
@investis

1

Meet Investors’ 
expectations and  
stand-out from the  
digital crowd
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»» About Investis
»» Digital & the communication mix
»» Is the corporate website dead?
»» Evolving the corporate website
»» Six areas for improvement
»» Changing expectations

What’s inside
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A little bit about us...
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We plan, create and manage 
corporate websites, apps and 
social channels
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Helping companies to 
communicate with, engage 
and understand their 
audience so they can build 
stronger, trusted connections 
with the people that matter
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Anglo American won two awards for the website we had worked with them on. The first award was for ‘Best 
Corporate Website’ and the second was for ‘Best Online Annual Report’. The judges were impressed with the 
way the website engaged a diverse groups of stakeholders, delivering relevant content to both the group and 
regional areas. One judge said, “The results are inspiring. They show what a strong website can achieve.”

Real world expertise
Communicate Magazine CFA Awards 2015
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Real world experience

International 
offices

Organisations 
in our AI 
database

International 
clients

Website 
clients

2000700 6 250K
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Clients

GEBMW Anglo 
American

ASOSCatalana 
Occidente
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Digital and the 
communication mix...
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Connecting with the financial 
community

Investment analysts & 
financial community

Shareholders & 
Investors
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Raising awareness with a broader 
multi-stakeholder audience

Government 
regulators

Community 
organisations

Industry experts 
and academic 

institutions

Media Strategic 
alliances 
Partners

Suppliers Customer / 
Prospects

Employees General 
public

Competitors

Investment analysts & 
financial community

Shareholders & 
Investors
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Meeting face to 
face

Reaching out 
through the media

Connecting 
online

Effective communication is vital 
across traditional & digital channels

@investis
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Think digital...
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The corporate website 
is the traditional focus 
of a company’s digital 
comms
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But everyone’s 
talking about 
mobile and social 
channels...
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So, is the corporate 
website dead?
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Not yet...

So, is the corporate 
website dead?
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84% of institutional investors use the IR website as part 
of their research process.

84%SOURCE: THE VALUE OF INVESTOR RELATIONS WEBSITES (THOMSO
N 

RE
UT

ER
S)

Institutional investors continue 
to use IR websites for research
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Significantly Some

76%23%

SOURCE: WHAT BUY-SIDE INVESTORS WANT FROM DIGITAL COMMUNICATIONS. (RIVEL/INVESTIS FEBRUARY 2014)

The quality of a company website 
continues to influence attitudes 
to the investment proposition
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And it plays a key 
part during events
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Results Day, 
the year’s major 
communication event 

SOURCE: INVESTIS IQ ANALYTICS DATA FOR IR SECTION OF UK SMALL CAP COMPANY OVER 12 MONTHS

 10K

Annual
Report

Results
Day

Q3

AGM

Q1 Q2

SEPNOVOCT DEC JAN FEB MAR APR MAY JUN JUL AUG
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A week before results 
activity is low

One week before

Investment & banks

Financial services

Media

Competitors

Government

Legal firms

15

7

3
5

3
1
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The day before results 
anticipation builds

One week before

Investment & banks

Financial services

Media

Competitors

Government

Legal firms

15

7

3
5

3
1

One day before 

23

10

15

8

4 3
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On results day 
investor visits surge 

One week before

Investment & banks

Financial services

Media

Competitors

Government

Legal firms

15

7

3
5

3
1

One day before 

23

10

15

8

4 3

78

35

40

21

7
5

Results day
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Law

Government

Competitors

Media

Financial services

Investment & banks 

Who’s using the corporate 
website during the IPO process

Pricing announcement 

Announcement day

Public listing
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How effective is your 
corporate website?
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IQ 200 criteria
1656 in last 12 months

2,347 companies in total

45 countries
indices21

the digital corporate comms benchmark
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IBEX 35 scored Q1 2015

IBEX 35: 47% 

29% 56% 33% 48% 20%

Social Website UsabilityMultimediaContent Mobile
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The Investis Quarterly (IQ) benchmarking service (Q2 2014 – Q1 2015). 

Overall Global Scores
INDEX SCORE DATE SCORED

DAX 30 64% Q1 2015
OMXH 25 63% Q1 2015
DOW JONES 58% Q1 2015
FTSE 100 58% Q1 2015
OMXS 30 56% Q3 2014
S&P 100 55% Q1 2015
NYSE US 100 55% Q1 2015
Euronext 100 54% Q1 2015
OMXC 20 53% Q1 2015
SMI EXPANDED 49% Q4 2014
NASDAQ 100 48% Q1 2015
ATX 20 48% Q1 2015
IBEX 35 47% Q1 2015
MDAX 46% Q4 2014
OBX 44% Q4 2014
FTSE 250 43% Q4 2014
MICEX/RTS 38% Q4 2014
WIG 30 36% Q3 2014
PSI 20 35% Q1 2015
UK IPOs 32% Q1 2015
TA-25 28% Q4 2014
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70% 65%76%

