
A SOCIAL 
DIVIDE  
IN THE CITY
ANNUAL FTSE 100 SOCIAL MEDIA PERFORMANCE INDEX

8,310 RTs, shares, comments, 
likes and other 
interactions recorded

posts analysed 
across 4 social  
media platforms

606
FTSE 100  
companies  
reviewed

100 

2016 EDITION: THE CAT IS OUT  
OF THE BAG ON A NEW DIVIDE



We 
recorded 

fewer posts 
but more 

engagement

02

Executive Summary

This report marks the fourth instalment of the Social Divide 
performance index produced by FTI Digital, a part of the 
Strategic Communications segment of FTI Consulting. 

Analysing each FTSE 100 constituent at the time of its 
latest results announcement, we reveal the extent to which 
companies are using social channels and the effectiveness of 
the content they are sharing, measured in terms of volume, 
quality and impact. 

We show how the real divide is now drawn around 
effectiveness and engagement online and how the 
undisputed leader remains BP – the company also came first 
in our 2015 ranking – with its results-related content engaged 
with 1,194 times, or almost twice as many times as the content 
of the runner up TUI Group. 

Despite the growing number of companies sharing their 
results on social media channels, the number of results-
related tweets is lower than last year, 504 in 2015 versus 521 
in 2014. However these tweets are almost twice as popular 
and effective. We recorded 3,160 retweets and likes across all 
companies in 2015, compared to 1,766 in 2014.

New entrants to our ranking include Old Mutual (20), Sky 
(21), Sainsbury’s (30), and the Jordanian drug maker Hikma 
Pharmaceuticals (31), which replaced Tullow Oil in the FTSE 
100 ranking in March 2015. Financial services, insurance, 
FMCG, real estate, and resources are the best performing 
industries. Barclays leads the pack of ten financial services 
companies in our ranking, while Diageo and British Land are 
the leaders of the FMCG and real estate sectors, respectively.

Our latest analysis of FTSE 100 companies using social media to support 
results communications shows that there is a clear divide between  
those who are truly embracing the opportunities for engagement  
online (and cats – we’ll come to this later) and those who are not. 

For the first time we have assessed YouTube and SlideShare 
in our research, as rich media and specialist platforms are 
gaining traction for results announcements. 85 FTSE 100 
companies have a YouTube channel and 16 of these companies 
posted a video covering their results on the platform. 
SlideShare, a platform for document and presentation sharing, 
is less popular – 15 FTSE 100 constituents have an account, 
but only 3 posted their results on the platform.



 1. Volume
 

Number of results-related content:

• Tweets

• LinkedIn posts

• YouTube videos

• SlideShare presentations

Our ranking is based on a review of every FTSE 100 company against the criteria of Volume, Quality 

and Impact. Scores were given for each component, which in turn generated an aggregate score. 

More information on the methodology can be found on page 15.

2. Quality
 

Overall quality of all  
results-related content  

on Twitter, LinkedIn, YouTube  
and SlideShare

 3. Impact
 

Total number of interactions with 
results-related content, specifically:

• Twitter  
(retweets, likes, comments)

• LinkedIn  
(comments, likes, shares)

• YouTube  
(likes, dislikes, comments)

• SlideShare  
(‘actions’ and embeds)

Rich media and 
specialist platforms 
are gaining traction

INDEX RANKING METHODOLOGY
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FTSE 100 index,
Top 20
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Vodafone Group
Vodafone shows its peers how to be humorous, relevant 
and engaging by leveraging a prominent element of 
Internet culture – cats – in the company’s corporate 
materials. This infographic has been engaged with 
524 times on LinkedIn alone, making it the second 
most popular LinkedIn post in our analysis, behind BP. 
Remember – just because you are talking about financial 
results doesn’t mean your communications have to be dry.

Anglo American
Anglo American is the undisputed leader on SlideShare. The 
company’s most recent results presentation was viewed 905 
times, 783 more than the second most popular presentation, 
shared by Aviva. Anglo American has been an active user of 
SlideShare for four years, highlighting the importance and 
benefits of long-term commitment to a social media platform. 
Note that Anglo American’s 2014 Interim Results presentation 
received over 36,000 views. 

What we liked

The most popular 
FTSE 100 company 

on LinkedIn is 
Unilever, which 

has over 1.9 million 
followers
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Rio Tinto
FTSE 100 companies made excellent use of videos for results 
reporting in 2016, but Rio Tinto stood out. The company 
maximised video content by supplementing live action footage 
with an animated graphic overlay. Even though Rio Tinto’s 
video was not the most viewed, it was the most liked alongside 
Unilever and Aviva’s videos.

TUI Group
If cats are not for you, there are other ways to bring corporate 
content to life. For example, TUI used GIFs, or short animated 
images, to relay information. GIFs are relatively easy to create, 
making them a good alternative to videos. Publishers like The 
Financial Times, The New York Times and Bloomberg are 
regular users of GIFs.

RSA Group
RSA Group mastered the art of a Twitter card, or a rich media 
tweet attachment. Twitter cards can contain an image with 
information, a video or audio player, or a summary of an article. 
In this case, RSA Group created a Twitter card that consisted 
of Stephen Hester’s photo and useful information, which 
encouraged further engagement. This is a great example of how 
to create informative visual content.  
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The benefits of visual content on social media are well 
recorded.1 However, an occasional image in an otherwise text-
based feed is not enough – a long-term commitment to visuals 
in the majority of corporate content is needed for a company 
to truly feel the benefits of images and videos. 

