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Login Close Circle Blog Search

Platform Why You Need Us Products Case Studies Resources About

Your state-of-the-art 
command centre platform
GlobalRiskManager delivers organizational resilience and 
critical event management globally. Instant complete 
situational awareness, effective two-way communications and 
response, bringing everything together on one screen and in 
one place, giving complete control and intelligence.

WATCH VIDEO

Proud Partners of

Keep your: 
People safe 
Assets secure 
& Organisation resilient.

See the big risk picture 
and make more 
informed decisions with 
GlobalRiskManager

WATCH NOW

Improve your visibility 
of global threats. Find 
out how pladis keep 
their people safe.

LEARN MORE

Unsure if your business 
is protected against the 
2018 hurricane season 

LEARN MORE

Ten essential safety 
tips for international 
business travellers. 

READ NOW

One platform. Manage every threat.

GlobalRiskManager™ integrates into your 
existing systems and feeds, enabling you to 
quickly see the big picture and take decisive 
action to pre-emptively manage threatening 
situations.

LEARN ABOUT 
GLOBALRISKMANAGER™

Two-way comms. Real-time response.

Improve decision-making in a crisis. Fixed-
response, two-way communications during an 
incident help you prioritise those that need 
help most urgently.

LEARN ABOUT INCIDENT 
COMMUNICATIONS

Global Reach. Personal Touch.

Monitor the well-being of your people and 
notify them of threats wherever they are - the 
office, home, overseas or in a geo-plotted area 
of your choosing.

LEARN ABOUT 
PEOPLEMONITOR

A Global View. A Single Screen.

Track every employee, asset and threat on a 
single screen for ultimate global visibility.

LEARN MORE

Or call us on +44 (0) 1202 802 060 (24hr)

ENSURE THE SAFETY OF YOUR PEOPLE NOW

ENSURE 
EMPLOYEE 

SAFETY

IMPROVE 
ORGANISATIONAL 

RESILIENCE

MAKE MORE 
INFORMED 
DECISIONS

EFFECTIVELY 
MANAGE CRISIS 

SITUATIONS

Platform  Why You Need Us  Products  Case Studies  Resources  About
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15 MILLION 
LIVES PROTECTED DAILY

20 YEARS 
EXPERIENCE

SUBMIT

Free daily risk alerts straight to your inbox

Email*

Approach Portfolio About News Contact

How we do it

As entrepreneurs and operators, rather than bankers and fund managers, we are a different kind 
of investor. We like to roll our sleeves up and bring coal face, battle-proven experience of building 
companies. Our style is to be more involved, more understanding and more impactful.

1 2 3

Foundation

Investing in the building 
blocks, refining the shape 

and strategy and recruiting 
the right people into the right 
places to do the right things

Acceleration

Rapid sustained growth 
organically and bolt-on 

acquisitions

Escape velocity

Becoming a market leader, 
moving a sector on, achieving 

a £100 million+ exit

What we do

We take majority or significant minority 
positions in smaller businesses with high 
potential, often at a pivotal time in their 
journey when they need more than money to 
break through and win the day

Who are Root Capital?

Investors and business builders in technology and knowledge-based sectors

Ground Floor, Peninsular House 
30-36 Monument Street London EC3R 8NB info@rootcapital.co.uk T: +44 20 3873 1322 

M: +44 7966 369 642

Root Capital LLP, a limited liability partnership incorporated in England with Partnership No. OC303937, authorised and regulated by the Financial Services 
Authority.

Want to hear more from Root Capital? Join our mailing list today

JOIN NOW

Portfolio Snapshot 

Company
Digital Theatre 
Bring Theatre into the digital 
world 

Investment Date
November 2015

Digital Theatre+ is the world’s leading digital Performing Arts education 
platform which gives unlimited access to some of the world’s finest 
productions, unique backstage insights, practitioner interviews and 
written analysis.

3 million 
students

1400 academic 
institutions

80+ countries
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Brand Guidelines

Introduction 

These guidelines have been designed to explain the Drum Cussac brand identity and how to use it.

This includes:

• Who we are and how best to explain this

• Our tone of voice and how we communicate

• Our logo, colours and typefaces or how we represent ourselves

Brand Guidelines

How do we want to be perceived?

