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Chief Executive Officer, NYSE Euronext
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trustees, and an M.B.A. from Emory
University.
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vendors, or philanthropic organizations.
We recently joined a partnership with
other enterprises to fight AIDS and ma-
laria in the emerging world. In addition
to providing funding, we are levering
our position at the center of a network
of companies to create visibility for the
importance of this work.

With all the need today, how
do you choose where to focus your
efforts so they will have the most
impact?

We focus on a number of differ-

COMPANY BRIEF NYSE Euromext (wwuw.
nyseeuronext.com) operates the world’s lead-
ing and most liquid exchange group. Iis family
of exchanges, located in six countries, includes
the New York Stock Exchange, the world’s larg-
est cash equities market; Euronext, the euro-
zone’s largest cash equities market; NYSE Liffe,
Europe’s leading derivatives exchange by value
of trading;, and NYSE Arca Options, one of the
Jfastest-growing U.S. options trading platforms.
NYSE Euronext offers a diverse array of finan-
cial products and services for issuers, investors,
and financial institutions in cash equities, op-
tions and derivatives, exchange traded fundis,
bonds, market data, and commercial technol-
ogy solutions. NYSE Euronext’s more than 4,900
listed issuers represent a combined $16.3/€12.3
trillion in total global market capitalization (as
of December 31, 2008), larger than the com-
bined total of the next five exchange groups.

How critical has community engagement
been to the culture of NYSE Euronext,
and how do you drive that through the
organization?

Historically, I'm not sure it has been viewed
as being as critical as it should have been. So
we're focusing on creating a culture where we're
not only accountable to each other, but also to
the world in which we live and the society in
which we operate. This is a time when com-
panies and leaders should be stepping up and
making sure that all the efforts to support cor-
porate social responsibility [CSR] don’t fall by
the wayside. Now is the time for businesses to
demonstrate how they can help address world
problems.

Because we operate in a diverse environ-
ment, we're exploring ways to make a positive dif-
ference including partnering with local customers,

ent efforts. We have a corporate giving
program, The NYSE Foundation, where we tend
to do a large part of our giving. However, we
did not think it was focused enough, so we are
reassessing our approach to ensure maximum
impact. We have installed a volunteer initiative
that creates opportunities to perform volunteer
work in the communities in which we operate. In
just the past few years, we have deployed more
than 1,000 individual volunteers to work along-
side community partners to help build homes,
prepare and distribute food to the needy, and
provide thousands of winter coats to people of
all ages. Our goal is to try to apply our available
resources, both funds and people, to generate
more of an impact in areas that we, as a com-
pany, decide are meaningful to us.

Is there a benefit to working programs
that align with your business?

Yes, but there are different alignments.
Financial literacy is easy to for us to line up
with. Working with some of the local college
programs is another great place for us to be in-
volved, because you can do more than just give
financially. For instance, you can also contribute
executives’ time to teach, mentor or lecture.

As the company has become more global, we
are broadening our outreach beyond the United
States. We've just asked one of our European
Management Committee members to head up a
firm-wide CSR initiative. Its goal is to make sure
all our employees understand that there are a lot
of ways to contribute to our respective communi-
ties and that this is not just a U.S. effort.

Your time is pulled in many different
directions. From a leadership point of view,
must the direction of CSR come from the
top?

You have to set the tone from the top on
this, otherwise you can’t expect the company
to think you’re serious and you won’t have any

hope of creating meaningful results. It's akin
to company values. It doesn’t really matter if
you have them; everyone has them. It matters
how they’re articulated, and whether you live
by them, and whether you get your team to live
by them. If people don’t internalize the values,
then they’re just words on a piece of paper. It’s
the same thing with CSR. If you don’t lead from
the front, then the employees may do some vol-
unteer work on their own, but they’re never go-
ing to believe that it’s a focus of the company.

Public perception of corporate leaders is
not always that favorable. Is it frustrating that
a more positive message does not get out?

The media isn’t going to write feel-good
stories for the most part. Anyone who is do-
ing social responsibility programs because they
hope someone is going to write a story about
what a good corporate citizen they are, quite
frankly, is doing it for the wrong reason. We all
should be doing it and taking comfort in the fact
that we’re doing the right thing.

What direction do you try to share with
young leaders who have an interest in your
company and your position?

My job is to focus on the company; it's not
about me. I just happen to be the one in the
seat right now. Every week during the summer,
we have 40 or 50 teachers pass through here for
a one-week internship. All of our senior people
spend time with them, including me, and we share
thoughts about what's going on in the markets.

We try to demystify some of what's going
on, we talk to them about basic financial con-
cepts, and we hope that when they return to the
classroom, the teachers go back and touch a lot
of students. When I meet with them, I hold up
my business card, and say, “This business card is
like an all-access pass. It can get you in to meet
with almost anyone in the world: heads of state,
leading government officials, and CEOs of com-
panies around the world. But there is only one
thing you have to remember: there are two words
on this card that don’t matter; my first name, and
my last name. It’s an all-access card not because
of me; it’s an all-access card because it says NYSE
Euronext Chief Executive Officer. I don’t get the
meeting because of who I am; I get the meeting
because I have that title. The minute you forget
that, you've lost your compass.” @

Duncan Niederauer (left) with Habitat for Humanity-NYC
Executive Director Josh Lockwood (right) and new homeowner
Miguel Jimenez (center)
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