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BRIDGING INVESTMENTS THROUGH INVESTOR RELATIONS 
GET HOOKED BEYOND BORDERS 

Malaysian Investor Relations Association, MIRA, was launched on the 
21st June 2007. Being in existence for less than 5-month, the Association 
is overwhelmed by the participation of over 150 members consisting of 
reputable PLCs, Investment Banks and IR Service Providers. 

Message from the 
Chairman 

Dear Valued Members, 

It gives me great pleasure to welcome 
all corporate, associate and individual 
members in this inaugural MIRA 
bulletin. 

MIRA has had an encouraging start 
with over 150 members signed to date 
since our launch in June. Of the 140 
corporate members, Main Board 
companies accounted for 70% of the 
members with Second Board 
companies’ membership making up 
12%. The remaining members consisted 
of Mesdaq companies and REITS. 

At MIRA, we hope to share the diverse 
Investor Relations (IR) experiences of 
Corporate Malaysia and to assist as 
many Malaysian PLCs with their IR 
policies and practices as possible. Bursa 
Malaysia’s Investor Relations manual 
provides an excellent foundation for 
companies to start formulating their IR 
policies. The manual provides a quick 
and easy framework that will accelerate 
the process of understanding and 
adopting the best IR practices. If you 

haven’t received a copy yet please do 
get in touch with us and we will send 
you one.  

MIRA’s maiden workshop on “Investor 
Relations – A Practical Approach” held 
between July and September in Kuala 
Lumpur, Penang and Johor Bahru was 
well attended by a diverse audience of 
IR practitioners and key corporate 
representatives. This culminated in an 
informative and interactive MIRA/DiGi 
Luncheon in October on “The Best IR 
Approach To Releasing Price-Sensitive 
Information” held in DiGi’s 
headquarters in Shah Alam. I would like 
to extend our appreciation to DiGi for 
hosting the maiden networking 
luncheon session. 

We have a very busy calendar in 2008 
with an event every month. We intend 
to launch a certification process for 
Investor Relations officers too. 

On behalf of the Board and the 
management team of MIRA, I would 
also like to thank the Board members 
and management team at MIRA for   - 
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their continued hard work and dedication.  

I hope that MIRA will become the leading 
forum in the region for companies to share 
their IR experiences and to promote IR best 
practices. Ultimately, the aim is to create a 
more vibrant, shareholder-friendly and even 
more attractive Malaysian capital market. 

                                     Justin Leong, MIRA 
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Buy-siders Say 
‘Superb’ IR Boosts 
Stock Price 

 
 
 
 
 
  

New Survey also details other factors shaping 
investment decisions – IR Magazine Newsletter 

The large majority of buy-
side professionals say the 
quality of IR affects a 
company's valuation, often 
materially, according to a 
new study by Rivel Research 
Group. 
 
Eighty-two percent of the 243 
investors surveyed say good 
IR increases the investment 
appeal of publicly traded 
companies. The respondents 
also say 'superb' IR would 
give rise to a median 10 
percent stock premium and 
'poor' IR would result in a 
median 15 percent discount, 
the Rivel study reports. 
 
The survey, one of Rivel's 
major national studies, also 
asks the buy-siders what 
sources they use to identify 
investment opportunities; 83 
percent of respondents say  
 
 
 

they learn of prospects 
through the general business 
and trade media, up 8 
percent from a 2005 Rivel 
study of this audience. 
 
Buy-side investors go on to 
say the main factors leading 
them to invest are 
management credibility (77 
percent), effective business 
strategy (74 percent), growth 
in earnings per share (69 
percent), reliable cash flow 
(60 percent) and a strong 
balance sheet (60 percent). 
 
The survey, one of Rivel's 
major national studies, also  
asks the buy-siders what 
sources they use to identify 
investment opportunities; 83 
percent of respondents say 
they learn of prospects 
through the general business 
and trade media, up 8 
percent from a 2005 Rivel 
study of this audience. 
 
Robert Berick, managing 
director of communications  

THINK YOU 
KNOW? 

