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Introduction

Citigate Dewe Rogerson, September 2017

Investor Relations Officers (IROs) from leading companies 
around the globe were invited to participate in our ninth 
annual survey between 6th April and 23rd June 2017. 
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, 224 IROs contributed to our survey, representing 
companies from 34 countries, with a combined market 
value of over $100 trillion. 

We would like to thank all our respondents for their 
continued support and contribution.
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Summary of findings
With the EU deadline of January 2018 for implementation of MiFID II fast approaching, our 2017 survey examines how companies, in Europe 
and beyond, are preparing for the anticipated further decline in the level of sell-side research and the diminished ability of banks to provide 
corporate access services.

Against this backdrop, investor education takes centre stage. Over the coming 12 months, 85% of IROs surveyed said they expect to focus 
on ensuring that the investment community has a better understanding of their corporate strategy, with 41% hoping to change investor 
perceptions of their company. These plans reflect (as shown on page 9), the shifting dynamics within capital markets, at a time when 
companies are also noting a simultaneous increase in buy-side research on their company. 

Investor engagement
Strong focus on potential investors in roadshow 
activity

Half of all companies surveyed are planning to dedicate more 
time to roadshow activity over the coming 12 months in an effort 
to broaden their shareholder base. 

Direct engagement between companies and investors remains 
high with 76% of companies taking the initiative to approach 
potential investors directly to arrange meetings.

Incoming meeting requests mostly ignored in 
targeting

Despite the growing use of a variety of sources for investor 
targeting, 68% of companies take the traditional approach of 
looking at sector peer ownership in order to identify untapped 
sources of investment. However, only 44% of companies take 
incoming requests into account when devising roadshow 
schedules, despite the fact that 62% have noticed an increase in 
direct requests for meetings from potential investors.

Implications of growing passive investment 

The significant growth in passive investment, which continues 
to shrink the addressable universe of active investors, further 
increases the need for a more sophisticated approach to 
ownership identification and investor targeting. Our research 
findings show that for nearly a third of companies, passive 
investors represent over 20% of the shareholder base. 

Significant room for improvement in roadshow 
meeting preparation

Whilst 92% of IROs meet with at least some potential investors 
prior to arranging a meeting with the senior management 
team, less than half contact investors ahead of roadshow 
meetings to establish their key areas of interest. European 
IROs are more likely to be guilty of this oversight (60%), whilst 
their North American counterparts do slightly better (49%). 

Scope for increased market education through 
Capital Markets Days

Despite increased focus on investor education, 21% of 
companies never hold Capital Markets Days. However, there 
are signs that company-hosted events may be leveraged 
more in the future, as 32% of companies that are changing 
their budget this year plan to allocate more funds to such 
events.

Room for improvement in board level 
engagement

Whilst demand for board interaction with investors continues 
to rise, 38% of company chairmen do not meet with investors 
outside the AGM, and this number is higher at 40% for other 
board members. This leaves companies more vulnerable in 
the event of an activist investor approach or a hostile takeover 
bid.

This trend has additional implications for investor relations 
strategies. Unable to sell off poorly performing positions, 
passive investors have in recent years become much more 
assertive towards corporate boards when it comes to 
issues such as tenures, board diversity, meeting attendance, 
protection of shareholder rights and director remuneration.
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Investor activism shaping IR strategy 

In response to growing shareholder activism, 95% of companies 
now regularly discuss their long-term strategy with key 
shareholders. In addition, companies are looking to avoid any 
potential conflict or hostility further down the line by gaining 
a deeper understanding of their investors’ perceptions earlier 
on, as well as their proxy voting guidelines. However, most 
companies would benefit from greater involvement of board 
directors in investor relations with only 24% of companies citing 
an improvement in this respect. 

Overall, 65% have evaluated their vulnerability to an activist 
approach but just 35% have a strategy in place for such an event. 

Expectation 
management

Approach to guidance under review

Making the website and information materials 
work harder

74% of companies in our sample report that their earnings have 
been mostly in line with analyst consensus over the past twelve 
months and 73% feel that analyst consensus correctly reflects their 
long-term outlook. 

However, over the past year, 43% of companies we surveyed 
made revisions to their guidance. Against a macro backdrop of 
increasing uncertainty, 29% have decided to change their overall 
approach to expectation management, with just under a half of 
these planning to implement a longer time horizon. 

Changing role of analyst consensus in expectation 
management

According to our research, 54% of companies produce an analyst 
consensus but only 13% make this widely available through their 
website. However, if sell-side coverage of companies continues to 
diminish as a result of MiFID II, analyst consensus may become less 
meaningful as a measure of market expectations regarding future 
performance.

