Digital Engagement Study:
Investors and Influencers Call for a Unified Digital Communications Strategy
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Social Engagement: Media vs. Investors
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Traditional and Digital Communications
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For more information, visit: http://fticonsulting.com/digitalstudy.
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Research Methodology:
The Strategic Communications segment at FTI Consulting conducted an online survey among institutional investors, and financial and business media professionals
between Oct. 3 and Oct. 24, 2013. The survey sample consisted of 201 global institutional investors (e.g., analysts, portfolio managers) and 41 global, financial and
business media professionals (e.g., bloggers, editors, reporters).