 
PR or IR  

PUBLIC RELATIONS 
(PR) 
According to the Institute of 
Public Relations (IPR), PR is 
about reputation.  The result 
of what you do; what you say 
and what others say about 
you.   The PR practice is 
defined as the discipline that 
looks after reputation with 
the aim of earning 
understanding and support, 
and influencing opinion and 
behaviour.  It is planned and 
sustained effort to establish 
and maintain good will and 
mutual understanding 
between an organization and 
its public – i.e., a company's 
staff, suppliers, shareholders, 
customers, etc." 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 

 

 
 
 
 
 

 
INVESTOR RELATIONS 
(IR) 
IR is a strategic management 
responsibility that integrates 
finance, communication, 
marketing and securities law 
compliance to enable the 
most effective two-way 
communication between a 
company, the financial 
community, and other 
constituencies, which 
ultimately contributes to a 
company's securities 
achieving fair valuation. 
 
Sources: www.startups.co.uk 
 

 

consulting firm Dix & Eaton, 
says he thinks the buy side's 
reliance on the trade press is 
one of the most interesting 
aspects of the research, 
confirming a long-held 
impression. 
 
Even if trade publications - 
aren't the first read of the 
day, Berick says investors 
will see the reports as they 
research a sector. 'Make sure 
the trade press understands 
your business,' he continues. 
'Client wins, how you've 
helped customers solve 
problems: all these things 
feed into the intangibles of 
your brand, your corporate 
reputation and your 
management credibility.' – 
NEW YORK 
 
 
 

 

BY ANNA SNIDER  

EXCERPTS FROM IR MAGAZINE 

NEWSLETTER 

 AUG 28, 2007 

IR COMMUNICATION 

24+4=26 

Accurate Balanced Timely   Co  nsistency
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Dear CFO, 

Where are we with the Annual 

Report? I think I want something 

more impressive this year!  

                                           CEO 

 

Effective
Annual Reports

3

The Annual Report is the centrepiece of a  
Public company’s financial communications, 
an important marketing tool and the most 
widely read of all a company’s publications. 
 when this happens; a singular opportunity 

to convey a compelling picture of the 
company is missed. 
 
The Annual Report is the centrepiece of a 
public company’s financial 
communications, an important marketing 
tool and the most widely read of all a 
company’s publications. Stakeholders of 
every kind make judgements based on 
what they see in the Annual Report. It is 
a powerful message bearer for the 
company, so it is vital the messages the 
report carries about the company are the 
right ones. 
 
The audience is wide. Shareholders and 
prospective investors, bankers, stock 
brokers and analysts, business and 
trading partners, government departments 
and regulators, employees, customers and  
the media, all use the document as a 
window to the company.  
 
Effective Annual Reports do not just 
comply; they do not just inform. They 
attract attention, create interest, they 
bring a company to life. They are not 
simply an historic snapshot; they tell the 
audience who you are, what you do, 
where you are going and the issues to be  

addressed along the way. 
They convey not only 
financial status, but also 
corporate values and 
objectives. Good reports are 
not sterile compilations of 
industrial, product and 
services data, nor are they 
merely a statistical 
performance record. They 
should be forward looking, 
rather than merely historical, 
delivering insight into the 
people and personalities who 
make the company tick, and 
who are leading its future 
progress. 
 
Planning is the key. The 
Annual Report has so much 
potential to create impact, it 
should be treated as a major 
project. Do not waste time; 
start on next year’s report 
immediately after this year’s 
Annual General Meeting. 
Appoint a properly 
empowered project 
coordinator. Decide key 
messages and themes early 
and, because of the need to 
make the company “come 
alive”, identify “special 
interest” articles and 
“features” so that work can 
begin on them without the 
burden of last minute panic. 
 
To get results, the authority 
level of the project 
coordinator must be 
adequate; the project is too 
important to give to a junior 
manager. It is best if the 
project team and its leader 
are appointed by, and report 
to, the CEO or a Board 
committee. Key messages 
and themes must be agreed at 
the top, and the budget must 
be approved from the outset, 
so that resource allocation 
decisions can be made early. 
 