We want to be perceived as:

• Helpful - we speak directly to our audience 
and provide real world value in everything we 
say.

• Reliable - we communicate honestly with our 
audience and deliver on what we say, building 
trust and reliability.

• Experts - our strength lies in our in-house 
expertise and we let this shine by speaking 
concisely, clearly and authoritatively.

Tone of voice 

Maintaining a clear and consistent tone of voice is a crucial part of our brand identity. It helps to define 
who we are, how we present ourselves and how we are perceived.

What is our tone of voice?

Our voice is honest, direct, caring and 
authoritative.

• All our communications should be concise, 
straightforward, and never wordy or 
convoluted. If something can be said in one 
brief sentence then it should be.

• We should speak peer-to-peer and focus 
on real-world value rather than technical 
features.

• We use the second person where appropriate 
and talk to you, the reader, directly.

• We avoid being condescending and 
patronising.

Brand Guidelines

The Drum Cussac Logo 

Brand Guidelines

Leave adequate clear space around the Drum Cussac logo, which requires a minimum clear space 
around it as shown by the dotted lines, half the diameter of the roundel.

Deconstructing the logo

The Drum Cussac logo is the most immediate 
representation of our company, our people, 
and our brand. It is a valuable corporate asset 
that must be used consistently in the proper, 
approved forms.

The logo must always be reproduced from 
original artwork. The master references 
are available from Drum Cussac Marketing 
Department.

25%

20%

55%

50%25% 30%

40%

12.5%

20%

60%

3% 5%20%

40%

14%

14%

16%

16%

30.66% 41.33%

Brand Guidelines

Logo colour

The logo colour should depend on the colour 
and complexity of the background you are 
placing the logo on, and the medium you are 
using.

If one of these does not suit your needs exactly, 
please either use the closest match or seek 
further advice.

Charcoal logo
The default Drum Cussac logo. Ideal for single 
colour print jobs when use of colour is not 
possible or for use on complex light coloured 
backgrounds.

Negative
The negative Drum Cussac logo should be used 
on black backgrounds so long as all elements 
remain legible.

On colour
Use of the charcoal or negative logo should be 
considered based on the darkness of the colour 
used. Charcoal logo on lighter colours, negative 
logo on darker colours. If unsure, contact the 
marketing team.

Brand Guidelines

Co-branding with partners

Extra wording
Wording should be signed off by the Drum 
Cussac Editorial team and should conform to 
the same spacing rules as outlined above.

Vertical cobranding

in special situations where the Drum Cussac 
logo is used in large scale, partners may use 
their logo stacked below. The same spacing 
rules apply, but the height must be 25-50% the 
height of the Drum logo.

Typical horizontal cobranding

Partner logos should be separated by a charcoal 
/white line 2x taller than the Drum Cussac logo, 
and both sides should be half the diameter of 
the Roundel on the right, unless the partner’s 
brand guidelines dictates otherwise. The height 
of the partner logo should sensibly conform to 
the proportions of the Drum Cussac Logo. This 
may be between 50-100% if horizontal, and 
no taller than the separator line if the logo is 
vertical. If unsure, consult Lead Designer.

Brand Guidelines

Logo: Dos and Don’ts

Do use the black logo on a clear background

Keep high-scale logo within the bounds of the 
invisible outer space

Don’t add your own colours or effects

Don’t rotate or warp the logo

Don’t use black logo on busy images

Don’t use black logo on coloured backgrounds

Use the logo in corners as needed with 
adequate invisible space from the edge

When using the logo in print, keep it to a 
minimum of 30x6mm

30mm

6mm

Brand Guidelines

Brand colours 

Wherever possible, the main Drum Cussac corporate colours, Teal and Charcoal, should be used. 
Where this is not possible, select an appropriate secondary colour.

Primary Colours

Teal Charcoal

PMS 3272 C 
C78 M7 Y49 K0 
R0 G166 B154 
#00A69A

PMS 426 C 
C74 M62 Y56 K67 
R44 G47 B49 
#2C2F31

Secondary Colours

Steel Persimmon Plum

Cool Gray 9 C 
C54 M41 Y39 K23 
R117 G120 B123 
#75787B

Bright Orange C 
C0 M70 Y90 K0 
R236 G103 B27 
#EC671B

Pantone 7677 C 
C70 M70 Y19 K0 
R105 G89 B114 
#695990

Brand Guidelines

Imagery

Imagery should look professional, reflecting 
how our audience perceives the brand.

