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EXPRESSION

hedge funds go

back to the future

Hedge fund managers are now increasing their

focus on how they attract and retain investment

from institutional investors, such as pension funds

and insurance companies, which allocate huge

pools of capital and which are under growing

pressure to deliver stronger returns.

Recent research by Bank of New York Mellon and

Casey Quirk, a US consultancy, predicted that

hedge fund assets will grow to almost $2.6trillion by

year-end 2013, with pension funds in North America

contributing the greatest source of net flows at

$252billion. While the single-

strategy boutique will

continue to command a large

share of these assets, the

research forecast that the

multi-capability platform

model would enjoy the

highest growth going forward.

This was echoed in a survey

published by Penrose  in

August 2009 which canvassed views from

investment and pensions professionals in Europe on

the future of the investment industry. In the survey,

32% of respondents favoured specialist boutiques

while 50% believed multi-strategy businesses would

emerge as the most successful asset management

firm over the next three years, offering choices and

operating structures more closely tailored to

investors' needs.

Up to two to three years ago, institutions began

using hedge funds as a source of diversification and

as a way to achieve superior absolute returns.

Managers too were largely focused on delivering

those uncorrelated superior returns. Between 2003

– 2007 sustained low interest rates and flattening

equity returns, coupled with institutions' required

rates of return, helped fuel this interest. But market

opportunities and easy leverage led hedge fund

managers away from their absolute return roots to

take ever-greater beta exposure. 

This in turn led to a concentration of positions and

movement into illiquid investments, and to an ever

increasing crowding of positions and themes. When

the markets crashed in the third quarter of 2008, the

collapse of financial intermediaries such as Bear

Stearns, Lehman Brothers, Fannie Mae, Freddie

Mac and AIG caused widespread market

dislocation. But for hedge funds, the more serious

consequence was vastly reduced leverage from

prime brokers, plummeting performance, demands

for liquidity and large scale redemption requests.

Hedge funds are now going back to the future. But

it’s a future in which the customer base is re-defining

the investment game. A renewed focus on absolute,  

uncorrelated returns is being assisted by fewer

Never before have investors and policymakers been beset by

so many conflicting messages about the economy and the

markets. Those messages signal deep, structural changes and

realignments within the investment landscape. The hedge fund

universe is no exception

Sally Todd,

Managing Partner,

Penrose Financial 

Hedge funds will now go back

to the future. But a future in

which the customer-base is 

re-defining the investment game
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hedge funds go

back to the future

funds chasing investment themes, and these funds

tend to be of a higher calibre. Performance is

recovering but the increasingly oppressive regulatory

regime will result in some considerable consolidation

in the industry. It will also give rise to the emergence

of a new generation of funds. For example, smaller

investment partnerships offering the optimum

environment for performance generation. This year

looks set to be one of the industry's best in

performance terms: hedge funds posted their best

monthly returns in nine years in April.  

However, investors are looking beyond the

numbers. Where high net worth clients and private

banks may not have asked so many questions in the

past, funds are now facing longer

periods of due diligence,

questions surrounding fund

structures and greater demands

for transparency. While there is a

significant wave of capital needing

and wanting to return to the

market, investors are typically

screening for liquidity first, then for

asset classes. Where once competition amongst

funds focused on hiring the best trading talent, many

seasoned hedge fund and alternatives businesses

have been hiring client relationship managers and

sales people with contacts in the institutional space.

At the same time, hedge funds are embracing the

UCITS III framework, both as a means of avoiding

heavy future regulation (crucially, UCITS funds are

exempt from the scope of the draft Alternative

Investment Fund Manager directive) and appealing

to investors' needs for greater transparency.

Investors require a regulated onshore product

providing regular access to their money and greater

certainty over asset valuation and counterparty risk.

This raises a significant question surrounding the

potential cannibalisation of lucrative offshore funds,

though that discussion is  beyond the scope of this

article. At the same time, the UCITS III fund structure

has widened the available investor base, attracting a

new customer profile. For example, for just £100

retail investors can now access the likes of Man

Group, one of the world's largest hedge fund

managers, through its flagship AHL managed

futures UCITS vehicle launched in October of this

year. 