1. Iberdrola 2. Repsol 3. ArcelorMittal

Top 5 Performers IBEX 35

4. BBVA 5. Ferrovial

62%64%



@investis

30

Content Usability Mobile Multimedia Social Media Overall

56%

44%

74%

48%

33%
36%

64%

11%

51%

33%

15%

54%

29%

6%

46%

64%

47%

35%

IBEX 35 PSI  20 DAX 30

Many companies still haven’t 
embraced digitals’ unique 
opportunities & challenges
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About Us IR Governance Media CSR Careers

52%
46%

62%

49%

37%

64%

73%

62%

84%

50%
37%

64%

40%

26%

58%

35%

63%

22%

IBEX  35 PSI  20 IPO

Despite the relative maturity of 
digital comms, content remains a 
challenge for many
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THE FOCUS OF 
MANY COMPANY’S 
CORPORATE 
COMMUNICATIONS.

2015

ANNUAL REPORT.



@investis

33

Designed for print.
Reproduced online.

ANNUAL REPORT.
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An online report microsite 
or just a PDF.



@investis

35

Online reports get just 2% of website traffic.

2%

WEBSITE 
TRAFFIC

ONLINE REPORTS

SOURCE: INVESTIS IQ ANALYTICS DATA FOR LARGE CAP COMPANY OVER 12
 M

ON
TH

S

But online reports generate very 
little web traffic
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The report microsite lifecycle 
- bit of a bang but soon forgotten.

SOURCE: INVESTIS IQ ANALYTICS DATA FOR SMALL CAP COMPANY OVER 12 MONTHS

0

6000

3000

Launch

Report site visits over year.
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So how do you 
encourage readership of 
key narrative?
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The embedded report is 
a great solution
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0

6000

3000

Launch

Report site visits over year.

Embeded report.

Increased readership across the 
entire year  - peaking at events.
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Evolving the corporate 
website...
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IRO

Analyst

Investor

Company Audience

@investis
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...meets the needs of both the company and its audience.

Company Audience

Effective communication...
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Regulatory 
requirements

Accurate
information

Timely
publication

Company Audience
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Regulatory 
requirements

Promote
investment case

Contextualise
change

Accurate
information

Timely
publication

Comms priorities

Company Audience
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Regulatory 
requirements

Value 
the business
Assess
the opportunity

Promote
investment case

Contextualise
change

Accurate
information

Timely
publication

Comms priorities Audience needs

Company Audience
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Regulatory 
requirements

Value 
the business
Assess
the opportunity

Peer 
digital landscape
Emerging
digital trends

Promote
investment case

Contextualise
change

Accurate
information

Timely
publication

Comms priorities Audience needs

Company Audience

Audience 
expectations
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Regulatory 
requirements

Value 
the business
Assess
the opportunity

Peer 
digital landscape
Emerging
digital trends

Promote
investment case

Contextualise
change

Accurate
information

Timely
publication

Comms priorities Audience needs

Company Audience

Audience 
expectations
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Prioritizing
With apologies to Maslow

Influence opinion and drive behavior

Avoid regulatory sanction

Satisfy 
audience needs

Achieve 
comms priorities

Meet regulatory requirements

Meet audience expectations
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Prioritizing
With apologies to Maslow

Influence opinion and drive behavior

Avoid regulatory sanction

Meet regulatory requirements

Meet audience expectations

Achieve 
comms priorities

Satisfy 
audience needs

Value the business

Assess the opportunity

Promote investment case

Contextualize change
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Six areas for improvement



Themes
We’ve identified 6 key areas in which investors and analysts want more 
from companies and how you can use digital to deliver them:

Achieve your aims and satisfy your audience 

Market 
context

Performance & 
KPI’s

WebcastingBusiness 
context

Strategy & 
business model

@investis

Sustainability



Strategy & Business model
A well-constructed and sustainable strategy is the foundation for any 
successful business. 

Bring this to life and engage investors with a concise and illustrative 
description. Don’t make them work hard to understand such important 
information.

‘For the investor it can be difficult to decipher a clear company strategy 
from all the media pundits out there. A good IRO needs to work closely with 
management, particularly the CEO, to understand this and to articulate the 
strategy to investors with data and benchmarking to back it up’

Why?

Sell-side Analyst : European Investor Perception Study 2015, IR Magazine

@investis
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Strategy & 
business model 

IBEX 35

PSI 20

DAX 30

51%

32%

83%

The Investis Quarterly (IQ) benchmarking service (Q1 2015) 

how companies are 
responding online



MacBook Pro

Repsol



ENI



Themes
We’ve identified 6 key areas in which investors and analysts want more 
from companies and how you can use digital to deliver them:

Market 
context

Performance & 
KPI’s

WebcastingStrategy & 
business model

Business 
context

Achieve your aims and satisfy your audience 
@investis

Sustainability



Business context
Make it easy for investors to understand the nuts and bolts of your 
business – the ‘who we are’ and ‘what we do’ from locations and history to 
product mix and customer segmentation.  