High quality images play into our image of being 
helpful, reliable experts and establish us as 
legitimate.

Photography should be high-end and feature 
either real-life scenes or technology-driven 
imagery. We don’t use overly staged stock 
photos or cheesy metaphorical images.

Striking and vivid colours evoke our high-end 
and state-of-the-art security solutions.

Where appropriate, the use of people, 
especially from the Global Operations Centre 
provides both reassurance of our expertise and 
peace of mind that you are in safe hands.

Photos should be sourced from either 
Unsplash or Shutterstock, or commissioned 
from a professional photographer. Contact 
the Marketing team for further assistance.

Brand Guidelines

Rules

• Do not stretch the typeface.

• Use only one character space between 
sentences, not two.

• Left justify, this provides the eye with 
a constant starting point for each line, 
making text easier to read.

• Use sentence case and never set sentences 
solely in capitals.

• Line spacing has a major effect on legibility 
and influences the look of the final piece. 
It should be carefully considered and well 
executed to achieve a clean result.

Typefaces

Open Sans is our main typeface, selected for 
its versatility and should be used wherever 
possible.

Headline 1 
Open Sans Light, 14pt, Teal

Headline 2 
Open Sans Bold, 12pt, Charcoal

Standfirst 
Open Sans Bold, 10pt, Grey

Body Copy 
Open Sans Regular, 10pt, Charcoal. Open Sans 
Bold may be used to highlight important words 
or phrases.

• Bullets 
Open Sans Regular, 10pt, Charcoal. 
3.175mm indent.

Pull Quote 
Open Sans Light, 14pt, Teal

Brand Guidelines
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Primary target Secondary target

In your experience, which of the following types of users would 
you regard as targets for desktop virtualisation?
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IT development staff

IT operations/support staff

Other (non-IT) technical staff

General professional users
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Application 
Virtualisation

Potential benefits

0%

20%

40%

60%

70%

50%

30%

10%

Broad rollout across the organisation Selective rollout to some groups Piloting or investigating

To what degree has your organisation adopted any of these approaches?

Thin Client
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10%

Shared Virtualisation

0%

20%

30%
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Blade Virtualisation
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Client partitioning 
desktop

70%
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40%
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The RoAd To VIRTuAlISATIon

All data comes from independent 
research studies of readers of The 
Register. 
You can find them here, and you 
should read them for more context.

how would you rank the following potential hurdles to desktop virtualisation 
adoption?

5 (Major blocker) 4 3 2 1 (No issue) Unsure

Adopters others

%

Lack of need or difficult 
business case

Network infrastructure 
stress/upgrade cost

Server infrastructure 
stress/upgrade cost

Storage infrastructure 
stress/upgrade cost

Acquisition/deployment 
cost of solutions

Management tools/
process related

80604020 1000 80604020 1000

Server vs Client

display

dataSettings

App oS

Potential benefits Potential benefits Potential benefits Potential benefits

desktop Virtualisation Model


Licensing 

Desktop virtualisation:
Licence to bamboozle?


Cloud

Virtualisation turns PCs 
into personal clouds


Security

Here come hypervisors 
you can trust 

Costs
Desktop virtualisation: 

Yes, it’s cheaper

Aging desktops; the ‘old car syndrome’
Like an old car, an aging desktop may be able to meet the 
needs of the user as long as nothing goes wrong. But there 
comes a point when breakdowns start to occur more often, 

and fixing them becomes very expensive.

 Moving to Windows 7: Is it worth it? 

Security, regulation and compliance
Older desktop/laptop systems were not designed to deal 

with the risks that arise from the highly connected modern 
world in which mobile technology and storage capability is 

so pervasive.

 Virtualisation for highly legislated environments 

Changing user expectations
Users of all seniority, right up to the most influential in the 
business, now routinely expect to be able to be provided 

with any device they think will be useful for work purposes.

