDI (van Houdt, 2012), thereby, necessitating research into this 
discourse in FDI theory, more-so in the African context. This paper argues that an 
existing subjective preference for a country is a competitive advantage in the 
attraction of FDI, thus it is the prerogative of national governments to manage 
investor perceptions of their countries as investment locations (Eminovic, 2013; 
Pietersen and Bezuidenhout, 2015). The contemporary challenge for African 
policymakers in attracting FDI to the continent, therefore, goes beyond countries 
such as Zimbabwe being able to provide foreign investors profitable investment 
opportunities. The aim of this paper is, therefore to contribute to the taxonomy of the 
determinants of FDI by modelling the non-financial nation brand image determinants 
that may influence FDI to Zimbabwe. 
 

2. Literature Review 

Research into the country-specificfactors influencing FDI to particular locations is 
pervasive throughout literature. However, FDI literature (Bezuidenhout, 2007; Kok 
and Ersoy, 2009; Lee, 2010), concedes that there is no consensus on the salient 
determinantfactors of FDI. Despite the lack of an explanatory framework for the 
determinants of FDI, similarities in determinants can be drawn from empirical 
literature relating to the factors influencing FDI location decisions. Afrocentric studies 
on the determinants of FDI have found diverse determinants of FDI to African 
locations. For instance, Vinesh, Boopendra and Hemraze (2014) studied 12 
Southern African Development Community (SADC) and found education, openness 
to trade, natural resources and the size of the market to be significant and positive 
determinants of FDI to the region. Breivik (2014) studied the determinants of 
Chinese FDI to 49 Africa countries and found that Chinese FDI to Africa could be 
empirically positively associated with Africa’s natural resources, good institutions, 
large and growing Gross Domestic Product and trade openness. Relatedly, Mijiyawa 
(2012) studied 53 African countries and found that: preceding FDI inflows; 
agglomeration, trade openness; return on investment; political stability and; market 
size as significant and positive drivers of FDI to the African continent. An analysis of 
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the FDI data from 35 African Union member countries, found that commodity price 
and stock market indexes, infrastructure, trade openness and preceding FDI inflows 
are significantly positive determinants of FDI to Africa (Kariuki, 2015). Interestingly, 
Kariuki’s (2015) results also suggest that foreign investors still invest in Africa albeit 
the perceived and real political and financial risk associated with investing in African 
countries.  
 
However, the stark differences in the determinants of FDI in the African continent 
can be identified more readily by analysing African country-specific studies of the 
determinants of FDI. For instance, a study by Ojong, Aripko and Ogar (2015) 
established that FDI to Nigeria was influenced by economic activity, trade openness, 
gross fixed capital formation and market capitalisation. In the case of Tanzania, 
Shawa and Yaoshen (2014) found natural resource availability, market size and 
infrastructure as significant determinants of FDI to the country. While, in the case of 
Zimbabwe, a study by Sikwila (2015) found that inflation, political stability, trade 
openness and domestic investment were significant determinants of FDI to 
Zimbabwe. As the aforementioned studies depict, there are certain factors that have 
been empirically established to be determinants of FDI to the African continent in 
general. The country-specific studies further give credence to the notion that there is 
no empirical consistency between which determinants influence FDI to all African 
countries in equal measure.  
 

2.1 Nation image in the foreign direct investment context 
 
Empirical studies into how the subjective perceptions of investors affect their 
investment decisions are gaining traction as a discourse in economic psychology 
and behavioural finance (Aspara, 2013). Behavioural finance theory advances the 
notion that financial markets are inefficient in providing information symmetry for 
investors, and that investors are not rational, and are in fact susceptible to 
behavioural heuristics and biases in their investment decision making (Dottorato, 
2012; Luong and Ha, 2011). Heuristics may be considered to be cognitive in nature, 
while biases may be considered to be emotional in nature, with Luong and Ha (2011) 
positing that biases are often a consequence of heuristics. Jagongo and Mutswenje 
(2014) advance that investor behaviour in investment decision-making is affected by 
both intrinsic and extrinsic behavioural factors.The attractiveness of a potential FDI 
location may be considered to be an amalgamation of the image of the country, the 
existing perceptions of the locational advantages associated with investing in the 
location and finally overall investor confidence in the location (Ernst and Young, 
2015). The real attributes (determinants and locational advantages) of a country 
may,therefore, be interpreted into the image of the country as an investment 
destination and thus may influence the decision-making process for foreign investors 
(Lee, 2010). From this perspective, this paper advances the notion that the 
subjective characteristics of investment locations such as nation image represent 
extrinsic factors that influence investor behaviour. 
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3. Methodology 
 