As the hedge fund industry re-invents itself and its

customer base re-defines the investment game, we

will see whether  retail money proves stickier than

institutional.

Penrose in brief

Investors are typically

screening  for liquidity first

then for asset classes

Penrose celebrates 10 years 

with SEI

Penrose is delighted to celebrate its 10 year

anniversary with SEI, one of our long-standing

clients. Penrose prides itself on building

lasting client relationships and we look

forward to a successful partnership with SEI

for many years to come.

Retained clients won in the last 

six months

•  Impax Asset Management Group plc 

•  London Pension Fund Authority (LPFA)

•  Neptune Investment Management

Projects won in the last 

six months

•  Advantage Capital

•  Aramid Asset Management  

•  C&G Properties

•  Candela Capital/Winch

•  Clavis Walden 

•  DN Capital 

•  Gore Brown

•  Gravis Capital Partners

•  Impax Asian Environmental Markets plc

•  IPM

•  Pemberton Greenish

•  SEB Asset Management

•  SEB Wealth 

•  SmartPool 

Penrose builds account 

handling expertise

Penrose is pleased to announce four

promotions in the six months following our

last newsletter.  Andre Flemmings and Elisha

Vincent have been promoted to the position

of Senior Account Manager, while Nicola

Smith and Simone Selzer have been

promoted to Account Manager.

We’re also pleased to announce the

appointment of Laura Batty as Senior

Account Executive and Jonathan Caleb-

Landy as Account Executive. Laura and

Jonathan join Penrose's team of specialists

working across its asset management and

pensions advisory practice areas.

2
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PERSPECTIVE

The future of
public sector pensions

Public sector pensions have faced a barrage of criticism.

Tales are rife of unfair, unaffordable and ‘gold plated’

benefits being paid out to public servants while employees

in the private sector face poverty in retirement.  Informed,

thoughtful debate on the real issues, however, is

conspicuously absent
Mike Taylor, 

CEO, LPFA 

The London Pensions Fund Authority is trying

hard to generate a proactive and

constructive debate on the future of

public service pensions and, in

particular, the Local Government

Pension Scheme (LGPS). But it's

vital that this debate is firmly

grounded in fact, not pre-

conception.

The question here is not

'public sector pensions – yes

or no?' The options are not

simply 'keep public sector

pensions as they are' or 'get rid of

them'. There are a whole range of

options along the spectrum between these two

poles. 

Any pension scheme is sustainable if the balance

between contributions, benefit structure and

retirement age is right. The right solution can only

be found through careful consideration, leaving

behind the prejudices and preconceptions that

currently plague the debate.

The situation facing the LGPS gives an insight

into the broad issues facing public sector

pensions. Although it is the only major public

sector scheme that is funded, the LGPS is not

designed to pay benefits for ever increasing

periods of retirement and, without change, will

Any pension scheme is sustainable if the

balance between contributions, benefit

structure and retirement age is right
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Employer or taxpayer contribution rates currently

take all of the strain of increasing liabilities in the

LGPS. This situation cannot continue and either

those liabilities must be reduced, or employees

bear a fairer share of the increasing costs.   

However some may not appreciate that the LGPS

is a funded scheme, with invested assets of £120

billion, in which benefits payable are roughly equal

to member contributions and investment returns.

And let's not pretend that local authority pensions

are "gold-plated". The average LGPS pensioner

gets less than £4,000 a year, about one third of

what you would get if you were earning the

minimum wage. Councils spend far more on

transport, environmental protection, public order,

social care for vulnerable children and adults and

many times as much on education.

So why the hue and cry? It should go without

saying that workplace pensions are a good thing.

They encourage

individuals to take

responsibility for income in

later life, provide

employers with an

important recruitment and

retention tool and reduce

the strain on the public

purse of state funded

benefits in retirement. 

At the heart of the issue is

the long term affordability of pensions due to

increasing longevity. Life expectancy has

increased dramatically, but retirement ages have

remained broadly unchanged. Without structural

changes, therefore, pension schemes will become

unsustainable.