If the company is serious 
about producing a good 
report, and the budget is 
adequate, try to resist the 
CFO’s bean-counting          - 

 

It’s that time of year again. 
The year end numbers will be 
out shortly, ready for the 
auditors to work on. The 
CEO and his PA are looking 
at the calendar for Board and 
Committee Meetings, and 
trying to work out when 
would be the best date to hold 
the Annual General Meeting. 
Wait a minute! What about 
the Annual Report? 
 
The CEO does what CEOs do 
– he delegates. He calls the 
CFO or the Company 
Secretary and asks one 
simple question: “Where are 
we with the Annual Report?”  
He might even add: “I think I 
want something more 
impressive this year.” The 
panic button is pushed, the 
executive floor is in turmoil, 
emergency meetings are 
called. The corporate 
communications manager 
worries about the design and 
the colours. The Company 
Secretary is concerned about 
all the new compliance 
matters that have come up. 
The CFO is dreading the next 
few months because he’s 
going to have to write a 
Chairman’s letter, an 
operations review and check 
everything else, and he really 
is much happier with 
numbers than with words. 
 
Sounds familiar?  If it hasn’t 
happened in your company, it 
has in hundreds of other 
public companies. The end 
result is often an Annual 
Report which is dry and 
lifeless, or something 
disjointed and messy. Neither 
is exactly the image of the 
company you would want to 
portray.  
 
Too often, shareholders and 
analysts are justified in their 
cynicism, when they ignore 
all but the Financial Accounts 
section of the Annual Report. 
The company is the loser - 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Also describe the company’s future 
strategies. Stakeholders know any 
organisation needs strategies to 
progress, so talk about them! Always 
remember: Investors don’t buy shares 
in a company because of its past; it’s 
because of how they perceive the 
company’s future.  

approach. Being “penny wise and 
pound foolish” can give poor results. 
Consider using outside professionals 
in three main areas: 
• Copywriting: CEOs, CFOs are 

usually too busy, or too involved, 
too close to matters to see clearly, 
and they tend to use jargon. Clear, 
crisp writing from an objective, 
detached professional will keep the 
report understandable to the 
audience. Remember, it is the 
external audience that is being 
addressed, the report is not being 
written just for the Board and 
senior management.  

• Photography: Key people, key 
events and illustration of the theme 
all deserve a planned, professional 
approach. CFOs like to cut costs by 
using the corporate photo bank – 
happy snaps by junior executives 
make the report look amateurish. 

• Design & Printing: CEOs and 
other insiders tend to make the 
report either too dry, or too flashy. 
Well presented, uncluttered reports 
are more easily understood and 
deliver messages with strength. 

 
On the question of overall style, it 
really does start at the beginning. The 
report is judged by its cover – it 
should lead the audience in, solicit 
readership, and invite further 
examination. Consistency of 
presentation throughout is important 
(at least in all non-statutory sections); 
it is part of a well-conceived theme. 
Equally important is that the report is 
made “people friendly”. Data from the 
USA suggests that at least 25% of 
those reading a report are first timers, 
so catering to their needs can ensure 
that the report is clear and easy to use 
for everyone. 
 
Crisp, well-written text, avoiding 
jargon, easily understood by the wider 
audience is vital. Even if the writing is 
done in-house, an external writer can 
be a sounding board for clarity and 
should be considered in an editing or 
overview role. The use of clear fonts, 
with larger point size throughout is 
always helpful, as are graphics, charts, 
diagrams and photographs, when used 
to amplify or explain important data, 
especially if inserted in the relevant 
text, where they can provide effective 
illustration. 
 

 

The layout and structure of the Annual 
Report should also be thought through. 
Try to make it “browse-able” – most 
readers don’t read a report from front 
to back. Some techniques to be 
considered include: 
• Contents page; 
• Page numbering; 
• A brief history of the company, 

and a description of operations 
with a location map of operating 
units (if appropriate) is very 
useful to first time readers; 

• Year at a glance summary – 
operations and financial 
highlights with charts, for those 
who don’t read the full accounts 
or the operations review; 

• Share price / dividend 
performance – important for 
analysts; 

• Glossary of technical terms; 
• Give full corporate contact details 

(including subsidiaries) at the end 
of the report. 

