
Breaking down 
barriers

8th Annual Investor 
Relations Survey

September 2016

Supported by



2

BREAKING DOWN BARRIERS

Investor Relations Officers (IROs) from leading companies 
around the globe were invited to participate in our survey 
between 21st April and 15th June 2016. Citigate Dewe 
Rogerson sought their views on different aspects of their 
investor relations programmes and plans for the future, 
including their main objectives for the coming year, changes 
to reporting and guidance, analyst coverage, investor 
engagement, approach to dealing with activist investors and 
use of technology. 

This year, a record number of 258 IROs contributed to our 
survey, representing companies from 37 countries, with a 
combined market value of over $100 trillion. 

We would like to thank all our respondents for making our 
eighth annual IR survey the most successful to date. 

Citigate Dewe Rogerson, September 2016

Introduction
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• Increased roadshow activity  
45% of companies are planning to increase roadshow activity over the next 12 
months with second tier cities in Europe and the US among the key focus areas for 
the coming year

• Greater control over investor targeting 
63% of IR teams determine over 50% of their roadshow targets 
30% use online investor targeting tools 
72% target investors based on sector holdings

• Proactive engagement with potential investors 
79% of companies proactively approach potential investors to arrange meetings

• Greater use of video for investor relations 
41% of IROs believe that video content on IR websites is transforming the way 
companies communicating with their investors

• Increased use of virtual events 
Virtual conferences, AGM and roadshows are rising in popularity, particularly among 
companies located further away from key financial centres

• Continued growth in internal buy-side research 
49% of companies have noticed an increase in internal buy-side research over the 
past 12 months

• Rise in direct requests for meetings 
69% of companies have noticed an increase in direct requests for meetings with 
their management 

• Greater enagagement with board members 
62% of chairmen meet investors outside the AGM 
59% of board directors (excl. chairman, CEO and CFO) meet investors 
outside the AGM

• Demands for greater board diversity and cyber security 
40% of companies have taken action to improve board gender diversity over the past 
12 months  
30% of companies state that cyber security is an increasing area of concern 
among their shareholders 
79% have introduced new measures over the past 12 months to mitigate the risk 
of a cyber-attack

• Increasing interest in non-financial KPIs 
75% of companies are either reporting or planning to start reporting non-financial 
KPIs 

• Continued rise in investor activism 
14% of companies have been a target of an activist approach over the 
past 12 months 
73% of companies are monitoring their shareholder base for activist investors 
63% have evaluated their vulnerability to an activist approach 
52% have formulated a response strategy in case of an activist investor approach

Breaking down 
barriers

Investors

Companies
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Roadshows and 
targeting

Increased roadshow activity
Our research shows a continued rise in roadshow 
activity with 45% of companies planning to hold 
more meetings over the coming 12 months. One third 
will visit new financial centres with second tier cities 
particularly in Europe and the US among the key 
focus areas for the coming year. Efforts to attract new 
investors also continue across Asia with companies 
looking beyond the traditional pull of Hong Kong and 
Singapore to include destinations such as Shanghai, 
Beijing, Tokyo and Kuala Lumpur.

Greater control over investor targeting
Whilst two thirds of companies continue to entrust 
brokers with the logistical support for 75% or more 
of their meetings, encouragingly 63% of IR teams are 
calling the shots on who they see when it comes to 
the majority of their roadshow meetings. Potential 
investors are most frequently identified based on 
sector holdings, with size of assets under management 
and investment style completing the top three 
screening criteria. In 30% of cases, this analysis is 
supported by online targeting tools whose use  

Summary of findings

is becoming increasingly prevalent around the world. 
Despite MiFID II being an EU-driven directive, however, 
it comes as some surprise that European companies 
are no more proactive than the rest of the world when 
it comes to investor targeting. 

In addition to traditional investor targeting criteria, 
16% of all companies surveyed target SRIs as a specific 
investor class; however, North American and UK 
companies tend to lag behind the rest of the world 
in this respect.

Proactive engagement with potential 
investors
Direct engagement between companies and investors 
is on the rise thanks to efforts on both sides: 79% of 
companies proactively approach potential investors to 
arrange meetings while 69% have noticed an increase 
in direct requests from investors for meetings with 
their company. Compared to other developed markets, 
European companies appear less proactive with only 
23% regularly approaching potential investors. 

With equity research budgets in continued decline, exacerbated by regulatory pressures, the need for 
companies to market themselves more widely has never been greater. Companies across the world are rising 
to this challenge through increased roadshow activity, greater control over investor targeting, proactive 
engagement with potential investors, and greater use of video and virtual events for investor relations. Investors, 
in turn, are increasingly conducting their own research, requesting meetings directly, demanding greater access 
to the wider board and action in response to their concerns.
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Engagement

AGM preparation warrants greater 
dialogue with institutional Corporate 
Governance teams
Our findings show that 65% of companies do not 
engage at all with Corporate Governance teams ahead 
of AGMs, with 44% unaware of their shareholders’ 
voting policies. European companies score the highest 
in this respect, whilst Asian companies lag behind the 
rest of the world.

Board director involvement in IR on the 
rise but more regular contact needed
More frequent proxy contests and high profile 
shareholder proposal campaigns, coupled with 
shareholder revolt over executive remuneration, 
have led to greater involvement of board directors in 
investor relations. According to our research, 62% of 
chairmen have some contact with investors outside 
the AGM while this figure for board directors excl. the 
chairman, CEO and CFO stands at 59%. Interestingly, 
whilst it is North American companies that currently 
face a higher threat of an activist investor approach, 
their board directors are the least active when it 
comes to regular interaction with shareholders. 