A phased increase in the retirement age towards

70 would by itself go a long way towards ensuring

long term sustainability. Lord Turner, whose

recommendations as chair of the Government's

Pensions Commission informed the most recent

legislation, recently admitted that he had not been

radical enough in his proposals to raise the state

retirement age and now suggests it should rise to

70 by 2030. An IMF report last month reached a

similar conclusion. The application of an increased

retirement age to the public sector schemes is

critical.

We should also strive to balance the costs

between employers and employees to increase

the level of certainty. Rather than increased costs

falling wholly on the employer and taxpayer, we

could introduce fixed percentage cost sharing,

and allow employees to top up.

A defined benefit scheme based on Career

Average Revalued Earnings (CARE) would be

much fairer for the vast majority of employees.

With conditional indexation, it would be fairer still.

It would also remove the inherent unfairness of the

large pensions granted to the handful of Chief

Officers who may have had large pay increases in

the final years of their employment. It removes the

“fat cat” accusations at a stroke.

There are a variety of other ways the benefit

structure could be changed, both to maintain an

attractive scheme and to save costs. This could

involve a reduction in accrual rates, death cover, ill

health benefits, lifetime guarantees, or eliminate

automatic payment of

pension on redundancy

under the normal

retirement age.

We should also press

government to review

the incentives, in

particular the tax

incentives, for funds and

savers. Government’s

role is to set standards

for pension provision in the light of the macro-

economic and demographic circumstances, and

with reference to the costs that might otherwise be

met by taxpayers to fund base levels of care

provision for the elderly in the longer term.

So there you have it - all pension funds are always

sustainable if governments are prepared to grasp

the nettle of cost effective benefit structures

together with, retirement ages and employee

contributions matched more closely to the effects

of longevity.  

What do we need to get things moving forward?

Not by flying the flag for any particular solution,

that is for the politicians, rather to open a well

informed, accurate and measured debate that

provides the best possible outcome for scheme

members and taxpayers alike.   

Penrose research

Pension Fund Trustee Guide -

Shaping Reputations, Making

Connections

At the heart of the 
issue is the long- 
term affordability of  
pensions due to 
increasing longevity

The London Pensions Fund Authority (LPFA) administers a £3bn pension fund providing Local

Government Pension Scheme benefits to almost 20,000 employees of 200 not for profit organisations

and over 33,000 pensioners. For more information see www.lpfa.org.uk

1 Refers to comments made in October by Oliver Blanchard, an IMF economist, about action that the next British

Government must take to combat its medium term debt outlook. Blanchard was speaking at a joint annual meeting

with the World Bank. According to reports, the IMF said the national retirement age should increase from 65. 

1

In July 2009, Penrose launched a guide for

pension fund trustees, advising how best to

position themselves as the media spotlight

increasingly focuses on pension fund decision-

making. The guide, Shaping Reputations,

Making Connections, explains how trustees

and managers can manage the reputation and

external perception of their schemes. Given

the global financial crisis and fall in equity

values, journalists and other stakeholders are

increasingly asking pension funds to justify

their investment strategies. This guide advises

trustees on how best to respond to such

queries, how to provide strong, clear

messages to the press, and how to ensure

the trustees' voice is heard alongside and, if

necessary, distinct from that of the sponsoring

employer. 

In August 2009, Penrose published the results

of its survey, which showed that industry

professionals are re-assessing traditional

investment and pensions models in the light of

recent market turbulence. More than one in

three respondents feared the role of traditional

investment consultants will come under threat

as investors demand more flexible solutions.

Almost 60% of respondents said fiduciary

management will challenge the existing

pension fund management model in the UK,

although a third said pension funds would still

value the advice of consultants. 

Penrose surveyed over 150 senior figures at

some of the leading pension funds,

consultants and investment management

houses, including CEOs, Managing Directors,

Partners, CIOs and Heads of

Communications.  The full results of the

survey, The Future of the Investment Industry,

can be found on the Penrose website:

www.penrose.co.uk

Penrose survey – The Fut ure of the

Investment Industry
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PREVIEW

Lawrence Gosling, editorial director of Incisive Media and founding editor of

Investment Week magazine, looks back at the developments in the financial

media during the course of his 20 years as a financial journalist

Lawrence Gosling,

Editorial Director, 

Incisive Media

Apparently it’s 20 years since I got into financial

services journalism. I only know that because a PR

reminded me! Actually it’s not something I have

been trying to forget, but it does make you wonder

where the last 20 years have gone.