Reporting and 
information 
materials

61% of companies in our sample are planning to upgrade 
their IR websites over the coming 12 months, and 47% their 
results presentations. Further planned initiatives are aimed at 
strengthening core messages that underpin all information 
materials and improving IR collateral through enhanced 
disclosure and more user-friendly presentation of data. 

No increase in reporting of non-financial KPIs 
despite growing demand

Despite an increased focus on long-term value creation 
by institutional investors and regulators worldwide, 27% 
of companies in our sample have no plans to produce a 
stand-alone sustainability report or to adopt an integrated 
reporting approach. Small cap companies (market cap 
<$500m) are least likely to dedicate resources to improving 
non-financial reporting (50% have no such plans). 
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Resource allocation geared towards events 
and roadshows

IR function

Among our research sample, almost a quarter of 
companies have indicated they would be dedicating 
additional resources to specific activities over the coming 
year. Nearly a third of these companies have raised their 
budgets for company-hosted events, including Capital 
Markets Days, site visits and webinars, to support a greater 
focus on investor education. 

Increased roadshow activity will also come at a cost with 
24% planning to dedicate additional resources to cover 
this type of engagement and 9% allowing a greater 
proportion of their budgets for investor targeting in order 
to improve the effectiveness of their roadshow meetings. 

To make the most of investor targeting tools at their 
disposal, companies are also looking for IR professionals 
with investor targeting experience. For the second year 
running, technology savvy IR professionals and those with 
strong financial modelling and analytical skills are among 
the most sought after at companies looking to add new 
skills to their teams.  

Continued evolution of the IRO role

Our research shows continued growth in the number of 
IROs with additional responsibilities outside IR, up from 
66% in 2016 to 71% in 2017. The importance placed on 
IROs to act as overall communicators for companies is 
demonstrated by the fact that the most common of these 
additional responsibilities is financial PR and corporate 
communications. 

Growing internal and external IRO recognition is also 
reflected in the slight improvement in the percentage of 
IROs who regularly attend board of directors meetings 
(2017: 38% vs 2016: 34%), as well as those with non-
executive director positions outside their company (2017: 
7% vs 2016: 5%).

The role of 
technology in IR

Online targeting and CRM tools support IR 
efforts

Online investor targeting and more sophisticated CRM 
tools play an increasingly important role in supporting 
efforts to broaden the shareholder base and increase 
the effectiveness of roadshow meetings. However, the 
number of companies that use online corporate access 
platforms remains virtually unchanged year-on-year at 
12% despite the growing number of providers of such 
services.

Continued decline in the use of social 
media channels for IR

As IR websites become increasingly sophisticated and 
mobile-friendly, corporate adoption of social media 
channels for IR purposes continues to decline. According 
to our research, with the exception of Facebook, all other 
channels are used by fewer companies compared to 
2016. The increased use of video for investor relations 
is evident in the fact that 10% of companies now have a 
dedicated YouTube channel. The popularity of IR apps is 
also in decline as fewer companies see the potential to 
add value via these channels when the same information 
is also readily available through their IR websites. 

Rise in virtual AGMs driven by North 
American companies

As attendance of annual general meetings continues 
to decline, some argue that virtual AGMs offer an 
opportunity to encourage participation levels. In 
North America, such events are becoming increasingly 
common – our findings show that 21% of US companies 
now hold virtual AGMs against 10% in 2016. In Europe, 
take-up has been much slower, with the majority of 
companies hesitant to go down this route. According 
to our research, only 9% of European companies host 
virtual AGMs, unchanged versus 2016. 

Those in favour argue that virtual AGMs not only provide 
equal access to investors regardless of location, but offer 
the opportunity to re-establish direct participation by 
shareholders and thereby reduce the need for proxies. 
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Internal feedback increasingly valued

Whilst feedback received from analysts and investors 
remains the most popular criterion used to measure IR 
effectiveness, the value of internal feedback is increasingly 
being recognised in this context – 65% of companies in 
our sample measure the success of their IR programme 
based on internal feedback, against 53% a year ago. 
In line with the increasing focus on broadening the 
shareholder base (a key IR objective for 55% of our 
respondents), shareholder base development remains the 
second most popular way of measuring the success of an 
IR programme. 

Misunderstood companies spend the least 
on tracking sentiment
Altering investor perceptions of their company is a key 
priority for 72% of small cap IROs this year. However, only 
17% of these companies are willing to commit resources 
to in-depth perceptions research regarding their company. 
At the other end of the spectrum, 45% of large cap 
companies regularly commission such research and, in 
turn, a far smaller percentage feels misunderstood by the 
market. 