 
When it comes to the meat of the 
report, the Chairman’s letter – with a 
photo – should lead the way, 
preferably by page 5, but be a brief, 
clear summary (two pages) of major 
achievements and trends. Avoid trying 
to cover the ground of the Operations 
Review.  
 
Use special reports and special interest 
articles, strategically inserted into the 
body of the report, to create variety 
and emphasise the theme chosen for 
the year. The same technique can be 
useful for social responsibility features 
or to deal with environmental issues. 
 
Clear, bold print section headers on 
every page, and concise, bold print 
lead-ins to each section are very 
helpful in leading the reader through 
the document, and the use of sub-
sections (with sub-headers) and bullet 
points are all worth considering. 
Remember, the purpose of the report 
is effective communication. 
 
In the Operations Review, use photos 
of the CEO, CFO, and senior 
operational executives wherever 
possible. It is very effective if readers 
can obtain a personality feel for the 
company, and nothing does this better 
than seeing the faces of the 
organisation. Through personalities, 
 

 

shareholders can develop a sense of 
trust. 
 
When talking about the events of the 
year, the highs and lows, be open and 
honest throughout. Use graphics for 
clarity and amplification. Avoid buzz, 
hype and subterfuge – be 
straightforward. If there is bad news, 
be open about it. Cover-ups are 
obvious; that’s why they are so often 
exposed. 
 
The Operations Review is also the 
place to talk about competitors and 
market share; companies don’t live in 
isolation, and shareholders know that. 
Talk about brands and product 
development, as long is it doesn’t 
mean giving away industrial secrets. If 
it’s a monopolistic organisation, 
discuss the governmental or other 
constraints which affect pricing 
freedom. 
 
Importantly, talk about targets. The 
goals of the past year, and how the 
company performed against them – 
good and bad and why – is an honest 
way of describing what really 
happened, and the audience will sense 
this. In looking forward, describe the 
company’s medium term goals, and 
what the company is doing to reach 
them.  
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stakeholders. It demands the very 
greatest of care and attention. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

BY DAVID BERRY  
 
This article was first published in The 
Chartered Secretary, the bi-monthly journal 
of The Malaysian Institute of Chartered 
Secretaries and Administrators, and is 
reproduced with their kind permission. 
 
David Berry is Managing Director, 
Governance at Columbus Circle 
Governance Sdn Bhd, a professional firm 
offering services and advice in the areas of 
corporate governance, risk management 
and internal audit, investor relations, 
financial communications, strategy and 
issues management. He sits on the Board 
of the Malaysian Investor Relations 
Association and the Malaysian Institute of 
Corporate Governance. 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                                             Excerpts from Churchill Pryce IR                                                                                                                          

 
 

dealt with by the Committee during 
the year. Talk about internal controls 
and risk management, not simply to 
record that they exist, but to describe 
how they actually work in managing 
the company. 
 
In the Financial Accounts, compliance 
is the proper driver, as statute, 
international financial reporting 
standards, accounting conventions and 
principles all require compliance. It 
can be dangerous to be too bold in this 
section, so use the auditors’ template, 
but retain presentation style. The goal 
is to go beyond minimum disclosure 
requirements to avoid being seen as 
evasive. Open, honest and 
comprehensive disclosure must apply 
throughout the Annual Report. 
 
Finally, when it comes to overall 
presentation, avoid the trap of being 
too revolutionary. To be innovative / 
evolutionary is acceptable. For 
example, inserting prepaid response 
cards for two way interaction with 
stakeholders on big issues says the 
company values their input. However, 
avoid being “arty” or different for its 
own sake; it can so easily come across 
as arrogant, or as hype, or be lost on 
the audience, all of which can damage 
the credibility of the report as a whole.
 
The Annual Report is the single most 
important corporate communication 
published by a company each year. No 
document does more to epitomise the 
standards and values of an 
organisation. No other document 
reaches so wide an audience of  
 

 
 

The Directors Report can be a difficult 
section, but it does not have to be so. 
The Company Secretary often tries to 
be too cautious and legalistic.  
 
