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Doug Ventola 
Good afternoon. My name is Doug Ventola and I’m a Senior Vice President for NASDAQ OMX. On behalf of NASDAQ 
OMX and GlobeNewswire, I welcome everyone here today to Retail Investors: Understanding, Reaching, and Measuring. 
I’m especially pleased to welcome our distinguished panel, our live audience here at the NASDAQ Times Square 
MarketSite, and all the participants watching the live video webcast. This afternoon’s panel is just the first event in 
today’s trio of events that we’ve created to celebrate the retail investor. After this conference, our panel and special 
guests will help us close the NASDAQ Stock Market with Matt Bird, CEO of MUNCmedia. MUNCmedia and 
GlobeNewswire have teamed up to create an exciting news distribution service that directly targets retail investors. 
Following the market close, over 300 investor relations and public relations professionals will be pouring into NASDAQ 
MarketSite this evening to network with their peers, mingle with business partners, and enjoy a nice summer evening. 
We’ve even brought in one of New York’s hippest funk bands to keep the energy high. Sincere thanks to our hosts, 
Gibson, Dunn & Crutcher LLC, MUNCmedia, and our own GlobeNewswire. 
 
Why celebrate the retail investor? That’s exactly what we’re going to try to figure out today. What do we know about the 
retail investor, a truly elusive animal that’s(?) camouflaged by brokerages, buried within mutual funds, and often 
dismissed by some equities? However, as this panel will explore, the impact of Main Street can play a vital role as 
companies get ready for the recovery. With the loss of sell-side coverage and the access to the buy-side getting tighter, 
many corporations are looking for new solutions to capital, and the retail investor is at the top of that list. 
 
Points to consider about the retail investor. Each day over 1.2 million retail investors check the markets and stock prices 
on nasdaq.com. During earnings periods, Shareholder.com’s OpenCompany.Info and BestCalls.com serve over 400,000 
webcasts to retail investors. What are all these people doing? How do we find them? Are they getting what they need? 
How can we build a relationship with them? How do we measure them? Certainly we’re not going to decode the complete 
Rosetta Stone on Main Street today, but we will have some answers and actions for you. And if nothing else, bringing 
together for the first time the best insight and experts on the value of retail investors is a terrific first step in understanding 
and maximizing their true potential. 
 
And with that, I welcome today’s moderator and IR magazine’s Executive Editor, Neil Stewart, to the podium. Neil? 
 
(Applause) 
 
Neil Stewart: 
Well, good afternoon, and welcome to our live audience and to our participants online, both live and archived. Greetings 
from NASDAQ MarketSite in Times Square in New York City, celebrating the retail investor -- understanding, reaching 
and measuring. Now, for many companies, retail investors are still that stable, loyal shareholder base they were 
traditionally thought to be, riding out the market swings, backing management in proxy season, perhaps a little irritating, 
phoning up with questions about, what was the cost basis for a stock purchased around the time of the Moon landing, 
perhaps? For other companies, retail investors are volatile day traders and gadflies during proxy season. Now, I’ll always 
think about the friend--the father of a friend of mine. I met this gentleman--it was about ten years ago, ‘round about the 
height of the dot-com boom. I met him at my friend’s birthday party, an elderly man, a retired academic. When he found 
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out I was a financial journalist, he was very eager to tell me about his new hobby, online stock trading, and frankly, he 
was losing his shirt. I asked him, what was his approach, how was he going about it? He said, well, I buy stocks when I 
think they’re about to go up and I sell them when I think they’re about to go down. The problem is that the market’s going 
this way and he’s going that way and he was losing a lot of money. I said, you know, there’s guys with Harvard MBAs 
who can’t time the market. I said, maybe you should just leave your money in there, or consider index funds -- smooth 
out the bumps, diversify your portfolio, your risk. Well, I ran into him again a few months later. He was a changed man. 
He looked great, he was on top of the world. And he was delighted to see me and he said, thank you so much for 
suggesting index funds, they’re fantastic. I said, well, how’s that been going? He said, they’re great. I buy them when I 
think they’re about to go up and I sell them when I think they’re about to go down. Somehow it was working out for him. 
 
We have a great panel today to look at some of the questions that Doug mentioned. We’re going to be examining how 
companies communicate with their retail investors, why they do it. We’re going to be looking at the state of retail 
investors, both the long-term trends and some of the shorter-term trends, because I want to know where are retail 
investors now following the--during the financial crisis and coming out of it, hopefully. And we’ll be looking at some of the 
things that are affecting them such as regulatory changes that are really changing their role during proxy season and 
beyond, and also new technologies that are very much--or modes of communication, I should say, that are really 
changing the relationship between companies and their retail holders. 
 
Let me tell you who our panelists are, starting from the far end. Peter Breen is Managing Director of The Vokser Group. 
He’s Chief Strategist for BetterInvesting. Peter started out his career in the transfer agent business. He went on to 
Shareholder Communications Corporation, which eventually bought Georgeson. Peter left in ’98 and started 
BUYandHOLD, an online brokerage based on dollar cost-based investing, sold that to Oppenheimer four years later. And 
so he is--really brings a lot of insight into retail investors -- how they behave, what they want, and how companies deal 
with them. Next over, Jeff Morgan is CEO of the National Investor Relations Institute, so Jeff is able to bring his insight 
into what’s going on in Washington, both from his relationship with regulators like the SEC and also being close in touch 
with lawmakers and with the Hill and what’s going on there. Next over, Friederike Edelmann is IR Director for SAP, the 
German software giant. So Friederike joined SAP in 2002 in the investor relations department. She came to the US in 
2005 to start a US retail investor program for SAP. She’s here with the corporate investor relations officer’s perspective. 
And finally, next to me here is Matt Bird. He’s CEO of MUNCmedia. Now, MUNCmedia is--calls itself the world’s first 
information media network. It’s a network built on reaching sophisticated individual investors, so they’re able to actually 
reach investors when they’re in the process of researching stocks and investing in them. Before MUNCmedia, he was--
he founded an interactive media agency, Tribeca Digital, and he was also--he also handled new media for BBDO 
Worldwide. So he’s really at the cutting edge of communicating with retail investors, and that’s the perspective that he 
brings with us--brings to us. 
 
Now, Shareholder.com, another NASDAQ company, did a survey just the other week with Rivel Research Group, 
surveyed a bunch of clients, over 200 clients, and asking about retail investors. So it turned out that retail investors are 
absolutely essential for 9.3 percent of companies, so just under 10 percent of companies, important for another 51 
percent of companies -- so the majority of companies, either important or absolutely essential. In terms of goals, 35 
percent of respondents said that they--that retail investors are desirable because they are long-term-oriented, and about 
28 percent wanting them for purposes just simply of shareholder diversification -- so again, smoothing out the bumps 
from a company’s point of view. But only around 22 percent of companies surveyed proactively solicit retail investors, 
and the number one reason that they have for seeking them out, again, is to build a base of loyal shareholders. But why 
not seek them? Those 80 percent or so of companies that don’t proactively seek them, why not? The answer was lack of 
resources. So they’re important, but companies apparently don’t have the lack--the resources to reach them. 
 
To kick us off, let’s go to Friederike Edelmann from SAP and find out how a company that does have the resources goes 
about it. When we talk about retail investor relations, just what are we talking about? So, Friederike, what are some of the 
principles that guide you and SAP in terms of your approach to retail investors? 
 
Friederike:  
Well, at SAP we’ve always set ourselves the highest objectives for transparency and openness in our dialogue with our 
shareholders, and providing a full service to retail investors is a priority for SAP since we went public in 1988. And in 
2002 we hired the first investor relations officer fully dedicated to retail IR, and in 2005 a second one came on board. So 
there’s a broad spectrum we have to fulfill, starting off with a web page, the annual shareholder meeting, newsletters. 
Now social media -- Twitter, RSS, et cetera -- is on our plate as well, quarterly reports, annual reports, so this is all in the 
spectrum of retail investors. And when we look at the shareholder base, we have about 500,000 shareholders, and about 
10 percent of the free float--no, 10 percent of the outstanding shares are retail investors, so it’s a large chunk of our 
investor base. 
 
Neil:   
So about a half a million accounts and about 10 percent of your float is retail. And is this--that’s a fairly small percentage 
of retail investors, considering that two out of your seven personnel are--pay attention to them. Is that typical for a 
German company to put that much energy into retail investors? 
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Friederike:  
Most of the German DAX 30 companies have some focus on retail investors, maybe not as much as SAP. The difference 
might be that SAP does not sell a consumer good but a technology good that’s sold to businesses, so we have to put a 
little more emphasis on reaching out to the retail investor who does not know SAP as an investment opportunity. 
 
Neil:   
And so this is part, then, of, I would say, perhaps German culture for--to have this--pay attention to more of a stakeholder 
culture than just paying attention to your largest institutional investors, right? 
 