To people who don’t work in financial markets, and

in particular the personal finance part of the industry,

I often describe it as one where nothing really

changes but at the same time it never stays the

same.  If that is not a tautology I don’t know what is!

I joined Financial Adviser magazine in September

1989 and found myself plunged into a world of de-

polarisation.  Twenty years later I find the arguments

are still the same. This time it is the Retail Distribution

Review (RDR) – an acronym which typifies the kind

of pseudo-management speak which bedevils so

much these days.  RDR boils down quite simply to

a group of people who provide financial advice.

We’ve had tied and multi-tied, there used to be

industrial branches and inspectors, appointed reps,

life company reps, direct salesman, brokers, broker

bonds and Independent Financial Advisers (IFAs).
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Even after 20 years I find the plethora of

terminologies hard to swallow and it is indicative of

what makes the industry both fascinating and

infuriating to write about and operate in.  

I joined financial services from real world journalism

having spent five years working for an independent

news agency - not as in IFA independent but truly

independent - where we worked on a fee basis and

were not owned by anyone!  

We made our living writing about crime, celebrities,

disasters, tragedies, or humour – in fact anything

that the reader of a national newspaper

might want to read about the next day.

That didn’t really include money or

finance unless there was overlap with

the real world, such as the Guinness

scandal from the 1980s.

One of the key changes in the last 20

years is that there is a higher level of

interest from Joe Public in money

markets.  Arguably this has been the outcome of

every financial crisis, yet genuine knowledge and

understanding never really improves.

The irony is over the years I have met many

genuinely decent people who have taken time and

trouble to explain things to me – and continue to do

so.  And yet the industry still surrounds itself with

what Joe Public would consider jargon. Whoever

came up with DC and DB as acceptable initials for

what is a pension should ask themselves some

serious questons.

My point is a simple one. The industry does have

a communication problem, but it also has to ask

itself what it is trying to achieve by communicating.

Is it trying to allow the general public to

understand what it is doing with their savings and

investments, or is it trying to fulfil some ‘health and

wealth’ regulation handed down from regulator to

regulator.

Over the last two decades it seems the industry

largely communicates because it has to, not

because it wants to, and when it does

communicate it doesn’t always do it that well.

There are of course many examples which

disprove this notion – a particular gem which

springs to mind is the website/blog from M&G’s

bond team - www.bondvigilantes.com – but by

and large the communications don’t communicate

as they should.

This if of course more due to the influence of

compliance departments – the social workers of

financial services – who sadly stifle innovation,

communications and ultimately the growth of the

industry.

It is no coincidence that the areas of the industry

which have prospered – such as hedge

funds/alternative investments – are the ones

which are now under the

compliance spotlight, having

successfully avoided it for many

years.

PR has a great part to play in the

communication challenges

ahead, but only if companies

understand why communication

is there and what its purpose

really is.  I’d like to think in another 10 or 20 years

time I won’t have the same issues, but only time

will tell.

The industry does have a
communication problem, but it also
has to ask itself what it is trying to
achieve by communicating

Penrose launches 
consumer finance division 

Penrose is delighted to announce the launch of a new consumer finance division, headed up by Leone Ward (née

Lewis). 

Leone has 12 years’ experience as a public relations professional and has worked at consumer agencies in Australia

and the UK. She is keen to address the knowledge gap many consumers face when it comes to managing their

own finances and is a strong advocate of the new consumer education body announced in the Queen's speech,

and the government's current financial capability and inclusion initiatives which aim to address this.

