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BRIDGING INVESTMENTS THROUGH INVESTOR RELATIONS 

GET HOOKED BEYOND BORDERS 

Malaysian Investor Relations Association, MIRA, was launched on 21
st
 June 2007. 

Being in existence for less than 10 months, the Association is overwhelmed by the 

participation of over 200 members consisting of reputable PLCs, Investment Banks 

and IR Service Providers. 

Message from the 
CEO 

Dear Valued Members, 
 
MIRA was established in June 2007, and in 
the few months we have been around we 
have done 9 events and over 650 participants 
have attended our programs. We want to 
bring to our members many events and 
programs, and we have many more lined up. 
 
We have launched, jointly with Bursa 
Malaysia, an IR Manual and Workbook to 
help listed companies manage their IR. 
 
We are administering, under sponsorship of 
Bursa Malaysia, an IR Incentive Program, 
which help listed companies set up an 
internal IR program and get better exposure 
through IR. This program is fully subsidised 
by the Capital Market Development Fund, 
and now has 31 listed companies as 
participants.  
 
We will be introducing an IR certification 
program in partnership with an international 
accreditation body, to formalise the 
qualification of IR practitioners in Malaysia. 
 
We will continue to have seminars and talks 
to enhance and share knowledge and 
practices in IR. 

 
We will also be organizing investor 
briefings to retail investors, and we will also 
have   briefings   to   institutional   investors, 

where your listed company can participate in 
and get access to the investing public, 
analysts and local and foreign fund 
managers. 
 
As you know, various capital management 
actions can give out varying signals to the 
market. This calls for a consistent and 
concerted IR program under a guided IR 
strategy in order to align investor reaction 
with your corporate action. Ultimately, IR 
has an indirect role in supporting your 
access to and cost of capital, commensurate 
share valuation and liquidity, contributing to 
enhancing shareholder returns and 
recognition by investors, locally and 
internationally. 
 
Our endeavors are aimed at enhancing listed 
companies' recognition and valuation in the 
capital market. With your participation in 
MIRA, I hope we can make further progress 
towards our common goal of enhancing your 
company’s investibility. 
 
We now have over 200 members comprising 
mostly listed companies plus a number of 
investment intermediaries. We are an 
association made up of members and we 
function for our members. 
 

Therefore,  I would  like  to  invite  and urge 
you, to participate in our ongoing 
development programs, and allow us to 
support you in profiling your company 
better and engaging with shareholders and 
investors continually through IR. 
 
Finally, on behalf of our team in MIRA, I 
would like to wish you a successful year 
ahead! 
 

                               Eddie Razak, MIRA 
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MULTIMEDIA 
                  IS CHANGING  

                            INVESTOR RELATIONSINVESTOR RELATIONSINVESTOR RELATIONSINVESTOR RELATIONS – IR Magazine 
IROs can now deliver sounds and pictures 

direct to a wired-up global investment 
audience – and give that audience a chance 
to answer back. Neil Stewart takes a look 
from the users' point of view, and profiles 
some of the key service providers  

In the War Room at T. Rowe Price, 
analysts, traders and portfolio managers 
flock to follow their universe of 
companies. Electronic pipelines pour data 
into this wired nerve-centre of information, 
providing the raw material for decision-
making on a host of securities. Until 
recently, the War Room was paper-
dominated, and towering stacks of 
company reports are still fixtures in the 
working lives of these investment 
professionals. But now multimedia is 
being added to the mix at the Baltimore-
based War Room, and life will never be 
the same.  

“'The best part is analysts don't have to go 

to New York as often,” says Carole Patrick, 
responsible for T. Rowe Price's online 
information services. “If the New York 

Society of Analysts has an interesting 

presentation on screen, our people can see 

everything and get a feel for management 

without    traveling.”      Programmes    are   

usually watched on television sets at T. 
Rowe, although one desktop PC receives the 
multimedia feeds.  

On-demand retrieval of digitized broadcasts 
is available, and Patrick videotapes key 
shows to be watched later.  