Friederike:  
Well, it is one share/one vote and every shareholder has a voice, so we have to take care of all of their shareholders and 
all of our shareholders in the same way, as much as possible. 
 
Neil:   
Let’s go over to Peter Breen, then, and pull back for the big picture in terms of the evolution of retail investors. Now, I 
started off talking about that traditional view of Aunt Mae in Kansas and the moms and pops putting their share 
certificates under the mattress. But over the last few decades, how has that picture changed? 
 
Peter:   
Well, clearly, I think, you could look at two major events that have really impacted the retail investor and the size of the 
retail investor base. First and foremost is probably the divestiture of AT&T. When looking at retail base from a registered 
shareholder perspective, that created massive, massive shareholder bases for a lot of the transfer agents out there. You 
had six-plus Baby Bells, then you had simultaneous spin-offs created from there, so you had this enormous base of 
shareholders that’s very, very costly to maintain. A registered shareholder sitting on the books and records of a transfer 
agent is an expense for the company. It used to be noted that about 90 percent of your shareholder servicing costs really 
went to service about 2 percent of your outstanding stock, and that’s really that differentiation between the institution and 
the retail. The second big event really has been migratory and it’s been the onslaught of the online brokerage firms, and 
it’s been moving of how people actually hold their shares. So there’s really less physical stock certificates underneath 
mattresses and in a safe deposit box, more so accounts being opened on the Schwabs, AMERITRADEs, E*TRADEs of 
the world. So I think it’s--the investor has certainly become a lot smarter over the years in general. You can’t turn on a 
television station in the morning now without seeing ticker symbols coming across and futures. Most people didn’t even 
understand what that was. So there’s been a tremendous information overload. Companies that are really trying to 
appeal to the retail investor are taking a much more stepped-back, conservative approach and really demonstrating that 
they have an appetite -- direct stock purchase plans, a little editorial but membership with BetterInvesting, different 
places to reach retail investors in a cognizant manner versus just trying to acquire accounts on a NOBO or OBO list that 
just really become traders in these brokerage platforms. 
 
Neil:   
So over a few decades, then, we have gone from a very wide base of retail investors to a kind of more tight, targeted 
group, more sophisticated investors, right? 
 
Peter:   
I’m not sure the group has changed that much. The manner with which they transact with the company and the manner 
with which they hold their stock has certainly changed, and dealing with BellSouth was a perfect example. Back in the 
day, BellSouth had 1.3 million registered shareholders and 100,000 what we call street accounts or NOBOs and OBOs. 
That number on the registered side dropped to 600,000, but at the same time, their OBOs and NOBOs went to 600,000. 
So it wasn’t a matter that people were leaving BellSouth, they were simply changing the manner with which they held 
their stock. The online brokerage firms had become so easy, so much information available at people’s fingertips now, 
and we certainly know what happens when the market’s booming. It becomes more of a game than a strategy, and a lot 
of those investors right now -- and we’ll get into it a little bit later -- are slightly shell-shocked. 
 
Neil:   
Now, in more recent years, we’ve also seen the rise of 401(k)s and 529 college savings programs, and isn’t it--wouldn’t it 
be fair to say that retail investors today are far more likely to hold their equities through mutual funds or ETFs than as 
individual stocks? 
 
Peter:   
ETFs and mutual funds are certainly what I would refer to as the path of least resistance. That, however, should not 
detract from picking good-quality stocks, and that really is the key. If successful and if educated enough to pick quality 
stocks, you can often outperform the major benchmarks and certainly fund managers. I’m always perplexed when I see 
an S&P mutual fund and somebody’s actually paid to manage it. I could buy the SPDRs--not to be overly facetious here, 
but there are other ways to track indices. I can buy good-quality companies and do my own homework, and in all 
fairness, that’s really where the retail investors went awry. They relied on third-party analysts, they relied on biased 
research. Now you’re finding a tremendous army of individual investors taking it upon themselves to do their own 
homework -- kind of live by the sword/die by the sword mentality -- but there’s a lot of comfort. Just real quick on the 
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BetterInvesting front, one of the things that has really kept those retail investors together is what’s known as investment 
club. It’s a club structure, so it’s tremendous peace through strength. I don’t have to solely make a decision. I can sit 
down with a bunch of like-minded investors and come up with a collective decision, and in this environment, that’s a 
pretty comfortable way to be right now. 
 
Neil:   
Good, okay. So that takes us, then, through a few decades of history, then, and then along the way the development of 
the retail investor. Let’s look now at just the--say the last year, because the way I see it is that since September, the 
whole investment landscape has been dramatically altered, every segment of it -- hedge funds, pension funds, sovereign 
wealth funds, and retail investors -- and let’s try and put a finger on what has happened to them and what they’re going to 
be looking at coming out of this. And Matt, maybe you have some insight, then. Since the financial crisis hit, what 
happened to retail investors? Have they been scared away? Are they still in the market? 
 
Matt:   
No, I definitely think they’re still in the market, they’re just focusing their resources towards things that they know, going 
back to the basic investing patterns that they got into the market to begin with. I also think that they’re kind of refocusing 
their methodology towards information and doing their own research, their own information gathering, doing their own 
comparisons and making their own buys, which is why we have the really popular E*TRADEs and AMERITRADEs in the 
world right now. 
 
Neil:   
So, and then there’s still interest. Do you have a feel for this, Friederike? You spend a lot of time face to face with retail 
investors and you go to The Money Show and BetterInvesting programs and so on. What is the sentiment, what is the 
mood out in that retail investment community that maybe a lot of us don’t ever get to see or interact with? 
 
Friederike:  
Well, I think the interest for stocks and individual companies is still out there and they just do a lot more homework. They 
reach out to the companies, they ask you questions, they look at your annual report, they look at the website, sign up for 
newsletters, so the amount of information they gather is much more than they did before. 
 
Neil:   
Okay. Now, so we can look at some sort of quantitative factors and figure out what’s been happening to retail investors. I 
was looking at some research that showed that, over the last several years, the trend has been towards a greater 
proportion of institutional ownership. That is, for S&P 500 companies, the average institutional ownership has gone from 
about 70 percent up to about 80 percent, so retail from 30 down to 20, from end of 2004 to end of 2008. But just over the 
last several months, that trend may be reversing. Now, it’s early days, it’s hard to tell, but it seems as though as 
institutional investors were dumping especially the volatile names and maybe going for shelter, retail investors were 
picking up the pieces and buying in. For example, retail investors were heavy buyers of Citi from December through 
March or so. So Peter, do you have a perspective on that? What does that tell us about retail investors? This is a 
dramatic contrast from after the collapse of the dot-com bubble, when actually they sat out of the market for a good year. 
 
Peter:   
Yes, they did sit out of the market. I think it’s a different mindset now. There’s always a mentality with an individual 
investor. A lot of people think that they’re shooting where the rabbit’s been versus where it’s headed, but that’s not 
necessarily true if these guys are really doing their homework. We saw a lot of interest on our online tools where people 
were actually looking at Citi and at Bank of America, looking for specifically some of the smaller community banks that 
had been sucked into a vortex of credit crisis, when in fact they had no exposure to it. So the institutions somehow create 
an overreaction, if you will, to a market environment. The time a good solid retail investor is going to be looking at a stock 
is when it’s sitting at historically low P/Es and, in all fairness, nothing has fundamentally changed with the company. So I 
think for an educated investor, somebody with real stick-to-it-iveness, following that whole dollar cost averaging 
methodology, there were tremendous opportunities that was presented to themselves. We’ll find out if the bottom’s in, but 
I think people who had the discipline and understood the market swings had a fantastic opportunity on March 9th.  
 
Neil:   
So the traditional wisdom being if you want to attract retail investors, have a good annual report, plain English, good 
website, but above all, maybe a low P/E. 
 
Peter:   
Well, no. Also, just be communicative. If you really want to attract investors -- and Friederike’s a perfect example -- you 
do a lot of traveling. It’s not easy. And the retail base is often an enigma, so it’s very difficult to put metrics on it and to 
track an ROI. But it’s a lot of work, it doesn’t come easy for you. 
 
Matt:   
Can I answer this a little bit? I think part of it has to do with brand loyalty. I think Google’s a great example of this, where 
you had an IPO that everybody thought wasn’t going to be as successful as it was, but everybody uses Google and 
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people tend to invest in what they know and what they like. I invest in Starbucks because I drink Starbucks. If I have a 
Citi account, I’m going to invest probably in Citi. I think you’re going to find a lot of brand loyalty on the Fortune brands. 
There’s a lot of retail that follows that because they feel comfortable with the brand. If I buy my daughter Nike shoes--if I 
invest in Nike I’m going to buy her Nike shoes, and then vice versa. 
 
Neil:   
So going back to again the traditional wisdom, Peter, you reminded--we used to call it the four corners theory, didn’t we, 
when you had four gas stations on the four corners of the street. Which one are you going to go to? The one you own 
shares in, right? So it’s that loyal customer theory as _____. 
 