The new consumer finance division has been set up to help financial services companies communicate the details

of their products to mass-market consumers. Leone believes that the likelihood of success in the consumer space

can be enhanced if a business can develop a reputation for delivering clear and jargon-free information to their

customers. This is a topic she recently addressed during a panel discussion at the Association of Friendly Societies

annual conference in Scotland, where Leone spoke about financial inclusion and education. Commenting on the

launch of the new consumer finance division, Leone  said:  "Although consumer finance is not a new focus for Penrose - we already work with several

such clients - this initiative will allow us to allocate more time and resource to building our expertise in this area.

"It is up to the financial services industry and the government to work together to address the lack of knowledge prevalent amongst many when it

comes to managing their own finances. Implementing a good PR strategy is a positive way for companies to engage with their key audiences and

work towards resolving this." 
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Making connections
in social media 

Companies which know how to make full use of the digital media's
potential have an advantage over their competitors. While a seemingly
simple statement, it belies the complexities behind successfully
leveraging digital media and the online world.  Given the opportunities
present, a good understanding of the mechanisms is necessary

Robert Roessler, 

Senior Account

Manager, 

Penrose Financial 

With most people searching for and obtaining

information on the internet, online content has a

direct impact on a company's reputation. As a

result, the level of control and influence PR can

exercise in the digital world is less distinct than in

traditional media. In some areas, blogs have

replaced printed publications, and micro-blogs

such as Twitter increasingly substitute email or

phone conversations.

Digital relations

In addition, an increasing number of journalists

across all media segments now publish and search

for information online. Providing online content that

is easily accessible and traceable for the media is

therefore vital. In this respect, a high ranking in

search engines is equally as important as providing

the audience – including the media - with the

content it is looking for. Digital media should always

be part of a PR strategy – which ranges from

feeding information into websites as well as

engaging with social communities via the internet

and mobile communication. Clearly not all of these

aspects are always equally relevant for all

businesses. Nevertheless they should be explored

in light of the desired PR objectives and possible

advantages.  

Digital media PR tactics

Classic online PR can involve extending media lists

to include websites and blogs which are of interest

to the target audience. Identifying the most

influential bloggers and engaging with them - e.g.

by inviting them to speak at events/roundtables or

by quoting them in news announcements – is one

of the first steps in building online brand

awareness. The next step is to run a company-

branded blog, although naturally this requires

appropriate resources to write engaging and

interesting content, and to upload regular posts to

stimulate discussion. This will attract a community

of regular readers which is the heart of any

worthwhile blog. 
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A company's online presence can be further

improved by adding a Wikipedia entry and by

creating discussion groups on platforms such as

Linkedin or Facebook. In these groups, companies

can demonstrate expertise by discussing issues

relevant to their industry, sharing ideas and offering

help. Twitter can be useful to keep the community

updated about recent company developments, and

can link to further information to demonstrate

market expertise or drive traffic to a company

website. Social bookmarking websites such as

Reddit, digg.com and del.icio.us also help to

increase traffic and further improve a company's

Google ranking. These tools are all free to use, and

can be very powerful viral marketing tools if

specifically targeted and executed.

Measurement counts

Obviously, an online PR strategy for a consumer

brand is very different to that of an asset manager or

investment bank. The common denominator is the

necessity to communicate on the platforms where

an audience gathers information or shares ideas.

The different activities (for example, a blog) need

to be part of an integrated digital media strategy

which also requires mechanisms to spot

mentions, trends and issues and react if needed.

Tools such as Radian6 or buzzlogic or free

alternatives such as socialmention.com,

mrsapo.com or technorati.com provide a detailed

analysis of company mentions and conversations

around a brand. This enables a company to

measure the impact of an online PR strategy as

well as the level of brand awareness – and

whether this level is desired. 

Regardless of how a company chooses to

measure engagement, it is necessary that it has a

measurement of success in mind before it begins.

Without benchmarks, it is impossible to determine

the return on investment (RoI). Businesses first

need to determine whether or not digital media will

help to sell products, raise a company's profile or

otherwise make an impact. 

Integrated PR strategy

The online world, including social media, has

created new ways for the financial services industry

to connect with new audiences. Online

communication also allows the financial services

industry to communicate with clients and new

business prospects and identify new revenue

streams. In the fast-paced digital environment,

companies that take an active and creative part in

communicating online will find ways to move

forward. Spending too much time getting one's

head around what defines digital PR often means

that companies will be left behind.