 The Consumerisation of IT Report 

Applied Desktop 
Virtualisation
Perceptions, reality and practicality

The changing shape 
of the desktop
No more like-for-like

An overview of virtualization 
challenges today
Virtualization: Solving the problems of success

© Copyright The Register 1998–2013

Workforce
954,610
Readers in SMBs

778,915
Readers in Mid Sized Companies

1,191,798
Readers in Large Enterprises

65,300
1-man IT Departments

266,178
Operations Specialists

37,774
Networking 

Specialists 90,190 
CXO

451,829
Decision 

Makers

466,470
Architects and 

System Designers

32,504
Support 

Specialists

42,752
Developers

195,607
Multi-disciplined IT 

Professionals

94,762
Senior Business 

Managers

87,848
Support Specialists

FIFA World Cup Russia 2018 in Numbers 

14-15 July
The 21

st
 FIFA World Cup 

Tournament

23
DIPLOMATS 
EXPELLED 

BY BRITAIN
The largest 
expulsion of 

diplomats in the UK 
since 1985

COMPETING 
COUNTRIES

STADIUMS
1 2

THREAT LEVELS
Security 3.25

3.00
2.50

2.90

Infrastructural
Health & Medical

Environmental

53% 35% 58%
of businesses 
see educating 

employees about 
travel risks as a 

key challenge

of businesses 
worry about 
having the 
required 

resources to 
manage a crisis

of businesses 
have modified 

travel itineraries 
due to security 
risks in the last 

12 months

$1.88 
USD

AVERAGE PRICE OF 
BEER IN MOSCOW 
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The
pictures
tell the 
story...

…the best 
images
from

The Future Festival: ‘a showcase to the advertising 
community of who we are and what we're all about…

a brilliant opportunity to get our brand out there.’
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is a 132-page, quarterly magazine 
dedicated to acoustic/electro-acoustic 
guitars, players and culture. 

Issue One is on sale now, featuring 
a mix of new product reviews, artist 
interviews, features and playing 
techniques, all delivered with the 
high production values synonymous 
with Guitarist magazine. Through 
beautiful photography, elements of 
lifestyle design and insightful, expert 
writing, Guitarist presents Acoustic 
is a premium-quality magazine that 
readers will enjoy, savour and collect.

K e y  f e a t u r e s

• Quarterly frequency: Spring, Summer, Autumn & Winter 
• 132 pages
• Beautiful production values
•  Proven editorial team headed up by Mick Taylor, Dave Burrluck  

and Neville Marten
•  Unparallelled market penetration physically and digitally in the  

guitar magazine sphere
• Artist interviews, product reviews and playing techniques

N e x t  i s s u e  o N  s a l e  0 4  M a r c h  2 0 1 4  –  d o N ’ t  M i s s  o u t !

i s s u e  t w o  h i g h l i g h t s  S p r i n g  2 0 1 4

•  Interviews & features include 
Seth Lakeman 
Katie Melua 
Martin Guitars: wood & environment 
Henry Priestman & more

•  Brands reviewed featured include… 
Alvarez, Lowden, Gibson, AER, Fishman, Bose,  
Line 6, Faith and many more!

£5.99  
WINTER 2013 EDITION

the acoustic guitar player’s quarterly

GABRIELLE 
APLIN

From YouTube to Number One singles: 
the UK’s leading singer-songwriter 

steps up to the big time

Exclusive interview

A W A R D S
Gear Of The Year

R E C O R D I N G
Four ways to pro results!

L E A R N  &  P L A Y
Amazing Grace fi ngerstyle

 REVIEWED
COLLINGS CJ35
VINTAGE VIATOR

LARRIVÉE D-40R & 
OM-40R AND MORE

7 0 +  G U I T A R 
B U Y E R ’ S  G U I D E

S E T H
L A K E M A N

M A R T I N
E D  S H E E R A N

G U I L D  D - 5 5 , 
F - 5 1 2  &  F - 3 0

F Y L D E : 
G R E A T  B R I T S !

PRESENTS 
W

INTER 2013
GABRIELLE APLIN�

SETH LAKEMAN�
COLLINGS CJ35 

WINTER 2013 PRINTED IN THE UK  £5.99

GTP02.cover.indd   6 12/9/13   3:08 PM

    

www.guitarist.co.uk | £5.50 | December 2013

THE GUITAR MAGAZINE ISSUE 375

GEAR REVIEWS | INTERVIEWS | GUITAR LESSONS | TIPS & ADVICE
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c e l e b r a t i n g

3 0  y e a r s

G u i t a r i s t  3 0 t h  a n n i v e r s a r y  s p e c i a l
O n - S a l e  2 n d  M a y

B O O k i n g  d e a d l i n e  7 t h  a p r i l

Guitarist has been the definitive magazine for serious players 
for 30 years and it’s time to celebrate how far we’ve come.

