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Introduction 
Analyst presentations, as we all know, are a way of reaching the main goals in investor relations, i.e., among 
others, to enable the company to achieve the optimum share price that reflects the fundamental value of the 
company, to provide financial information to retail and institutional investors in a timely and accurate way, and to 
provide financial and non-financial data to support company valuations. With academic research confirming in 
countless scientific papers and meta papers that companies with outstanding IR practices tend to have a higher 
premium and lower costs of capital, investments in analyst presentations seem to be a very reasonable use of 
funds. 

Notwithstanding the omnipresence of analyst presentations in professional Investor Relations (IR), very little 
attention has been given by academics, standard setters, regulators, and the investment community to the 
instrument per se. Since DVFA – The Association of Investment Professionals – has been assisting companies in 
optimising their investor relations for decades now, we felt obliged to publish an update of the previous analyst 
presentation guidelines which were originally published in cooperation with PricewaterhouseCoopers AG 
Wirtschaftsprüfungsgesellschaft almost a decade ago. What you have in your hands right now is a long-overdue 
update of this first version. 

Although the instrument is typically referred to as “analyst” presentation, the addressees are more than “just“ 
financial analysts. Analyst presentations are made for investment professionals from the buy-side e.g. fund 
managers, asset managers, equity strategists, and also for investment decision intermediaries such as rating 
analysts, M&A, and corporate finance staff, sustainability analysts, wealth managers, and advisors from the 
audience of analyst presentations and, last but not least, private investors. For the description of the instrument 
and for historic reasons the term analyst presentation might be sufficiently precise, but one should keep in mind 
that the audience is far wider and more diverse than the name suggests. 

The word presentation also seems to suggest that the main purpose of an analyst presentation is to serve as the 
vehicle with which corporate senior managers structure the content of a live presentation to an audience e.g. in an 
analyst meeting. However, analyst presentations are also disseminated through webpages that are independent 
of any physical meeting, they often serve as complementary information in the context of conference calls e.g. 
when companies report quarterly performance data and they are often also the type of brief information package 
used by investment professionals when quickly scanning the corporate for concise performance data (“what is 
new at company XYZ?“). 

While the pitfalls of analyst presentations seem to be easy to identify – no convincing storyline, no structure, lack 
of facts, no clear message, and sections that are not clearly linked together – a best practice guide for how-to-do-
it-properly does not exist. Therefore, the aim of these analyst presentation guidelines is to make 
recommendations for improving analyst presentations through applying standardisation. 

Peter Thilo Hasler, Member of the Board of DVFA and Deputy Head of the DVFA Commission Corporate Analysis 
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Language of Analyst Presentations 
The language of capital markets is English. Even German-speaking investment professionals consult English 
publications. Analyst conferences and conference calls with international participants are already held almost 
exclusively in English. It would thus be inefficient to arrange for a German translation of the analyst presentation. 

The language on the slides should also reflect the customs and needs of investors and analysts, i.e. the language 
on the slides should be concise, and should be set out in bullet points rather than in lengthy prose. The language 
style used in analyst reports should be used as a guide. The aim should be to ensure that the wording in the 
updates and reports of analysts is reproduced and thus multiplied in the market. 

In their verbal communication, speakers should communicate their messages using short sentences, with as few 
digressions as possible. Good English should be taken for granted. Capital markets like to see specialist 
knowledge communicated authentically. 
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Use of Charts, graphs, and tables 
Even the most interesting piece of information can look dry or dense when written down in text. In order to avoid 
what is among millennials known as “TL; DR” or “Too Long, Didn’t Read” many speakers turn to charts, graphs, 
and tables. They are effective tools for helping people visualize and comprehend large amounts of data and make 
any financial analysis readable. Today, there is hardly a single slide with no charts and graphs on it. Therefore, it 
is necessary to be aware of what good charts and bad charts look like and how to avoid the latter when telling a 
story with data. 

Firstly, let us talk about the wording. Charts present information in the form of graphs, diagrams, and tables. 
Graphs show the mathematical relationship between sets of data, i.e. graphs make pictures of numerical 
information. Graphs are one type of chart, but not the only type of chart. In other words, all graphs are charts, but 
not all charts are graphs. Charts are a group of methods for presenting information, while graphs provide one of 
those methods by presenting data in a visual format. 

The importance of charts and graphs comes from the fact, that recipients can quickly see what’s going on with the 
data presentation, saving the speaker time for deciphering their actual meaning. Graphs can be simple, or they 
can be quite complicated, but they should always be selected to present their data as clearly as possible. More 
importantly, great visuals facilitate business decision-making because their goal is to provide persuasive, clear, 
and unambiguous numeric communication. 

While incorporating data visualization into analyst presentations is essential when working with statistics, there is 
only one best option for the presentation of the data. It all begins with selecting the right chart. While bar charts 
should be used for comparisons, line charts work better for trends. Scatter plot charts are good for relationships 
and distributions, and pie charts should only be used for simple compositions, but never for comparisons or 
distributions. Tables, on the other hand, are essentially the source for all the charts. Therefore, tables are best 
used for comparison, composition, or relationship analysis when there are only a few variables and data points. It 
does not make much sense to create a chart if the data can be easily interpreted from the table. 