With the increasing importance for the industry to

make full and appropriate use of digital media,

Penrose has partnered with Hub Culture

(www.hubculture.com) to extend our digital service

offerings. This allows us to help companies analyse

their online situation, identify their needs, define a

strategy and tactics and execute them accordingly.
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To the credit of regulators and policymakers the

propitious action taken was accommodative; rates

lowered, abundant liquidity made available, and

fiscal stimulus applied liberally. Regulators took

their time to consider the appropriate regulatory

responses, recognising that knee-jerk reactions on

capital, leverage, liquidity and pay and bonuses

could have the devastating short-term outcome of

deepening the financial and economic crisis, and

significant long-term unintended consequences.

Regulators and policymakers discussed these

issues across borders and recognised the need for

concerted action.

The G20 and its members pronounced on a long

list of issues from offshore centres and executive

pay and governance, to regulatory reform. Rafts of

policy papers and proposals, at the domestic and

international level,  have been drafted and put out

for comment.

Incrementally, markets have regained some

semblance of confidence. Signals of economic

revival and house prices bottoming out have

occurred sporadically. Liquidity has returned to

some key markets. Asset prices are improving.

Accommodative monetary policy has permitted

banks to rebuild interest and trading income

without looking like they have received a further

direct government subsidy. 

The sector’s problems are not yet behind us. Loan

losses, which lag other indicators, will continue to

build and cost banks in provisions for some

foreseeable time to come. Nonetheless, some in

the financial sector are choosing to think the worst

is behind them. They hope that systemic change is

no longer necessary because they have begun to

make money again in such a low interest rate

environment.

Legislators are working to implement G20

proposals either domestically or regionally with

mixed results. It is remarkable how much easier it

was to act in a concerted fashion when the world

was in genuine crisis mode. Now that we appear to

have stepped back from the brink, political unity

has gone by the wayside. Political expediency,

partisanship, and the settling of old scores have

come to the fore. This is a shame.

It appears that banks have also returned to

‘business as usual.’ Big bonus payments and hefty

pay packages for star teams are back in the news

and those banks that can afford to are hiring talent

again. Governance reforms are mooted, but most

teams are still compensated on revenues, not risk-

adjusted returns. Most departments within banks

continue to see each other as competitors, instead

of having a unified sense of identity, teamwork and

strategy for their institutions. Shareholder activism

on governance issues has not actually increased.

Commentary from the private sector on regulatory

reform means that many proposals are significantly

watered down as self-interest once again

predominates in every market segment.  The

constant threat of moving business elsewhere is

used whenever a proposal is mooted that is not in

the direct interest of a particular constituency.

What happened to the idea that we could never

return to anything like where we had been before?

The debate on changing the business models and

the culture of financial services appears to have

fallen by the wayside.

Except for those who have lost their jobs in

financial services, their businesses through lack of

credit, or their homes through predatory lending

practices, there is little sense that any lessons have

been learned or that anything fundamental within

the culture of financial services needs to change.

Patience is waning. There is a risk that we arrive at

a stand-off, where out of frustration politicians

respond to the conflict between populism and

bankers’ recalcitrance by becoming ever more

shrill in their demands, and bankers become ever

more threatening in their responses. We shall end

with a ‘dialogue of the deaf’.  

What is to be done?  Slowly, central bank policy

will become less accommodative and banks will

have to begin to earn money the old fashioned way

again. Bankers, regulators and policymakers need

to put away their blatant self-interest to arrive at a

domestic and international financial regulatory

structure which genuinely serves the good of the

economy, the private sector and the general

population at the same time.  All parties need to

recognize that it is worth giving up some of what

they feel they need to get most of what they want.

This can best be done by open and honest

dialogue and debate, not polemics and posturing.

Should we miss this opportunity to think

collectively and cooperatively about change, there

is a good chance that we are currently sowing the

seeds of the next financial crisis.