SANDRA NOVAKOV
Senior Director, Investor Relations

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

Citigate Dewe Rogerson
T:  +44 (0)20 7282 1089
E:  sandra.novakov@citigatedr.co.uk

mailto:sandra.novakov%40citigatedr.co.uk?subject=
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Priorities for 
the coming 
year

Focus on investor 
education

With the EU deadline of January 2018 for 
implementation of MiFID II fast approaching, 
our 2017 survey examines how companies, 
in Europe and beyond, are preparing for 
the anticipated further decline in the level of   
sell-side research and the diminished ability 
of banks to provide corporate access services.

Against this backdrop, investor education 
takes centre stage. Over the coming 
12 months, 85% of IROs surveyed said 
they expect to focus on ensuring that 
the investment community has a better 
understanding of their corporate strategy, 
with 41% hoping to change investor 

85%

55%

47%

focused on educating 
investors regarding 
company strategy

plan to broaden the 
shareholder base

have noticed an 
increase in buy-side 
research

perceptions of their company. These plans 
reflect shifting dynamics within capital 
markets, at a time when 47% of companies 
are also noting a simultaneous increase 
in buy-side research on their company. 
However, among small caps (market cap 
<$500m) this percentage drops to 19%, 
supporting the expectation that smaller 
companies will be hardest hit by MiFID II.

Further evidence of this increased focus on 
investor education can be seen in growing 
efforts to improve expectation management, 
greater disclosure levels in specific areas, 
planned upgrades of the corporate website 
and/or IR materials, increasing management 
commitment to IR, as well as greater use of 
technology in investor relations. 

Relative to overall survey findings, a greater 
proportion of European companies (43%) 
are focused on making their corporate 
website and/or IR materials work harder at 
promoting their investment case and key 
messages. A fifth of European companies 
are also looking to make greater use of 
technology over the coming year to deliver 
these messages through multiple channels.

Among North American companies, we 
observe a greater focus on influencing 
external perceptions of the company.  
This is a key IR objective for 46% of those 
surveyed (vs 40% in Europe). In contrast 
to European companies, only 28% plan to 
upgrade their website and/or IR materials 
over the coming year, but 37% will work 
on increasing internal understanding of 
investor perceptions (vs 29% in Europe). 

Fig.1 Key IR objectives for the coming year

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

85%

41%

55%

39%

27%

18%

17%

31%

17%

27%

Educating investors regarding the company strategy

Changing perceptions of the company

Increasing internal understanding of investor perceptions

Taking greater control of targeting

Increasing disclosure levels in specific areas

Broadening/restructuring the shareholder base

Upgrading coprorate website and/or IR materials

Improving expectation management

Increasing management commitment to IR

Making greater use of technology
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Fig.3 Companies focused on broadening/restructuring their 
shareholder base

Fig.2 Are you planning to devote more/less time 
to investor roadshows over the next 12 months?

Fig.4 Companies proactively approaching new investors

Roadshows 
and targeting

Strong focus on 
potential investors in 
roadshow activity
The second most important IR objective for 
the coming year, cited by 55% of respondents, 
is to broaden or restructure the shareholder 
base. This is particularly important for North 
American companies, 66% of whom have 
made it one of their main IR objectives.

To help achieve this goal, 50% of all companies 
surveyed are planning to dedicate more 
time to roadshow activity over the coming 
12 months. Within this 50% however, there 
are some geographical variances: in Europe, 
nearly all companies (99%) are planning either 
to maintain or further increase their extensive 
roadshow schedules. This percentage is slightly 
lower in Australia and North America where 
13% and 8% of companies, respectively, are 
expecting to reduce their roadshow activity 
over the coming twelve months. 

50%

76%

plan to increase 
roadshow activity

directly approach 
potential investors

In order to diversify shareholder bases 
further, the scope of roadshows is ever 
widening to include potential new investors 
alongside current shareholders.

Direct engagement between companies 
and investors in this respect remains at a 
high level with 76% of companies taking 
the initiative to approach potential investors 
directly to arrange meetings, either regularly 
or on an ad-hoc basis.

Australian companies particularly stand 
out in our research, with all those surveyed 
saying they are proactive in approaching 
new investors, three quarters on a regular 
basis. At the other end of the scale, only 
40% of Middle Eastern companies approach 
potential investors directly, 20% on a regular 
basis.
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More
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No change
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Regional divide in 
reliance on brokers for 
investor targeting

Incoming meeting 
requests mostly ignored 
in targeting

As roadshow schedules become increasingly 
intensive, effectiveness of investor meetings 
becomes paramount. Our 2017 survey 
findings show that companies are using a 
range of sources to determine their roadshow 
targets. 