In the insane info-packed world of an equity 
trading room, multimedia news is becoming 
an invaluable commodity. Gaining the edge 
may mean finding and evaluating market-
moving information just moments before 
competitors do. When news is breaking, 
seeing the CEO grimace to a difficult 
question in real time can mean the difference 
between a buy and a sell for trained viewers. 
In other cases, in-depth research and a long-
term vision of a company as seen on the 
video screen can support the buy decision.  

For the IRO supplying the pipeline with 
maximum depth information, multimedia 
offers a chance to tell a story directly to the 
financial community. Management can make 
unfiltered pitches through multimedia, 
getting a company's long-term story to the 
Street with a punch far beyond traditional 
mailings or roadshows. To facilitate this 
process, the biggest names in business news 
are wiring  trading rooms,  transmitting video  

releases, news conferences, company 
presentations and analyst conferences 
straight to the desks of investors and 
analysts.  

The reach is impressive by any 
standards. Dow Jones estimates that its 
multimedia services will eventually 
reach 1,000 institutional customers, 
representing as much as 75 per cent of 
the value of the entire US equity 
market. One outside estimate has six 
Dow Jones News Desk beta sites alone 
representing some $400 billion in assets 
under management.  

With this kind of clout, and the latest in 
video twists and twirls, IROs can have 
an impact on the financial community 
like never before.  

Steve Smith, investor relations director 
at John Malone's giant cable company, 
Tele-Communications Inc (TCI), says 
the delivery of information is moving to 
the electronic medium at an ever 
accelerating rate. As one of the first 
companies to launch a Bloomberg 
Company Connection page this 
summer, TCI is on the multimedia 
frontier.   
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TCI's annual report, earnings, press 
releases, and audio/video messages from 
CEO Malone are instantly available on 
Bloomberg terminals worldwide. “It is 

speeding up the process of getting 

information to investors,” Smith says. 
“Bloomberg users are our target 

audience, and the service gives us a direct 

route to investors.”  

Technology has brought a dramatic 
change to IR, according to Margie Baigh, 
partner at the Financial Relations Board 
(FRB), the largest US investor relations 
agency. “In the past, earnings went by 

messenger to news outlets, followed by 

mailings to the financial community,” she 
recalls. “It was a seven-day cycle, and it 

was impersonal communication, with 

investors relying on the printed word for 

everything. Now investment professionals 

get the instant gratification they expect 

and demand, and communication has 

evolved into a multimedia dialogue with 

the CEO.”  

FRB uses Dow Jones Investor Network 
(DJIN), NBC Private Financial Network 
(PFN) and the Bloomberg Forum to 
support its clients' IR campaigns. Baigh 
says that while the coverage has proved 
invaluable for breaking news, more often 
a video presentation will be tied into 
managements' roadshows. “Multimedia 

links have proven to be a marvellous 

opportunity for the CEO to present his 

strategy and detail what's special about 

the company,” notes Baigh.  

Baigh cites the case of Stewart 
Enterprises, a Louisiana funeral services 
company whose recent annual 
presentation to Wall Street was covered 
by DJIN and PFN. The conference 
attendance was, in effect, increased by 
added coverage. “This is where 

multimedia is filling the IR gap,” Baigh 
says. “Presentations for broker-sponsored 

conferences  and  analysts'  meetings   are    

 

reaching a much larger audience. For 

IROs, it's a way to reach new investors as 

well as reinforce the company's story for 

existing investors.”  

Baigh adds that the beauty of DJIN and 
PFN multimedia networks is that there is 
no cost to the company. Back when FRB 
recognised the content value of analysts' 
meetings and began taping and 
distributing videos in the 1980s, the client 
absorbed the cost. For her part, Baigh won 
a Mercom award for finding such a cost-
effective way to expand the reach of 
presentations. But these days the 
subscriber-supported financial networks 
foot the bill.  