Key issues on the agenda: board diversity 
and cyber security
As empirical evidence grows to support the correlation 
between board gender diversity and stronger returns 
on capital, we continue to see progressive action being 
taken at board level globally. Within our sample, 40% 
have taken action to improve board gender diversity 
over the past 12 months with large cap companies 
leading the way. 

For 30% of companies in our survey, cyber security 
is an increasing area of concern among their 
shareholders. In response, 79% of companies have 
introduced new measures over the past 12 months 
to mitigate the risk of a cyber-attack. Given the 
nature of their business, utilities, financial institutions 
and telecoms have been particularly proactive in 
this respect. 

Companies outside the US increasingly  
preparing for greater activist investor 
interest in their markets
Overall, 14% of companies in our sample have 
been targeted by activist investors over the past 
 12 months. Whilst North American companies remain 
the most likely to receive an activist approach, other 
jurisdictions such as Australia appear now to be 
attracting much greater attention from activists than 
in the past. Overall, 73% of companies now monitor 
their shareholder base for activist investors, 63% have 
evaluated their vulnerability to an activist approach 
and 52% have formulated a response strategy in case 
of an activist investor approach.

Greater use of virtual events and video 
content, but continued decline in use of 
social media
The convenience of virtual AGMs, roadshows and 
investor conferences has won over an increasing 
number of companies, with all three event types rising 
in popularity across Europe. In a global context, 19% 
of companies have attended virtual conferences - 
these are particularly popular in the emerging markets 
of the Middle East and Africa, which are naturally 
disadvantaged by their geographical distance from 
the world’s largest financial centres.

The wave of corporate website upgrades also 
continues with design, navigation and content being 
modified for use on mobile devices. As demands 
on investors’ time become ever tighter, 41% of IROs 
believe that increased use of video content on their 
IR websites is shaping the way they communicate 
with investors. 

Apart from Twitter and LinkedIn accounts, our 
research shows a decline in popularity of all other 
social media channels among European IROs 
compared to 2015. Content distribution through IR 
apps has declined in Europe from 48% in 2015 to 
43% in 2016. However, in a global context, only 8% of 
companies see the value in providing this dedicated 
communication channel. 
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Growing IRO integration and 
recognition, internally and externally

According to our research, two thirds of IROs have 
additional responsibilities within their companies: 
most frequently related to capital markets 
transactions, corporate affairs and strategy. As the 
profession continues to attract increasingly high 
calibre candidates, evidence shows that companies 
are capitalising on the wide-ranging experience of 
their IROs whose skills are also getting recognition 
externally as 5% of IROs take on non-executive 
positions outside their companies. However, two thirds 
are still waiting for a regular seat at board meetings 
with Europe lagging behind other developed markets. 

Analyst and investor feedback: a key 
measure of success
Analyst and investor feedback remains the most 
frequently used criterion when it comes to measuring 
IR effectiveness. Apart from feedback, both internal 
and from the investment community, development 
of a company’s shareholder base is a priority for two 
thirds of listed companies. This is closely linked to the 
number of meetings or calls held with investors, as 
well as the correlation between such engagement and 
subsequent purchases. 

Reporting

Moving away from quarterly reporting 
remains a challenge
Only 11% of EU companies have taken advantage of 
new regulation allowing them to reduce the frequency 
of their reporting; the remainder continuing to report 
quarterly, mainly due to concerns over a potential 
adverse reaction from shareholders.

Reporting of non-financial KPIs  
on the rise
Encouraged by regulation and investor focus on 
non-financial indicators, 75% of companies are 
either reporting or planning to start reporting such 
indicators through either producing stand-alone 
sustainability reports or by adopting an integrated 
reporting approach.

IR function

Increasing importance of analytical and 
technology skills in IR
With continued changes in regulation, the evolving 
corporate access environment and the increasing 
availability of technology-based tools for investor 
relations, the skillset of a typical IR team is changing 
too. Within our research sample, 28% of companies 
are adding new skills this year. Financial modelling 
and analytical skills, industry expertise and contacts, 
technology skills, and in-depth understanding of 
sustainability issues are all in demand.  

Excluding staff costs, the greatest increase in resource 
allocation is being driven by greater roadshow activity 
planned for the upcoming 12 months, alongside 
company-hosted events and the related investor 
targeting activity. 

SANDRA NOVAKOV
Director, Investor Relations  
Citigate Dewe Rogerson 
T: +44 (0)20 7282 1089 
E: sandra.novakov@citigatedr.co.uk

Please get in touch to discuss our survey 
findings or for advice on your investor 
relations programme.
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Roadshows  
and targeting

Direct engagement 
between companies  
and investors on the rise 
 
With sell-side research in decline, our 
survey findings show heightened levels 
of engagement between companies 
and investors. 