Read more about the ICFR at www.icffr.org

EXPERT
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One year on 
from meltdown 

It is a little over a year since it appeared we were at the brink of

financial Armageddon. Now is a useful time to take stock of where

we are, what we have learned and what remains to be done

Barbara Ridpath, 
Chief Executive, 
International Centre for Financial Regulation



Thomson Reuters 
Extel - case study

Penrose has provided all aspects of PR for the

Thomson Reuters Extel survey for many years,

building its brand and billing as the ‘Oscars of the

City’. However the 2009 Awards required a very

different strategy... 

Task:
Given market conditions, a central tenet of the

campaign was to present the survey as far more

than a self congratulatory pat on the back for the

industry. Penrose emphasised that Extel provides

real value and insight – representing an

exhaustive and authoritative analysis of the most

skilful teams, individuals and key trends right

across the investment community.  

In terms of a tagline, Extel can be considered as

an event that is held for the industry, by the

industry. It is this that differentiates it from other

surveys.  The identification of trends and talent

across the buy side, sell side and corporate

markets is more important than ever given the

market turmoil.  Clients, investors and

counterparties want to know those firms and

individuals who are regarded as the best when

the chips are down and delivering value is

incredibly difficult. 

Another crucial aspect is the Pan-European

nature of the survey. Information collected is truly

European – from Ankara to Zagreb.  The

investment community is incredibly international

and the press coverage needed to reflect this

fact.  

Action:
The nature of the survey and awards, which took

place at London's Guildhall on 17 June, meant

that preparatory work was paramount.  Penrose

was in regular contact with key press targets as

early as April to update them on the survey and

how it was proceeding, all the while stressing the

importance of the information given the current

economic climate. 

It was necessary to strike a delicate balance

between celebrating industry excellence and

pitching the event as a sober occasion.

Although the event was far from low-key, it was

important to avoid any impression of City

triumphalism given the financial crisis.  This was

reflected in the choice of speaker at the event –

rather than the typical City celebrities of previous

years, it was decided that City grandee Sir Brian

Pitman should provide the key address. This was

given to The Times as an exclusive and was

acknowledged by Martin Waller as quite the

coup. 

Extel is a City institution and through careful

media interaction is the prime barometer of Pan-

European opinion right across the investment

community.  However, Penrose has also looked

to position key Thomson Reuters spokespeople

as the voice of authority on equity research and

cash-equities more generally.  For the 2009

campaign, this was achieved by issuing their

responses to industry developments such as

Barclays Capital's and Nomura's recent hiring

sprees and active push into cash-equities. 

Results:
Penrose generated over 65 press cuttings in

June alone – including an exclusive with FTfm

which appeared on the Monday ahead of the

awards and a wider piece on equity research in

the same issue. This second piece examined

equity research in light of the growing influence of

independent research providers, an angle chosen

by Penrose and Extel.

Following the event, UK national newspaper

coverage was achieved in the Financial Times,

two pieces in The Daily Telegraph, The Times,

The Independent, Evening Standard and City AM.

Coverage was also secured in financial wires

Reuters, BreakingViews and Financial News, all

of which were given aspects of the survey

beforehand under embargo. 

The pan-European reach of the survey was

pivotal and Penrose made full use of its carefully

cultivated relationships with the international

financial press. The result was prominent

splashes in Il Sole 24 Ore of Italy, Handelsblatt of

Germany, Expansión of Spain, Les Echos of

France (three separate pieces), Børsen of

Denmark, De Tijd of Belgium, Zaman of Turkey

and Kauppalehti of Finland.  

The reputation of the Thomson Reuters Extel

Survey was firmly cemented as the key

barometer of sentiment in the investment

community across Europe.  Excellent European

coverage was secured – a fundamental aspect of

the brief.

Penrose continues to receive regular approaches

from the media, having successfully  positioned

Extel and Thomson Reuters as one of the de

facto authorities on any issue pertaining to equity

research and cash-equities.

Further case studies and testimonials detailing

Penrose’s client work are available online at

www.penrose.co.uk/services.asp 

Penrose was tasked with positioning the Thomson Reuters Extel Survey as the leading

benchmark for excellence in the investment banking, fund management and corporate

communities, across Europe. However, given recent market turmoil, a more subtle and

understated strategy was required for 2009
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