For the purposes of this paper, a desk research was conducted to generate the 
required empirical and theoretical secondary data. Qualitative directed/terminological 
content analysis was employed to deductively identify and subjectively interpret the 
themes and theory necessary to construct the proposed model (Hashemnezhad, 
2015; Nuopponen, 2010). Relevant theory and research findings were extracted from 
purposively sampled texts, principally from between 2005 and 2016 (with exception 
of seminal theory), based on their contribution to an understanding of nation 
branding, behavioural finance theory and investment promotion within the FDI 
context and were analysed.  
 
Tesch’s eight step process was followed to ensure the rigour of the analysis of the 
extant of literature (Creswell, 2009; Hsieh and Shannon, 2005). Literature was 
reviewed intensively, with the seminal theory identified to underpin the proposed 
model and provide the categories, and codes for the data. Non-financial 
determinants of FDI were then identified and coded through a second subsequent 
review of the data. Based on this overview, the determinants were clustered 
according to their contextual similarities and interrelationships. These coded and 
organised non-financial determinants represented the proxies for the categories 
extrapolated from the seminal theory. A final review of the data was conducted for 
each category and for an identified category to be considered a valid latent variable 
for the proposed model, at least four proxies had to be identified from the literature 
reviewed. 
 
Trustworthiness refers to the credibility, transferability,dependability and 
confirmability of the results (Morrow, 2005). For the purposes of this paper, the 
Lincon and Guba’s (1985) model of trustworthiness for qualitative data was 
employed. Credibility was ensured by the rigour of the data collected from published 
sources and a data analysis processguided by Tesch’s process. Transferability was 
ensured by sampling primarily contemporary Afrocentric sources in order to 
contextualise the proposed model within the African context. Dependability and 
confirmability were ensured by following an explicit process in the collection and 
analysis of the data, aided by relevant seminal models and concepts from published 
sources.Bias was mitigated by data triangulation which involves the convergence of 
data from various authors in order to increase the validity of the results (Yeasmin 
and Rahman, 2012). This paper utilised data from multiple sources, which generated 
their empirical data utilising diverse theoretical frameworks and methodologies. 
Expert collaboration with an expert in qualitative research was employed to further 
enhance the triangulation process. 
 

4. Discussion 
 
The extant of FDI, nation branding and investment promotion literature provides the 
theoretical underpinnings for the proposed model for the non-financial nation brand 
image determinants of FDI to Zimbabwe. The following seminal theory and concepts 
inform the proposed model. 
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4.1 Dunning’s (1977, 1979, 1988) OLI Framework 
 

Dunning (1977, 1979, 1988) developed the Ownership-Location-Internationalisation 
(OLI) framework which is premised on the assumption that for Multinational 
Enterprises (MNEs) to engage in international business, are a triad of interdependent 
variables interact to create advantages for the MNE (Dunning, 2000).Pertinent to this 
paper, Dunning’s (1977, 1979, 1988) explanatory framework,Location advantages 
are concerned with the site-specific attributes of the FDI location that make 
internationalisation comparatively and competitively advantageous (Dunning, 2000; 
Eminovic, 2013). Foreign investors seek to locate within the foreign market where 
certain country-specific advantages accrue from being based in the foreign 
market(Kotieno, 2013; Li and Gammelgaard, 2014).Dunning (2000) based on the 
OLI model, also offers an explanatory framework for the primary reasons MNEs 
engage in FDI activity primarily as: market-, resource-, efficiency-, and strategic 
asset seeking market entry motives. 
 