The next decision to make is about the title, an often-neglected element of charts. A good title is short, clear, and 
tells a story on its own (see also the comments on action titles). For example, “Revenues were up by 8.9%, 
significantly outperforming market growth” is one of those clear titles, demonstrating that sometimes a more “dry” 
and “technical” title should be preferred. If a speaker wants to give out more information, the headline can be 
separated into a title (“story information”) and a subtitle (“technical information”). In this case, the subtitle should 
be less prominent than the title, f. ex. by decreasing font size, or changing the font colour (or both). 
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Procedure for Publication 
Based on the clearly expressed needs and expectations of investors, on our own professional experience, and on 
the good practices we have observed during our research work, we recommend the following procedures: 

1. Timing

On the date of publication, the presentation should be placed on the Internet and sent by email at least 30 
minutes before the start of the analyst conference, irrespective of whether the analysts attend the conference in 
person or whether the conference is a conference call. The same set of slides should be used. The typical time 
for presenting the documents on the reporting date (release, report, analyst presentation, etc.) is and should be 
between 07:00 a.m. and no later than 08:00 a.m. Analysts and investors are then able to evaluate and 
communicate the data in their morning meetings and morning notes. If the information is published later, the result 
is a lower level of attention on the reporting date (see also DVFA Principles for Effective Financial Communication 
Version 2.1 as of May 2007). 

2. Online Presentation and Archiving

In addition to the analyst presentation, the annual report or interim report, Excel® documents and the link to the 
live streaming should be placed online at a point where they can easily be found and are then archived in a 
meaningful structure. An attractive additional element is the availability of a transcript of the conference, which 
enables participants to read management comments, answers to questions, etc., and to integrate them in written 
reports (see also DVFA Principles for Effective Financial Communication Version 2.1 as of May 2007). 

3. Duration and Time Considerations

The optimum time for holding the analyst conference (attended by participants in person or a call conference) is 
the late morning or early afternoon; this enables players from the East Coast of the USA to join the conference. 

The pure speaking time is approx. 45 minutes, with time equally split between the CEO and CFO. The overall 
time of the presentation should not exceed 50 minutes. The Q&A session is of crucial importance to many 
players, and lasts between 30 and 60 minutes, depending on the contents that have been reported. One hour 
should always be planned for Q&A. And, of course, all speakers must be available to answer questions until the 
end of the conference. 

4. Recording and Transmission of the Analyst Presentation

The analyst presentation should always be transmitted via a telephone or video conference. The following set-up 
has proved to be best practice: 

 Before the presentation, investment professionals are notified of log-in data and a password which
they can use to log into the transmission of the conference call or video conference in parallel with
those participants who attend the conference in person;

 The spoken word of the company’s management is transmitted simultaneously into the telephone
conference or distributed via videoconference channels;

 Logged-in participants can contribute to the proceedings, and can take part in the Q&A session;
 A service provider, e.g. US-based Premiere Global Services Inc. or German EQS Group AG

(formerly known as Equity Story AG, can be used to make the presentation slides available online
so that slides in the physical conference room are forwarded simultaneously. The spoken word is
transmitted to participants via a telephone line, and the slide presentation is transmitted in parallel
via the Internet.
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The analyst presentation, including the question and answer session, should always be recorded and made 
available in the form of an MP3 file or as a transcript file via the company’s homepage for at least 12 months (see 
also DVFA Principles for Effective Financial Communication Version 2.1 as of May 2007). 
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Formats: 
Definition, Interaction, and Overlaps 

We have observed that companies use a variety of presentations similar to the analyst presentation, depending 
on the event, occasion, and target group. However, some companies use "one for all", or none of them, and 
others mix them up. To ease and support analysts for investors’ choice of the relevant presentation, we opt for a 
more standardised usage of IR presentations. 

These are the prevalent formats with the common definitions and terms: 

1. Full Version and Live Version 

Some companies distinguish between the complete information package for analysts and investors on the one 
hand and the set of slides which accompanies the management presentation on the other. The latter is thus a 
considerably compressed subset of the complete package. This is very meaningful particularly in the case of very 
large analyst presentations (> 40 slides), as management can thus concentrate on the essential aspects. 
However, the slides should be provided with references to the full package. 

2. Special Events 

It is considered good practice to organise conference calls, where possible with management board involvement, 
in the case of events and news which, when published, stimulate the particular interest of market participants and 
which give rise to open questions, i.e. situations which usually lead to the obligation to publish an ad-hoc release. 
This call is accompanied by a special analyst presentation which provides an extensive explanation of the 
situation and which is made available to everybody when placed online. The following are examples of special 
events: 

 M&A transactions 
 Capital measures 
 Business results not in line with expectations that lead to a revision of forecasts (a.k.a. profit 

warnings) 
 Market events which may have a material impact on the company’s business model 

3. Roadshow Handout 

Unlike the analyst presentation, the sets of slides for individual investor meetings (also called "General IR 
Presentation") include the current quarterly information and also fundamental information concerning the 
company and its equity story. These investors are dealing with the company for the first time and are looking for 
slides with up-to-date data (e.g. financials, market data or the outlook). 

As always, all handouts should be made available to all market participants and should be archived on the IR 
online sites of the issuer. 

4. Factbook 

A factbook is a compendium of slides which in general is updated permanently. Therefore, the factbook should be 
dated, so that investors know immediately when the factbook was published. It could almost be described as an 
“annual report translated into PowerPoint“; this is because the factbook features all figures, data, and facts that 
are relevant for capital market players. Not only financials but also operating data, information concerning the 
market, risk data, ESG, and CSR data are featured in the factbook. 
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Accordingly, it is not so much an instrument for the first investor meeting or for the quarterly update; instead, it is 
used mainly as a backup for research. Because of its comprehensive nature, the factbook is particularly suitable 
for coverage initiation by sell-side analysts. 

5. Interaction with Annual Report 

All information and statements should be derived from (audited) data from financial statements and the 
management report. The annual report should accordingly be used as a master version for all contents made 
available to the market. On the other hand, the analyst presentation with information being tailored for investment 
professionals is a trigger for annual reports, which should adapt these visual representations. 
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Structure of Analyst Presentations: 
Best Practice Example 

In the following, we propose an example structure for analyst presentations. The relevance of the individual items 
proposed differs among industries. 