Disclosure items are well-established, 
but following the check list approach, 
while saying as little as possible is all 
too common. Minimum disclosure of 
information will be seen as evasive by 
investors. It is far better to adopt an 
open and comprehensive disclosure 
approach. Write clearly and concisely, 
be open and transparent, especially 
when it comes to matters which are 
examined closely by stakeholders, like 
Directors’ remuneration, conflicts of 
interest and related party transactions. 
The guide is to be straightforward.  
 
When it comes to governance matters, 
comply with the spirit, not just the 
letter of the Malaysian Code on 
Corporate Governance and the 
necessary statutory requirements. The 
auditors’ templates for presenting 
governance matters are stiff, legalistic, 
and compliance driven. They tend to 
lack clarity, when clarity is 
paramount. Stakeholders who read 
these sections, do so because they 
need to understand how the company 
functions and how it is managed.  
 
So, don’t trot out the same, tired 
governance format, just because it’s 
easy to follow the template; it suggests 
the company doesn’t really care. Make 
it real – stakeholders recognise 
thoughtfulness. Talk about how the 
company is organised, the purpose of 
the Board Committees, members’ 
qualifications, how often the 
Committee meets and the major issues 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

THE PRESSURE OF A MASSIVELY EXPANDED AUDIENCE 

Need for improved direct communication: 
 More Funds 
 More Fund Managers 

Market pressures demand better self-explanation!! 

 More Assets 

“In 2006, an amazing 92.5% of all U.S 
equity mutual fund net inflows went 
into international stocks” 
                                                      Forbes 

WHY IR BEST PRACTICES 
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IR ACTIVITIES HELP CHANGE 
INVESTOR PERCEPTIONS  

 
 
 
 
 

 
 
 

Excerpts from The Star interview with Kossan Rubber Industries     
managing director Lim Kuang Sia - Monday August 27, 2007 

 
 
 
 
 

STARBIZ: What are the measures 
taken by Kossan to change the 
“undervalued” stock tagline? 

 
 
 
 
 
 
 

Lim Kuang Sia: Thanks to our 
effective investor relation (IR) 
activities, the situation is fast 
changing, unlike two years ago. Of 
late, we saw positive changes in 
investors' perception towards Kossan. 

 
 
 
 
 
 
 

We have over a dozen research houses 
tracking us now and some even 
recommended Kossan as their top pick 
in the gloves manufacturing sector. 
This is a testimony that our hard work 
has not gone unnoticed by industry 
observers.  

 
 
 

Going forward, we will actively 
embark on effective IR work while 

 
 
 

focusing on producing premium 
products and providing greater 
transparency to our investors. 

 
 
 

How do you benchmark the 
company's current success? 

 
 
 
 

Lim Kuang Sia: Kossan's key success 
factors over the years are mainly 
attributed to the strong focus in 
technology and research and 
development (R&D), high product 
quality, human capital, 
professionalism in business dealings 
as well as long-term business stability 
and sustainable growth. 

 
 
 
 
 
 
 

Lim Kuang Sia: By consensus, the 
world demand for rubber gloves 
stands at 110 billion to 120 billion 
pieces a year. The annual growth rate 
is pegged at about 10%, which is 
rather huge. I expect the local industry 
to remain bright, even for the next 10 
years.    

of premium powder-free medical 
glove costs less than five US cents or 
15 sen.   

The higher healthcare requirements 
and improved spending power in 
emerging nations like China, India, the 
European Union and third world 
countries will further fuel demand for 
rubber gloves.   

 
 
 

 
What is the outlook for the rubber 
glove industry in Malaysia and the 
region, particularly in terms of supply 
and demand? 

 
 
 
 

Due to the economies of scale and 
advanced technology, rubber gloves 
have become more affordable. A pair  
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 Ever wonder why your company never gets noticed? Not enough distribution 

channels to get your IR communication across the boundaries? Can IR online 
communication help your company? Need IR guidance? May be IR Incentive 
Programme by Bursa Malaysia can answer all your questions! 