“There are nuances in video that are lost 

in text-based news,” says Michael Raneri, 
director of technology development at the 
Schwab Active Trader Group of Charles 
Schwab & Co, the leading US retail 
brokerage. “Subtleties like voice inflection 

and facial expression can influence 

investment decisions.” The Schwab 500 
group of brokers has a digital video feed 
from NBC Desktop Video integrated into 
its network of news and trading screens. 
Audio, text and bullet point summaries are 
stored digitally for on-demand viewing.  

Raneri notes that having video on PC 
screens lets brokers work while 
monitoring broadcasts. “Video can be 

dangerous. A broker can't watch TV all 

the time,” Raneri warns. “With alerting 

and on-demand storage, we point and 

click to get straight to the news that 

counts. It accelerates the market and, for 

us, helps close the information gap 

between retail and institutional 

investors.”  

Offline with CD-Roms  

Of course, going multimedia and 
interactive  doesn't   have  to  mean  going 

 

online. CD-Roms offer a cheaper, more 
accessible way for companies to round out 
their annual reports or other financial 
information. And they avoid excluding the 
mom & pop investors who don't have 
access to the expensive, networked online 
systems available to analysts in 
investment institutions and securities 
houses.  

IBM's CD-Rom annual report was made 
available to all 1.6 million recipients of 
the company's hard copy report: they just 
had to fill in and return a request card 
included in the print version. Then, when 
they inserted the CD version into their 
CD-Rom drive on the home computer, 
they got to see Lou Gerstner talking to 
them and answering questions in a 
videoed Q&A session, along with all 
manner of computer graphics, text, 
original music and so on.  

 

 

 

 

 

 

 

 

 

 

 

IBM is not the only company to issue its 
report on CD-Rom, although it remains 
one of a minority that tends to be made up 
of either technology-based or media 
companies. And, in fact, a similar version 
of IBM's report is also available online on 
the company's Web home page.  

But CD-Roms are certainly not a cheap 
option, at least not yet. Firms that offer to 
help companies create CD-Rom reports 
tend to be coy about how much it actually 
costs, but you'd be lucky to get much 
change out of $150,000.  

If it's being done instead of a print version 
of the annual report, that's probably an 
acceptable figure; as an additional cost, 
it's something most companies would 
have to baulk at.  

BY IR MAGAZINE  

EXCERPTS FROM IR MAGAZINE NEWS 

 DEC, 1995 
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The press made a big deal last year about 
how one ill-considered comment by 
Qantas Chairman Margaret Jackson 
contributed to the demise of Australia’s 
most powerful female business leader. 
Jackson had been interviewed by the 
Australian Financial Review back in 
March 2007 and in the interview urged 
Qantas shareholders to accept the bid for 
the airline from a private equity 
consortium. When she spoke about the 
negative consequences if shareholders did 
not accept the bid she reportedly said: “If 

anyone thinks this will happen without 

affecting the share price then they have a 

mental problem with how the market 

works.” 

 

The bid failed, but the share price, instead 
of going down, has hit new highs. 
Margaret Jackson announced in May 2007 
that she would be leaving the board ahead 
of Qantas’ AGM. 
 
Of course there was much more to 
Jackson’s departure than just that 
headline-grabbing quote, but the incident 
did raise an interesting question: What, if 
anything, can an IR manager do to help 
prevent a Chairman, CEO or other senior 
executive from self-destructing  in public? 

 

We all know that what we say can 
sometimes have a detrimental impact on 
our career, and in the case of senior 
corporate executives a few ill chosen 
words can also have big consequences for 
innocent bystanders – the shareholders. 
There is an example in the May 2007 
issue of Real IR. In the cover story about 
Robeco fund manager Henk Grootveld, 
Pamella Cahill writes: 
“While he doesn’t think that good IR 

pushes a company’s valuation higher, he 

does believe bad IR sends a share price 

spiraling downwards. If a chief executive 

says something he shouldn’t, it’s an IR 

mistake because if you think your chief 

executive is capable of that you shouldn’t 

let him talk inappropriately,” says 
Grootveld. He provides an example of 
Stuart Rose, chief executive of Marks & 
Spencer, letting it slip that he’d been 
looking at Sainsbury’s. “The share price 

[of M&S] has been falling since but the 

rest of the retail sector has been going 

up,” he says. “Without that slip of the 

tongue, M&S would have a higher 

price”.” 