For their part, companies are once 
again increasing roadshow activity 
with 45% planning more meetings over 
the coming 12 months. One third will 
visit new financial centres with second 
tier cities particularly in Europe and 
the US among the key focus areas 
for this year. In Europe, the Nordic 
countries followed by Milan and Dublin 
constitute the top three destinations 
for further exploration this year; whilst 
in the US, cities on the West Coast and 
in the Mid-West dominate the long 
list of secondary and tertiary centres 
companies plan to tap for additional 
pools of capital. Efforts to attract new 
investors also continue across Asia with 
companies looking beyond just Hong 
Kong and Singapore to destinations 
including Shanghai, Beijing, Tokyo and 
Kuala Lumpur.

A geographical breakdown of our 
sample shows that Middle Eastern 
companies are the most likely to 
increase their roadshow activity (93% 
of those surveyed), with Australian 
companies the least likely on 36%. 

of IR teams 
determine 
over 50% of 
their roadshow 
targets

63%
Fig. 2 What percentage of your roadshow targets 
will be determined by the IR team?

>75%

50% - 70%

25% - 49%

35%

23%

28%

14%<25%

45%
of companies 
plan to increase 
roadshow 
activity over 
next 12 months

Fig. 1 Roadshow targets determined by the IR team 
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50%

72%

56%

36%

24%

37%

36%

14%

22%

22%
24%

18% 11% 14% 11%

25%

28% 14%
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No increase in proactive 
investor targeting by 
European companies 
despite MiFID II

With corporates, investment banks and 
fund managers all focused on the likely 
implications of MiFID II on corporate 
access, our survey takes a closer look at 
who is determining roadshow targets 
and based on what criteria.

Whilst two thirds of companies 
continue to entrust brokers with the 
logistical support for 75% or more of 
their meetings, encouragingly 63% of 
IR teams are calling the shots on who 
they see when it comes to the majority 
of their roadshow meetings. By leaving 
such targeting to brokers alone, the risk 
exists that investors most suitable for 
the company may not be seen due to 
the brokers’ interests being potentially 
conflicted.

Despite MiFID II being an EU-driven 
directive, it would seem that European 
companies are no more proactive than 
the rest of the world when it comes 
to investor targeting, largely leaving 
it to their brokers to decide upon 
the roadshow targets. Only 34% of 
those European companies surveyed 
determine more than 75% of their 
roadshow targets; this contrasts with 
72% for Asian companies surveyed and 
56% for those based in Africa where 
relationships between corporates and 
brokers have traditionally been  
less close. 

For North American, European and 
Australian companies, we believe this 
represents both a missed opportunity 
and a potentially unproductive use of 
management time and resources in 
terms of time spent attending sub-
quality meetings.

Our research shows that direct 
engagement between companies 
and investors is on the rise thanks to 
efforts on both sides: 79% of companies 

Fig. 3 Companies proactively approaching new investors 

Africa Asia Europe North 
America

Middle 
East

Australia

50%

75%

25%

Ad hoc

Regularly

proactively approach potential investors 
to arrange meetings and 69% have 
noticed an increase in direct requests 
from investors for meetings with their 
company. Compared to other developed 
markets, European companies once 
again appear less proactive with 
23% regularly approaching potential 
investors against 33% in North America 
and 45% in Australia. 

Cross-peer analysis 
approach to targeting 
most commonly used

Having established that companies 
are increasingly taking back control of 
investor targeting from their brokers, we 
looked at the criteria commonly used 
in this process. More than two thirds of 
companies take the traditional approach 
of first looking at who holds their sector 
peers in order to identify untapped 

69%
of companies 
have noticed 
an increase in 
direct requests 
for meetings 
with their 
management

45%

45%43%

33%

21%

57%

49%

71%

56%

23%

14%
11%
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sources of investment with a further 47% 
looking for opportunities among current 
shareholders who are underweight 
their stock relative to sector peers. For 
59%, size matters with assets under 
management the second most popular 
targeting criteria, closely followed by 
investment style. For most companies, 
geographic or thematic focus on the 
part of investors is only a secondary 
consideration.

SRI investors: an untapped 
source of investment?  
 
In addition to traditional investor 
targeting criteria, 16% of all companies 
surveyed target socially responsible 
investors (‘SRI’) specifically. German 
and Australian companies lead the way 
here, with 36% apiece, whilst those from 
North America and the UK lag behind 
at only 5% and 11%, respectively - once 
again, this could represent a missed 
opportunity.  Smaller companies are 
also less engaged with SRI investors, 
with only 4% of those with a market 
cap below $500 million targeting this 
investor class.  

According to recent research carried 
out by JP Morgan, global assets under 
management in Environmental, Social 
and Governance (‘ESG’) portfolios 
currently stand at around US$30-40bn, 
though that has the potential to rise 
to as much as US$2.5trn if all those 
investments exhibiting some ESG 
criteria are included. With this in mind, 
companies would be wise to attach 
greater importance to tapping these 
investors as a discrete and growing pool 
of capital, particularly as the majority 
of companies surveyed has increased 
disclosure of non-financial KPIs on 
which SRI investors focus (as discussed 
in more detail on p. 18).

Sector focus

Assets under management

Investment style (eg. income, growth, value etc.)

Underweight positions relative to peers

Average holding period

Regional/ Country focus

Thematic focus

Geographical proximity

Other

Do not target new investors

40% 60% 80%20%

36%

57%

36%

47%

26%

15%

6%

4%

72%

Fig. 4 Which of these criteria do you use to prioritise investor meetings?