4.1.1 Sun’s (2009) determinants and outcomes of nation branding model 
 
Sun (2009) developed an econometric analytical model which posits that cultural, 
economic, infrastructural, political and geographic factors as determinants of nation 
comparative advantage are moderated by the nation brand, and have a significant 
impact on a country’s economic outcomes, which include the attraction of FDI. 
Grounded in the Hunt and Morgan Resource Advantage Theory, Sun (2009) 
advances the notion that the overall image of a nation influences the relationship 
between country-specific determinants and outcome factors, with resources flowing 
to locations with more comparative advantages. Sun’s (2009) model positions the 
nation brand as a significant facet in informing the subjective preference of investors 
amongst other external stakeholders. 
 

4.1.2 Anholt’s (2005) nation brand hexagon 
 

The proactive management of the images of nations is referred to as nation branding 
(Dinnie, 2008; Papadopoulos, Hamzaoui-Essoussi and Elbana, 2016). Anholt’s 
Nation Brand Hexagon (NBH) posits that much like enterprise and product brands, 
countries may develop and possess their own distinct brand identities and that nation 
branding is an effort by national governments to ‘communicate’ with its external 
stakeholders globally through six distinct channels - exports, tourism, investment and 
immigration, government, people, culture and heritage - the ‘hexagon of 
communication’ (Anholt, 2005; Belloso, 2010). These channels are non-financial in 
nature and influence the subjective preference of external stakeholders who include 
foreign investors. 
 

4.1.3 Cavusgil, Knight and Reisenberger (2012) investment destination 

selection model 
 
Cavusgil, Knight and Reisenberger (2012) hypothesise that FDI is a high-control 

strategy for investors entering foreign markets, hence nations proactively seek to 
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influence investor decision-making. Cavusgil et al. (2012) model the salient factors 

that investors traditionally consider in their evaluation of investment destinations for 

the success of their own global competitiveness strategies. These factors are 

outlined as economic, legal and regulatory, political and governmental, market, 

human resource, infrastructural and profit retention factors. The model by Cavusgil et 

al. (2012) in essence outlines a multitude of factors considered by foreign investors 

to select potential foreign investment locations on a primarily comparative basis. 

 

The aforementioned models are not significant individually within the Zimbabwean 

context. In the absence of a sub-OLI framework that assesses non-financial 

locational advantages, in particular, Dunning’s (1977, 1979, 1988) OLI framework is 

not suitable for the assessment of the non-financial dimensions for the paper 

individually.While Sun’s (2009) determinants and outcomes of nation branding model 

position the nation brand image as a moderator of comparative advantage, it does so 

in a general nation-based global resource competition context and does not outline 

the individual dimensions of the nation brand image.Anholt’s (2005) nation brand 

hexagon does provide a subjective evaluative framework, however, the six 

dimensions the NBH posits are not comprehensive as a cross-section of non-

financial determinants tin the Zimbabwean context. The model by Cavusgil et al. 

(2012) does not dichotomise between financial and non-financial factors, therefore it 

only contributes three distinct non-financial dimensions (legal and regulatory 

framework, infrastructure and factor endowments) not encapsulated by the NBH 

dimensions, to be tested as part of the hypothesised model. It is when these models 

are synthesised that a potential evaluative framework for the non-financial nation 

brand image determinants may be developed. 

 

4.2 Theoretical overview of the non-financial nation brand image 

determinant indicators 
 

According to Eminovic (2013), the image of a country (nation brand image) is a 

synopsis of all the descriptive, inferential and informational tenets that inform the 

perceptions of external stakeholders. With this in mind, the following are the non-

financial nation brand image determinant indicators of the proposed model. 

 

4.2.1 Tourism  
 
Tourism relates to how a country promotes itself as a tourist destination and how this 
promotion and the country’s tourism assets then influence the image of the country 
in the minds of external publics (Christie, Fernandes, Messerli and Twining-Ward, 
2013; Schlicher, 2012). As a non-financial determinant of FDI, tourism refers to the 
attractiveness of the country to foreign investors seeking to exploit existing tourism 
resources (Kalamova and Konrad, 2009). Proxies that have been utilised to measure 
tourism in the FDI context include theavailability of hotel/resort infrastructure (Borici 
and Osmani, 2015), exploit favourable climate (Luo, Lam, Qiu and Fan, 2015), 
natural attractions (Ussi and Wei, 2011) and strategic location (Falk, 2016). The 
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more attractive a country is as a tourist destination, the more competitive its nation 
brand image is to tourists and the more positively it may be perceived to be by 
foreign investors (Ferreira and Perks, 2016; Kalamova and Konrad, 2009). 
 