 

I  don’t  follow  M&S,  so  I  can’t  assess 
 

whether Grootveld’s criticism of Rose 
is justified. But I do wonder how 
exactly Grootveld thinks an IR manager 
can restrain a chief executive. They 
don’t tend to be the kind of people that 
like to be restrained or lectured. 
 
There is another complicating factor. 
Sometimes what looks inappropriate 
turns out to be perfect. I wonder how 
Grootveld would have responded to a 
bombshell dropped by another CEO, 
Donald Tomnitz, if Grootveld had been 
a shareholder of Tomnitz’s company, 
DR Horton. 
 
Daniel Gross tells us in the May 2007 
of IR magazine how Tomnitz, just by 
uttering a single sentence, boosted his 
status enormously with the professional 
investment community. According to 
Gross, “Tomnitz now enjoys the same 

sort of status Arizona Senator John 

McCain enjoyed in 2000 when he hit the 

US presidential campaign trail aboard 

the Straight Talk Express Bus. Gross 

writes that Tomnitz is regarded as “a 

truth teller, an individual in power who 

tells it like it is, regardless of the 

consequences.” 
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Here’s what Tomnitz said to the 
assembled audience of professional 
investors at a Citigroup conference in 
New York: “I don’t want to be too 

sophisticated here, but 2007 is going to 

suck, all 12 months of the calendar year.” 

 
As you’ve probably already guessed, I 
don’t entirely agree with Henk Grootveld. 
I think it is unfair to blame an IR manager 
for not restraining a CEO - that’s a total 
misreading of the usual dynamics that 
exists between these executives. The IR 
manager can only do that which is in his 
power to do, and since IR managers are 
primarily gathers and communicators of 
corporate and market related information, 
that is where they must focus their efforts 
to prevent senior executives from self-
destructing in public. 
 
IR managers must make sure their 

executives have access to all the 

relevant facts. 

 

Margaret Jackson’s use of the term 
“mental problem” was a bad choice, and it 
was a bigger error to make a statement 
that turned out to be wrong. The Qantas 
share price didn’t drop precipitously when 
the deal fell through. In fact, the share 
price subsequently moved much higher 
than the bid price after the bid was finally 
withdrawn because of a lack of 
shareholder support. 
 
I have no reason to doubt that Jackson’s 
pessimism was anything but genuine. 
However, in the hurly burley of a tender 
offer she was probably spending more 
time conversing with bankers than with 
her IR manager or reading update reports 
from the IR department. Qantas released 
no fewer than three profit upgrades and 
reported its best trading results ever while 
the bid was underway. Qantas also 
revealed,  under   hard   questioning   from   

 

fund managers, that it was forecasting 
profits to double over two years. 
Analysts such as JP Morgan’s Matt 
Crowe were even saying that these 
expectations looked “conservative”. 
 
I don’t know how often the IR 
department formally reports to 
executives of Qantas, but if the IR 
manager had been relaying to Jackson 
the mood of the market accurately and 
regularly, which is especially vital 
during dramatic events, she may have 
tempered her predictions and shown 
more restraint. 
 
IR managers must make sure their 

executives understand their audience. 

  
When Donald Tomnitz took the podium in 
New York I’m sure he knew that most of 
the audience already expected that 2007 
was gong to be a bad year. He didn’t pussy 
foot around the matter. He charged straight 
in and surprised his audience with his 
frankness. This wasn’t careless candor. He 
was telling it like it was to an audience tired 
of companies that gloss-over bad news or
try to spin it. Tomnitz showed an astute 
understanding of his audience and has been 
rewarded for it. His prediction proved to be 
correct when D.R. Horton reported in 
November that in fiscal year 2007 it had 
made net loss of $712.5 million (net income 

 

for 2006 was $1.2 billion). Despite the poor 
earnings Mr. Tomnitz is still securely 
seated as D.R. Horton’s Vice-Chairman, 
President and Chief Executive Officer. 