 
 

 
 

 
 
 
 
 
 
 
 

 
 
 

 
 

 

 
 

 
 

 
 
 
 

 
 
 
 
 
 
 
 
 

share prices into their websites, 
newsroom service, webcast, and 
distribution of their company 
information and announcements via 
channel partner network – broadcast 
portal and print media – CNBC Asia, 
Bursa Station, Malaysian PLC, Listed 
Company and Share Investor Portals . 
Opportunity will also be given to the 
IRIP participants to be profiled in 
INVEST magazine, which is currently 
distributed free to retail investors, 
broking houses, analysts and fund 
managers in  Singapore, Malaysia and 
Thailand, during 2 year period of 
participation in IRIP. 

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 selected 
companies will be provided with IR 
Portal advisory services to set up or 
enhance the IR function and content 
for 2 years. 
 
MIRA, in collaboration with Bursa 
Malaysia, has teamed up with Share 
Investor Pte Ltd, one of the leading IR 
Portal providers in South East Asia, to 
provide advisory support to IRIP 
participants on the best practices of 
what material should be presented on 
their websites. Among other scope of 
IR services to be provided to IRIP 
participants will include 
conceptualizing, designing, building, 
hosting and maintaining their IR 
website, and integrating the IR website 
within their corporate website.  The 
package will also include provision of 
e-mail alert service that will be 
available to their subscribers, 
integration of delayed or end of day 

continue developing best practices and 
supporting excellence in IR amongst 
public listed companies. MIRA’s 
membership is free for the first 1 year.  
Besides Bursa Malaysia Berhad, other 
inaugural members of MIRA comprise 
of Khazanah Nasional Berhad, 
Bumiputra-Commerce Holdings 
Berhad, DiGi.Com Berhad, Gamuda 
Berhad, Genting Berhad, Telekom 
Malaysia Berhad, Tenaga Nasional 
Berhad, Malaysia Airline System 
Berhad, Tanjong PLC, Berjaya Sports 
Toto Berhad and Job Street 
Corporation Berhad.  

For more information on the scope of 
services provided to IRIP participants, 
please visit : 
www.mira.com.my/membership_ince
ntive.html. To view the sample of an 
IR website for IRIP participants, 
please visit : 
www.bursamalaysia.com/website/bm/
about_us/investor_relations/ir_main.ht
ml.  

For further queries, please contact Ms. 
Wan Norita at 03-20347197 or 
wannorita@bursamalaysia.com 

 
 
 
 
 

 
 
 
 
 
 
 

IRIP is a 2-year programme which is 
fully funded by Capital Market 
Development Fund (CMDF). This 
initiative is part of MIRA’s effort to 
spearhead the development of IR in 
Malaysia.  Malaysian public listed 
companies are encouraged to take this 
opportunity to establish or enhance 
their own IR practices. 

 
 
 

MIRA is steadily growing its 
membership and is well placed to  
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Investor Relations Best Practices 
Nationwide Workshop 

 
 
 
 
 
 
 
 
 

 

 

 

 
 

 
 

 
 
 
 
 
 
 
 
 
 

 
 
 
 
 

 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 

This series of workshops, which 
commenced on 25 July 2007, have 
attracted more than 200 participants 
nationwide. The workshops were 
developed following the successful 
launch of Bursa Malaysia’s IR Manual 
and the establishment of MIRA in 
u e 2007.  

 

n KL, 1 in Penang and 1 
 Johor. 

embers were subsidised by 
IRA.  

 
nd clarify the IR Manual and create  

 

gage with 
e investment community. 

 

nsitive information to the 
media?  

. 
IO, Kurn Insurance  

erhad).   

as 
provided by Genting Berhad at KL  

the 
articipants were very positive.   

nd its  
ee to all MIRA members! 