4.2.2 Exports  
 
Exports influence the image of the country within its external publics based on the 
reverse effect of the country-of-origin effect – where the quality of key 
products/brands originating from a particular country either positively or negatively 
influences the image of the source country (Aspara, 2013; Schlicher, 2012). While, 
as a determinant of FDI, exports relate to how the country of origin effect influences 
investors in their FDI decisions - based on how by producing their products and 
exporting their output from the FDI host country would present as a market 
opportunity for the foreign investor (Belloso, 2010; Kalamova and Konrad, 2009). 
Proxies that have been utilised to measure exports in the FDI context include key 
export products (Loots and Kabundi,2012), export-friendly policies (Kahai, 2011; 
Khan and Nawaz, 2011), regional and bi-lateral trade agreements (Vinesh et al., 
2014), export promotion initiatives (Ojang and Arikpo, 2015), and strategic location in 
proximity to international export markets (Campos and Kinoshita, 2006).  
 

4.2.3 Governance  

Governance relates to how the government and quasi-government interventions 
impact the macro environment of the country, the assumption being that good 
governance communicates a positive and well managed macro business 
environment to foreign investors (Ajide, 2014; Schlicher, 2012). Governance as a 
determinant of FDI may be considered to have a direct influence on investment 
destination decisions -, where an overly interventionist and bureaucratic government 
negatively affects investor behaviour (Kalamova and Konrad, 2009). Proxies that 
have been utilised to measure governance in the FDI context include: political 
stability (Kariuki, 2015), adherence to good institutional management practices (Ajide 
and Eregha, 2014), accountability, corruption (Kariuki, 2015; Park, 2014), 
enforcement of the rule of law (Ajide, 2014), level of bureaucracy (Ojong et al., 
2015), and the respect for business proprietary rights (Campos and Kinoshita, 2006; 
Moreira, 2009). 
 

4.2.4 Culture and Heritage  

The cultural profile (norms, practices), as well as the cultural exports (indigenous 
music, arts, crafts) influence the perceptions of foreign investors regarding the image 
of the country for attributes such as innovativeness, creativity and, research, 
communication, diversity and development prowess (Kalamova and Konrad, 2009; 
Lausberg, 2010; Schlicher, 2012). In the FDI context, cultural and heritage elements 
as determinants of FDI relate to factors that subjectively influence the investor 
behaviours. Proxies that have been utilised to measure culture and heritage in the 
FDI context include cultural norms (Osei and Gbadamosi, 2011), language (Hanafy, 
2015), acceptance of corruption (Castro and Nunes, 2013; Kahai, 2011), cultural 
diversity and tolerance of foreigners (Hlongwana, 2015). These factors would 
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influence foreign investors relating to key business practices and concepts including 
entrepreneurship, propensity for business innovation, acceptance of foreign 
business, assimilation and other indirect spilloversassociated with investing in that 
particular country (Kalamova and Konrad, 2009; Schlicher, 2012). 
 

4.2.5 Investment and Immigration  
 

How a country is perceived as a place to live, work or study and, the efforts by the 
country to facilitate the processes and public resources that catalyse investment and 
migration are considered to be influential to the image of a country (Schlicher, 2012). 
As a determinant of FDI, Kalamova and Konrad (2009) posit that the quality of life 
and overall investment climate in the potential investment location is influential to the 
decision of an investor to invest – especially since FDI is a long-term strategy, the 
motivation of the foreign investor to travel to and possibly relocate to the FDI location 
becomes a critical determinant of FDI. Proxies that have been utilised to measure 
investment and immigration in the FDI context include: ease of doing business 
(Ajayi, 2006; Bayraktar, 2013), overall investment climate (Ajayi, 2006; Coy and 
Cormican, 2014), immigration policy (Ajayi, 2006), access to public resources (water, 
electricity, and health facilities) and quality of life (Kalamova and Konrad, 2009), and 
FDI-friendly policy and incentives (Badr and Ayed, 2015; Erdogan and Unver, 2015). 
 