 
Even great CEOs can get their audience 
wrong. When that happens, the IR 
department must take most of the blame. I 
love this quote from Jack Welch, the 
highly respected former Chairman of GE: 

  
“My first time in front of Wall Street’s 

analysts as chairman was a bomb. I had 

been in the job for eight months when I 

went to New York City on December 8, 

1981, to deliver my message on the “New 

GE.”  

 
I had worked on the speech rewriting it, 
rehearsing it, and desperately wanting it to 
be a smash hit. 
 
It was, after all, my first public statement 
on where I wanted to take GE. You know, 
the vision thing. However, the analysts 
arrived that day expecting to hear the 
financial results and the successes 
achieved by the company during the year. 
They expected a detailed breakdown of 
the financial numbers. They could then 
plug those numbers into their models and 
crank out estimates of our earnings by 
business segment. They loved this 
exercise.  Over a 20-minute speech, I gave 
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them little of what they wanted and 
quickly launched into a qualitative 
discussion around my vision for the 
company…. 
 
At the end, the reaction in the room made 
it clear that this crowd thought they were 
getting more hot air than substance. One 
of our staffers overheard one analyst 
moan, “we don’t  know what the hell  he’s 

talking about.” 

 
It looks like Jack Welch was let down by 
his IR manager. 
 
Try as they may, most IR managers can’t 
micromanage their senior executives. If 
your CEO is one of those executives Henk 
Grootveld was referring to, someone 
capable of saying something he shouldn’t, 
good luck trying to restrain him. The only 
practical way to deal with the problem is 
by providing more and better information 
and relying on the fact that once provided 
with that information most CEOs are more 
than capable of restraining themselves. 
 
I’m beginning to sound like a broken 
record in my advocacy for improved 
internal IR reporting, but good internal IR 
reporting is a vital role of the IR manager 
and right up there in importance alongside 
external communications such as investor 
presentations, annual reports and IR web 
sites. Good internal reports may even 
prevent your chairman or CEO from self-
destructing the next time he or she steps 
up to the podium. 

 

THINK YOU 
KNOW? 

IR PROACTIVE  

COMMUNICATIONS 

 

1. Corporate & Financial 
Press Release 

 
2. Annual Reports 
 
3. Newspaper 
 
4. Quarterly Earnings 

Reporting 
 
5. Dedicated IR Website 
 
6. Financial Media 
 
7. Investor Presentation 
 
8. Corporate Blog 
 
9. Investor Media 

 

What’s Goin’ On In MIRA?  
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Analysts can then write a comprehensive 
and timely report of the company. 
Analyst’s reports are very important as the 
investment community relies on it for 
investment decision. In other words, 
effective corporate communication and 

investor relations do make a difference. 
 
 
 
 
 
 

The above article was contributed by 
Boardroom Communications Sdn Bhd, 

(member of Boardroom Ltd, listed on the 
main board of the Singapore Exchange) 
which offers specialist consultancy in 
Corporate Communications and Investor 
Relations to companies in Asia, helping 
them achieve fair and accurate disclosure 
and timely communication flow with the 
investment community and all other 
stakeholders.  
For enquiries, please contact: 
Ms Linda Kwok 

Managing Director 
Tel: +65 6230 9797 
Mobile: +65 9618 3046 
Email: 
linda.kwok@boardroomlimited.com 
Mr. John Woo 

Consultant 
Tel: 603-2095 7188 
Mobile: 6012-3717 063 
Email: john.woo@boardroomlimited.com 
Website: www.boardroomlimited.com 
 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

MEDIA CHECK LIST 

 

 
Here is a quick list summarizing the key steps in media relations: 
 

1. Identify the media outlets you want to target and then read, watch and listen to find out who you 
should contact within that organization. 