As shown by the chart above, along with 
companies based in the Middle East, 
European companies are among those most 
likely to rely on brokers for investor targeting. 
North American and Australian companies, 
on the other hand, appear to have more 
developed in-house processes for investor 
targeting which include greater use of third 
party investor databases. In comparison 
to the rest to the rest of the world, Middle 
Eastern companies lag in this respect and 
are most likely to focus solely on existing 
shareholders.

Despite the growing use of a variety of 
sources for investor targeting, 68% of 
companies take the traditional approach 
of looking at sector peer ownership to 
identify untapped sources of investment. 
However, a greater percentage of 
companies now also look for opportunities 
among current shareholders who are 
underweight in their stock relative to 
sector peers (53% vs 47% in 2016). 

Incoming requests from investors are on 
the rise - 62% of companies in our sample 
have noticed an increase in direct requests 
from potential investors for meetings. 
However, only 44% of companies take 
these into account when devising 
roadshow schedules. North American 

companies bring this average down with 
only 34% considering incoming meeting 
requests from investors, against 88% of 
companies based in Australia. 

Compared to 2016 survey findings, fund 
managers’ investment style has moved 
up the priority list as companies seek to 
become more attuned to what investors 
are looking for and ensuring this is aligned 
with their long term objectives. On the 
other hand, only 28% of companies seek 
fund managers who are focused on their 
country or region, against 36% in 2016. 
Nevertheless, size remains a key criterion 
with 57% of companies taking assets 
under management into account when 
prioritising roadshow meetings.

Fig.5 Methods used to conduct investor targeting
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68% 62% 44%
conduct cross-peer 
targeting

are getting more 
direct meetings 
requests from 
investors

consider incoming 
requests during 
targeting

Fig.6 Which of these criteria do you use in investor targeting
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32%
have more than 
20% passive 
shareholders

Implications of growing 
passive investment

The need for a more sophisticated approach to 
ownership identification and investor targeting 
is further supported by the significant growth 
in passive investment which continues to shrink 
the addressable universe of active investors.

According to Moody’s, passive investment 
currently accounts for $6 trillion of global 
assets and is expected to surpass active 
investment in the US by 2024. Large passive 
institutional investors such as State Street and 
Vanguard today manage three times the assets 
they did in 2009. 

Our research findings show that for nearly a 
third of companies, passive investors represent 
over 20% of the shareholder base. Given the 
origins of passive investment, it should come as 
no great surprise that this percentage is highest 
in North America at 48%.  

Fig.7 Proportion of passive shareholders

This trend has additional implications for investor 
relations strategies. Unable to sell off poorly 
performing positions, passive investors have in 
recent years become increasingly focused on 
governance and compliance practices. This has 
led to a more much assertive attitude towards 
corporate boards when it comes to issues such 
as tenures, board diversity, meeting attendance, 
and protection of shareholder rights and director 
remuneration.

As a result, demand for board engagement 
(discussed in more detail on page 16) continues 
to rise, in line with the need for companies to 
become more attuned with views and concerns 
these investors may have and address them 
accordingly in their communications. 
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Significant room 
for improvement in 
meeting preparation

It is evident that IROs recognise the scarcity 
and value of senior management’s time, 
as 92% meet with at least some potential 
investors prior to arranging a meeting with the 
senior management team. 

In contrast and perhaps surprisingly, less than 
half of companies contact investors ahead of 
roadshow meetings to establish their key areas 
of interest. European IROs are more likely to 
be guilty of this oversight (60%), whilst their 
North American counterparts do slightly better 
(49%). This practice can play an important 
role in meeting preparation, ensuring that 
all key issues are addressed in information 

47%
do not contact 
investors ahead of a 
meeting

materials and that the management team 
is prepared for likely questions. 
With increasing efforts being spent on 
ensuring the right investors are seen, 
higher levels of preparedness for these 
investor meetings would further boost 
roadshow effectiveness.

Fig.8 Frequency of preparatory calls to investors 
ahead of meetings
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8%

32%
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Never
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Even though educating investors regarding 
company strategy remains a top IR objective 
for 85% of companies, 21% of companies never 
hold Capital Markets Days, despite these being  
widely viewed as a key opportunity to further 
explain company strategy and the wider 
market environment.