It’s a key component of every prospectus, but many of the recent IPO’s 
provide only a superficial explanation online.

‘Mode and speed of delivery are irrelevant without sound 
content and breadth of information’ 

Why?
‘I would like more 
operational information’ 

Sell-side Analyst : European Investor Perception Study 2015, IR Magazine

@investis
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Business 
context 

47%

33%

61%how companies are 
responding online IBEX 35

PSI 20

DAX 30

The Investis Quarterly (IQ) benchmarking service (Q1 2015) 



GDF Suez E&P UK



Coca-cola



Iberdrola



Themes
We’ve identified 6 key areas in which investors and analysts want more 
from companies and how you can use digital to deliver them:

Market 
context

Performance & 
KPI’s

WebcastingStrategy & 
business model

Business 
context

Achieve your aims and satisfy your audience 
@investis

Sustainability



Market context

‘Background information and plenty of data around markets 
the company is involved with are so useful’ 

Why?

Sell-side Analyst : European Investor Perception Study 2015, IR Magazine

Make it easy for investors to understand the broader context of the market 
that you operate in and spell out the opportunity for growth.

Contextualising the market is a key for investors but only 4 recent IPO’s do 
it online – with AO World and Saga Plc standing out. 

@investis
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Market 
context 

IBEX 35

PSI 20

DAX 30
43%

30%

44%

how companies are 
responding online

The Investis Quarterly (IQ) benchmarking service (Q1 2015) 



BOEING

@investis



MacBook Pro

BP



Themes
We’ve identified 6 key areas in which investors and analysts want more 
from companies and how you can use digital to deliver them:

Market 
context

Performance 
& KPI’s

WebcastingStrategy & 
business model

Business 
context

Achieve your aims and satisfy your audience 
@investis

Sustainability



Performance & KPI’s
Key earnings ratios and other performance metrics are core to 
understanding how a company is actually performing.

Providing this data in excel files and visualizing complex data makes it 
easier for your main stakeholders to identify the elements most important 
to them.

‘More transparency: we want color that’s not in written 
releases’ 

Why?

Sell-side Analyst : European Investor Perception Study 2015, IR Magazine

@investis
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Performance 
& KPI’s

IBEX 35

PSI 20

DAX 30

47%

33%

61%how companies are 
responding online

The Investis Quarterly (IQ) benchmarking service (Q1 2015) 



GRUPO CATALANA OCCIDENTE
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MacBook Pro

Anglo American



Themes
We’ve identified 6 key areas in which investors and analysts want more 
from companies and how you can use digital to deliver them:

Market 
context

Performance & 
KPI’s

WebcastingStrategy & 
business model

SustainabilityBusiness 
context

Achieve your aims and satisfy your audience 
@investis



Webcasting
Connect with your audience. Explain your financial results to your 
international investors or humanise your corporation during a crisis. 

Video and audio webcasting is a great way to reach out to your 
stakeholders wherever they are.

‘Webcasts are very useful when investors haven’t got time to 
leave their desks. I wish more small and mid-cap companies 
would do them, though’ 

Why?
‘Webcasts are extremly 
helpful, especially when 
you compare how much 
time we used to spend 
travelling’ 

Sell-side Analyst : European Investor Perception Study 2015, IR 
Magazine

@investis
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Audio 

The percentage of companies using audio 
webcasting for earnings

IBEX 35

PSI 20

DAX 30

46%

35%

75%webcasting

Investis IQ Special Report: Results Webcasting (2015) 
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Video

The percentage of companies using video 
webcasting for earnings

PSI 20

DAX 3023%

0%

17%

webcasting

Investis IQ Special Report: Results Webcasting  (2015) 

IBEX 35



Themes
We’ve identified 6 key areas in which investors and analysts want more 
from companies and how you can use digital to deliver them:

Market 
context

Performance & 
KPI’s

WebcastingStrategy & 
business model

SustainabilityBusiness 
context

Achieve your aims and satisfy your audience 
@investis



Sustainability
The business imperative to create shared value and actively protect 
operational licence continues to grow. 

Your website is the perfect environment for demonstrating an approach 
to sustainability which extends beyond philanthropy to show the links 
between sustainability activities, business strategy and continued 
opportunities for growth.

‘It’s in its infancy, but we’re starting to hear about it.’ 

‘I think they pay lip service to it. The government regulations 
force most companies to do something but I think many of them 
would rather just be making lots of money’.