Peter:   
The oil companies were one of the first to put in what was known as direct stock purchase plans, for that very reason. 
They wanted that brand loyalty. Utility companies, another perfect example. 
 
Neil:   
So this is--and this is still an issue. Okay, I want to circle around to some of the issues there a little bit later, things like, as 
you suggested, looking for the ROI -- how do you measure your success? -- and also getting into more detail about the 
activities, just how does Friederike spend her time traveling around and what type of things she puts her attention to--
into. But let’s get to Jeff Morgan, because--and get some more issues out on the table, some of the things that we’re 
going to cover. I should mention also that we will start taking questions both from the live audience here in the room and 
also from our webcast participants, who can type in questions online, and we’ll get to those in about 15, 20 minutes. But 
in the meantime, let’s get to Jeff Morgan because there are some big changes going on. We’ve seen bills coming into 
Congress, we’ve seen changes coming out of the SEC. There’s upheaval happening. Try and get--sum it up for us, what 
does it mean for the retail investor and for the companies that are looking at that? 
 
Jeff:   
Well, some have said that Wall Street has moved to Washington, and in some respects, unfortunately, that’s true, 
because Washington right now, at least in the United States, is--has a lot of control. There’s a perception in Washington 
and everybody needs to understand that politicians in general act when there’s a crisis. When things are calm, they don’t 
want to rock the boat, but when there’s a crisis, they will act, and right now we are in crisis mode. Since the market has 
dropped, things like the Madoff scandal and others, there’s really two themes that have come out in Washington. One is, 
there is corporate greed, and the second is that there’s a lack of enforcement by regulators and otherwise to ensure that 
investors are protected. Now, you can argue--and arguing about it really doesn’t make any sense because perception is 
reality in Washington. But you can argue and say corporate greed is not true, it’s a few companies, and--but 
unfortunately, that is the perception. So what we have is politicians reacting to this, and because we have a President 
and a Senate and a Congress all of one party, there are no checks and balances. Whatever their perception is will 
happen. So we have a lot of bills floating around Washington like Prevent Excessive Speculation Act, Shareholder Bill of 
Rights Act, Shareholder Empowerment Act -- all these acts that are going to, in the politician’s mind, put more influence 
to ensure companies act properly into the hands of investors. Generally speaking, when politicians think about this, they 
think about the mom-and-pop investor or the retail investor, even though, as we know, the retail investor really does not 
invest directly but most of them come through institutional investing. So that, at the top level, is sort of the--what’s 
happening in Washington right now. 
 
Neil:   
And one of the rule changes that actually isn’t before Congress or isn’t maybe really hitting the headlines but may have 
the biggest impact is this change to the broker vote, Rule 452. Talk about the impact there, because that has serious 
ramifications both for the power of retail investors and for companies in communicating with them, right? 
 
Jeff:   
Sure. As Peter said earlier, we’ve seen a transition from people holding stocks to it going into an account or being held in 
street name. Seventy-five to eighty percent of all stock now is held in street name. So from a company standpoint, as we 
know for investor relations professionals, when you go out and do the proxy vote and vote on certain things, the broker, if 
you don’t--as a retail investor, if you don’t vote, the broker can vote for you. The SEC has just changed the rules or 
approved a change to the rules that eliminates the broker vote for director elections. So starting with January 1, 2010, all 
elections after that for directors, the brokers will not be able to fill in that vote and vote on behalf of the retail investor. If 
you don’t vote, if your stock is held in street name, that vote falls short, and what it means is that you will see a lot more 
get-out-the-vote campaigns and things like that if people start running up against quorum issues where they don’t have 
enough people voting. But it’s a huge change. 
 
Neil:   
And in fact this is, I think, a really popular question for companies right now. Companies are going to the transfer agents, 
perhaps their proxy solicitors, and saying, what would our vote have been like this past season without that broker vote, 
because it can be like 5 to 20 percent of votes cast or shares, so it’s really significant. Now, try and--I always get a little 
tangled in knots here around majority voting and withhold votes and all the implications to this. Try and make it clear for 
us. So for a company that has directors coming up for election next year, one, you mentioned quorum. So it could be that 
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they may not even have enough votes coming in to be able to hold--to pass anything, right? 
 
Jeff:   
That could certainly happen. 
 
Neil:   
Yes? 
 
Jeff:   
So again, as you just said, you’re going to have to go get a proxy advisory firm or other people to help you go out and 
solicit those votes. 
 
Neil:   
And again, you have to do the same thing because if a company has moved to majority voting, so it’s not just the director 
with the most votes of the choices, it’s the director that has to actually have a majority of all votes cast to be elected, 
right? 
 
Jeff:   
Yes. So from a company standpoint, this is impactful in the sense that suddenly we have to make sure that we have 
enough votes, enough people voting for directors. Well, our politicians and our regulators have also said that we want to 
give the shareholders more access to nominating directors, so right now there’s a proposal at the SEC for what’s called 
proxy access which will allow investors or shareholders, if you meet a minimum threshold, you own the stock for a year 
and you own a certain percent of stock, you will be able to nominate a director for the board of directors for that 
company. That slate(?) or that amount would be 25 percent of the full board of directors for that company. So what that 
does is, now you’re going to have many more people running for the board of a company. You’re going to have retail 
investors out there trying to make sense of all this, and who do I vote for? And so we’re really moving into a very new 
governance environment that--in my opinion, I think it’s much like Sarbanes-Oxley was after WorldCom and that type of 
thing, that this is going to have this type of impact potentially for some companies. Certainly small and mid-size 
companies, it’s probably going to even have a greater impact for. 
 
Neil:   
Now, you wrote to the SEC and said, we do not want this change to 452, at least not without a bunch of other changes, 
right? 
 
Jeff:   
Yes. 
 
Neil:   
The proxy system is broken, and what needs to be fixed? 
 
Jeff:   
Yes. From a company standpoint, there’s really two things that we need to know to really make a perfect system. One is, 
we need to know who owns our shares. It’s ironic that most everybody thinks companies know who owns their shares, 
even if they’re in street name. That’s just not the case. Peter mentioned it before, objecting beneficial owners and non-
objecting beneficial owners, OBOs and NOBOs. There’s ways to hide that transparency, so we need to look at that and 
say, hey, companies need to be able to know who owns their shares. Then, ironically, we need to be able to 
communicate with them, and right now the system was designed when 25 percent or 20 percent of the stock was held in 
street name, and now suddenly we have 75 percent of the stock held in street name. So we need to rip apart the entire 
system for communicating to shareholders, which technology never entered into, and say what makes sense here, what 
is the best system for communicating to shareholders, so that we level the playing field and allow companies to be able 
to talk to their investors. And so from the standpoint of these other changes, we were--we are very concerned that 
companies are really going to have to operate with one arm behind their back because the environment just is not proper 
and needs to really be updated. And the SEC has agreed with us and they said that they will look at the shareholder 
communication system. They’re going to start that in the fall. But these changes are already starting to happen next year, 
so we are moving into an environment that is going to be very challenging for some companies. 
 
Neil:   
So there’s a question that came in online, actually, and this is quite on-topic, and maybe I can bring this up now as well. 
It’s a lot at once for you, Jeff, but we’ll circle around again to the other panelists. But--so this brings up the question of 
notice and access because even without all these pressures of 452 changing and proxy access and all these pressures 
from this proxy season, in the meantime, under notice and access rules, the percentage of retail voters casting their 
votes has dropped dramatically, right? The first year, the number of retail votes cast dropped by, like, 50 percent, the 
number of actual retail voters dropped by 75 percent, and it’s continued to drop this year. Actually this question is 
interesting, though. It says, why should public companies seek out voters who don’t care enough to respond to the proxy 
materials? If a retail investor really cared about their investment, wouldn’t they want their vote represented? Maybe--
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you’ve already answered this question, why should companies chase after them? They’ve really got no choice. They’ve 
got to, right? They’ve got to in order to retain their power against the growing power of institutional holders. 
 
Jeff:   
And I think what you don’t want to happen is for self-interested investors to say, hey, I can start to nominate people onto 
the board even though, as a director, you pledge allegiance to the company. But the fact that you may have certain 
people with self-interests trying to put themselves onto the board, as a company, you really need to watch and make sure 
that the interests of all the investors are best served. Notice and access or electronic proxy is something that’s--we’re 
now in the second year of that. You’re right that the retail investor vote has dropped. Part of that is due to how the forms 
and how the process is designed, and we’ve gone to the SEC as an industry -- that includes the service providers as well 
as companies -- and said, we need to make some changes here to make sure that we engage retail investors, and 
they’ve agreed with us, but those changes have not been made yet. 
 
Neil:   
Okay. Go ahead, Peter. 
 