The Use of Action Titles 

Before we begin, some important remarks about the headlines. Have you ever heard of Nicolas Boileau-
Despréaux? Born in 1636, the French author made an interesting observation that provides the key to a good 
PowerPoint slide title. He said that “what is conceived well is clearly expressed”. Transferred to the modern age it 
means that well-phrased titles attune an audience to the content and purpose of each slide, providing rapid 
orientation, and keeping the audience focused on the presentation. 

This sort of slide title is called an “Action Title”. An action title is the main message that summarises exactly what 
the speaker wants to say with this slide. Delivered at the top of the slide and read one after the other, action titles 
form the “story line” of the presentation, also known as “golden thread”. A good action title is understood 
immediately. Action titles summarize the slide’s contents and give the audience security by providing a clear 
message. 

Best Practice Example No. 1: adidas AG 

 

Source: Presentation for the publication of the 2019 results, 11 March 2020, slide 13 
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Best Practice Example No. 2: Zurich Insurance Group 

 

Source: Credit Investor Update, February 2020, p. 5 
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I Highlights (CEO) 

A Introduction 

Relevance: It is one of the basic forms of human interaction to introduce oneself to others. Nevertheless, many 
board members at investment or video conferences assume that everyone present knows them and their 
responsibilities. Newcomers among analysts and investors are often confused because it can be embarrassing for 
them to ask who is presenting. 

Presentation: 1 diagram will suffice to introduce the names, functions, and responsibilities of those presenting, 
especially on Capital Market Days. Detailed CVs are not necessary at this point of the presentation. 

Best Practice Example No. 3: Deutsche Wohnen AG 

 

Source: Presentation for the publication of the 2019 results, 25 March 2020, slide 49 
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B Executive Summary 

Relevance: Market players wish to access the key financials as quickly as possible on the morning of publication; 
under ideal conditions, they wish to access the key financials right at the beginning of the analyst presentation 
without having to search for them in the income statement or balance sheet. 

Presentation: 3-4 diagrams to show selected key indicators (e.g. revenues, EBITDA, ROCE), including a 
comparison with previous year figures. 

Best Practice Example No. 4: Siemens AG 

 

Source: Presentation of the publication of the FY 2019 results, 07 November 2019, slide 4 
 

Best Practice Example No. 5: Francotyp-Postalia Holding AG 

 

Source: Presentation for the publication of the H1/2019 results, slide 13 
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Best Practice Example No. 6: BT Group plc 

 

Source: Presentation for the publication of the Q4 and FY 2018/19 results, 09 May 2019, slide 6 

C Achievements 

Relevance: Investors and analysts wish to compare delivered figures with the given outlook since this is the main 
criterion for measuring the performance of companies and management. Companies should confidently document 
that they have achieved their original targets (a.k.a. guidance), or that they have even been able to provide a 
positive surprise. If the guidance has not been met; management should provide precise reasons why the original 
guidance needs to be lowered. 

Presentation: A very clear solution is to provide a table setting out the main indicators, including the announced 
outlook, actual figures, a symbol (tick) indicating as delivered as well as the new guidance for the following year. 
Of course, not only financial but also qualitative targets can be disclosed at this point. 

Best Practice Example No. 7: Adidas AG 

 

Source: FY 2019 results, March 11, 2020, slide 12 
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Best Practice Example No. 8: Deutsche Telekom AG 

 

 

Source: Presentation for the publication of the Q4/2018 results, slides 8, 9 

D Outlook 

Relevance: Apart from the fact that DRS (Deutscher Rechnungslegungsstandard) 15 requires the issuers to 
publish a two-year forecast in the management report, a meaningful and quantifiable outlook is essential to all 
capital market communication. Even in very difficult times where a quantified outlook may not be possible, the 
market expects to be provided with support to enable the development of realistic assumptions for valuation. 
Without such guidance, investors lose confidence in the company and will turn to a different investment option. 

Presentation: The slides should first set out the assumptions for the outlook, f. ex. the management’s 
expectations for the development of GDP, commodity prices, or interest rates. 
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Best Practice Example No. 9: AB Electrolux 

 

Source: Presentation for the publication of the Q4/2019 results, slide 26 
 

Best Practice Example No. 10: Ricoh Company 

 

Source: Presentation for the publication of the FY 2019 results, slide 21 
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Best Practice Example No. 11: Deutsche Telekom AG 

 

 
Source: Presentation for the publication of the Q4/2018 results, slides 33, 34 
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Best Practice Example No. 12: Schneider Electric SE 

 

Source: Capital Markets Day, 26 June 2019, slide 43 
 
The outlook itself should contain two-year forecasts (quantitative where possible) for the main share price relevant 
indicators. Typical examples are as follows: 

 Operations (e.g. sales, subscribers, PAX) 
 Sales (also broken down according to segment) 
 EBIT/EBITDA 
 EBIT/EBITDA Margin 
 Net income 
 Cash flows 
 Value/yield indicators, e.g. ROCE 
 Payout ratio 

Ideally, the management provides an outlook history over the recent quarters, where adjustments to the guidance 
are justified in a meaningful manner. A useful tool in this respect is an adjustment bridge which makes this 
background information quantifiable. 
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Best Practice Example No. 13: E.ON SE 

 

 

Source: Roadshow Presentation, December 2019, slides 21, 27 
 
Investors with a longer-term focus, in particular, are interested in information and targets beyond the next two 
years. Medium-term targets indicate that a company is far-sighted in financial and strategic terms, and document 
reliable planning systems. 
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Best Practice Example No. 14: Lanxess AG 

 

Source: Presentation for the publication of the FY 2018 results, slide 41 
 

Best Practice Example No. 15: Traton Group SE 

 

Source: Investor Presentation, 03 June 2019, slide 47 
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E Peer comparison 

Relevance: Apart from service for analysts and investors, such a peer comparison documents research 
orientation and confident transparency, assuming that the data are consistently disclosed. 

Presentation: Selected margins (e.g. EBITDA, EBIT, gross margin) should be shown in numeric and graphic 
form so that they can be compared with the main peers. The chart could be rounded off by the peer group 
average and the prior year comparison. 