59%

72%
target 
investors based 
on sector 
holdings

16%
target SRI 
investors

79%
proactively 
approach 
potential 
investors

Fig. 5 Respondents that target SRI  
investors by region

Australia

Rest of the World

Middle East

Asia

36%

21%

14%
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17%

5% North 
America

Europe



Investor engagement

12

BREAKING DOWN BARRIERS

Shareholder 
activism

Companies outside the US 
increasingly preparing for 
greater activist investor 
interest in their markets

With continued growth in assets under 
management invested in activist funds 
of varying degrees and forms, we 
take a closer look at which regions 
and industries are seeing the highest 
number of approaches and where the 
best and least prepared companies 
reside. 

As expected, North American 
companies remain the most likely to 
receive an activist approach. However, 
other jurisdictions appear now to be 
attracting much greater attention from 
activists than in the past. According to 
a report by Activist Insight, the number 
of companies targeted in Australia 
grew by 27% during 2015, whilst Asian 
companies also saw an influx of  
foreign activists. 

The market environment in Australia, 
in particular, is seen as conducive to 
activism due to its developed personal 
investment marketplace, shareholder-
friendly regulation and a historically 
passive institutional shareholder base. 
This environment is borne out by the 
rising success rate of activist campaigns, 
up from 30% in 2014 to 46% in 2015 
(Australia and Asia, according to 
Activist Insight).

Basic materials

Consumer goods

Consumer services

Healthcare

Telecommunications

Technology

Industrials

Oil and gas

Utilities

Financials

15% 20% 25%10%5%

Fig. 6 Companies that have been a target of an activist approach over the past 12 months

25%

23%

20%

18%

16%

14%

13%

10%

9%

3%

52%
formulated 
response 
strategy in 
ease of an 
activist investor 
approach

14%
targeted 
by activist 
investors 
over the past 
12 months
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In response, Australian companies 
have dedicated resources to monitoring 
their shareholder bases for activist 
shareholders, carrying out vulnerability 
assessments and formulating a response 
strategy. When it comes to the latter, in 
particular, Australian companies in our 
sample lead the way with 82% stating 
they have a response strategy in place 
against a worldwide average of 52%.

At the opposite end of the scale, 
Asian companies appear much less 
proactive when it comes to monitoring 
and preparation, despite the growing 
interest from activist investors in their 
region. Only 14% of Asian companies in 
our sample have a response strategy in 
case of an activist approach. 

Given the historically low valuation levels 
in the sector, it comes as no surprise to 
see Basic Materials companies as the 
most frequent activist investor targets 
over the past 12 months. Consumer 
Goods and Services sectors follow 
closely behind, whilst a flurry of M&A 
activity in the Healthcare sector is seen 
as responsible for attracting increased 
activist interest over the past 12 months. 
The fast moving Technology sector 
also remains fertile ground for activists 
seeking to unlock latent value, with 16% 
of companies in our sample receiving 
activist approaches.

Fig. 7 Companies with a response strategy 
in case of an activist investor approach

Australia

North America

Europe

Rest of the 
World

Asia

Middle 
East

82%

70%

45%

40%

29%

14%

73%
monitoring 
shareholder 
base for activist 
investors

63%
evaluated 
vulnerability 
to an activist 
approach

With the rise in funds dedicated 
to activist investing worldwide 
compounded by previously passive 
investors becoming more vocal in 
demanding change, the way forward 
would suggest it may be less about 
preparedness for an activist approach 
but rather pre-empting escalations 
into hostilities. This would include 
initiatives such as the fostering of 
ongoing dialogue, greater awareness 
of market perceptions and the 
addressing of investor concerns 
as early on as possible. 

This responsibility lies not only with 
executive teams, with also with board 
members who will need to exercise 
both their oversight duty of care to 
ensure areas of underperformance 
are addressed and engage with 
shareholders on a regular basis to 
see their company performance 
through investors’ eyes.
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25%

Board level 
communications

Board director 
involvement in IR on the 
rise but more regular 
contact needed 

Whilst the CEO and CFO, with the 
support of the IR team, have traditionally 
handled most communications 
with shareholders, the engagement 
landscape has seen a significant amount 
of change over the past few years.  

More frequent proxy contests and high 
profile shareholder proposal campaigns, 
coupled with shareholder revolt over 
executive remuneration, have led to 
greater involvement of board directors 
in investor relations. 

With regards chairmen, according to 
our research, companies in the UK and 
Australia lead the way with 95% and 
91%, respectively, of their chairmen, 
having some contact with investors 
outside the AGM. As shown by Fig. 8 
above, this percentage falls significantly 
within the emerging markets of Africa 
and the Middle East. 

For companies who have not 
been as proactive in their investor 
engagement and who find themselves 
at the receiving end of such an activist 
approach or a hostile takeover bid, the 
challenges they subsequently face may 
well be more intense than otherwise 
they might have been. Interestingly, 
whilst it is North American companies 
that currently face a higher threat of an 
activist investor approach, their board 
directors (other than the chairman, CEO 
and CFO) are the least active when 
it comes to regular interaction with 
shareholders. Only 6% see investors on 
a regular basis compared to 14% in Asia 
and 11% in Europe and Africa. 