Peter:   
There’s no more powerful force than investor lethargy, and you cannot underestimate that. The retail investors, especially 
if you look at the retail investors who traditionally held those physical certificates, they felt a sense of pride, they felt a 
sense of ownership. Now, some of these traders can come in, and lo and behold, they just happen to own a stock as it 
crossed a record date. They’re not going to vote. When you look at the dynamics of a true long-term investor with a five 
to nine-year investment horizon and hold period, that’s relatively unique. A lot of the retail investors that are coming into 
your stocks nowadays, they’re your friend for maybe a quarter, maybe a week. So they don’t get that same tangible 
sense, especially--some people, you’ll talk about what stock they bought, they’ll speak only in terms of tickers. They don’t 
even really know the company. They certainly don’t even know what the company does for a living. So I think the retail 
base, you’re going to put a tremendous expense on the corporate side tracking these people down who are, by their 
mere nature of what their objectives are with the online brokerage firms, are probably transient. 
 
Matt:   
So… 
 
Neil:   
Now, what’s--go ahead, Matt. 
 
Matt:   
Yes. No, I have to agree with you on that, but I think part of the problem is that--its lack of ROI with the targeting(?) 
_____ on the proxy side with the retail. I think the root of the problem isn’t that it doesn’t work, I think the problem is the 
communication process it goes through to try to get that retail investor to register for that vote. Like a traditional proxy, 
you’d send out the mailer, it comes in the mail and you have the envelope with the pre-stamped mailing thing. You lick it, 
put it back in, and you send it back off. Well, now the process is actually even more cumbersome with online proxy. You 
have--you get a notification of an email which may go into spam. At that point you have to register, then pre-approve the 
registration, then go log back in, then give all your personal details, and so it’s a bit cumbersome. And I think if you(?) 
can contribute a lack of conversions on online proxies because of the communication process of the proxy solicitation 
process. 
 
Neil:   
That’s a good point, and that--they’re working to improve that. In fact, Broadridge improved the notice that goes out a lot 
this year and is continuing to work on that and trying to get--and get _____. 
 
Jeff:   
And this is part of the change. We’ve worked with Broadridge as well to go in in force to the SEC, because the form itself 
is mandated by the SEC, and this is where there needs to be some changes. When you look at a retired 80-year-old 
individual getting this email and trying to make sense of it when they’ve been trained for 60 years or 80 years to check 
boxes, every company that has done notice and access has found these emails or these cards with boxes drawn on 
them and things sent back, because that’s what they’re accustomed to, so the education piece has been lacking. But the 
SEC does not allow companies to put in education material to help educate people on how to do this, so we’re bound by 
some issues that we’re trying to get fixed. 
 
Neil:   
Now, there’s a little bit of irony in that Peter talked about having to combat investor lethargy. And companies need to get 
this vote out, and yet there’s also changes in Washington that could well bring retail investors to the polls more than 
perhaps you’d want them, and that is say on pay. In fact, Treasury has not one but two bills before Congress. There’s a--
Treasury floated(?) it, and then Friday Barney Frank came out with his say on pay for all companies. Last, let’s try and 
wrap up our discussion of regulation here with say on pay, Jeff. What’s this going to do? 
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Jeff:   
Well, what say on pay is, is it’s an advisory vote that would put out all the compensation information on the proxy for 
people to vote on, and I think there’s two theories of thought. The theory in Washington is that if we put this all out there 
for the public to view, people are going to vote what they think. Is the CEO getting paid or the executive staff getting paid 
the proper amount?  But the fact that much of our proxy voting is done by institutions means that all these institutions are 
going to have to evaluate whether they vote yes or no. And again, this is an advisory vote. So they’re going to say, can I 
do this? And most likely they’re not going to be able to do it, which then puts them into a situation where they will go out 
and seek advice, and there’s several proxy advisory firms out there that provide advice to help company--to help 
institutional investors vote, and we’ve in essence transported a situation that now--does that mean that the proxy 
advisory firms are going to have too much influence in how people vote, because institutions just don’t have the time to 
do all the research on say on pay. So I’ve heard proposals where say on pay should only be every two or three years and 
be more of a dialogue, versus every year. But from a political standpoint, in Washington this plays very well from a public 
standpoint because the public says, well, Yes, I should be able to see and have a say on what a CEO is going to make. 
So therefore the politicians are going to say yes, let’s do it, and so it will happen. 
 
Neil:   
As part of IR magazine’s awards program, we survey retail investors, and last year one of the questions we asked them 
was simply, are senior executives paid too much, and over 80 percent said yes. So if anything’s going to bring them to 
the polls, maybe this will be it, they will actually get involved. Now, just a--there’s a question that came in kind of in this 
area, and this might be a little technical for us but let’s give it a shot. We don’t have a--well, actually, Peter, you’re a 
transfer agent expert, but we don’t have a proxy sister(?) here. But if a company has majority voting, the broker vote is 
gone, what happens if a board member does not receive a majority vote? Does he or she need to resign? And part of the 
answer is that it varies from company to company, depending what the majority vote standard is, because there are 
different models. There’s the Pfizer model, there’s the Intel model, named after the people who developed them. And so 
it may be that they’re required to resign, it may be that they’re not elected. But the question--the ultimate question is, 
won’t companies face problems because they won’t have enough directors if the directors have to resign or aren’t 
elected? Do you know the answer? 
 
Jeff(?):   
I’m going to bounce that back to Friederike. Do you have any insight on that? 
 
Friederike:  
No, because as a German company, the whole process of voting for directors is different. 
 
Jeff:   
Different. I don’t know how that would work. 
 
Neil:   
Yes, what if a company only--can’t elect half its directors? I guess it’s just a matter of going to the extra expense of 
staging(?) more elections(?). 
 
Jeff:   
You’re probably going to have--you’re going to have--well, you’re going to have an extension. And you’re going to have 
deeper, deeper-pocketed solicitations. And where your proxy solicitor may have had a cut-off of 10,000 shares and 
above to go get that vote, now they’re going to lower that to 5,000 shares, 2,000 shares, 1,000 shares. Pretty soon you’ll 
be--the board of director may be clinging onto an odd lot vote coming in. But that’s probably how it would happen. 
 
Peter:  
I think what that question does is highlight all the changes and how there’s going to be--companies are really going to 
have to pay attention to governance. What I think it does from an IRO standpoint or an IR professional standpoint is, they 
are not only the communicators outward of information but they are out there gathering intelligence and understanding 
what’s on investors’ mindset, what’s in investors’ minds. So that information’s going to be all that much more important to 
bring back to the company to make sure that things are working properly in the governance area. 
 
Neil:   
Very good point. And that, I think, is a major change. This is outside the scope of our discussion of retail investors today, 
but it’s a huge change that’s going to be happening this year, is much more engagement throughout the year on these 
governance questions, which--who are the directors, who’s on the comp committee, what’s the executive pay and what 
is--what’s the strategy behind it? Okay, so we would be delighted to have questions from our audience here and also the 
audience online. And actually there’s a question that came in as we were talking that will maybe lead us into another--our 
next area or subject of discussion. That’s someone saying, when are you going to talk about targeting and reaching retail 
investors? So maybe we can get into that and talking about targeting and reaching retail investors, and what are some of 
the tools now? And we’ll go to you, Matt. What are some of the tools that companies are using to--when they’re 
proactively seeking retail investors? 
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Matt:   
Well, MUNCmedia, definitely. 
 
Neil:   
Yes, let’s talk about MUNCmedia. Let’s face it, this is the business you’re in, so this is not an advertisement but it is an 
example of the tools being used, so let’s get into that. 
 
Matt:   
Well, I think, first of all, it’s really interesting because the more and more I see time go by, the IR departments are looking 
very similar to a marketing department with their functions of interactive social media, uses of Google and online news 
dissemination. These are all things that PR and marketing departments do, and unfortunately, most marketing 
departments aren’t equipped with the budget and resources to be able to fully exploit these media formats. MUNCmedia, 
we are a retail investor-targeting news distribution platform. Essentially we create--we turn a press release, a company’s 
issued news, into a breaking news update pushed to a retail investor’s desktop while they’re researching a security in a 
specific sector, essentially giving them another idea of something that would possibly complement their portfolio. Now, for 
public companies, I don’t have the exact statistic, but somewhere in the realm of about 70 percent of public companies 
never see media coverage, so no matter what they do, no matter how successful your quarterly earnings are or how 
successful you are on the PR side, you’re most likely not going to get picked up by a major publication or get that big PR 
event you’re looking for. So what do you do? I think that’s where this is all going. And paid media is, I think, where a lot of 
these IR departments are going to have to go on the retail targeting side, using things like pixel widgets to track 
communications and press releases, use stuff like social media to secure your base. A lot of stuff out there today is pull-
based, and once you pull them, you’ve got to secure them with supporting information. MUNC’s a little bit different. We 
do push distribution, so we expand the footprint. We get you literally in front of the right investor at the right time. 
 
Neil:   
So you’re--in a sense, though, you’re still pushing out this message. Is there any way to measure the impact of it or to 
measure the activity of retail investors if you start to target them? 
 