Best Practice Example No. 16: Lanxess AG 

 

Source: Presentation for the publication of the Q2/2019 results, slide 9 
 

Best Practice Example No. 17: Continental AG 

 

Source: Presentation of the publication of the FY 2018 preliminary results, 07 March 2019, slide 7 
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F Milestones of the financial year in chronological order 

Relevance: A list of highlights focuses attention on the main events for the company in the reporting period 
especially for those, who are not familiar with the company. Therefore, business highlights and financial results 
can be linked more easily. 

Presentation: All relevant events should be listed in chronological order. Companies convince with credibility if 
they list critical points alongside positive milestones. If they are meaningful, the events can also be linked to the 
share price performance. 

Best Practice Example No. 18: RWE AG 

 

Source: Investor Presentation, November 2019, slide 19 
 

Best Practice Example No. 19: Goldman Sachs 

 

Source: Investor Day Presentation, 29 January 2020, p. 23 
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G Share price development compared with peers 

Relevance: With a share price chart, the company underlines not only its capital market orientation but also the 
importance of the external valuation, also in comparison with the peer group. 

Presentation: The performance of the share price in the reporting period is shown on a chart and is compared 
with the main peers and the main benchmark (index). Further information regarding the valuation can also be 
provided at this point (e.g. market capitalisation, enterprise value, volumes traded, etc.). 

Best Practice Example No. 20: Allianz SE 

 

Source: Capital Markets Day 2018, November 2018, slide A8 

II Strategy – Business Update (CEO) 

A Strategy 

a. Presentation of the strategic direction, focusing on the current financial year 

Relevance: Investment professionals use strategic information as the basis for obtaining a picture of the future 
allocation of capital. The business model which is presented is the basis of all entrepreneurial decisions, and thus 
has a major impact on the direct development of the enterprise value. 

Presentation: The fundamental aspects of the strategy should be specified, together with the key financial and 
non-financial performance indicators. The strategic direction (e.g. strengthening of the company’s domestic 
market) should be used as the basis for detailing the key measures initiated by management. 
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Best Practice Example No. 21: Metro AG 

 

Source: Corporate Conference Presentation, 23 September 2019, slide 4 
 

Best Practice Example No. 22: Traton Group SE 

 

Source: Investor Presentation, 03 June 2019, slides 9, 10, 11 
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Best Practice Example No. 23: Traton Group SE (contd.) 

 

 

Source: Investor Presentation, 03 June 2019, slides 9, 10, 11 
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b. Specify and update the strategic targets, measurable (financial and non-financial) 

Relevance: When it specifies strategic targets, the company commits the intended development. In this way, the 
company creates transparency and provides investment professionals with key indications for valuing the 
development of the company. This also means that the company’s success and management performance can 
be measured. Targets which have been set in the past can be compared with the current situation, and a more 
realistic assessment can be made. 

Presentation: Strategic targets should be specified, with an indication of the time expected until achievement. 
Investment professionals should be able to derive short-term and long-term targets and compare targets of 
previous periods with actual performance towards target achievement. It is advisable to concentrate on the key 
targets – which, however, should be presented in a specific manner. 

Best Practice Example No. 24: Allianz SE 

 

Source: Investor Presentation for the London Roadshow, September 2019, slide 4 
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B Efficiency programs 

Relevance: Efficiency programs are closely linked with strategy and, in the form of a catalogue of strategic 
measures, aim specifically to boost enterprise value. Because of this aspect, and because of their project 
character, these programs attract the particular interest of investment professionals. 

Presentation: The type of presentation depends on the nature and purpose of the program. The target and key 
measures should be known or should be presented. It is a particularly important aspect for analyst presentations 
that the status quo of the program is communicated. The presentation should emphasise what has already been 
achieved and whether the company is still in line with its own targets and milestone planning. Reasons for positive 
as well as negative deviations should be specified. 

Best Practice Example No. 25: Fresenius Medical Care AG & Co. KGaA 

 

Source: New York Roadshow Presentation for the Q3/2019 results, 07 November 2019, slide 12 
 



Structure of Analyst Presentations: Best Practice Example 
 

  29 

Best Practice Example No. 26: Traton Group SE 

 

 

Source: Investor Presentation, 03 June 2019, slides 21, 24, 25 
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C Value-based figures 

Relevance: To measure management success and to assess company profitability, value-based figures are 
essential. Since these indicators are the basis for the future direction of the company and assuming its 
consistency, they are essential for understanding the company. 

Presentation: Management should provide details of the past and expected development of the key value 
indicators ROCE and WACC. Further details could be provided in the appendix of the presentation. 

Best Practice Example No. 27: Danone SE 

 

 

Source: Investor Seminar, 22 October 2018, slides 19, 20 
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Best Practice Example No. 28: Schneider Electric SE 

 

Source: Capital Markets Day, 26 June 2019, slide 13 

D Markets, Customers, and Suppliers 

a. Market position in key markets for main products 

Relevance: The market situation is an indication of successful business in previous years. However, for 
investors, it is also an indication of sales opportunities and a company’s position as compared to the competition. 
The market share is associated with advantages and disadvantages compared with competitors. Accordingly, 
changes in existing circumstances, in particular, have an impact on the development of the enterprise value. 

Presentation: The presentation should provide an impression of the current and potential position of the 
company in the market. In addition to information regarding the market volume, percentage figures concerning the 
past, current and future distribution of the market together with the main competitors should also be provided. 

Further, the effects of changed drivers should be highlighted and quantified where possible. Further information 
should be included in the appendix of the presentation. 
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Best Practice Example No. 29: Danone SE 

 

 

Source: Investor Presentation, 04 September 2019, slides 18, 25, 26 
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Best Practice Example No. 30: Danone SE (contd.) 