Fig. 8 Chairmen with no contact with 
investors outside the AGM

Middle East

Africa

North America

Europe

Asia

50%

43%

44%

63%

35%

9%

29%

Australia

of chairmen 
meet investors 
outside the 
AGM

of board 
directors 
meet investors 
outside 
the AGM

UK leads the 
way with 95% 
of chairmen 
seeing investors 
outside their 
AGMs

62%

59%

95%

Breaking this down by sector, mirroring 
heightened activist shareholder interest 
as well as a buoyant M&A market, 
board directors (ex-Chairman, CEO 
and CFO) of healthcare companies are 
the most likely to be in regular contact 
with shareholders. Financial institutions 
also rank in the top three in this 
respect, likely as a result of heightened 
shareholder focus on executive 
remuneration in the sector. 

In addition to pre-empting activist 
investor approaches, regular contact 
between board directors and 
shareholders provides investors with 
an opportunity to express concerns to 
the board regarding performance of 
individual directors, the management 
team as a whole and overall board 
effectiveness. With investors 
increasingly calling for companies to 
adopt protocols for director involvement 
in shareholder engagement, we expect 
greater board engagement with 
shareholders in the coming years.

Fig. 9 Directors (ex-Chairman, CEO, CFO) with 
regular contact with shareholders outside the AGM

Asia
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Australia
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Board diversity initiatives gain 
momentum worldwide 

40%
of companies 
have taken 
action to 
improve 
board gender 
diversity over 
the past 12 
months.

Fig. 10 Directors with regular contact with 
shareholders outside the AGM
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As empirical evidence grows to support 
the correlation between board gender 
diversity and stronger returns on capital, 
we continue to see progressive action 
being taken at board level globally. 

Over the past 12 months, 64% of 
Australian and 67% of African companies 
in our sample introduced initiatives to 
address the issue, with companies based 
in Asia the least proactive in this respect, 
on 14%. In a European context, over the 
past two years, our research showed 
French companies making great strides 
into improving board gender diversity 
resulting in France now having one of 
the highest percentages of female board 
seats in the world. Similar trends can be 
observed among Nordic companies, 58% 
of which have taken action over the past 
12 months. 

Company size and sector also play a role 
in determining the level of willingness 
to address this issue. Among small cap 
companies (market cap <$500m), 23% 
have taken steps to improve their board 
diversity against 43% of large caps 
(market cap >$10bn). As shown by Fig. 
10 to the right, healthcare and consumer 
goods companies are among board 
diversity champions with industrials and 
utilities ranking at the bottom.

Going forward, we expect to see a 
continued shift in corporate behaviour 
as capital allocation starts to increasingly 
favour companies with greater board 
diversity. With asset managers both 
adapting investment strategies to 
capture the advantage of more diverse 
boards and applying pressure on 
companies by rejecting reports and 
accounts from firms with all-male boards, 
not taking action to address the lack of 
gender diversity in the boardroom will 
become increasingly more difficult for 
companies around the world. 
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In addition to ongoing year round 
engagement with fund managers, the 
importance of engaging with Corporate 
Governance teams at key institutions has 
long been advocated by Citigate Dewe 
Rogerson’s IR specialists. These teams are 
responsible for voting policies, of which 
companies wishing to avoid any surprises 
at their AGMs should be aware. However, 
our findings show that 65% of companies 
overall do not engage with Corporate 
Governance teams with 44% unaware of 
their shareholders’ voting policies. 

It is African companies who lead the 
pack when it comes to calls with 
corporate governance teams, at 67%, 
while Asian companies did not engage 
at all (as shown in Fig. 11 below). 

It is the European companies that score 
the highest with regards reviewing 
proxy guidelines published by their 
key shareholders (as shown in Fig.11 

Fig. 11 Which of these elements form a basis of our AGM preparation?

Review of proxy voting guidelines published by key shareholders

Ongoing year-long engagement with fund managers

Cooperation with external proxy solicitation firms

Calls with Corporate Governance teams at key institutions in the run up to the event

Calls with fund managers at key institutions in the run up to the event

50%25%

40%

56%

56%

35%

7%

29%

Other

Fig. 12 Calls with Corporate Governance teams at 
key institutions in the run up to the AGM
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Europe

Asia
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Middle 
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below) followed closely by those 
companies based in the Middle East, 
an encouraging sign as this is a region 
that has not been perceived to date 
as particularly committed to effective 
corporate governance. Within Europe, 
it is those companies based in German-
speaking countries that stand out with 
85% conducting such reviews, followed 
by French and British companies with 
70% and 67%, respectively. Once again, 
Asian companies performed very poorly 
on this score, at 14%. 

Whilst Australian companies appear 
particularly focused on close 
cooperation with proxy solicitation 
firms, a recent survey published by 
Proxy Insight shows that only about 
one in five institutional investors use 
the proxy voting policy of an advisory 
service when voting their proxies, 
choosing instead to follow in-house 
policies when making voting decisions.

AGM preparation needs more 
dialogue with institutional 
Corporate Governance teams

67%

45%

35%

32%

29%

0%

Fig. 13 Review of proxy voting guidelines published 
by key shareholders
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Fig.14 Cooperation with proxy solicitation firms
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As recently as five years ago, cyber 
security hardly made it onto board 
meeting agendas. Since then, 
however, the number of companies 
that suffered information security 
breaches and the average costs 
associated with these incidents has 
seen an exponential rise, resulting 
in much greater focus on this issue 
by both companies and the investment 
community alike.

According a recent research report 
by KPMG, almost four in five investors 
would be discouraged from investing in 
a company that has been hacked in a 
cyber-attack for fear that compromised 
information would lower its value. In line 
with this finding, 30% of companies in 
our survey state that cyber security is an 
increasing area of concern among  
their shareholders. 