Matt:   
Yes, we’re getting better and better at it. We’ve quantified it in a couple different ways. Engagement of the 
communication, so once you get them to click through to your communication, how long do they spend on it? Do they drill 
down? There is a couple applications out there you can use to track communications like WebTrends, using pixel 
technology. If you guys have a marketing department, ask a marketing manager or somebody over there in your sister(?) 
department what they use to track communications. They probably have a lot of tools that you guys could start using 
today they’ve been using for years. Another way to engage is to--when we run a channel or a communication, we always 
ask our clients to stop other communications they’re doing so we can measure the impact of this press release or this 
news update comparatively against the last 12 months of news distributions that they’ve sent off. So we can kind of 
measure the--gauge the impact of reach and impact and cross-reference that against all the other data. There’s no real 
quantitative way of saying that, okay, this communication led to this number of shareholders, but you can make an 
educated _____. 
 
Neil:   
Do you--there was a question actually from a--someone participating from Europe, wondering if you target retail investors 
outside the US? 
 
Matt:   
Yes. We’ve got over 200 publishers in our financial communication network. Our international investors are investors who 
visit US publications at this point. So, for example, if you’re on Forbes and you’re in the UK, we can geo-target based 
upon IP address location, so we can expand… 
 
Neil:   
So do you have corporate clients in the US who are actively targeting retail investors overseas? 
 
Matt:   
Yes, and vice versa. 
 
Neil:   
Okay, and vice versa, like an SAP coming to the States. Let’s talk to you, Friederike, then, about this sticky or tough-to-
get--fuzzy question of, how do you measure results? Do you have a way of measuring the impact of your retail IR 
program? 
 
Friederike:  
Well, that’s very difficult for us to do because we have--our shares in Germany are not registered shares, so that’s very 
difficult to see who owns our shares besides the shareholder ID that looks mostly at institutional investors. But we do look 
at numbers. For example, how many people come and attend our annual shareholder meeting? How many people 
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subscribe to our investor relations newsletter, the print version or the online version? How many use our short message 
service, how many hits we get on the web page, how many registered shareholders do we have in the United States? 
What are the box positions here? There are numbers we can look at, but it does not give us a full picture. 
 
Neil:   
Now, I’ve talked to another Germany company, BASF, who has done a perception study with its retail investors. Is that 
anything that you’ve tried? 
 
Friederike:  
We’ve never tried it but we are looking into perception studies overall and how to get more and more individual 
shareholder perception into that, but it’s nothing we’ve done so far. 
 
Neil:   
Okay. 
 
Matt:   
We’ve got some data on that stuff. Our communications--we provide--when we push a news update for a client’s press 
release, we actually add other links and other supporting IR information like SEC filings, financials, management and 
things of that nature, and we’re finding that there’s a definite distinction between small cap investors and mid cap 
investors and even big board investors. One of the most distinctive things was that it’s in the realm of the 80 percentile 
investors typically would go to management for a small cap company or a micro cap company over, say, financials. I 
would have to assume we haven’t done any further research on it because the management’s so critically involved with 
the daily operations versus a mid cap company or a large cap. The first area they would go to for supporting data off the 
press release would be SEC filings or financials or quarterly earnings. 
 
Neil:   
So a simple kind of guidepost, then, there. If you’re a small cap looking for retail investors, highlight your management. If 
you’re a mid or large cap looking for retail investors, it’s the financials they’re interested in. 
 
Matt:   
Again, you’ve got to also remember it’s the news that they trade off of. It’s the supporting data that they’re looking at, so 
where do they go to next after they see the news? At that point, what is the most important thing next to that news that 
they’re going to invest in? 
 
Neil:   
Now, Friederike, in terms of sort of--I would imagine that at the beginning of the year you’re setting out your goals, you’re 
setting out your budget, what are you going to be doing in terms of your outreach? Give us a rough idea--for example, is 
it worth doing The Money Show and BetterInvesting shows? 
 
Friederike:  
That’s a question I get all the time from all my peers. I think for SAP it does pay off, especially--I have to mention that, 
again, we’re not a consumer goods company, so we have to spread the message in the United States to the individual 
investors, and The Money Show and the BetterInvesting conferences definitely help us to do that, so for us it does pay 
off. But we’ve also seen that it is very time-consuming to go to these shows. Since I’m a one-woman show, I can only go 
to so many shows a year. And we’re also looking at reaching out to the multiplicators(?) such as brokers, for example or 
the financial advisors, so we’re also looking at their conferences and their broker branches to multiply the message. 
 
Neil:   
Okay. Peter, while we’re on the subject of shows, for example, do you have any suggestions for companies of how to 
approach a retail investor show or how to get the most out of it? 
 
Peter:   
Well, Matt really talked about how an IR group and a marketing group are looking similar, and in all fairness, to build a 
solid retail campaign, consider it branding. Very easy for a company like McDonald’s, very easy for a company like Coke. 
They’ve got companies that personify their product and you can relate to them. I think if you’re coming at a retail 
campaign, especially if you’re a small cap or mid cap or unknown, maybe you don’t have the luxury of having that 
investomer model where you have both a customer and a stockholder. You’ve got to really--you can’t look at a one-time 
shot. The saying is, you always have to be heard three times--your marketing message needs to be heard three times for 
it to start to sink in. Well, it’s the same from an IRO’s perspective. You have to get that message out there. So if you’re--
Ford doesn’t run a Super Bowl commercial and then run back and count how many Explorers sold, and it’s the same 
here. Don’t run to The Money Show one time and go back and expect to see your volume move. If you’re going to go 
after the retail, you’ve got to be committed, and it’s not always that easy to pinpoint ROI. From the BetterInvesting 
perspective, yes, I think going to our events makes a lot of sense. We have relatively deep-pocketed, educated investors 
that are always looking for great opportunities. They’re successful because they have stuck to a discipline that has 
worked over time. So I think it’s just important not to say, it’s August, I think I’ll have a retail campaign. It’s not like that 
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from an IRO’s perspective, and if you don’t have the stick-to-it-iveness and you don’t have the resources internally, it’s 
going to be a very, very difficult process. 
 
Neil:   
So some lessons drawn there from the world of marketing, and you come from BBDO, you come from an advertising 
background. Do you see this happening in IR for retail? 
 
Matt:   
Well, I can absolutely validate what you say, actually, from our communications. We’ve run hundreds and hundreds of 
campaigns for companies, and the companies that sustained retail-based targeting, even if it’s not huge news, that’s 
going to generate some significant liquidity for the company, they’re still getting on that investor’s radar. And companies 
that--I see a lot of times companies will put a lot of money behind one press release, hoping that they’re going to see 
tremendous liquidity results or price gains. The reality is, is that for a first-time investor just being introduced to the 
company, and considering that market conditions are a little gun-shy, and--you want to constantly be out in the 
marketplace touching that investor, creating a one-to-one relationship with them, so that when you do get--when you do 
have some solid news, you’re already on their radar, they already have the alerts coming in for you, and you’ve done the 
PR necessary to convert them as a shareholder. 
 
Neil:   
Yes, Peter? 
 
Peter:   
We talked earlier about investors looking at companies when they’re at historically low P/Es. Look in the mirror. That’s 
the exact time a company should be looking for a solid retail base. It used to be said that a retail investor base is just an 
umbrella in a hurricane. Well, it’s not that way anymore. It’s nice to have a portion of your stock allocated to long-term 
investors that are going to dollar cost average, that are going to vote in favor of management. We’ve had some 
companies--I think over the year we--over the years we’ve had about 500 companies as members of BetterInvesting. 
We’ve had some that have been with us for 25 years. It is just instilled in their mentality that they are going to reach a 
retail base and take the time to cultivate that base, and for them, obviously, it’s rewarding. 
 
Neil:   
Okay, let’s transition to another subject. Are there any questions at this point from our audience? We have several 
questions, actually. We have a microphone, we have one down here. Thank you. 
 
Question: 
So there is this species of retail investor that sounds fabulous. They like low P/Es, they’re long-term holders, they can 
smooth price lumpiness. And yet as the panelists have noted, there is a higher cost in communications and time and 
effort reaching, for example, ten retail investors who hold 100,000 shares versus one institutional investor who may hold 
a million. Given that, do the panelists recommend--and SAP in particular, do you have a goal for a percentage of retail 
investors that you try to reach? And the panelists in general, is there a percentage that you think is good, or start a 
proactive outreach and let the investors decide? 
 
Neil:   
That’s a very good question, and it’s a question that I’ve had. I got a call actually from a European company who phoned 
up and said, what percentage of retail holders should we have? What is the ideal percentage? Do you have a 
perspective on that? SAP is 10 percent. That’s fairly low in terms of averages, at least for North American companies. 
 
Friederike:  
Well, since we’re not selling to the end consumer, we are pretty comfortable with a 10 percent individual shareholder 
rate. So we don’t have a target to increase that number, but we have targets to increase or to improve the 
communication to these 10 percent. We have to make them long-term investors. 
 