4.2.6 People 
 

How the citizens originating and/or inhabiting a particular country are perceived is a 
critical component in the image of a country – where the people/individual citizens of 
the country or those associated with it as brand ambassadors influence the 
perceptions of external stakeholders (Kalamova and Konrad, 2009; Schlicher, 2012). 
Proxies that have been utilised to measure people in the FDI context include: 
stereotypes of the skills level (Luiz and Charalambous, 2009), literacy and 
qualifications of workforce (Vinesh, Boopendra and Henraze, 2014) and, labour 
profile (Mottaleb and Kalirajan, 2010), and productivity of the workforce (Salike, 
2016).The human capital endowment (people) of a potential investment location 
influence FDI-related considerations such as technology transfer and uptake, 
upskilling and skills retention (Asiedu, 2006; Gharaibeh, 2015;Vineshet al., 
2014;Miyijawa, 2012). 
 

4.2.7 Factor endowments 
 
Factor endowments in the FDI context refer to the primary resources available in a 
particular location and to what extent they can be exploited (Hammond and Russo-
Converso, 2014). Conventional wisdom suggests that the more endowed a potential 
foreign investment location is, the more likely it is to attract FDI inflows, thus factor 
endowments influence the image of a country primarily as a resource location 
(Anyanwu, 2012; Anyanwu and Yameogo, 2015; Moreira, 2009). Proxies that have 
been utilised to measure factor endowments in the FDI context include: resource 
abundance (Indopu and Talla, 2010), abundance of skilled human capital (Sichei and 
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Kinyondo, 2012), as well as effective financial infrastructure and access to supra-
national financial institutions such as the World Bank (Vinesh et al., 2014). 

 

4.2.8 Infrastructure  
 
The availability of adequate infrastructure is influential to foreign investors as it 
impacts on the enterprise operations (such as turnaround and delivery time) 
associated with investing in a particular country – therefore the better the 
infrastructure, the more stimulus the location has for FDI (Boman and Hellqvist, 
2012; Kinda, 2010; Moreira, 2009). In the case of a significant proportion of less 
developed countries, poor infrastructure has been found to be detrimental to the 
attraction of FDI (Demirhan and Masca, 2008:361).  Proxies that have been utilised 
to measure infrastructure in the FDI context include:the availability and quality of 
utilities - water, electricity, telecommunications (Mabule, 2012), ability of the host 
government to develop, manage and maintain transport infrastructure as public 
assets (Tembe and Xu, 2012) and physical distribution channels - roads, railway 
lines, airports and seaports (Aveh and Krah, 2013), and availability of attractive 
industrial locations (Korez-Vide, Voller and Bobek, 2014). 
 

4.2.9 Legal and regulation frameworks 
 
The extent to which governments intervene and exercise control over their 
economies by enforcing rules and guidelines meant to manage and safeguard their 
economies is the measure of theregulatory framework in the FDI context (Fagan, 
2009;Steyt, 2006). The more highly regulated a potential foreign investment location 
is, the less likely investors would be willing to invest in the location (Anyanwu, 
2012;Busse and Groizard, 2008). Proxies that have been utilised to measure 
infrastructure in the FDI context include: indigenisation/foreign ownership ceilings 
(Senkunku and Gharleghi, 2015), sector protectionism (Makoni, 2015), transparency 
of the business policies (Bartels, Kratzsch and Eicher (2008), business-friendly fiscal 
policies (Aveh and Krah, 2013), property rights enforcement (Hailu, 2010) and 
remittance policies (Ajayi, 2006; Campos and Kinoshita, 2006). As Sauvant (2015) 
surmises, FDI naturally flows to countries with enabling regulatory environments. 
 

4.3 FDI market entry opportunities 
 
Based on Dunning’s (1977, 1979, 1988) OLI framework, Cui, Meyer and Hu (2014) 
segment FDI into four distinct typologies which represent distinct market entry 
opportunities for foreign investors: resource-, market-, efficiency- or strategic asset- 
seeking. The literature (Kotieno, 2013; Li and Gammelgaard, 2014; Lintunen, 2011), 
supports this segmentation of FDI. For the purposes of the proposed model, the 
influence of the non-financial nation brand image determinants will be tested for each 
the categorical differences based on these FDI market entry opportunities.  
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4.4 The proposed model of the non-financial nation brand image 
determinants influencing foreign direct investment inflow 
opportunities in Zimbabwe 

 

Based on the empirical and theoretical literature discussed in the preceding sections, 
Figure 1 illustrates the proposed model of the non-financial nation brand image 
determinants influencing FDI inflow opportunities in the Zimbabwean context. 
 
