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RESPONDENTS share

OMPANIES EAGER TO ATTRACT
investment dollars should trum-
pet their competitive advantage.
But according to investors, most
companies dont do a great job
unspooling the key part of the nar-
rative that they most want to hear.

Those conclusions and more emerge from Bruns-
wicks 2026 survey of 100 US institutional active-
equity investors, half long-only managers and half
from hedge funds that collectively represent a broad
range of capital allocators, many from the largest
and most sophisticated asset managers in the world.

They were asked about the growing role of Al
in their investment decisions, their most valued
sources of information to make decisions, which
factors build and destroy trust in management,
what they want to see more of from companies in
the year ahead and what blind spots CEOs should
watch out for.

Asked what gives the greatest confidence in an
investment story, 61% of respondents chose “why
you will win” as most inspiring. Yet when asked to
rank which of those same drivers companies com-
municate most effectively, “why you will win” fell
near the bottom, with only 27% of investors ranking
it in one of their top two selections.

We can hypothesize the reasons behind this dis-
connect. Some executives expect results to speak for
themselves, while others may not want to give away
the “secret sauce” But what we heard loud and clear
is that investors want more detail mapped out about
a realistic path to victory. Judging from our results, a
more forthcoming approach could distinguish you
and increase value.

Looming large among the other important

WHAT MAKES A GOOD INVESTMENT STORY

how companies
can boost investor
confidence and trust
even as Al remakes 61
the investment
research process.
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“Why you will win” is the strongest driver of investor confidence,
but it’s often not well communicated.

@ Top Confidence Builder
@ Top Element Communicated Most Effectively

Track record: Corporate Time to
What you strategy: accountability:
have done How will When will you

youdoit achieve it

Q: Which part of a company’s investment communication gives you the most confidence in

Q: How effectively do companies typically communicate each part of their investment story?
Rankings are from 1-5; 1= most effective/confidence-building; 5 = the least
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trends our survey uncovers is the growing use of AL
Even as investors take pains to steer clear of its pit-
falls, 54% cited GenAl as “moderately important,”
“important” or “very important” in their investment
research, with 42% citing Al as a top tool for doing
deep research on new investments.

Further, Al is seeping into the most fundamental
investment research processes, with 68% reporting
AT has changed how they approach earnings calls.
Al doesn’t dominate decision making—at least not
yet. Far more investors (77%) ranked human inter-
actions with the C-suite as “important” or “very
important”; company disclosures followed with
66%, and conversations with IR at 63%.

Taken as a whole, our findings support the cul-
tivation of investor trust through transparency and
clear communications. The vast majority of respon-
dents (93%) agreed they would not invest in a com-
pany without trust in management, not even if the
business had strong financials and attractive mar-
ket opportunity. And 85% had sold a position due to
loss of trust in management.

Among actions that can damage trust, 62% of
investors saw “overpromising and underdeliver-
ing” as far and away the most dangerous faultline.
Ranked second and third were the lack of a clear
explanation for a change in strategy, 46%, and disap-
pointing results without a clear plan for correction,
40%. All three ranked well above dodging tough
questions (36%), blaming external factors without
accepting accountability (34%), and not meeting
regularly with investors (5%). Many trust killers can
be attributed to failure not just of performance, but a
failure of communication.

On the flip side, getting ahead of the narrative,
taking responsibility, explaining actions to cor-
rect or realign strategy—these promote trust and
help retain investment through the cycle. When we
asked investors to rank trust-building actions, their
top two selections were nearly tied at 57% and 56%:
“providing a specific action plan when problems
arise” and “explaining missed expectations clearly”
These were top-ranked much more than “keep-
ing the strategy focused” (21%), and “being highly
available for investors” (18%).

Likewise, when asked what they think will be
more important for companies to do in the com-
ing year, 59% of respondents chose “adapt business
model to AI and technology disruption,” and 48%
said “withstand and manage risk” of macro, geopo-
litical and operational challenges.

In looking at trusted sources, it becomes clear
that companies need to take responsibility for how
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information reaches investors. The rising use of Al
means that accurate information about a company
needs to be available online for ChatGPT, Claude,
Perplexity and other GenAlI platforms to discover.
Podcasts are also steaming ahead, being top-
ranked more frequently than mainstream media
outlets as important sources of information for
investment research. Importantly, investors look-
ing for the most in-depth content are turning first
to conferences with management sources. Nearly
half (47%) of respondents ranked company’s web-
sites and IR pages as “important” or “extremely
important,” and another 24% ranked GenAl results
the same way. Given GenAl prioritizes direct com-
pany sources in its results, the integrity of compa-
nies’ own online information is important to both.
Despite the fast growth of Al, investors today use

LACK OF TRUST = LACK OF INVESTMENT

93 85

PERCENT PERCENT
won't invest without of investors sold a
trust in management, position due
despite strong finan- to aloss of trust in
cials and an attractive management
market opportunity

IS CHANGING
HOW
INVESTORS
WORK
Over half of
investors say GenAl
is important
in conducting
investment research,
and two-thirds are
embedding itin
the most common
tasks.