Neil:   
All right, go ahead. 
 
Matt:   
I’ve got a different--kind of a different answer--I mean, perspective to the question. It’s not necessarily about shareholder 
mix, it’s more about the marketing channel. I think that companies need to take a step back and reevaluate IR budgets in 
general because the function--if the IR department’s becoming more of a marketing department model, it means that 
you’re going to have scalable, dynamic budgets. Reaching the retail market can’t necessarily be quantified by a single 
budget. It would be like running a Google Ads campaign and stopping the ROI at $1,000 when you can scale it 
to100,000, because the market channel’s generating ROI. So the more that you can expand on a channel--so whether it 
be social media, whether it be MUNCmedia, whether it be BetterInvesting, whether it be--whatever the marketing channel 
is, if you’re finding something that works, continue going down that road, continue acquiring the shareholders. What I 
think IR departments need to look at is reestablishing the ROIs from just a set institutional budget where we go out and 
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reach and communicate with institutions to budgets that can test retail channels to see what works better than others, 
and for every company it’s going to be a little bit different, and--so you get to the point where you can refine your 
message to that financial audience. Then you’ll start seeing not just ten investors but 100, 1,000, 10,000. There are 
millions of investors in just about every single sector. So when you’re communicating with them, it’s about communicating 
en masse and communicating via ROI scalability. 
 
Neil:   
Okay, so different factors for different companies is going to give you different goals. A more consumer-oriented 
company might have more retail investors. Certain types of small caps(?) might have a higher proportion, right? 
 
Matt:   
I think the conversion risk(?) can be similar because it’s all relative. If you--we’ll use Google as another example. If you’re 
a mortgage company, you type in mortgage refinance, you’re looking for a mortgage finance. If you’re looking for shoes 
you type in shoes. So as long as you can communicate to the investing audience investing in your sector, if the scalability 
is to the end of--is to the entire market--it doesn’t necessarily have to be retail--and so depending on how many investors 
are there in that market segment will depict what your marketing mix could be--I mean, your shareholder mix could be. 
 
Neil:   
Okay. Yes, Peter? 
 
Peter:   
Your question is multi-faceted and it’s extremely fluid, with lots and lots of moving parts. And… 
 
Question::   
It’s kind of wide, it’s like wide. 
 
Peter: 
But it really depends on market cycles as well, and it also depends on your administration -- your CEO, your CFO’s 
objectives. I’ve watched companies do nothing but try to build up their retail base, and the next thing I know, they’re 
doing odd lot programs to get rid of small investors, so that’s really sending a very, very mixed signal. So I think when--
right now--when the markets were booming and everything’s glorious, they justify the expense of a retail base, but they’re 
really interested in putting most of their efforts into the institution. Now, when everybody turns their back on them, 
especially looking at some of the small caps that analysts aren’t covering them anymore, you start putting a real premium 
on that retail investor. So it really depends where you are in your business cycle. It certainly depends where we are in a 
market cycle. And I also think change of CEO, change of CFO, will change that perception as well. But I’ve seen 
companies go from wild, wild swings. The dichotomy of putting in a direct stock purchase program and simultaneously 
doing an odd lot program just makes my head spin. So lots and lots of moving parts to that question. 
 
Neil:   
And I know--I guess in Shareholder.com survey, the number one reason for seeking them or for having an IR program for 
retail investors was they’re a loyal, long-term base of shareholders. Another reason was that they’re potential customers 
or existing customers. So some of the--those are some of the top reasons and the reasons--the list continues. We had 
another question over here. Do we have a microphone? Here it comes, up behind you. There you go. 
 
Question: 
Thanks. Actually mine’s probably multi-faceted as well. First, in terms of small cap versus large, is there a--or a retail--
something that the consumers touch more versus, say, an SAP? Is there--are there any rules of thumb in terms of 
companies that have better success in going after the retail investors? And then I thought it was kind of interesting how 
we started the program in talking about a lot of the things that are going on in Washington, which makes me sound like--
given the expense and everything else, why should we go after them, given the potential changes, the Rule 452, and so 
on and so forth? So comment on that. 
 
Neil:   
Hmm, all right. So again, a little more in detail, then, on what are the characteristics that attract retail investors, or rather, 
what type of company would it be worthwhile--could they get some traction going after retail investors? That’s part of the 
question. And again we come to the question, why bother, especially given all that’s going on, right? But it’s, as you say, 
multi-faceted. Go ahead, Peter. 
 
Peter:   
Yes. I think the type of the company certainly makes an impact, if you will. Everybody knows McDonald’s. McDonald’s 
happen to be one of the companies that instituted fees on their direct stock purchase plan because they were so popular. 
I think who really benefits from a retail campaign is the company that has lesser known capabilities. MUNCmedia and 
BetterInvesting just did a joint marketing for a small cap -- I’ll argue a micro cap -- and here’s a company that really had 
no chance of getting above the noise. They did a quick solicitation with our members. I think 2300 investment clubs read 
their story at an average of an eight-minute read, and if you do the math, that each one of those investment clubs 
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probably has got ten people in it, 23,000 eyeballs got on a company that couldn’t get out there on its own, couldn’t 
compete, if you will, with some significant budgets. If you follow the methodology buy what you know, then you’re going 
to have, by the mere nature of that, a highly, overly-weighted retail portfolio, which, from a retail investor, isn’t necessarily 
a good thing either. So there’s no real fix. If you’ve got a great story -- and that’s really what investors are looking to find 
out -- I’ll argue that a lesser-known small cap could have much more interest to an educated pool of investors than a 
well-known mega cap. 
 
Neil:   
It’s sometimes surprising, isn’t it, that companies that are very successful--I know there’s a Japanese company -- Nidec, I 
think -- that is very active in the retail investment community in the States. They’re at all the shows, all The Money Shows 
and BetterInvesting shows. And this is a small cap Japanese company, not a brand name. I think it makes a little tiny 
hard drive that used to be in iPods. And yet they’re really successful because they’ve got a good story – they’ve got good 
management, good governance, good growth, good cash flow and so on -- so they have gone out and been really 
successful. 
 
Matt:   
I agree with you, Peter, on the small cap companies, but what I’ve been finding recently is a lot of Fortune brands -- 
Fortune 500, Fortune 1000 -- because of how unstable the markets have been and unpredictable news publications have 
been. For the first time, companies can take control of their news distribution and actually physically get out there and 
affect the financial audience that they’re communicating to on a budgetary basis, where before these communication 
channels never existed. So for a big company like a Fortune company who can go out and say we’ve got great quarterly 
earnings but it’s a little unpredictable, because the one thing they can’t control is the media distribution. They can control 
the PR message that’s coming out from their hard work but they can’t control where it goes to, so outlets--media 
communication outlets like ourselves and others out there become really valuable for Fortune companies as well. Now, 
the impact will be noticeable on the small side, but it will stabilize as larger companies as well that also need stabilization, 
and they have the pain tolerance to get out there and communicate on a more sustained level. 
 
Neil:   
Good point, good point. Okay, any questions at this point? Yes, we have one here. 
 
Question:   
I’d like to start out by saying I’m a great and huge advocate of retail investors, and I participated in a number of NAIC 
events back in the mid-‘90s. At the same time, while I’m an advocate of that, from the point of view of an investor 
relations person who has to defend a budget before a CEO or a CFO, I’m really kind of curious as to why no one on the 
panel has spoken to the cost per account of managing and maintaining retail investing accounts. I think of one 
entertainment company, located in Burbank, California, where they have seven elf-like figures holding up the roof. And 
there was a time in the 1990s that, because of their stock certificate and the cartoon characters that were on there, they 
were opening somewhere between 85,000 and 95,000 new accounts per month because people were buying one share 
of the stock to put it in a frame, hang it on the nursery wall, and then they had a nightmare of a time trying to track who all 
the investors were. In fact, the amount of the dividend that they paid out was less than what it cost for them to actually 
handle, print the check, and put the postage on the envelope. The company that I worked for was in Washington, DC, 
and had an interest in going after retail investors, and at the time, they were pretty well-heeled, so we had some 
advantages. But when you begin to look at the cost of sending out annual reports and proxies, when you start to look at 
trading costs, maintenance costs, dividend reinvestment fees, the amount of maintaining a DSP plan, it would be great if 
somebody on the panel could tell the audience here and the folks listening back home, what does it cost, ballpark, per 
account, to do an effective retail campaign? Thank you. 
 