In addition, despite 89% of financial sector 
companies citing investor education on 
company strategy as a core objective, this 
sector was the least active in holding Capital 
Markets Days with 38% of said companies 
never holding one at all. This contrasts with 
companies from the healthcare sector, where 
94% host Capital Markets Days.

Geographically, the regions in which Capital 
Markets Days are least common are the 
Middle East and Australia, with 40% and 38% 
of companies, respectively, stating they do not 
hold such events. The likelihood of hosting 
Capital Markets Days is also dependent on 
company size with 33% of small caps (market 
cap <$500m) never hosting such events 
against 9% for large caps (market cap >$5bn).

However, there are signs that this method of 
reaching out to investors and analysts may be 
leveraged more in the future, as an increasing 
number of companies cite hosting of a Capital 
Markets Day as one of the key new initiatives 
planned for the coming year. This is supported 
by feedback regarding resource allocation, with 
additional funds being set aside for company-
hosted events.

21% 94% 91%
never hold Capital 
Markets Days

of healthcare 
companies hold 
Capital Markets 
Days

of large caps hold 
Capital Markets 
Days

Company 
hosted events

Market education 
through Capital Markets 
Days

Fig.10 Companies holding Capital Markets Days

Fig.9 Companies that never hold Capital 
Markets Days
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Effective corporate governance is increasingly 
at the forefront of investors’ minds as a 
keystone to ensuring the long-term success of 
a company. 

As standards of corporate governance rise, 
the board’s actions and effectiveness are 
coming under increased scrutiny. Although 
less frequent than executive management’s, 
the board’s interaction with investors (where 
appropriate) is growing in importance 
in response to increasing demand. This 
interaction gives investors the scope to express 
any frustrations they may have: for example, 
surrounding remuneration, management of 
the company and specific executive directors. 
Furthermore, it can be an opportunity for 
chairmen and board members to establish and 

38%

40%

of chairmen only 
see investors at 
AGMs

of board members 
(excl. chairman, 
CEO and CFO) only 
see investors at 
AGMs

Board level 
communications

Room for improvement 
in board level 
engagement

maintain relationships with a company’s 
key investors in order to keep abreast of 
sentiment and gauge likely support should 
there be an activist investor approach, 
which can prove extremely beneficial. 
However, at similar levels to last year, 
38% of company chairmen do not meet 
with investors outside the AGM, and this 
number is higher at 40% for other board 
members. 

Once again, Australian companies excel in 
this type of engagement, with all company 
chairmen in our sample spending at 
least one day per year meeting investors 
outside of the AGM and 62% of other 
board members having direct contact with 
shareholders outside of the AGM.

Fig.12 Directors (excl. chairmen, CEO and CFO) who have 
direct contact with shareholders outside of the AGM

Fig.11 Chairman who have direct contact with shareholders 
outside the AGM

55%

60%

40%

100%

0% 20% 40% 60% 80% 100%

North America

Middle East

Europe

Australia

50% 60% 70%

55%

60%

60%

62%

North America

Middle East

Europe

Australia



17

INVESTOR EDUCATION AT CENTRE STAGE

According to JP Morgan, in the 12 months to 
mid-2017, there were 327 activist campaigns 
in the US, 119 in Europe, 86 in Asia and 74 in 
Australia. In our sample, 13% of companies 
were faced with an activist approach during 
this period.  

With relatively low existing levels of debt and 
the scope to drive earnings growth through 
cost-cutting, consumer goods and services 
companies have attracted more interest from 
activist investors than any other industry over 
the past year. 

As industry consolidation among healthcare 
companies continues, this sector also remains 
popular with activist investors. However, 
basic materials companies, which previously 
attracted activist investor interest as a result of 
historically low valuation levels, are no longer a 
focus this year.

Overall, 73% of companies in our sample 
monitor their shareholder base for activist 
investors. However, this is much more 
common among North American and 
Australian companies than those based 
in Europe where this percentage is much 
lower at 59%. 

Whilst 95% of companies regularly 
discuss their long-term strategy with key 
shareholders, only 65% have evaluated 
their vulnerability to an activist approach 
and just 35% have a strategy in place for 
such an event. Once again, European 

13%73%

65% 35%

of companies 
were faced with an 
activist approach in 
the last year

of companies 
monitor their 
shareholder base 
for activist investors

have evaluated 
their vulnerability to 
an activist approach

have a response 
strategy in place

Shareholder 
activism

Consumer facing 
companies under attack

European companies 
among least prepared

companies are much more relaxed in this 
respect compared to their North American 
counterparts with only 24% in possession 
of a response strategy against 53% of 
North American companies. Despite 
growing interest from activist shareholders, 
small cap companies are also less likely 
to be prepared for an activist approach 
compared to large cap companies (only 
27% have a response strategy in place vs 
36% of large caps).