In response, 79% of companies have 
introduced new measures over the 
past 12 months to mitigate the risk 
of a cyber-attack. Given the nature 
of their business, utilities, financial 

30% 79%
of companies 
state that 
cyber security 
is an increasing 
area of concern 
among their 
shareholders

have introduced 
new measures 
over the past 
12 months 
to mitigate 
the risk of a 
cyber-attack

28
%

43
%

Utilities Financials Telecoms

75
%

25
%

50
%

Fig. 16 Have you introduced any new measures 
to reduce the risk of a cyber attack on your 
company over the past 12 months? 

Fig. 15 Have you introduced any new measures to 
reduce the risk of a cyber attack on your company 
over the past 12 months?

Middle East

Australia

Africa

North America

Europe

Asia

institutions and telecoms have been 
particularly proactive in this respect (as 
shown by Fig. 15 to the right). Large 
cap companies have also invested 
greater resources into their cyber 
security arrangements compared to 
smaller companies with 81% against 
65% having taken action over the past 
year. Interestingly, European companies 
bring down the overall average among 
developed markets, potentially leaving a 
greater percentage of them vulnerable 
to an attack.

With an expected increase in 
sophistication and frequency of cyber-
crime, we expect this to be at the 
forefront of company boards’ minds for 
the remainder of 2016 and beyond.  

In this context, board risk oversight will 
play a critical role in setting out risk 
appetite and assessing the effectiveness 
of a company’s risk-management 
arrangements. These, in turn, will 
increasingly need to be communicated 
to investors during meetings and 
through information materials. 

Cyber security fast becoming 
a critical investment theme

94%

89%

73%

91%

87%

43%

86%88%

100%
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Moving away from 
quarterly reporting 
remains a challenge 
 
Following EU-wide implementation of 
the changes to the EU Transparency 
Directive in November 2015, which 
abolished the requirement for 
companies with shares admitted to 
trading on a regulated market in the 
single market to publish quarterly 
interim management statements, the 
percentage of companies which have 
taken the opportunity to lower their 
reporting burden, or plan to, stands 
at only 11%. 

Excluding the 34% of the survey 
participants to whom this regulatory 
change does not apply, for over 83% of 
the remainder concerns over a  
negative reaction from shareholders 
remain the main reason for continuing 
to report quarterly. 

Fig. 17 Do you have any plans to reduce the frequency of your reporting over the next 12 months? 

No - this will cause  a negative investor reaction

No - regulatory requirements do not allow this in my market at present

No - already reduced frequency of reporting

Yes - planning to reduce frequency of reporting next year

55%
50%25%

34%

8%

3%

75%
of companies 
are either 
reporting or 
planning to 
start reporting 
non-financial 
KPIs

IR materials becoming  
increasingly more 
digestible 
 

In line with the top three IR objectives 
companies have set themselves for this 
year, which include educating investors 
about their corporate strategy and 
changing perceptions of the company, 
over a third of companies have plans 
to upgrade their corporate website 
and/or IR materials within the coming 
12 months. Advances in technology, in 
particular, have led to greater use of 
video on corporate websites and a much 
more mobile-friendly presentation of 
content, as discussed further on p. 21.

Reporting of non-financial 
KPIs on the rise 
 
Encouraged by regulation and investor 
focus on non-financial indicators, 
companies are increasingly including 
non-financial KPIs in financial reporting 
with 75% of companies surveyed either 
reporting or planning to start reporting 
such indicators through either producing 
stand-alone sustainability reports or 
by adopting an integrated reporting 
approach. Strategy presentations 
increasingly feature large sections 
dedicated to non-financial KPIs related 
to measures such as energy efficiency, 
health and safety, employee diversity 
or customer satisfaction, sometimes 
with whole sessions dedicated to these 
topics at company-hosted events.
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Broadening / restructuring the shareholder base

Changing perceptions of the company

Upgrading corporate website and/or IR materials

Increasing internal understanding of investor perceptions

Improving expectation management

Taking greater control of targeting

Increasing management commitment to IR

Increasing disclosure levels in specific areas

Making greater use of technology

40%20%

29%

41%

28%

34%

27%

20%

18%

15%

84%

Fig. 18 Main IR objectives for 2016

Educating investors regarding the company strategy

58%

60% 80%
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Fig. 19 Which of these technological tools are shaping the way in which you 
communicate with your investors?

10% 20% 30% 40% 50%

Increased use of video content on IR website

Online investor targeting tools

More sophisticated CRM tools

Virtual conferences

Content distribution through IR apps

Alerts on social media channels

Online feedback tools

Virtual roadshows

Online corporate access platforms

Virtual AGMs

Other

19%

17%

17%

30%

16%

41%

29%

14%

9%

4%

11%

Video content 
transforming IR websites 
as social media use 
continues to decline 
 
The wave of corporate website 
upgrades has continued into 2016 at the 
expense of other platforms, including 
IR apps. Design, navigation and content 
have all been modified for use on 
mobile devices with video content, in 
particular, rising in popularity. In our 
sample, 41% of companies have stated 
that increased use of video content on 
their IR website was shaping the way 
they communicate with investors with 
Asian and Australian companies leading 
the way. The fact that an increasing 
number of companies are using 
YouTube as a corporate social media 
channel supports this finding. 