Matt:   
I’ll just start with that. First of all, your analogy that you gave, I happened to be the one that did the Disney odd lot 
program. You’re not talking about retail investors, you’re talking about novelty collectors -- and there’s a big difference. 
They were buying that one share to put over their crib. Companies have, through the years, had extremely decorative 
certificates and have changed them. Disney reviewed that procedure and decided they did not want to change it. We 
even went down the path of thinking of faux certificates to book(?) entry to(?) these people. Very, very difficult. But that 
also, thank goodness, is an anomaly. To answer your specific question, to handle a registered shareholder on the books 
and records of a transfer agent, which requires both a dividend disbursement feature as well as the balancing of the 
records, the dissemination of the proxy material, is approximately $10 to $12 on the registered side. That number drops 
dramatically on the brokerage side because it’s predominantly electronic. Electronic distribution, electronic--if there’s a 
dividend reinvestment, it’s handled internally on the brokerage side. It doesn’t really handle other than the massive 
movement you have to do through DTC. So I think the migration we talked about earlier, going from the registered side to 
the online brokerage side, has been a budget savings for companies. I think the concept of doing an odd lot program 
over the years was for that very purpose. It gave a company an opportunity to, “requalify” their investor, which I don’t 
think there’s anything necessarily wrong with that. But you can’t get away from the scenarios we gave before, where 95 
percent of your budget goes to 2 percent of your outstanding shares. That’s a decision you have to make internally. But 
clearly, supporting a DSPP and programs and products like that, that is no small feat. 
 



14 To learn more about Retail Investor Targeting, please visit GlobeNewswire.com or call 800-307-6627 

 
 

Neil:   
And on the brokerage side, costs are being driven down further, or at least attempts are being made. For example, Jeff, 
you’ve been a supporter of trying to get some competition for Broadridge to drive down the costs of distributing proxy 
materials to OBOs, right? 
 
Jeff:   
Well, I think--it’s not really necessarily a Broadridge issue, it’s an issue of looking at the whole system and say, let’s use 
technology and do away with a system built in the ‘60s or ‘70s _____. 
 
Neil:   
But part of it is that companies have no choice as to who distributes their proxy materials and how much they charge 
when it comes to beneficial shareholders. They’re basically locked in. And so you’d like to _____. 
 
Jeff:   
Well, as we go through and look at the system and look at how technology--I think different utilities may very well pop up. 
And so ultimately, will there be less cost? I would like to think so. 
 
Neil:   
Yes. One of the things that I’ve seen this past year is companies doing a review of what they’re spending and taking a 
real fresh look at it, say we haven’t thought about who our transfer agent is and what they’re charging us the last five 
years. Let’s take a good, hard look at it, maybe get some competing bids and maybe reduce the costs. And from what 
I’ve heard is that there’s been some substantial reduction in costs. I think this is happening amongst a lot of service 
providers, but certainly in the area of transfer agents and the whole--servicing shareholders. 
 
Matt:   
And retail’s not always a loss leader. It all depends on the cost benefit. If you’re purchasing one share, Yes. If you get 
someone who’s purchasing $5,000 or $10,000 worth or even $20,000 worth or $500 worth, you have to look at that, 
whether that’s the metrics that you’re looking for on a larger scale. So that’s something to take into consideration with the 
ROI. 
 
Neil:   
Now, let’s get on to a very important subject, and you’ll notice I’ve left this kind of late because I didn’t want us to spend 
the whole session on it, as we could easily have done, and that is social media. There’s a lot of buzz around this these 
days. And Jeff, you’ve just come recently from the NIRI National Conference, so I’m sure there’s a lot of talk about it. 
Could you tell us what--some of the--sort of give us a priority list for what investor relations officers should be thinking 
about? 
 
Jeff:   
Well, I think what is happening right now is everybody hears Twitter, and Twitter Twitter Twitter is the word right now. But 
I think from a retail standpoint, I went and looked at a couple different companies, and I think from a retail standpoint, 
there are other social medial tools that reach out very effectively to the retail side. I went and looked at Cisco. Cisco has 
various corporate blogs, but one of the great things they do is they have a Facebook site with 16,000 members 
connected to it, so what a great way--and this was all off of the IR portion of the Cisco website. They also use Flickr and 
YouTube, and the YouTube side had various videos from the Cisco CEO on downward. So what are they--who are they 
communicating to? Obviously retail investors, as well as other potential customers. It’s this merging, as you both have 
said, of IR as well as PR and marketing. Dell is another great user of blogs, and they have blogs that are not only 
investor relations blogs but technology blogs and educational blogs, so there’s another example. Intel -- Intel has gone 
down the road of--the SEC has allowed shareholder forums or investor forums over the past year or so. Intel has 
weighted into that. From what I understand, Intel’s annual meeting next year is going to be an online meeting. It won’t be 
in person but will be done online. So I think that, while we in the corporate standpoint are out in the media here, Twitter 
as being the buzz, and what should we be doing from an IR standpoint for Twitter, I think when you look at retail, there 
are other tools that are very much normalized -- Facebook, YouTube, blogging, I think, is all normalized -- to really look at 
targeting and getting a message out to the retail side. 
 
Neil:   
The uses of Twitter that I’ve seen have really just been to say we’ve put an update on our website or put out a press 
release. 
 
Jeff:   
_____ people, yup. 
 
Neil:   
Yes, so not exactly interactive, not much two-way going on. Do you--does--how does SAP regard social media, 
Friederike? 
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Friederike: SAP was just named one of the top ten companies that engage in social media. From an IR 
perspective, we’re still exploring this. So we’re using Twitter to announce we’ve just published a news release, our 
earnings is coming up, there’s a new webcast, et cetera. However, we’re also looking--we also have a Facebook page, et 
cetera, so we’re looking at, together with the marketing department, how we can explore that for investor relations in 
order to drive costs down, reach out to more individual investors, _____, so… 
 
Neil:   
Now, SAP has a lot of blogs but not financial. They’re more technical, right? 
 
Friederike:  
We have a lot of blogs. Those are all technical. We have several different Twitter channels with corporate news and IR 
news. But the blogs so far have been on the technical side. 
 
Neil:   
Okay. 
 
Friederike:  
There’s no IR blog yet. 
 
Neil:   
Do you have to take an interest in disclosure guidelines and what your bloggers are saying? 
 
Friederike:  
Yes. We have internal guidelines for blogging so we all had to look at those guidelines in order to be allowed to blog in--
on behalf of the company. 
 
Neil:   
Jeff, how are NIRI members approaching that issue, the disclosure issues? 
 
Jeff:   
Well, the disclosure issue is something that--IR is the gatekeeper and we need to be very--help make folks within our 
company be very aware, as well as help create policies to not--to ensure that company employees do not start using 
social media tools and violate Reg FD. I had a member send me today a Twitter feed from a CEO of a restaurant 
company where he’s talking about new financing that they just got, and he just walked out of an investor meeting. And 
the question was, was he violating Reg FD? Well, I don’t know, because I’m--read it on my BlackBerry, but I thought, 
boy, I hope the company has a policy to make sure that the CEO is not just saying things like that without it going through 
the proper disclosure process that a company needs to do. 
 
Neil:   
Interesting point, okay. One other area--Jeff, you talked about videos uploaded to YouTube--corporate videos, and this is 
something that I’ve only become aware of quite recently, and that is what they call these social content networks and 
how they’re being used to share not just videos but all kinds of other corporate communications materials, like 
SlideShare being used for PowerPoint presentations, so uploading your quarterly earnings slide deck to SlideShare. And 
what that does is, in the same way that a YouTube video can be embedded in all kinds of different places on the Internet, 
in blogs and in news sites and anywhere that wants to pick it up can just embed that YouTube video, in the same way, 
your slide deck could be embedded downstream in blogs or whoever wants to point the direction _____. 
 
Jeff:   
Yes, it seems to me that we don’t want to have the mindset in IR, if you build it, they will come. We want to go out there 
and infiltrate all the social media mediums that are out there and make sure that our message is getting into those 
channels. 
 
Neil:   
And make sure that you keep control of that message. 
 
Jeff:   
Absolutely. 
 
Neil:   
Because one of the issues is--in fact, it was point out--I was listening to a webinar last week that pointed out that on 
SlideShare, there’s a new investor relations section on SlideShare with all the--and IR PowerPoints sort of gathered 
together. The number one most viewed, at least last week, was Xerox, but it hadn’t been uploaded by Xerox. It was 
someone else who had uploaded that slide deck. Now, the IR department can take control and make sure they have 
control of the message by doing it themselves, so SlideShare documents to other documents like speeches to Docstoc, 
videos to YouTube, even pictures to Flickr, whatever materials you’re producing to communicate and get up them up 
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there. Right, okay. And you mentioned Intel and its--this year it did its shareholder forum, an online shareholder forum, 
right? So this was something that was not like an investor message board, it was gated. It was only qualified… 
 
Jeff:   
Yes, it used to be the Yahoo! chat rooms and all type of thing, where investors talked. Well, now companies can sponsor 
those chat rooms. So the investor forum -- and there’s several products that are out there to help companies do this -- 
allow you as the company to really sponsor this so that you know it’s a little bit more potentially of a cleaner environment, 
as opposed to some of the people that get into the Yahoo! chats and stuff that are out there just to create problems, I 
guess you might say. 
 