Fig.13 Targets of activist approaches in the past year
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Investor activisim 
shaping IR strategy

Our research shows that companies are 
increasingly adapting their IR strategy and 
approach in response to growth in shareholder 
activism. This is evident in the more regular 
dialogue with key shareholders and increased 
disclosure regarding company strategy, which 
go hand in hand with overall efforts to educate 
the investment community on this topic. 

In addition, companies are looking to avoid 
any potential conflict or hostility further 
down the line by gaining early on a deeper 
understanding of their investors’ perceptions, 
as well as their proxy voting guidelines.

Improved disclosure regarding corporate 
governance arrangements and director 
remuneration have also been cited by 29% 
and 14% of companies, respectively, as actions 
taken in response to increased shareholder 
activism.

However, as discussed in more detail on 
page 16, most companies would benefit from 
greater involvement of board directors (other 
than the executive management) in investor 
relations, with only 24% of companies citing an 
improvement in this respect. 

24%51%
of boards are more 
engaged with 
shareholders due 
to concerns over 
investor activism

have more regular 
dialogue with 
investors regarding 
company strategy

Fig.14 In what way has the growth of shareholder activism impacted your 
IR strategy and approach

0% 10% 20% 30% 40% 50% 60%

51%

45%

33%

24%

14%

35%

29%

15%

More regular dialogue with top shareholders regarding company strategy

More regular monitoring of market sentiment

Greater understsanding of proxy voting guidelines

Increased disclosure regarding strategy

Increased disclosure regarding corporate governance

Greater board level engagement

Improved communication between board and executive management

Increased disclosure regarding director remuneration



19

INVESTOR EDUCATION AT CENTRE STAGE

Expectation management



20

Uncertainty drives 
reviews of approach to 
guidance

43% of the companies we surveyed have 
revised their guidance during the last year. 
Whilst revision of guidance is relatively 
common and often company specific, 
perhaps more reflective of the current macro 
environment is that 29% of companies 
have made or plan to make changes to 
their overall approach to expectation 
management, with just under a half of these 
planning to implement a longer time horizon. 
This is consistent with a shift in focus by 
companies towards the longer-term strategy 
and the wider picture. 

There have been marked attempts by 
Middle-Eastern companies to improve their 
reporting in this area, as emphasised by the 
fact that 40% have made or plan to make 
changes to their approach to guidance, by 
providing additional quantitative metrics.

Further analysis by sector shows that 
telecoms and consumer services companies 
are the most likely to be re-evaluating their 
approach to guidance, with 30% and 25%, 
respectively, planning to implement a longer 
time horizon.

43% 29%
have revised their 
guidance during the 
last year

plan to make changes 
to their approach to 
guidance

Fig.15 Have you recently implemented or do you plan to 
implement any changes in your approach to guidance?

Fig.16 Have you recently implemented or 
do you plan to implement any changes in 
your approach to guidance?

Fig.17 Companies with plans to change 
approach to guidance
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Earnings mostly in line 
with analyst consensus

The relevance of 
analyst consensus 
in expectation 
management

Reassuringly, 74% of companies reported 
that their earnings had been mostly in line 
with analyst consensus over the past twelve 
months and perhaps more importantly, 73% 
of companies feel that analyst consensus 
correctly reflects their long-term outlook.

Despite their lower level of analyst coverage, 
small cap companies have more frequently 
reported earnings below consensus over 
the past 12 months compared to their larger 
counterparts. 

According to our research, 54% of companies 
currently produce a consensus but only 13% 
make this widely available through their 
website.  

However, if sell-side coverage of companies 
continues to diminish as a result of MiFID 
II, the role of analyst consensus in setting 
market expectations may change.  Analyst 
consensus may become less meaningful as 
a measure of market expectations regarding 
future performance, which could trigger 
an increased focus on company-published 
guidance.

74%

73%

have reported 
earnings in line with 
consensus over the 
last year

feel that analyst 
consensus correctly 
reflects their long-
term outlook

Fig.18 Do you feel analyst forecasts correctly reflect your 
long-term outlook?