Why?
‘Sustainability 
communication has become 
much better.’

Sell-side Analyst : European Investor Perception Study 2015, IR 
Magazine

Buy-side Analyst

@investis
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Sustainability

The  average score of company sustainability content  
on IR/corporate website.

PSI 20

DAX

IBEX 35
25%

6%

45%

The Investis Quarterly (IQ) benchmarking service (Q1 2015) 



GE



Tim Hortons



MacBook Pro

Arcelor Mittal
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» Add depth to your strategy

»	Provide context for your business and markets

»	Demonstrate transparency & consistency

»	Show sustainability as an opportunity not threat

Use digital to...
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Changing expectations



Changing expectations
We’ve identified 6 mega trends that we think are shaping the future of 
digital communications.

Meet audience expectations
@investis

Multi-device 
optimisation 

Authentically 
human interaction

‘Me’ centric 
experience

Dialogue

Seamless cross 
channel journey

Engaged
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Multi-device optimisation
Connecting the experience across laptop, tablet, 
phone, wearable and console. 

From laptops to 
smartphones and tablets 
your audience is always 
connected.

@investis
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1 in 5 visits to corporate websites 
are from a smartphone or tablet
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SOURCE: INVESTIS IQ RESEARCH Q1 2015

Percentage increase in corporate website visits

-20%

20%

40%

   0%

Mar 13

Mobile visits
+68 %

60%

80%

10%

30%

50%

70%

-10%

-30%

May 13 Jul 13 Sep 13 Nov 13 Jan 14 Mar 14 May 14 Jul 14 Sep 14 Nov 14 Jan 15 Mar 15

Overall visits
+5%

Desktop visits
-5%

Visits to corporate websites 
continue to rise driven by mobile.
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Adapts and stretches 
to provide a great user 
experience for every screen

Stripped down 
content and super-
efficient navigation

Super-slick experience 
with content available 
online and off

Mobile solutions
Responsive sites Mobile sites Apps
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The percentage of companies with 
a mobile friendly solution has 
improved greatly in the last year

To
da

y

O
ne

 Y
ea

r a
go

To
da

y

O
ne

 Y
ea

r a
go

To
da

y

O
ne

 Y
ea

r a
go

PSI 20 DAX 30

55%

20%
11%

IBEX 35

34%

11% 4%
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‘Me’ centric experience 
What I want – searched, aggregated and curated, 
how I want it, when I want it.



Flipboard
Content  curration based solely on your individual 
interests, allowing you to read articles on or offline. 
What you want to read, when you want to read it. 



BG Group have developed 
an interactive navigation 
bar which allows users to 
choose which countries, 
categories and content 
they are interested in to be 
pinned to the home page. 

This navigation experience 
centers around the specific 
needs of the user, making 
content easy to find and 
digest. 

BG Group
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Seamless cross channel journey
Website, microsite, app, Twitter, Facebook, LinkedIn etc.



Anglo American

Anglo American 
utilize all channels 
available to them 
posting a wide variety 
of content to engage, 
inspire & inform their 
audiences.

Facebook is used 
in a highly effective 
manner with posts 
requiring audience 
participation. 



YouTube is used for inform 
audiences on a range of topics from 
corporate story telling to outreach 
projects and CSR. 

Complex content is simplified 
through the use of video allowing  
stakeholders to digest information in 
an easy and engaging manner. 
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Authentic human interaction
The humanised corporation.



Chevron

Chevron excel at revealing 
the people behind the 
corporation. Their human 
energy stories allows 
people to meet the 
‘Chevron fellows’ whose 
vizionary work is helping 
to shape the future of 
energy.



Siemens
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Dialogue
Responsive, meaningful conversations 
with the corporation and its people.



MacBook Pro

FairTrade
In-depth & engaging content on this 
website covers a series of topical 
issues from the treatment of farmers 
& workers to the real price of gold. 
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Unilever TED talks

Unilever joined forces with global         
non-profit organization TED to create a 
platform for sharing inspiring stories and 
making sustainable living commonplace.
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Engaged
A rich experience that uses media to 
increase understanding and entertain.



Beauty of Brewing

Bringing in different elements to the page at 
different times



MacBook Pro

The GE website is a 
fantastic example of 
an engaging corporate 
website that uses mixed 
media to tell it’s corporate 
story. Embedded videos 
and eye-catching images 
capture the audience 
attention’s and offer an 
in depth insight into the 
workings of the company 
and the product they sell.  

GE Website
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Moving towards digital 
excellence
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Tell a better story 
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Tell a better story 
across devices of all sizes
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Tell a better story 
across devices of all sizes 
through the digital channels 
that matter to your audience.
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questions ?
If you have any additional questions 
please contact Davide Mastrosimone    

investis.es davide.mastrosimone@investis.com +34 67 561 98 48