Going forward, we expect further 
website upgrades, particularly among 
companies in the Middle East but also 
within developed markets worldwide. 
According to our research, 34% of 
companies globally have plans to 
upgrade their website over the next 12 
months with another 15% planning to 
make better use of technology in IR  
in general.

41%34% of IROs believe 
that video 
content is 
transforming 
the way 
companies 
communicate 
with investors

of companies 
plan to 
upgrade their 
website over 
the next 12 
months

Fig. 20 Upgrading corporate website and/or 
IR materials in 2016
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Asia

Rest of 
the World
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Continued decline in 
popularity of most social 
media channels for IR

Apart from Twitter and LinkedIn 
accounts, our research shows a decline 
in popularity of all other social media 
channels among European IROs 
compared to 2015. 

Content distribution through IR apps 
has declined in Europe from 48% in 2015 
to 43% in 2016. However, in a global 
context, only 8% of companies see 
the value in providing this dedicated 
communication channel. 

Fig. 21 Social media channels currently used by European companies

IR app

Dedicated IR LinkedIn profile

IR Twitter account

Dedicated IR Facebook profile

IR blog

43%

40%

15%

10%

8%

48%

35%

13%

12%

12% 2015

2016

10% 30% 40% 50%20%

30%
use online 
investor 
targeting tools

Fig. 22 Companies using online targeting tools
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North America

Europe

Middle 
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Africa

44%

25%

22%

38%

23%

13%

European companies lag 
behind other developed 
markets in use of online 
targeting tools 
 
Despite the expected impact of MiFID II 
on corporate access dynamics in Europe 
and the myriad of options available 
to IROs, the region lags behind other 
developed markets when it comes to 
the use of online targeting tools. This 
ties in with our findings with respect to 
roadshow activity and investor targeting, 
which also showed that European 
companies are less proactive than 
their counterparts in other developed 
markets. Once again, Australian 
companies lead the way with 44% using 
online targeting tools against 22% in 
Europe.
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Virtual events are  
on the rise

The convenience of virtual AGMs, 
roadshows and investor conferences 
has won over an increasing number of 
companies, with all three event types 
rising in popularity across Europe. In a 
global context, 19% of companies have 
attended virtual conferences - these 
are particularly popular in the emerging 
markets of the Middle East and Africa, 
which are naturally disadvantaged by 
their geographical distance from the 
world’s largest financial centres.

Fig. 24 Use of virtual events

Europe North America Africa Australia Middle East
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Fig. 23 Use of virtual events in Europe

According to OpenExchange, an online  
exchange for financial professionals, 
virtual meeting activity in 2015 was up 
2.5 times on 2014.

Given the decline in sell-side research, 
the need for companies to market 
themselves more widely has never 
been greater and virtual events 
make engagement possible, for both 
companies and investors that are located 
outside the principal financial centres.

24%

18%

9%

16%
14%

5%

24%

10%
13% 13%

38%

11% 11% 11%
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23% 23%
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Increasing importance of 
analytical and technology 
skills in IR

With continued changes in regulation, 
the evolving corporate access 
environment and the increasing 
availability of technology-based tools 
for investor relations, the skillset of a 
typical IR team is changing too. 

Within our research sample, 28% of 
companies are adding new skills this 
year – financial modelling and analytical 
skills in particular are in demand, along 
with industry expertise and contacts to 
allow IR teams to stay abreast of market 
developments. 

Technology savvy IR professionals 
are also wanted to make better use 
of opportunities created by new 
online tools and to facilitate planned 
website upgrades. Greater focus on 
reporting non-financial performance 
has also led to positions being created 
for IR professionals with an in-depth 
understanding of sustainability issues 
and how these relate to overall company 
performance. 

Excluding staff costs, the greatest 
increase in resource allocation is being 
driven by greater roadshow activity 
planned for the upcoming 12 months, 
alongside company-hosted events and 
the related investor targeting activity. 

Growing IRO integration 
and recognition,  
internally and externally

According to our research, two thirds 
of IROs have additional responsibilities 
within their companies: most frequently 
related to capital markets transactions, 
corporate affairs and strategy.

Fig. 25 Do you have any additional 
responsibilities outside IR?

Yes - capital markets

Yes - corporate affairs

Yes - strategy

Yes - treasury

No

40%30%10% 20%

17%

8%

20%

22%

Fig. 26 IROs that regularly attend Board of 
Directors meetings
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Africa
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Middle 
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Opportunities to get involved in non-IR 
activities across the firm are greater at 
smaller companies: 96% of small cap 
IROs have additional responsibilities 
outside IR, against 62% of those 
employed by large cap companies. 
As the profession continues to attract 
increasingly high calibre candidates, 
evidence shows that companies are 
capitalising on the wide-ranging 
experience of their IROs whose skills are 
also getting recognition externally as 5% 
of IROs take on non-executive positions 
outside their companies.

However, not all IRO positions are created 
equal. Two thirds are still waiting for a 
regular seat at board meetings. Among 
developed markets, it is European 
IROs that are most frequently excluded 
from such meetings, with 28% in regular 
attendance, in contrast to two thirds of 
Australian IROs who regularly attend. 
Within Europe, our results suggest that 
is UK-based IROs that are perhaps more 
highly valued than in other European 
countries with 50% regularly attending 
board of directors meetings, and 12% 
serving as non-executive directors on 
the boards of other companies.