2. Make contact with individual reporters and editors.  Find out what they are interested in 
covering, how they would like to be contacted and what type of deadline they work under. 

3. Keep an updated list of media contacts and include their profile information.  That way when it’s 
time to send the news you know to whom, how, and when it should go out. 

4. Maintain media relations by sending out relevant news to appropriate contacts.  Do not inundate 
journalists with information, tailor your message and then send it to the most suitable reporter. 

5. Keep on top of what individual reporters are writing about.  For example, if an online publication 
writes about your company,  visit their site and see what it says.  You can feed this information 
back to senior management and also use it in strategizing media communication. 

                                                                                                             Source IR Guide, No. 5 Investor Relations Magazine 

 
 

Providing  
Guidance to Analysts 
Discover the secrets of effective communications with Analysts 

Ever wonder why some companies seem to 
get special attention from Research Analysts 
and are more popular than their peers. These 
companies may not be the leader in a 
particular business sector. Neither do they 
have the most attractive valuation. However, 
they are popular among the Analysts and the 
investment community. There must be 
something that attracted their attention. They 
cannot be the favorite for no reason.  
 
Logically the biggest player of a business 
sector or the one that offers the most 
attractive potential return should be in the 
Analyst’s list. Yes, Analysts would love 
these companies to be in their list. However, 
in most cases some of these companies do 
not get into their list. The popular one does. 
In the practical world, popularity always 
prevail the best. This happens in every 
aspect of life. The most popular singer may 
not be the best singer. The most popular 
student may not the best student, etc. 

Providing Analysts with sufficient, timely 
and accurate information will help them in 
writing a comprehensive report. It makes 
their job much easier. In contrast, if an 
Analyst does not get sufficient 
information or cooperation from a 
company, he may not be able to write a 
complete report. It is better to write 
something that is well understood than to 
write something that is half understood. 
He may choose not to write if he is not 
comfortable. If there is no input, there will 
be no output. 

 
An Analyst will always want to seek good 
companies and industry leaders to add to 
their coverage. Getting sufficient 
cooperation and information from the 
companies will determine which 
companies will be covered. Analyst- 
friendly companies rather than the best 
company will be their favorite. Analysts 
need to have good understanding and be 
comfortable in what they write. A half 
understood company will never get its 
report published. 
     
Analysts also have very tight schedule to 
complete their assignments. Why should 
they bother to spend so much time on 
difficult assignments? Analysts need 
assistance. Helping Analysts with 
sufficient information will make their 
work a lot easier. Providing guidance to 
Analysts with effective information is 
important to gain their trust and support.   
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In conjunction with the 

launching of Investor Relations 

(IR) manual and the set up of 

Malaysia’s first investor 

relations association, MIRA, 

Bursa Malaysia has devised the 

Investor Relations Incentive 

Programme (IRIP) to kick off 

its efforts where 100 selected 

PLCs will be provided with IR 

Portal advisory services to set 

up or enhance the IR function 

and content for 2 years.  

Congratulations to our 31 PLCs 

which have been selected to 

participate in IRIP.  
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CBRS – CMDF Bursa Research Scheme 

As part of measures to enhance liquidity, Bursa Malaysia has introduced a 
research scheme, the CMDF-Bursa Research Scheme (CBRS”), to generate 
interests in stocks, particularly on stocks that warrant more attention than it 
is currently getting. 

 
The scheme aims to enhance research coverage of stocks listed on Bursa 
Malaysia and provide investors with more information to facilitate their   
investment decisions. 

How can CBRS help? CBRS will complement your 
IR initiative by profiling your company through  
analyst research by research houses. Participating 
companies will have constant and consistent 
information flow and be better recognized by the 
investment community. 
 
Moreover, participating companies can use the 
CBRS as a platform for communicating with 
analysts, and do more investor relations. 