 

Source: Investor Presentation, 04 September 2019, slides 18, 25, 26 
 

Best Practice Example No. 31: The Coca-Cola Company 

 

Source: Investor Overview, updated for 3rd Quarter 2019, slide 55 
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Best Practice Example No. 32: Lanxess AG 

 

 

Source: Presentation for the publication of the Q2/2019 results, slides 43, 45 
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Best Practice Example No. 33: Zurich Insurance Group 

 

Source: Credit Investor Update, February 2020, p. 5 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



Structure of Analyst Presentations: Best Practice Example 
 

  36 

b. Customer differentiation 

Relevance: Customers are value drivers and an integral part of the value-add chain. Their relationship with the 
company is crucial for the company’s position in the market and is an indication of the company’s sales strength. 
The resulting advantages and disadvantages are integrated into management strategies and company valuations. 

Presentation: The presentation should provide a differentiated view of customers. Major customer groups should 
be listed. Performance data are linked to specific customers to identify any excessive exposure of the company to 
individual customers. This comprises the following: 

 A list of top customers including their revenue share, when appropriate anonymised 
 Customer profitability (sales / customer [group]) 
 New customer rate/churn rate 

Best Practice Example No. 34: Deutsche EuroShop AG 

 

Source: Company Presentation, December 2019, slide 15 
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c. Expansion by developing new areas of operation or geographical markets 

Relevance: The process of developing new areas of operation and geographical markets has an impact on the 
business model and the structure of the company. The assumed success and the associated investments are 
included in the assessment of investment professionals and have a considerable impact on the enterprise value, 
depending on the specific dimension. 

Presentation: Intended expansions should be presented including a time scale. Capex volumes and planned 
sales figures should be specified. Major risks and opportunities should be, at least, explained in the appendix. 

Best Practice Example No. 35: Traton Group SE 

 
Source: Investor Presentation, 03 June 2019, slide 16 

Best Practice Example No. 36: Danone SE 

 

Source: Investment Conference Presentation, 04 September 2019, slide 43 
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E Operating highlights 

Relevance: The success of operations confirms the business model and is of crucial importance for the future 
development. Major changes and indicators should be presented by management because they form the basis for 
strategic decisions and forecasts. 

Presentation: The development of the following components should be detailed. This means that current data 
are compared with historic data. Analyses of forecast variances and the identification of major effects are also 
useful for investment professionals. 

 Order intake (orders in hand and order range) 
 Sales (products – units) 
 Development of market prices (impacting sales or operating expenses) 

F Brand management 

Relevance: Depending on the industry, brands can be crucial for the success or failure of a company. In this 
case, investors require information concerning the performance of such brands to make a realistic assessment of 
sales strength and market position. 

Presentation: The brands should be listed with performance-related data (e.g. sales/brand). Depending on the 
size of the presentation, the information should be provided concerning the brand strategy, namely how existing 
brands are protected and expanded and also how new brands are established. 

Best Practice Example No. 37: The Coca-Cola Company 

 

Source: Investor Overview, Updated for 3rd Quarter 2019, slide 29 
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G R&D 

Relevance: For certain companies – for instance in the pharmaceutical or automotive industries – success in the 
field of research and development is crucial for the company’s future. A first-class performance in this respect is 
subsequently reflected in the market. Investors and analysts take account of this by anticipating costs and 
projects with the expected market success. 

Presentation: Even if the future success of R&D activities cannot be stipulated in relation to the investment 
volume, it is at least an indication and should be specified. Percentage of completion and sales expectations 
should be quoted in relation to current projects. Although this is difficult, it is possible through showing various 
scenarios. Performance-related data for new products are an indicator of the quality of past R&D activities (e.g. 
percentage of overall sales, margins, new product rate). 

H M&A / Investments / Capex programs 

Relevance: This aspect is relevant for the presentation because major transactions are involved and also 
because returns enable conclusions to be made regarding the future development and quality of management. 

Presentation: According to the following 

 Capex - split according to segment/project/expansion (acquisitions) – maintenance 
 Capex - result effect 
 Capex - planning (5 years, projects, splits) 
 Acquisition strategy and plans 
 For acquisition (also sale): Pro forma combined for sales and EBITDA 
 For acquisition (also sale): Profile target – transaction volume – further investment – expected cash 

flows – financing – interest – percentage – term (e.g. franchise) – key aspects of the transaction – 
valuation – decision-making criteria – key aspects – KPIs for the target – description of the 
synergies (complementary aspects as well as overlaps) – planning integration 

Best Practice Example No. 38: BT Group plc 

 

Source: Presentation for the publication of the Q4 and FY 2018/19 results, 09 May 2019, slide 16 
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Best Practice Example No. 39: Vonovia SE 

 

Source: Investor Presentation, June 2020, slide 19 
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I Capital measures 

 Bond issue (Volume – Maturity – Coupon – Spread – Yield) 
 Payout – Share buy-back program 

 

Best Practice Example No. 40: Deutsche Wohnen AG 

 

Source: Presentation for the publication of the 2019 results, 25 March 2020, slide 25 
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J Environmental, Social, and Corporate Governance (“ESG”) 

Relevance: Inadequate coordination of corporate responsibility activities may result in internal information 
problems, encourage misrepresentations of the company in public. Using the presentation of CR management, 
investment professionals are interested in assessing the probability of any damage to the reputation of the 
company. 

However, they are also particularly interested in the opportunities arising from sustainable management. ESG 
targets are formulated for the future based on business success. 

Presentation: It is useful to provide a visual presentation of the main sustainability issues; a table of the relevant 
CR targets which the company aims to meet in the course of the next few years as well as a presentation of 
management structures in the form of organigrams. Details of the main ESG indicators (greenhouse-gas 
emissions, energy consumption in relation to sales, staff fluctuation, etc.) compared with previous year figures 
indicate the importance of tracking sustainability targets in the company. 