Fig.20 Companies with earnings below 
consensus

Fig.19 Companies with earnings below 
consensus

20%

19%

14%

7%

0%

20%

16%

8%

0%

0% Telecoms

Basic materials
Consumer services

Consumer goods
Healthcare
Technology
Industrials

Financials
Utilities
Oil & gasMid capsSmall caps Large caps

24%

8%

13%

73%

10%

18%

0% 25% 50% 75% 100%

Yes

No - too pessimistic

No - too optimistic



22

Reporting and 
information materials



23

INVESTOR EDUCATION AT CENTRE STAGE

Making the website and 
information materials 
work harder

With investor education among the key 
IR priorities for the coming year, many 
companies are taking action to ensure their 
corporate website and information materials 
work harder in delivering their investment 
case and key messages to the market. 

When it comes to website upgrades, which 
are planned by 61% of companies in our 
sample, optimisation for use on mobile 
devices is an increasing area of focus, to 
support the use of infographics and videos, 
and offer more concise information for ease 
of extraction.

61%

47%

plan improvements to 
the IR website

plan to refresh their 
results presentation

Investor presentations, one of the most 
popular documents on IR websites, are also 
in focus this year with 47% of companies 
planning improvement to their results 
presentations, in particular. In addition, 
several initiatives planned for the coming 
12 months will aim to strengthen core 
messages that underpin all information 
materials and to improve IR collateral through 
enhanced disclosure and more user-friendly 
presentation of data. 

Fig.21 Materials to be improved this year
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73%

27%

report or are 
planning to start 
reporting non-
financial KPIs

have no plans to 
publish non-financial 
KPIs

No increase in 
reporting of non-
financial KPIs despite 
growing demand

With increased focus on long-term value 
creation by institutional investors and 
regulators worldwide, companies are 
expected to place greater importance on 
improving and reporting their non-financial 
performance.

According to a recent study by EY , non-
financial performance plays a pivotal role 
in the decision-making process for 68% 
of institutional investors. Within the EU, 
as of 2017 companies face more stringent 
regulation on sustainability reporting 
which includes the requirement to report 

sustainability risks and non-financial 
KPIs, as well as to report on bribery and 
corruption. 

According to our research, 73% (2016: 
75%) of companies surveyed are either 
already, or plan to start, reporting non-
financial indicators by producing a stand-
alone sustainability report or adopting 
an integrated reporting approach. 
Despite growing demand for this data, 
our findings show no improvement 
compared to 2016 in the number of 
companies providing non-financial KPIs. 

According to our research, 27% of 
companies have no plans to address 
this issue in the near future with smaller 
companies (market cap <$500m) least 
likely to dedicate resources to improving 
non-financial reporting (50% have no such 
plans). Further analysis by geographical 
region shows that European companies are 
firmly in the lead when it comes to reporting 
non-financial KPIs – only 15% have no plans 
to report on these indicators against 45% in 
North America. 

Fig.23 Companies that publish a sustainability report

Fig.22 Companies with no plans to report non-
financial KPIs
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37% 32%
see value in online 
targeting tools

note the significance 
of video content on 
IR websites

Online targeting and 
CRM tools support IR 
efforts

Our research shows that companies are 
increasingly using technology to meet 
their core IR objectives. This is reflected in 
the growing popularity of online investor 
targeting and more sophisticated CRM tools, 
which now play a key role in supporting 
efforts to broaden the shareholder base and 
increase effectiveness of roadshow meetings. 
Interestingly, the number of companies 
that use online corporate access platforms 
remains virtually unchanged year-on-year at 
12% despite the growing number of providers 
of such services.

Greater use of video content on IR websites 
remains an important tool in getting the 
message across to investors, with 32% of 
respondents stating that this tool is shaping 
their communication with the market. 57% of 
companies operating in the basic materials 
sector see the value added from producing 
videos for their IR websites, not least due 
to their ability to showcase assets located 
around the world. Consumer services and 
technology companies, due to the nature 
of their business, are also among fans of IR 
videos with 56% and 42%, respectively.

Unlike virtual AGMs (discussed in more detail 
on the next page), virtual roadshows and 
conferences have seen a slight decline in 
popularity as companies opt for traditional, 
face-to-face meetings with their shareholders.

Fig.24 Which of these technological tools are shaping the way you 
communicate with your investors?
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21%
of companies hold 
virtual AGMs

Continued decline in 
the use of social media 
channels for IR

More direct 
engagement through 
virtual AGMs?

As IR websites become increasingly 
sophisticated and mobile-friendly, 
company use of social media channels 
continues to decline. According to 
our research, with the exception of 
Facebook, all other channels are used 
by fewer companies compared to 2016. 
The increased use of video for investor 
relations is evident in the fact that 10% of 
companies now have a dedicated YouTube 
channel.

IR apps remain the most popular of these 
channels, particularly in the financial 
sector, where they are utilised by 83% of 
companies. However, their popularity is in 
decline as fewer companies see the value 
added from providing information through 
an app (15% in 2017 vs 17% in 2016) when 
it is readily available via the IR website. 