Figure 1: The proposed model of the non-financial nation brand image 

determinants influencing foreign direct investment inflow 
opportunities in Zimbabwe  

  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
Source: Own construction 
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as critical subjective variables in the assessment of the images held of countries. 

With the addition of legal and regulatory framework, infrastructure, and factor 

endowments (representing human and natural resources) – which are included as 

distinct country-specific variables in proposed model. Within the context of the 

proposed model, the influence of the non-financial nation brand image dimensions 

as non-financial determinants of FDI is examined categorically across the FDI 

typology spectrum that is across: resource-, market-, efficiency- or strategic asset-

seeking form of FDI. The following hypotheses are thus posited for the proposed 

model: 

 

H1.1-1.4: The perception of foreign direct investors regarding Zimbabwe’s 
tourismappeal influences the FDI inflow opportunities considered (market-, 
resource-, efficiency-, strategic asset-seeking). 

H2.1-2.4: The perception of foreign direct investors regarding Zimbabwe’s 
governance influences the FDI inflow opportunities considered (market-, 
resource-, efficiency-, strategic asset-seeking). 

H3.1-3.4: The perception of foreign direct investors regarding people residing in 
Zimbabwe influences the FDI inflow opportunities considered (market-, 
resource-, efficiency-, strategic asset seeking). 

H4.1-4.4: The perception of foreign direct investors regarding Zimbabwe’s culture 
and heritage influences the FDI inflow opportunities considered (market-, 
resource-, efficiency-, strategic asset-seeking). 

H5.1-5.4: The perception of foreign direct investors regarding Zimbabwe’s exports 
influences the FDI inflow opportunities considered (market-, resource-, 
efficiency-, strategic asset-seeking). 

H6.1-6.4: The perception of foreign direct investors regarding Zimbabwe’s 
investment and immigrationconditions influences the FDI inflow 
opportunities considered (market-, resource-, efficiency-, strategic asset-
seeking).  

H7.1-7.4: The perception of foreign direct investors regarding Zimbabwe’s factor 
endowments influences the FDI inflow opportunities considered (market-, 
resource-, efficiency-, strategic asset-seeking).  

H8.1-8.4: The perception of foreign direct investors regarding Zimbabwe’s 
infrastructure influences the FDI inflow opportunities considered (market-, 
resource-, efficiency-, strategic asset-seeking). 

H9.1-9.4: The perception of foreign direct investors regarding Zimbabwe’s legal and 
regulation framework influences the FDI inflow opportunities considered 
(market-, resource-, efficiency-, strategic asset-seeking). 

 

5. Conclusions and Implications  
 
The nation brand image dimensions of Zimbabwe as an investment destination are 
hypothesised as non-financial determinants influencing the FDI decision-making 
process of investors considering investing in Zimbabwe. These non-financial 
determinants may,therefore, be considered to be the descriptive, inferential and 
informationaltenets influencing investor perceptions of Zimbabwe as an FDI 
destination. To the best of the researcher’s knowledge, the proposed model is a 
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novel attempt at modelling subjective (non-financial) variables as primary influencers 
of the FDI location decision-making process on a multi-categorical level.More-so, the 
proposed model represents the first explanatory framework for the non-financial 
nation brand image determinantspotentially influencing FDI to Zimbabwe or any 
other individual country. This paper finds sufficient theory to support the notion that 
nation images (constituted by non-financial nation-brand image factors) may 
influence the perceptions of foreign investors. This impliesthat it is the prerogative of 
the Government of Zimbabwe and the Zimbabwe Investment Authority to empirically 
test the proposed explanatory framework to determine the non-financial factors 
influencing FDI to Zimbabwe. Therefore, it is recommended that a deductive-
quantitative study is conducted on the subjective perceptions of foreign investors 
who have invested, have considered investing in or would consider investing in 
Zimbabwe in the future, in order to test the model and the proposed hypotheses. 
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