// Special Collectors Edition

// Newsstand promotions with WH Smiths

// Increased print run for this  
     commemorative issue

// Social media promotion to over 167k 
      facebook, twitter and Youtube subscribers

// We’ll be commissioning a unique reader 
     survey that will examine the state of the 
     guitar playing nation in 2014

// Guitarist and MusicRadar will poll readers for
• The best front covers from the past 30 years
• The best gear from the past 30 years
• The best marketing ads from the past 30 years

// Plus our familiar mix of quality gear 
     reviews and big name interviews

// This special edition of Total Guitar will 
receive additional promotion on UK 
newsstands

// Our cover feature - 20 Guitar Lessons To 
Change The Way You Play - will appeal to 
the raft of brand new and intermediate 
guitarists straight after Christmas

// Including a feature looking back on the 
past two decades of guitar, including key 
gear, artists and developments

// Bumper competition giveaway to 
celebrate our 20th Anniversary

// The 20th Anniversary issue will also 
be promoted heavily to over 250,000 
potential customers through our social 
media channels

T O T A L  G U I T A R  2 0 T H  A N N I V E R S A R Y  S P E C I A L
O N  S A L E  1 9 T H  J A N U A R Y
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Start 2018-01-24

End 2018-02-22

Campaign ID 129466476

Campaign Type Sponsored Update

Campaign Status Completed

Cost Type CPC

2,989

Impressions

1

Likes 

12

Clicks

1

Total Social 
Actions 

13

Total Interactions

0.44%

Average 
Engagement Rate

0.40%

Click Through 
Rate
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Company name segment
Impressions

0 10 20 30 40 50
Cisco
Nokia

IBM
Ericsson
Vodafone

Huawei Technologies
Juniper Networks

Turk Telekom
Time Warner Cable

Hewlett Packard Enterprise
Atos

Altran
Accenture

DXC Technology
AT&T

Microsoft
Amazon

Dimension Data
Interoute

Lantech//Longwave
Turkcell

COSMOTE Mobile Telecommunications S.A.
BT

Innova
TEKNOSER

Company industry segment
Impressions

0 200 400 600 800 1,000 1,200
Information Technology and Services

Telecommunications
Computer Networking

Computer Software
Financial Services

Internet
Banking

Computer & Network Security
Mechanical or Industrial Engineering

Management Consulting
Higher Education

Electrical/Electronic Manufacturing
Computer Hardware

Education Management
Research

Government Administration
Marketing and Advertising

Staffing and Recruiting
Broadcast Media

Automotive
Information Services

Defense & Space
Hospital & Health Care

Investment Management
Outsourcing/Offshoring

Company industry segment
Impressions

0 100 200 300 400 500 600 700
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201-500 employees
501-1000 employees

1-10 employees
5001-10,000 employees

Myself Only

Daily Exchange Activity

Interactions

Opposing Sides (?) Quantity (?) Notional (?) Trade Count (?)