As attendance of annual general meetings 
continues to decline, some argue that virtual 
AGMs offer an opportunity to encourage 
participation. In North America, such events 
are becoming increasingly common – our 
findings show that 21% of companies now 
hold virtual AGMs against 10% in 2016. Most 
commonly, these virtual meetings are real-
time video conference calls, with the option 
to use voting buttons or view a presentation 
alongside the video. Whilst, in most countries, 
regulation grants shareholders the right 
to any form of participation available in 
meetings via electronic methods, opponents 
claim directors are using technology to hide 
from activist investors who they would rather 
not face in person.

In Europe, take up has been much slower 
with the majority of companies hesitant to go

down this route. According to our research, 
only 9% of European companies host virtual 
AGMs, unchanged versus 2016.

However, as long as the company hosting a 
virtual AGMs undertakes all necessary steps in 
its preparation (e.g. changing any terms within 
the articles of association, making provisions 
for the event of a technological failure or 
allowing access to shareholders without 
internet access), it can realise cost savings and 
increase meeting efficiency. 

Those in favour argue that virtual AGMs 
not only provide equal access to investors 
regardless of location, but offer the opportunity 
to re-establish direct participation by 
shareholders through reducing the need for 
proxies. 

Fig.25 Social media channels used for IR
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Fig.26 Use of virtual events: Europe

Fig.27 Use of virtual events: North America
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Resource allocation 
geared towards events 
and roadshows
Among our research sample, almost a 
quarter of companies have indicated they 
would be dedicating additional resources to 
specific IR activities over the coming year. 

Nearly a third of these companies have raised 
their budgets for company-hosted events, 
including Capital Markets Days, site visits and 
webinars. Such events represent important 
tools for investor education regarding 
company strategy and operations. 

Increased roadshow activity will also come 
at a cost, with 24% dedicating additional 
resources to cover this type of engagement, 

32%
will spend more on 
company-hosted 
events in the coming 
year

whilst 9% have allowed a greater proportion 
of their budgets for investor targeting to 
improve effectiveness of roadshow meetings. 

To make the most of investor targeting tools 
at their disposal, companies are also looking 
for IR professionals with investor targeting 
experience.  

For the second year running, technology 
savvy IR professionals and those with strong 
financial modelling and analytical skills are 
among the most sought after at companies 
looking to add new skills to their teams.  

Fig.28 Activities receiving increased resources

Continued evolution of 
the IRO role 

Our research shows continued growth in 
the number of IROs with responsibilities 
outside IR, up from 66% in 2016 to 71% 
in 2017. The importance placed on IROs 
to act as overall communicators for 
companies is demonstrated by the fact 
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corporate communications.
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recognition is also reflected in the slight 
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Internal feedback 
increasingly valued

Whilst feedback received from analysts 
and investors remains the most popular 
criterion used to measure IR effectiveness, 
the value of internal feedback is increasingly 
being recognised in this context – 65% 
of companies in our sample measure the 
success of their IR programme based on 
internal feedback, against 53% a year ago.

In line with increasing focus on broadening 
the shareholder base (a key IR objective 
for 55% of our respondents), shareholder 
base development remains the second most 
popular way of measuring the success of an 
IR programme. 

Fig.31 Do you have any additional responsibilities 
outside of IR?
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Fig.32 How do you measure the success of your IR programme?

Fig.29 IROs that regularly attend BoD meetings
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69%

36%

of companies receive 
post-roadshow 
feedback

of companies use 
conduct in-depth 
perceptions research

Misunderstood  
companies spend 
the least on tracking 
sentiment
Altering investor perceptions of their company 
is a key priority for 72% of small cap IROs this 
year. However, only 17% of these companies 
are willing to commit resources to in-depth 
perceptions research regarding their company. 
At the other end of the spectrum, 45% of large 
cap companies regularly commission such 
research and, in turn, a far smaller percentage 
feels misunderstood by the market. 

Despite complaints from respondents in 2016 
regarding the quality of feedback received 
from brokers, post-roadshow feedback remains 
the most popular way of measuring investor 
sentiment.

Our research once again provides evidence 
of companies’ efforts to improve efficiency 
through increased use of technology in IR 
as 9% of our respondents now also conduct 
online perceptions studies.

Fig.34 Companies hoping to change investor perceptions

Fig.35 Companies that conduct in-depth perceptions 
studies

Fig.33 What type of surveys do you carry out?
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Respondent profiles 

Respondent 
profile by 
industry
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