Neil:   
Right, okay. And then the next step was, in fact, the virtual shareholder meeting in tandem with their live _____. 
 
Jeff:   
Which I think will be very interesting to watch and to see how they do it. I’m sure there’s other companies that are out 
there that are considering this, but I think this is using the technology and using the tools to make sure that you’re 
positioning your company in the best possible way. 
 
Neil:   
Now, I was looking into this this weekend. I had forgotten it, but--that for several years now, Delaware and about 30 other 
states have allowed companies to have an entirely virtual annual meeting, right? There’s no requirement for a live 
meeting. You could do it all online if you wanted. Is that going to happen ever? 
 
Jeff:   
I think we’ll see lots of different things tried. I don’t--my guess is, just as IR is--there’s one standard for how you practice 
IR or there’s not one methodology for how you go out and get retail investors, all the use of social media and all the use 
of these tools are going to evolve in different paths, and there will be some things that bubble up as best practices. But I 
think at this point, it’s a little bit too early to say that there’s only one way to do things. I think the best part about social 
media is it’s all trackable. Everything can be quantified. You can quantify every investor engagement, every thread that’s 
been--that’s generated, so it’s a great form of media. At least it’s a good start to start generating ROI from the efforts 
putting into it. I’ll be interested five, ten years down the road, to see the generation of investor that came in through some 
of these social media and how they compare in their investing disciplines, compared to the group now that’s in their 40s, 
50s, and 60s that aren’t utilizing those kind of technologies, because I--you’d referenced the Yahoo! message boards. I 
mean, they’re literally the Wild West. And it’ll just be interesting to see if you’re targeting the exact same kind of ideal, I 
guess, is the word -- the ideal retail investor -- through some of these new social media outlets. 
 
Neil:   
That is a very interesting point. But at the same time, it’s--for IR people, as professional communicators, to get a grasp 
on how the current generation is going to be receiving messages. Did any of you read that Morgan Stanley research 
report by the 15-year-old last week? There was--this was out of London. Morgan Stanley had a 15-year-old intern. They 
assigned him to write a paper on how teenagers consume media, and it was such a good essay that they published it as 
a research report, so a fascinating _____. 
 
Any questions out here at this point? No? We have a few questions online that take us into some different areas. One of 
them is talking about paid opportunities to reach retail investors, such as Research Magazine or Wall Street Forum. The--
any comments on those types of things? Beyond doing the investor shows, do you take advantage, Friederike, of paid 
opportunities to get SAP’s message out? 
 
Friederike:  
We do use paid opportunities to reach out to the broker communities, but also to the individual investors through 
BetterInvesting in their magazine. 
 
Neil:   
What are some of the other channels? What are some of the other options? 
 
Friederike:  
There’s Wall Street Online, there’s Research Magazine, there’s Institutional Investor, et cetera, so there’s different types 
of media to reach out to institutional investors and brokers. 
 
Neil:   
Right, so some of them more targeted to retail brokers like Research Magazine? 
 
Friederike:  
Yes. 
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Neil:   
And some of them directly to retail investors, like BetterInvesting magazine, right? Okay. And do they prove effective for 
SAP? 
 
Friederike:  
That’s also difficult to quantify. What we get is definitely a breakdown from which brokers and which regions _____ have 
been reordered. However, the quality of the addresses is not always perfect. So the question is, what do you do with the 
addresses you get? Is there any way you can follow up with them? And that’s something we’re still exploring. 
 
Neil:   
There’s a request on here to go back a little more in detail on the initiatives for OBOs and NOBOs, I guess, Jeff. The--
well, the question actually--simply, what actions could the SEC take, if any, to help better identify retail investors in real-
time? Now, I don’t know about real-time, but really we’re talking about this notion that companies need to know who their 
investors are, and how will that work? Do you have any idea of the…? 
 
Jeff:   
Well, this whole issue of OBOs and NOBOs, and just so--to make sure everybody understands it, you can--when you 
open your brokerage account, you indicate whether you are open to receiving and letting the company know who you 
are. There is--most of us that have open brokerage accounts really don’t know what we are, and so one of the things that 
we’ve been pushing for is to say, if we’re going to keep this system of NOBO and OBOs, which is very uniquely US, we 
need to go back and make sure that retail investors, when they open a brokerage account, know what they are, because 
a lot of investors want information coming from the companies. But do you know--do you think Joe Average is going to 
understand non-objecting beneficial owner? I don’t think so. So there needs to be an education process there to help 
them understand, and there needs to be a process so that they can update that, and right now that’s a little bit murky. 
 
Neil:   
And there’s also a question here coming back--again, this might be a little bit outside the area of our expertise, but 
someone wanting more information on creating what they call a controlled interactive message board primarily for retail 
investors on their IR website. Now, I would imagine this is the type of investor forum that the SEC has given its approval 
to. So the issue was--one of the things that companies were worried about was, if they had a blog, like say Dell’s blog, or 
if they had a message board that they were administering, would they be liable for comments that people made on that--
in that forum, and the SEC said no, the company hosting it is not liable. And secondly, anything that any one says on 
there, whether it be the company or an investor, doesn’t amount to proxy solicitation. So I don’t know, has anyone seen--
besides a blog, is there’re any other kind of format for a forum? I guess what we’re seeing is these chats that are--rather 
than an ongoing thing, but a periodic… 
 
Jeff:   
Well, this investor forum is very much defined by the SEC what it is, a little bit different than a blog. 
 
Neil:   
Right. 
 
Jeff:   
And what I would do is, if you’re--look at Intel, ‘cause Intel has one. I know that there’s at least one provider out there 
that’s doing it, and I’m sure there’s many providers that are out there that are considering it. And again, it is different than 
a blog and it’s more like a chat room. 
 
Neil:   
So this is a strictly prescribed--proscribed type of format? In fact, Intel uses the investor network, I believe it’s called--that 
Broadridge built. So I think was, I think, the first one to take advantage of that platform right? 
 
Jeff:   
Yes. 
 
Neil:   
Were you going to add something _____? 
 
Friederike:  
Yes. What I’ve seen is that companies use it to have a formal presentation of 10, 15 minutes of the company and the 
financials, and then giving the audience the opportunity to ask questions and chat with, for example, the head of investor 
relations. And that’s what they call their investor forum. 
 
Neil:   
Okay. 
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Matt:   
You might want to try visiting, like, Shareholder.com or _____ Global Services. They… 
 
Neil:   
Sorry, Matt, what were those, say again? 
 
Matt:   
Shareholder.com. 
 
Neil:   
Yes. 
 
Matt:   
IR-hosted websites, providers… 
 
Neil:   
Okay, those kinds of…? 
 
Matt:   
Those types of organizations. They typically will have solutions to that to solve those problems. 
 
Neil:   
And as you point out, Friederike, one--I saw a German one, LPKF, that has a regular chat with the CEO, and then--so 
they do a live chat with the CEO and then post the transcript. I notice that GM has been doing a lot of this just recently, 
not in the area of finance but with design executives and so on. And Petrobras has live chats with the director of IR, so 
that’s another example with a sort of different format. Again, it’s not--as you say, Jeff, this is not the SEC shareholder 
format, it’s not a blog either. None of these, I think, would come under the heading of the shareholder forum, right? Very 
little being done in that, despite the SEC giving approval. Intel is one of the--really the only ones. 
 
Jeff:   
Yes, and we’ll see where that goes. 
 
Neil:   
Yes. 
 
Jeff:   
I think there’s so many new social media and new products and new ways to communicate, that we need to crawl and 
understand before we run. And I just think there’s so much going on in that space that it’s not that it’s a bad thing, it’s just 
we’re walking into it very slowly from a corporate standpoint. 
 
Neil:   
Right, okay. 
 
Matt:   
We’ve delved into it in a much more controlled environment. We have--FirstCuts(?) is a webinar that our chapters and 
club members can look at. But remember, it’s a membership organization, so it’s not--the IRO or the CFO isn’t out there 
to the general public, so it’s a little bit more of a controlled environment. We’ve also had companies put videos up on our 
website to, again, talk directly to our members. Probably from an IRO’s perspective, it’s a little bit more comfortable 
because it is, again, that membership kind of an organization so it’s not just out there to the general public. But our 
members have responded quite well to both platforms like that. 
 
Neil:   
Okay, let us conclude there. And Peter Breen from Vokser Group and BetterInvesting; Jeff Morgan, NIRI; Friederike 
Edelmann, SAP; and Matt Bird from MUNCmedia, thank you all very much. Thank you all to our live audience here at 
NASDAQ MarketSite and to our virtual audience on the Internet. There will be an archive posted on--courtesy of 
GlobeNewswire and Shareholder.com and the NASDAQ OMX group. Now we’re going to go and be closing the market 
with Matt Bird’s team on the Jumbotron outside. But thank you all for coming, and thank you very much to our panelists. 
 
(Applause) 
 