Public ↔ Public 46,133 USD 11% 203,923 USD 11% 1,340 10%

Public ↔ Promotion 5,835 USD 1% 26,260 USD 1% 204 2%

Public ↔ Consortium 222,399 USD 55% 994,031 USD 53% 7,549 57%

Consortium ↔ Promotion 26,236 USD 6% 108,674 USD 6% 908 7%

Consortium ↔ Consortium 103,644 USD 26% 534,586 USD 29% 3,300 25%

Total 404,424 USD 1,867,844 USD 13,303

Largest Traders
Account Market Share Quantity P/L

BMcolossus q 28.4% 229,625 USD -5,560 USD

winningbrew q 15.1% 122,045 USD +4,407 USD

matchbook_hr p 7.3% 58,746 USD +405 USD

Against Public 54.5% 125,222 USD +10,678 USD

Against Woods 24.6% 56,460 USD -3,993 USD

Against Matchbook 7.8% 17,992 USD -1,368 USD

Against Promotion 7.1% 16,381 USD -6,709 USD

Against Newfield 4.5% 10,313 USD -4,168 USD

Against Self 0.7% 1,628 USD 0 USD

Against Oscar 0.0% 0 USD 0 USD

osharris8 3.5% 28,342 USD +10,741 USD

ibra0026 q 3.4% 27,901 USD -6,394 US

autoracing1 q 3.4% 27,551 USD +7,851 USD

paulbaripwb q 2.4% 19,704 USD -4,597 USD

190635 q 2.1% 16,898 USD -180 USD

testracing q 2.0% 16,228 USD +1,637 USD

marges q 2.0% 15,816 USD -8,115 USD

Total participants 669

Largest Traders
Market Name Quantity Notional Count Market Share

GB - Ffos Las - 2017-11-12 - M1 R1 15,892 USD 80,153 USD 540 3.3%

GB - Ffos Las - 2017-11-12 - M1 R2 20,864 USD 85,547 USD 571 4.4%

GB - Ffos Las - 2017-11-12 - M1 R3 15,326 USD 66,949 USD 390 3.3%

GB - Ffos Las - 2017-11-12 - M1 R4 7,924 USD 62,631 USD 560 2.3%

GB - Ffos Las - 2017-11-12 - M1 R5 19,581 USD 89,589 USD 674 3.3%

GB - Ffos Las - 2017-11-12 - M1 R6 14,625 USD 75,501 USD 588 2.9%

GB - Ffos Las - 2017-11-12 - M1 R7 20,097 USD 94,545 USD 669 3.8%

GB - Sandown - 2017-11-12 - M1 R1 11,936 USD 73,897 USD 639 3.2%

GB - Sandown - 2017-11-12 - M1 R2 20,395 USD 154,117 USD 902 3.3%

GB - Sandown - 2017-11-12 - M1 R3 24,179 USD 94,073 USD 536 3.2%

GB - Sandown - 2017-11-12 - M1 R4 33,172 USD 74,139 USD 476 3.2%

GB - Sandown - 2017-11-12 - M1 R5 18,003 USD 118,903 USD 834 3.6%

GB - Sandown - 2017-11-12 - M1 R6 32,299 USD 137,572 USD 800 4.5%

GB - Sandown - 2017-11-12 - M1 R7 16,318 USD 69,075 USD 418 2.3%

IE - Navan - 2017-11-12 - M1 R1 19,200 USD 119,884 USD 930 5.7%

IE - Navan - 2017-11-12 - M1 R2 33,441 USD 117,029 USD 625 5.6%

IE - Navan - 2017-11-12 - M1 R3 37,165 USD 76,818 USD 373 5.9%

IE - Navan - 2017-11-12 - M1 R4 34,781 USD 142,197 USD 928 7.4%

IE - Navan - 2017-11-12 - M1 R5 45,069 USD 95,526 USD 574 5.7%

IE - Navan - 2017-11-12 - M1 R6 15,649 USD 112,577 USD 892 4.2%

IE - Navan - 2017-11-12 - M1 R7 25,465 USD 70,578 USD 460 3.9%

ZA - Greyville - 2017-11-12 - M1 R1 386 USD 2,784 USD 21 2.9%

ZA - Greyville - 2017-11-12 - M1 R2 314 USD 2,414 USD 39 2.9%

ZA - Greyville - 2017-11-12 - M1 R3 514 USD 4,153 USD 49 2.2%

ZA - Greyville - 2017-11-12 - M1 R4 269 USD 1,254 USD 24 1.6%

ZA - Greyville - 2017-11-12 - M1 R5 558 USD 3,181 USD 22 4.6%

ZA - Greyville - 2017-11-12 - M1 R6 821 USD 4,616 USD 72 9.7%

ZA - Greyville - 2017-11-12 - M1 R7 536 USD 1,932 USD 34 2.2%

ZA - Greyville - 2017-11-12 - M1 R8 180 USD 1,284 USD 20 1.2%

Unknown 77 USD 388 USD 5 100.0%

P/L Transfer Matrix
DTD MTD Total Newfield Woods Oscar Matchbook Public Promotion

Newfield +9,706 0 +3,034 +24,722 -4,141 -15,821 +1,909

Woods -28,642 -3,035 0 -46,367 -10,425 +14,322 +16,860

Oscar -3,395 -24,723 +46,366 0 +14,904 -42,884 +2,941

Matchbook +4,248 +4,140 +10,424 -14,905 0 -7,991 +12,579

Public +56,110 +15,821 -14,323 +42,883 +7,990 0 +3,738

Promotion -38,030 -1,910 -16,861 -2,942 -12,580 -3,739 0

* Receiver of P/L on left, Sender of P/L across top. All amounts in USD.