67%

44%

25%

50%

28%

23%

34%

28%

66%

are adding 
news skills to 
their IR teams 
this year

of IROs have 
additional 
responsibilities
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Analyst / investor feedback

Shareholder base development

Internal feedback

Number of meetings /calls held

Correlation of meetings / calls held with subsequent purchases / disposals

Share price performance

Trading liquidity

Share price volatility

Other

40% 60% 80%20%

38%

26%

22%

14%

7%

90%

FIg. 28 How do you measure the success of your IR programme?

66%

53%

52%

Analyst and investor 
feedback: a key measure 
of success

As in previous years, analyst and 
investor feedback remains the most 
frequently used criterion when it comes 
to measuring IR effectiveness.

Apart from feedback, both internal 
and from the investment community, 
development of a company’s 
shareholder base is a priority for two 
thirds of listed companies. This is closely 
linked to the number of meetings or 
calls held with investors, as well as the 
correlation between such engagement 
and subsequent purchases. 

However, it comes as a disappointment 
to see pure share price performance 
among the criteria for 38% of IR 
teams, as this rather crude measure 
is dependent on a range of external 
variables that are very much out of an 
IRO’s direct control. 

Fig. 27 Companies not formally tracking 
market perceptions
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Room for improvement 
in the way market 
perceptions are tracked 
 
Whilst 90% of companies rely on 
feedback from analysts and investors 
as a key measure of their effectiveness 
in investor relations, only 34% conduct 
in-depth perceptions studies which 
are widely considered to provide the 
most comprehensive portrayal of 
market sentiment. North American 
and Australian companies are at the 
forefront in this respect, with 50% 
and 41% of companies, respectively, 
conducting in-depth perception studies. 
In contrast, African companies appear 
to have the most room for improvement 
with only 14% keeping track of market 
sentiment in this manner. 

Although the majority of companies 
use brokers, consultants or internal 

resources for this purpose, 19% do not 
formally track market perceptions. 
This is most common among emerging 
markets companies of Asia, the Middle 
East and Africa. 

Decline in the quality of 
broker feedback

Among companies that rely on brokers 
for market feedback, typically following 
roadshow meetings, we see a decline 
in the value placed on this service. The 
quality of feedback provided by brokers 
has been criticised by our respondents 
in previous years in terms of its depth 
and scope; and when we asked IROs in 
2016 to name the most valuable services 
currently provided by their brokers, 
market feedback ranked towards the 
bottom of the list.

90%
measure IR 
effectiveness 
based on 
feedback from 
anaysis and 
investors
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Respondent profiles

15.89%

6.08%

8.14%

3.04%

16.28%

3.42%
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6.59%
5.43%
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16.67%

2.71%

19.77%

13.47%

37.98% 18.69%
14.34%

4.94%

10.47%

32.7%

7.36%

32.64%

13.18% 9.33%
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Respondent 
profile by 

market cap

$5 bn - $10 bn

Australia Consumer goods

$100,000 - $249,000

South America Financials

Industrials

Technology

> $10 bn

Europe Basic materials

< $100,000

$1 bn - $5 bn

North America Consumer services

$250,000 - $499,000

Healthcare

Oil and gas

Telecommunications

Utilities

$500m - $1 bn

< $500m

Middle East

Asia

Africa

$500,000 - $750,000

> $750,000

Respondent 
profile by size 
of IR budget

Respondent 
location

Respondent 
profile by 
industry
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About CitigateDewe 
Rogerson 
Founded in 1969, Citigate Dewe Rogerson is one of the 
most respected names in strategic financial and corporate 
communications. We have more than 90 experienced consultants 
in London including a dedicated team of 10 IR specialists.  Our 
more than 300 clients in 37 countries include 100 of the top 
500 companies in Europe, and we are justly proud of our strong 
relationships with the IR community and international media. 
Headquartered in London, Citigate Dewe Rogerson has an extensive 
global network of wholly-owned or affiliate offices in key financial 
centres, many of which are also leaders in their respective markets. 

 

Investor Relations
Our dedicated investor relations team has a track record of more 
than 20 years in advising boards, senior executives and IROs 
worldwide to build their profiles amongst the investment community 
and nurture relationships with key decision makers. We combine 
a variety of backgrounds, from fund management, investment 
banking to in-house IR to bring an unparalleled breadth of financial 
markets expertise and an in-depth understanding of the international 
investment community’s IR requirements.  Add to that our rigorous 
analytical skills and extensive access to the buy- and sell-side and 
you start to understand why we are consistently ranked among the 
leaders in our field.

Our independent advice is built on the cornerstones of objectivity 
and discretion – influenced by nothing other than our clients’ 
best interests. And as a full-service consultancy, we also have the 
experience and technical - as well as human - resources to support 
a company’s investor relations team in successfully executing its IR 
programme.

Our client list is drawn from all over the world and represents a wide 
spectrum, both in terms of industry and company profile.  But they 
all have one thing in common: a desire for exceptional service and 
advice that is tailored to match their precise needs.

For more information, please contact:

Sandra Novakov 
Director, Investor Relations 
T: + 44 (0)20 7282 1089 
E: sandra.novakov@citigatedr.co.uk

Citigate Dewe Rogerson 
3 London Wall Buildings 
London Wall 
London EC2M 5SY