Best Practice Example No. 41: Lanxess AG 

 

Source: Q1 2020 Roadshow, slide 52 
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Best Practice Example No. 42: ING Bank N.V. 

 

Source: Investor Day Presentation, 25 March 2019, slide 15 
 

Best Practice Example No. 43: Schneider Electric SE 

 

Source: Presentation for the publication of the Q3/2019 results, 24 October 2019, slide 27 
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III Financials (CFO) 

A Financial highlights (Quarterly information/YTD/LTM) 

Relevance: A more analytical presentation of the key indicators compared with the dashboard is the traditional 
starting point for the CFO before he presents individual aspects in greater detail (income statement, balance 
sheet, segments). 

Presentation: Sales, earnings and cash flow parameters are shown on a quarterly, YTD (Year To Date) or LTM 
(Last Twelve Months) basis compared with the previous year. Balance sheet indicators as of the reference date. 

B P&L indicators 

Relevance: With the income statement, a company reports on the financial performance achieved in the course 
of the last financial year. In their analysis, investors and analysts are reliant on information concerning the 
development and the drivers of sales, cost structure, results (EBITDA/EBIT with corresponding margins), 
depreciation, financial results, taxes, and EPS. This is the only way they can make a sound valuation. 

Presentation: The (max. 5) most relevant income statement indicators are shown compared with the previous 
year. The text highlights the main drivers which, for instance, have resulted in operational costs increasing 
disproportionately to sales. 

Best Practice Example No. 44: Lanxess AG 

 

Source: Presentation of the publication of the Q4/2019 results, slide 17 

C Sales or earnings bridge compared with the prior year 

Relevance: A sales bridge or earnings bridge enables the main factors which have influenced the development of 
sales or earnings compared with the previous year to be quickly recorded and allocated. 

Presentation: The delta compared with the previous year is illustrated using a bridge where the main factors are 
shown. These may include volume, prices, currency effects, consolidation as well as segment sales. Such a 
bridge is also suitable for EBITDA, EBIT, cash flows, etc. 
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Best Practice Example No. 45: Lanxess AG 

 

Source: Presentation of the publication of the Q4/2019 results, slide 17 
 

Best Practice Example No. 46: Continental AG 

 

Source: Presentation of the publication of the FY 2018 preliminary results, 07 March 2019, slide 8 
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D Sales split according to regions 

Relevance: A sales split according to regions not only documents the international footprint and the presence of a 
company in global markets. It also provides market participants with information concerning the company’s 
exposure to certain regions, or information concerning the extent a company can participate in growth markets. 

Presentation: A pie chart with the sales split according to the main regions or countries is the most efficient way 
of providing an initial overview. In addition to the relevant percentage of overall sales, further interesting aspects 
are absolute sales and the development of absolute sales compared with the previous year. The presentation is 
rounded off by details of the currency-adjusted development. 

Best Practice Example No. 47: Fresenius Medical Care AG & Co. KGaA 

 
Source: Roadshow Presentation, 11 July 2019, slide 19 
 

Best Practice Example No. 48: ING Bank N.V. 

 
Source: Investor Day Presentation, 25 March 2019, slide 15 
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E Group KPIs: Development and illustration 

Relevance: Analysts and investors need to receive more detailed information particularly regarding key 
indicators. Companies can meet this need by illustrating 2-3 indicators on a chart with increased transparency. 

Presentation: Increased transparency is achieved by clearly highlighting the breakdown, main factors, and 
special effects. Of particular interest are operating results (EBITDA, EBIT, and the corresponding margins) as well 
as cash flow components (e.g. operating cash flow, Capex, working capital). 

Best Practice Example No. 49: RWE AG 

 

 

Source: Investor Presentation, November 2019, slides 20, 22, 25 
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Best Practice Example No. 50: RWE AG (contd.) 

 

Source: Investor Presentation, November 2019, slides 20, 22, 25 
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F Segments / divisions 

Relevance: Valuation models for analysts generally have a bottom-up structure. This means that the models are 
“fed” with the maximum depth of detail. Accordingly, there is a corresponding need for extremely detailed financial 
information. 

Presentation: Therefore, companies should show indicators and explanations at the segment level. Concise 
income statements (if procurable right through to EBIT) are the basis in this respect. There is always a demand 
for further indicators such as cash flow figures or information concerning value management. Textual 
explanations for the main factors should, where possible, be formulated in the concise style of analyst reports. A 
consistent and reliable sales sub-split is always very well received in the market. 

Best Practice Example No. 51: BT Group plc 

 

 

Source: Presentation of the publication of the Q4 and FY 2018/19 results, 9 May 2019, slides 12, 13 
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Best Practice Example No. 52: Schneider Electric SE 

 

 

Source: Presentation of the publication of the Q3/2019 results, 24 October 2019, slides 17, 18 
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Best Practice Example No. 53: Continental AG 

 

 

Source: Presentation of the publication of the preliminary FY 2018 results, slide 16, 18 
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G Highlights of the main investments and subsidiaries 

Relevance: Generally, investments and subsidiaries are a fixed component of the business model and thus have 
an impact on the development and success of the business. It may be very useful to provide a separate 
presentation for investments and subsidiaries to permit an isolated assessment. 

Presentation: In addition to the key operating data, this presentation shows the key financials and the degree of 
consolidation. Reference points also illustrate the highlights and business drivers. 

Best Practice Example No. 54: Fraport AG 

 

Source: Presentation of the publication of the 9M/2018 results, slide 7, 28 
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Best Practice Example No. 55: Fraport AG (contd.) 

 

Source: Presentation of the publication of the 9M/2018 results, slide 7, 28 
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H Balance sheet and balance sheet structure 

Relevance: Although the capital market does not normally devote its primary attention to the balance sheet, and 
mainly considers the income statement and cash flow statement, the balance sheet is nevertheless essential for 
the work of investment professionals because it provides information concerning the source and application of the 
capital employed. 