PERCENT
of investors say
Al is important
to their investment
research process

DIRECT & OWNED CONTENT STILL MOST VALUED

Podcasts and GenAl results have growing influence.

Importance to Investment Research (%)

(% Extremely/Very Important)

© Company Interactions & Content @ Third Parties

Meetings with the C-suite

@ Al&LLMs

77

Investor conference presentations [ 65
Calls or meetings with IR [ 63
Expertnetuork cantent o <

former employee interviews

Company IR website N </
Sell-side research [ 7

Podcasts or in-depth interviews _ 39
with management or competitors

Mainstream financial media _ 29
(e.g., WSJ, Bloomberg, CNBC)
Newletters from influential

industry participants _ 28

Generative Al results _ 24
(e.g., ChatGPT, Claude, Perplexity)

Company IR
websites become
even more
important
astheyarea
primary input into
GenAl results.

Media newsletters I 20
(e.g., Bloomberg, Axios)

Q: When conducting investment research on companies and new opportunities,

how important are each of the following?
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it more for synthesis than direct decision making
or forecasting. News, filings research and specific
questions are the top uses favored. One respondent
noted that using Al allowed him to quickly read
the sentiment of the quarter, indirectly gauging the
qualitative responses on a call. “Now I rely on Al-
generated transcripts, which tell me the tone and
manner of how management Q&A was interpreted.”
Among respondents, 84% agree that Al enables
them to review much more information, dedicate
more time to higher-value activities and cover more
companies. But they’re not blind to AT’s weak spots,
including surfacing outdated material, frequent
“hallucinations,” numerical mistakes and, notably,
missed context: Al “has IQ but not EQ;” one respon-
dent commented.
Further, for the most skeptical use case, finan-
cial forecasting, only 23% said they use Al to update
their models, while more than half expressed reser-
vations about trying it.
Our findings point to immediate steps compa-
nies can take to maintain open channels of commu-
nication and accuracy of online information.
¢ Trumpet your competitive advantage.
Articulate why your company will win, sup-
ported by facts. This is the strongest driver of
confidence and the biggest communication gap.

® Tell investors exactly how they should think
about your performance, not just how you per-
formed. A “numbers-first” approach without clear
written conclusions risks misinterpretation by
human investors and Al tools.

® Manage expectations continuously.
Make guidance achievable, define milestones and
report progress consistently. When things do not
go according to plan, preemptively alert investors
to limit misses and never surprise.

¢ Communicate for humans AND machines.

Continue to prioritize investor meetings and in-

person events. Assume all available communi-

cations, including transcripts and presentations,
will be increasingly parsed, summarized and
compared by Al Ensure they are coherent and
aligned with a central, current strategy. Formal-
ized owned content is a strategic asset and your
source code.

® Be your own activist. Assume activist scrutiny

is the baseline, not a special scenario. Stress test

your investment case, capital allocation, gover-

nance and performance against questions before
they arrive.

Keep in mind that, despite best efforts, the con-
cerns of management and investors can and will
diverge. Case in point: A surprising 81% of polled
2026
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TRUST IN Al

42% use Al fo

r research on new investments

Top Investor Uses & Concerns (%)

Summarizing financial news

Searching or synthesizing
information from SEC filings

Searching for answers to
narrow or specific questions

Comparing financial
performance across firms

Write investment memos
or results summaries

Comparing executive statements
on earnings calls aross firms

Conducting deep research
on a new investment idea

As a substitute
for internet search

To help draft questions
for management meetings

To know “what other investors
will see” when asking Al

Instead of listening to earnings
call or reading transcripts

To do quantitative screening

Assessing changes in
management tone or sentiment

To update models or forecasts

® Use
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@ Concern

ACTIVISM IS SEEN AS MORE POSITIVE THAN NOT

As activists have grown more prevalent, most investors that we
surveyed see them as adding value.

PERCENT
say shareholder
activism adds value
by pushing execu-
tives & boards to
make decisions they
are too complacent
to do otherwise.

say shareholder

diverts the board
from a focus on

9.4l

PERCENT PERCENT
ultimately voted
in favor of activist
director nominees,
demonstrating that
clearly communicat-
ing your value
proposition is critical.

activismis
disruptive and

value creation.

investors agreed that “shareholder activism adds
value” But importantly, only 41% of investors last
year ultimately voted in favor of activist director
nominees, per Diligent data, demonstrating that
clearly communicating your value proposition is
critical when an activist comes knocking. ¢

CRAIG SINGER is a
Partner and former Inves-
tor Relations Managing
Director at Goldman
Sachs. KAYLAN NOR-
MANDEAU is a Director on
Brunswick's Insight team.
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