Comparable Market Share by Exchange
Exchange Comparable Markets Quantity Notional Count Market Share

Matchbook 58 485,038 USD 2,033,308 USD 13,665 4.1%

Betfair - GB 111 11,476,517 USD 62,672,246 USD 503,596 95.9%

Total 11,961,556 USD 64,705,554 USD 517,261 100.0%

Previous Day  |  Next Dayt November 2017 u
S M T W T F S

30 31 1 2 3 4 5

6 7 8 9 10 11 12

13 14 15 16 17 18 19

20 21 22 23 24 25 26

27 28 29 30 31 1 2

Shareholder Report October 2016

Ion Fund 

1

Fund Description
The Ion Fund is a 100% systematic fund that operates in 
highly liquid and listed instruments. Its trading systems are 
designed to exploit price changes in the short and medium 
term. The system portfolio consists of trend-following, 
mean reversion and opportunistic trading strategies that 
have been extensively tested over at least ten years of 
market data.

Performance (Net of all fees)

MTD Return

1.27%
YTD Return 

-1.09%

LTD Return

11.41%
 NAV/Share 

11.3845 
Assets under Management 

Ion Program 
(USD million) 24

Actual Returns (Net of all fees)

(%) Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec YTD

2007 3.5 1.9 0.3 0.5 2.7 1.3 7.0 -4.2 3.1 -0.2 1.9 0.9 18.6
2008 2.2 3.5 2.0 0.2 -3.5 8.3 1.1 0.2 1.9 3.4 4.1 -1.0 24.4
2009 3.1 0.0 0.2 -0.4 0.3 3.1 1.5 0.8 -2.3 2.0 -3.5 0.8 5.7
2010 1.8 -0.5 -1.9 0.1 2.2 0.1 2.0 0.8 1.0 -2.6 -1.2 -0.3 1.4
2011 0.7 0.0 -1.4 0.0 -0.6 0.8 -0.5 -1.2 -1.7 1.8 -2.3 -3.6 -7.9
2012 -0.3 -1.3 0.5 0.1 -1.5 -0.3 1.7 0.3 -0.9 -0.9 0.5 -0.6 -2.8
2013 -0.3 1.7 -0.2 0.0 -0.5 0.3 -3.9 0.0 0.0 0.0 0.0 0.0 -3.0
2014 0.0 0.2 0.0 0.0 0.0 -0.1 0.0 0.0 0.0 0.0 0.0 0.0 0.2
2015 0.0 0.0 0.0 0.0 0.0 -0.1 0.0 -0.1 0.7 -1.0 -0.8 -4.4 -5.6
2016 -0.3 -0.6 -3.0 1.0 -0.6 3.1 -0.2 -3.5 1.8 1.3 -1.1

Simulated Performance Actual Performance
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Loading FX tick data from a retail broker

In Listing 01 we show how we can load market data using 
the library Findatapy. Our first step is to import various 
dependencies. We instantiate a Market object, which can be 
used to fetch market data according to the parameters set in 
MarketDataRequest. The principle for downloading data 
from other data providers is the same as from Quandl: All 
we need to do is to change the data_source parameter. 
Hence, we do not need to learn the underlying APIs for each 
data provider, just the simple API provided by Findatapy. 
We then use the fetch_market method to return a Pandas 
DataFrame, which is later printed.

Plotting a static FX volatility surface with different 
volatility libraries

In Listing 02, we show how to download data for the EUR/
USD FX volatility surface using Bloomberg as our data source. 
We take volatilities from the last date in our sample. Next, we 

plot the data using Matplotlib as a graphics backend (Figure 
01). Finally, we do the same using Plotly. Note that we just 
need to change a single keyword to change the plotting engine.