Presentation: In addition to a simplified balance sheet (assets and liabilities compared with the prior year), 
indicators, and in particular indicators relating to the capital structure should also be shown. These include the 
equity ratio, gearing, net debt as well as a target capital structure. 

In connection with the capital structure, the medium-term dividend policy should also be considered. Dividend 
targets are best formulated using typical indicators such as payout ratio, dividend yield or dividend per share. 

Best Practice Example No. 56: Lanxess AG 

 

Source: Presentation of the publication of the FY 2018 results, slide 25 
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I Finance and liquidity 

Relevance: Investors devote special attention to the liquidity situation and debt. Maturity structures, as well as the 
ability of companies to service their debt, are of particular importance. 

Presentation: Investors obtain an initial picture of the liquidity situation using a simplified cash flow statement and 
working capital management. Overviews of the breakdown of debt with financing type or instrument, volume, 
maturity, and average interest rates provide useful transparency. So-called “maturity profiles”, can also be added 
to the presentation. 

Traditional liquidity indicators are Times Interest Earned, Net Debt/EBITDA or Debt/EBITDA, are still of interest. 

Best Practice Example No. 57: KPN NV 

 

Source: Presentation of the publication of the Q4 and FY 2018 results, 30 January 2019, slide 26 
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Best Practice Example No. 58: RWE AG 

 

Source: Investor Presentation, November 2019, slide 14 
 

Best Practice Example No. 59: Zurich Insurance Group 

 

Source: Credit Investor Update, February 2020, p. 12 
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J Handling crisis 

Relevance: In times of crisis, with investors seeking more trust than in times of stability, communication becomes 
more important. This is not just because of the outbreak of the Covid-19 pandemic. 

Presentation: In addition to the expected development of key operating data, the presentation should address 
the development in certain strategic markets which may have been affected by the crisis more than others. 

Best Practice Example No. 60: ProSiebenSat.1 Media SE 

 

Source: Company Presentation 
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Best Practice Example No. 61: Adidas AG 

 

Source: Presentation of the publication of the FY 2019 results, 11 March 2020, slide 50 
 

Best Practice Example No. 62: Vonovia SE 

 

Source: Investor Presentation, June 2020, slide 13 
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IV Appendix / Backup 

The following data are fixed components of external reporting and form the basis of research. Therefore, they do 
not need to be specifically emphasised by management. However, as they are primarily accessible via other 
sources (e.g. annual report, the Internet), they are included in the appendix of the analyst presentation for the 
sake of completeness. 

A Income statements for the previous eight quarters  

B 5-year income statement 

C List of non-recurring items per segment 

Best Practice Example No. 63: Traton Group SE 

 

Source: Company Presentation, 03 June 2019, slide 32 

D Balance sheet, complete 

E Cash flow statement 

F Objectives and principles of financial management, e.g. liquidity, integration 

G Hedging strategy 

H Risks and risk strategy 

Relevance: Risk reporting is frequently considered to be a mandatory measure which is dealt with once a year in 
the management report. 

Risk reporting and communication have taken on new importance since the outbreak of the financial market crisis. 
At roadshows, the significance of risk issues has increased tremendously. Risks relating to liquidity and 
covenants are aspects which are the subject of, particularly intensive discussions. 
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Presentation: External risks, e.g. list of the main customers, and suppliers with default risk, are always issues 
which are subject to attention. 

There is also an increasing demand for the potential detriment, which is calculated based on the probability of the 
loss occurring and potential loss. Therefore, it would make sense to create a table listing the individual risks with 
probability and expected loss. These two dimensions can also be classified as “low”, “medium” and “high”. This 
table could also indicate if the significance of a particular risk has changed. As a matter of course, such a list 
refers explicitly to the risk report in the management report. 

I Intangibles 

J Shareholder structure: Main investors and free float  

K Research coverage 

Relevance: The majority of both institutional and private investors rely on some formal analysis when making 
their investment decisions. Apart from an extensive quantitative and qualitative analysis, sell-side research 
analysts provide investors with earnings forecasts, a stock recommendation (such as buy, sell, or hold), and a 
price target. Supporting such claims. 

Presentation: 1-slide presentation of the names and the organisations of sell-side equity research analysts 
including their stock recommendations and price targets. 

Best Practice Example No. 64: Aroundtown SA 

 

Source: Presentation for the publication of the Q1/2020 results, May 2020, slide 29 
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L Management compensation 

Relevance: Of increasing importance, not just from an ESG perspective, is the appropriate design of 
management compensation systems. Concerns regarding the level of executive pay, the debate over stock 
options, the emphasis by the International Accounting Standards Board on the accounting for share-based 
compensation challenge investors regarding the design of compensation mechanisms. 

Presentation: Compensation mechanisms, their benefits, and limitations, and their related financial, tax, and 
managerial accounting implications should be made clear. 

Best Practice Example No. 65: Deutsche Wohnen AG 

 

Source: Presentation for the publication of the 2019 results, 25 March 2020, slide 50 

M Financial calendar with conference and roadshows  

N Value management system 

 Explanation of the company’s own management system, providing details of key indicators for 
valuing the company (incl. adjustment bridge) 

 Intended yields and values, with details of medium and long-term targets (DVFA) 
 Calculation and components of WACC compared with the previous year 

O Macro-economic and sector conditions 

Relevance: Companies depend on a complex system of a wide range of external factors. The effects of these 
conditions on the performance of companies are thus extremely important for investment professionals. 
Management performance and the position of the company can only be realistically assessed if these factors are 
known. 
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Presentation: Macro-economic and sector factors have to be specified or forecast for last year and also for the 
next two financial years. The focus is on the impact of these factors on the company in the form of opportunities 
and risks (e.g. sensitivities between GDP growth and revenues). 