 

J

awareness among directors and 
management of PLCs on the 
importance of effective 
communication to meet investor needs 
as well as provide practical guidance 
on IR policies and programmes. The 
workshops will also provide 
participants with the basic skills to 
develop and monitor effective investor 
relations programmes and to enable 
them to enhance their companies’ 
profile and reputation in the market 
place. Additionally, these workshops 
will also cover the importance of IR in 
today’s business environment and the 
IR tools needed for PLCs to 
consistently and promptly en

The series of workshops featured 
presentations by Mr. David Berry who 
heads the Corporate Governance, 
Investor Relations and Financial 
Communications at Columbus Circle 
Governance Sdn Bhd.  The workshops 
was held at major cities in Malaysia 
over a period of two months – 2 
workshops i
in
 
Participation in the workshop for 
MIRA m
M
 
The “Investor Relations – A Practical 
Approach” workshops aim to explain

n
 
 
 
 
 
 
 

tha

MIRA/DiGi.COM Luncheon: The Best IR Approach to 
Releasing Price-Sensitive Information 

Asked the experts. 63 participants had 
their chance to interact with the 
panelists, including Mr. Stefan 
Carlsson (CFO, DiGi.Com), Mr. 
David Berry (Director, MIRA), Mr. 
Mark Bendeich (Bureau Chief 
Malaysia & Brunei, Reuters) & Ms. 
Claire Chin (Senior Investment 
Analyst, CLSA) and Mr Pankaj C 
Kumar (C

Sentral. Feedbacks from 
p
 
Due to positive feedbacks, MIRA will 
organize more interactive session for 
MIRA members in the future. This 
event is organized exclusively for 
MIRA members.  Yes, good food, 
great “live dialogue” session a

ia fr
B  

What is the guide on disclosure of 
price-sensitive information? What is 

 
DiGi.Com had also arranged a half an 
hour site tour at the famous newly 
completed HQ. Lunch was provided 
courtesy of DiGi.Com and free 
transportation to Digi.Com w

the minimum amount of information I 
have to disclose? Under what 
conditions must I publish it and when? 
What should I do if I accidently reveal 
price se
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Inside The Mangled Mind Of A 
    

lusive for MIRA 
      

                For more information, please contac IRA at 03-20347197/20347677 

 
MIRA/DiGi.Com 

Luncheon 
 

“The event was so well 
organised.  The venue was 
great.  The event gave me an 
opportunity to network with 
others in different industries 
and most of all, I have taken 
away some useful pointers 
from the "Live Dialogue" 
session. Thanks to MIRA!” 
Susan Chia, Corporate Affairs 
Manager, PPB Group 
 
 
"It is a very good event as it 
provides us with ideas and 
advice on how to
investor relati  
manage financial a
believe this woul
listed companies in M
to promote their com
effectively a
Hence, improving the overall 
perception of Malaysian listed 
companies and Bursa." 
Danny Leong, CEO, Cuscapi 
Berhad 
 

 CONGRATULATIONS! 

Modern Fund Manager              
By Peter Schiefelbein of Churchill Pryce 

  

4th December 2007 
MIRA Luncheon. Exc
members only.   
 
  t M

                  Not a member yet? Join us at www.mira.com.my 
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Our members, E&O Prope
Development Berhad a
Public Bank Berhad, were 
voted the Best IR in 
Singapore Market by 
Malaysian Company.  The

rty 
nd 

the 
a 
 

 in 
day, 

darin 
Oriental, Singapore.   

ere 
epth 

 
ty.  

es 
stor 
nk,  
ng 

s in 

awards ceremony was held
Singapore on Fri
November 16 at Man

 
The awards results w
based on the most in-d
one-on-one interviews with
Asia’s investment communi
Why E&O? “It regularly com
to Singapore for inve
meetings”. As for Public Ba
“Public has built very stro
relationships with investor
Singapore’. 

   Malaysian Investor Relations Association (MIRA) 
   c/o Bursa Malaysia Berhad, 9th 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         
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Strategic Approach to Annual 

chill Pryce 

hop.   

Reports                           
By Peter Schiefelbein of Chur

9

IR Magazine 

Awards 20

9th or 10th January 2008 
Interactive half day works
Exclusive for MIRA members only.  

.   

They Said…