 
To find out more, please visit: 
www.bursamalaysia.com 

 

OUR PAST EVENTS 
        Inside The Mangled Mind Of A  
             Modern Fund Manager 
 
4 December 2007 at Bursa Malaysia, Kuala 

Lumpur, Malaysia 

 
MIRA joined forces with Churchill Pryce IR to 
organise MIRA IR Luncheon at Bursa Malaysia 
Berhad.  MIRA members were given free access to 
this event. Topics include: 
1.   10 things guaranteed to infuriate a Fund Manager 
2.   Making sure your message matters 
3.   Do's and Dont's with Fund Manager 
4.   Avoiding those ugly "Oops" moments 
5.   The 5 worst investments I ever made and what I  
      learned 
 

Participation was free for MIRA members. 
We received overwhelming response to this 
event, and will bring you similar learning 
events in the future.  If you would like to join 
as a MIRA member and be entitled for priority 
access to our future events, please visit  
www.mira.com.my/membership.html or call 
MIRA at 03-20347677/20347197. 
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            Effective Annual Reports:  
               A Strategic Approach 
 
8, 9 & 21 January 2008, at Bursa Malaysia, Kuala 

Lumpur, Malaysia 

 
Due to popular demand we added a third session to 
this event which was originally scheduled for two 
sessions. Each of the sessions were over-subscribed 
and we had to add additional seats to accommodate 
the eager participants. 
 

The workshop helps listed companies enhance the 
quality and content of their Annual Report. The 
workshops were well received by the participants.  
 
In total more than 300 participants had attended the 
workshops.  Free entry was extended to MIRA 
members.  For MIRA members, look out for more 
MIRA events coming your way! 
 
 
 

Comments from the Participants: 
 

“IR is new to me and this seminar 

has really improved my knowledge 

in IR and prepared me to the next 

stage of transformation” - Lim Kim 

Lee, Finance Manager, Classic 

Scenic  

“Very informative, speaker is very 

hands-on on the topic” - Sabrina 

Albakri Abu Bakar, Group Head 

Legal & Secretarial, POS Malaysia 

 

Investor Relations Management:  
Strategies for Managing and Executing Investor 
Relations 

 
Tuesday - 18 March 2008, Bursa Malaysia, Kuala 

Lumpur, Malaysia 

 

i.   Update on IR in Malaysia and current trends in  
     Asia. 
ii.  Discover strategies to deliver effective IR on a  
     limited budget. 
iii. Understand how to deliver accurate information  
     during a crisis. 
 

iv.   Recognise the expectations and demands from the  
        buyside and sell-side. 
v.     Learn how to execute an effective roadshow. 
vi.    Create an effective and updated IR policy. 
vii.  Understand how to control the media in contentious  
        situations. 
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Vital IR:  Shaping and Delivering a Powerful 
Corporate Message to Enhance a 
Shareholder Value 
 
Tuesday 25 March 2008 

OR Wednesday 26 March 2008 

at Bursa Malaysia, Kuala Lumpur, Malaysia 

 

Topics covered in this IR Workshop include: 
i. How to manage message development 
ii. How to effectively articulate a strong 

message 
iii. Effective methods for message delivery 
iv. Do’s and don’ts when developing and 

delivering your message 
 

MIRA would like to congratulate 2 of our Directors who 
were voted Malaysia’s Best Investor Relations Officer.   

 

 
 
 

 
 
 

 

 
 
 

           Malaysian Investor Relations Association (MIRA) 
   c/o Bursa Malaysia Berhad, 9

th
 Floor, Exchange Square, Bukit Kewangan, 50200 Kuala Lumpur, Malaysia.    

   Tel: 03-20347197/03-20347677, Fax No: 03-27320065 or email us at wannorita@bursamalaysia.com        

 

ANNUAL POLLANNUAL POLLANNUAL POLLANNUAL POLL    

 

CONGRATULATIONS! 

Malaysia : Best Investor Relations Officer 
 

Ms. Audrey Ho 

DiGi.Com 
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Ms. Lynn Goh 

Bumiputra-Commerce  

Holdings Berhad 