In addition to the above, it is also necessary to provide information concerning the development of commodity 
prices, demographic developments, economic performance data, and economic policy measures in the following 
categories: 

 Economic background 
 Market potential and outlook for relevant sectors and regions 
 Development of market volumes / according to region / according to product 
 Details of the procurement market, indicating key suppliers and relations 

 



Index 
 

  63 

Index 
Achievements ....................................................... 15 
Action title ............................................................. 11 
Appendix............................................................... 59 
Balance sheet ........................................... 44, 54, 59 
Brand management .............................................. 38 
Capex ....................................................... 37, 39, 47 
Capital measures .............................................. 9, 41 
Cash flow statement ............................................. 59 
Cash flows ............................................................ 19 
Charts ..................................................................... 6 

Bar charts ............................................................ 6 
Line charts .......................................................... 6 
Pie charts ............................................................ 6 
Scatter plot charts ............................................... 6 

Churn rate ............................................................. 36 
Covid-19 ............................................................... 57 
Customers ...................................................... 31, 36 
Diagrams ................................................................ 6 
Dividend................................................................ 54 
Dividend yield ....................................................... 54 
DRS ...................................................................... 16 
Duration .................................................................. 7 
EBIT ........................................19, 22, 44, 45, 47, 49 
EBITDA........................ 14, 19, 22, 39, 44, 45, 47, 55 
Economic background .......................................... 62 
Efficiency programs .............................................. 28 
ESG ............................................................ 9, 42, 61 
Executive Summary .............................................. 14 
Factbook ................................................................. 9 
Financial calendar ................................................ 61 
Forecasts .............................................. 9, 19, 38, 60 
GDP ................................................................ 16, 62 
Graphs .................................................................... 6 
Guidance .................................................. 15, 16, 19 
Handling crisis ...................................................... 57 
Hedging ................................................................ 59 
Highlights ............................................ 23, 38, 44, 52 
Intangibles ............................................................ 60 
International Accounting Standards Board ........... 61 

Introduction ........................................................... 13 
KPI.................................................................. 39, 47 
Language ............................................................... 5 
Log-in data ............................................................. 7 
M&A...............................................................4, 9, 39 
Management compensation ................................. 61 
Market volumes .................................................... 62 
Maturity structures ................................................ 55 
Net income ........................................................... 19 
One for all ............................................................... 9 
Order intake .......................................................... 38 
Outlook ............................................ 9, 15, 16, 19, 62 
Password ................................................................ 7 
PAX ...................................................................... 19 
Payout ratio .................................................... 19, 54 
Peer comparison .................................................. 22 
PricewaterhouseCoopers ....................................... 4 
Profit warnings ........................................................ 9 
Q&A session ........................................................... 7 
R&D ...................................................................... 39 
Recording ............................................................... 7 
Research and development .................................. 39 
Research coverage .............................................. 60 
Risk strategy ......................................................... 59 
ROCE ........................................................14, 19, 30 
Sales ................................................... 19, 38, 44, 46 
Share price ................................................19, 23, 24 
Shareholder structure ........................................... 60 
Stock recommendation ......................................... 60 
Story line .............................................................. 11 
Strategy ................................................................ 24 
Suppliers .............................................................. 31 
Tables ..................................................................... 6 
Times Interest Earned .......................................... 55 
Timing ..................................................................... 7 
Value management system .................................. 61 
Value-add chain ................................................... 36 
Videoconference .................................................... 7 
WACC ............................................................ 30, 61 

 



Members of the DVFA Commission Corporate Analysis 
 

  64 

Members of the DVFA Commission 
Corporate Analysis 

Peter-Thilo Hasler, CEFA, stv. Leiter | Sphene Capital GmbH 

Mark Kahlenberg | Scherzer & Co. Aktiengesellschaft 

Dr. Bodo Kesselmeyer | ANUBO GmbH 

Benjamin Kohnke | MainFirst Bank AG 

Thorsten Müller, CIIA, CEFA, CeFM | Lighthouse Corporate Finance GmbH   

Ralf Müller-Rehbehn, CEFA | Evangelische Bank e.G. 

Roger Peeters, CEFA, stv. Leiter | pfp|ADVISORY GmbH 

Volker Sack | NORD/LB Norddeutsche Landesbank 

Thomas Schießle | Equi.TS GmbH 

Christoph Schlienkamp, Leiter | GS&P Kapitalanlagegesellschaft S.A. 

Dr. Carsten Zielke | Zielke Research Consult GmbH 

Kay Bommer, Observer | DIRK e.V. 

 



Contact 
 

  65 

Contact 
 
DVFA e.V. – Association of Investment Professionals  

DVFA is the largest association of investment professionals in Germany, founded in 1960. Currently, DVFA has 
more than 1,400 individual members representing the diversity of investment and risk management in investment 
firms, banks, asset managers, consultants, and counselling businesses. DVFA is committed to the 
professionalisation of the investment community, develops standards and promotes young talent in the field of 
finance. Via various committees, DVFA is involved in regulatory processes and political discussion. 

Via EFFAS, the umbrella organisation of European Analysts Societies, DVFA offers access to a pan-European 
network with more than 17,000 investment professionals in 26 nations. Via ACIIA, the Association of Certified 
International Investment Analysts, DVFA is part of a worldwide network of more than 100,000 investment 
professionals. 

DVFA e.V. is a member of the ICGN - International Corporate Governance Network. This is where international 
asset managers have organised themselves. The aim is to develop and publicise corporate governance 
standards. The network operates worldwide. 

Contact  Imprint 

Mirka Kučerová Chief Editor: DVFA e.V. 
Head of Office V.i.S.d.P.: Mirka Kučerová 
 
DVFA e.V. Amtsgericht Frankfurt am Main 
Mainzer Landstraße 47a  VR 8158 
60329 Frankfurt am Main  
Tel.: 069/50 00 42 31 55 
mku@dvfa.org  
https://www.dvfa.de 
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