Animating an FX volatility surface

As well as static volatility surfaces, we can also animate 
volatility surfaces over time. Using animation in this way 
can be particularly useful for understanding the changing 
dynamics of the volatility surface, which can be difficult to 
see when simply plotting certain segments of the surface (for 
example, a time series of ATM implied volatility).

Here, we again download market data using Findatapy.

Listing 03 shows FX implied volatility surfaces for GBP/
USD from Bloomberg. We extract the volatility surface for 
each date. It is then animated using Chartpy’s Chart object 
by changing a single flag.

Listing 02: Code for downloading FX volatility surface and plotting

from fi ndatapy.market import Market, MarketDataRequest, MarketDataGenerator, FXVolFactory
import pandas
from datetime import timedelta

def plot_live_vol_surface():
  market = Market(market_data_generator=MarketDataGenerator())

  import datetime

  currency_pair = 'EURUSD'

  # we can also download the whole all market data for EURUSD for pricing options!
  md_request = MarketDataRequest( start_date=datetime.datetime.now().date() - timedelta(days=5), 

data_source='bloomberg', cut='BGN', category='fx-implied-vol', 
tickers=[currency_pair])

  fxvf = FXVolFactory()

  df_vs = fxvf.extract_vol_surface_for_date(df, currency_pair, -1)

  from chartpy import Chart, Style
  style = Style(title=currency_pair + " vol surface", source="chartpy", color='Blues')
  style.fi le_output = 'volsurface_live.png'

  # Chart object is initialised with the dataframe and our chart style
  chart = Chart(df=df_vs, chart_type='surface', style=style)
  chart.plot(engine='matplotlib')
  chart.plot(engine='plotly')

if __name__ == '__main__':
  plot_live_vol_surface()

Listing 01: Code for downloading FX tick data

if __name__ == '__main__':
  from fi ndatapy.market import Market, MarketDataRequest, MarketDataGenerator
  market = Market(market_data_generator=MarketDataGenerator())
  md_request = MarketDataRequest( start_date='14 Jun 2016', fi nish_date='15 Jun 2016', fi elds=['bid'], 

vendor_fi elds=['bid'], freq='tick', data_source='dukascopy', 
tickers=['EURUSD'], vendor_tickers=['EURUSD'])

  df = market.fetch_market(md_request)
  print(df.tail(n=10))

Listing 03: Code for downloading FX volatility surface over a month and animated plot

from fi ndatapy.market import Market, MarketDataRequest, MarketDataGenerator, FXVolFactory
from chartpy import Chart, Style

def plot_animated_vol_market():
  market = Market(market_data_generator=MarketDataGenerator())

  cross = ['GBPUSD']; start_date = '01 Jun 2016'; fi nish_date = '01 Aug 2016'; sampling = 'no'

  md_request = MarketDataRequest( start_date=start_date, fi nish_date=fi nish_date, data_source='bloomberg', 
cut='LDN', category='fx-implied-vol', tickers=cross, 
cache_algo='internet_load_return')

  df = market.fetch_market(md_request)
  if sampling != 'no': df = df.resample(sampling).mean()
  fxvf = FXVolFactory()
  df_vs = []

  # grab the vol surface for each date and create a dataframe for each date (could have used a panel)
  for i in range(0, len(df.index)): df_vs.append(fxvf.extract_vol_surface_for_date(df, cross[0], i))

  style = Style( title="FX vol surface of " + cross[0], source="chartpy", color='Blues', animate_fi gure=True, 
animate_titles=df.index, animate_frame_ms=500, normalize_colormap=False)

  # Chart object is initialised with the dataframe and our chart style
  Chart(df=df_vs, chart_type='surface', style=style).plot(engine='matplotlib')

if __name__ == '__main__':
  plot_animated_vol_market()

Figure 01: Static volatility surface for EUR/USD
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https://youtu.be/YyUUiCRZeMA
https://youtu.be/NqYobGDI2mQ
https://youtu.be/Na4wrtkq_Fg
https://youtu.be/gEYAgj0k7_I
https://youtu.be/FrDgAgr3IKI
https://youtu.be/KcQqKwe6r1s
https://youtu.be/ItRRRYn4cAU
https://youtu.be/XotOAI9B6_c
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