One of the reasons for BP’s outstanding performance in our 
index is the company’s long-term and consistent use of rich 
media. An overwhelming majority of BP’s tweets and LinkedIn 
posts contain images or videos, and the company is using 
specialist image-driven platforms, including Instagram, to 
communicate with its stakeholders. We expect platforms like 
Instagram, Periscope and Snapchat to play a bigger role in 
corporate communications in the year ahead.

Visuals - yesterday, today and tomorrow

Beyond results announcements:  
sustaining communications

1
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Even though our research focuses on corporate channels, 
some FTSE 100 constituents have broad networks of accounts 
that effectively communicate their corporate messages, for 
example through their consumer facing brands, as well as the 
accounts of their leadership team and partners. Employees 
at all levels play an important role, as content shared by 
individuals gets eight times more engagement and is shared 
25 times more frequently than content shared by branded 
channels.2 

Unilever is a great example of this. The FMCG giant developed 
a network of advocate accounts around its corporate channels, 
which are coordinated and able to deliver messages in a 
variety of tones to a broad range of stakeholders. Below is an 
example of how the company communicated its sustainability 
messages around COP21 from a selection of four Twitter 
channels – the primary corporate Unilever account, CEO Paul 
Polman’s account, Ben & Jerry’s consumer facing account, 
and the account of Truus Huisman, a Senior Vice President at 
Unilever. The tone of voice varies from corporate to personal to 
humorous, but the message remains across all channels. 

One message, many channels2



• Devise a content 
plan by distilling key 
messages into social 
media posts

• Brief the content 
production team to 
create supporting rich 
media content

• Agree a hashtag and/or 
cashtag

• Prepare a schedule 
for the day and share 
it with key internal 
stakeholders

• Brief the executive 
team, and create 
custom content for 
their accounts if active 
on social media

• Let the content 
schedule and real 
life events guide the 
content flow

• Release information in 
a timely and consistent 
manner

• Monitor conversations, 
amplify positive 
messages and correct 
any inaccuracies

• Be social (i.e. like 
and share positive 
posts), and engage 
with stakeholders 
while you’ve got their 
attention

• Alert your stakeholders 
to the upcoming 
announcement, a tweet 
or LinkedIn post with 
key information and 
links will do

• Sign off all content

• Evaluate your 
performance – which 
of your accounts, 
messages, and format 
types worked best?

• Review conversations 
to identify key drivers, 
influencers, and 
platforms

• Gather feedback from 
your team – was the 
overall process and 
approach effective, 
did all tools work 
as expected, could 
anything be improved 
or streamlined? 

BEFORE
the announcement

DURING
the announcement

AFTER
the announcement

AFTER
the announcement

BEFORE
the announcement
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FTI’s guide to financial  
reporting on social media

7-14
Days

1-2
Days

1-2
Days

Results 
Day

Results 
Day
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Company Name @TwitterHandle

#CompanyResultsHY16: Production increased by 10%, 
driven by £50m R&D spending in 2014 bit.ly/3xaMpl3 
$LSEcode

Results in 140 characters

Speak to us about leveraging other channels and 
specialist platforms.

Rich media

Include multimedia content, 
images, videos and graphics, 
to relay financial information 

in an engaging and accessible 
way; 22-23 characters

Tweet

Ensure that the tweet 
is informative, concise, 

accessible, and of use or 
interest to your audience

#Hashtag

Include an original and 
consistent hashtag for all 
tweets. This will provide 

context and make tweets 
easier to find; 8-20 characters

Link

Include a shortened link to a 
report, video, article or other 

source of further info; 22 
characters

$Cashtag

Use LSE code as  
cashtag; 4-5 characters

FTI’s guide to financial  
reporting on Twitter
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1 Royal Dutch Shell

2 Dixons Carphone 

3 Diageo 

4 Aviva 

5 BHP Billiton 

6 TUI Group

7 Unilever 

8 Barclays 

9 Sky 

10 Royal Bank of Scotland Group

1 J Sainsbury’s 

2 Tesco 

3 Anglo American 

4 Unilever 

5 Aviva 

6 RSA Insurance Group 

7 British American Tobacco 

8 Sage Group 

9 Old Mutual 

10 Rio Tinto Group 

1 Anglo American 

2 Aviva 

3 Hammerson 

1 BP

2 Vodafone Group 

3 TUI Group

4 GlaxoSmithKline 

5 Barclays 

6 Lloyds Banking Group

7 BHP Billiton 

8 InterContinental Hotels Group 

9 Aviva 

10 RSA Insurance Group 

* The YouTube ranking is based on the number of views, rather 

than engagement, for the impact category. 

Top 10 by platform
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Sector leaders

FINANCIAL SERVICES RESOURCES INSURANCE

Overall 
Ranking Company

5 Barclays 

12 Lloyds Banking Group 

20 Old Mutual 

23
Royal Bank of Scotland 
Group 

34 Schroders 

45 3i Group

47 HSBC Holdings 

53 Standard Chartered

54
London Stock  
Exchange Group 

68
Aberdeen Asset  
Management 

Overall 
Ranking Company

1 BP 

4 Royal Dutch Shell 

6 BHP Billiton 

9 Rio Tinto 

19 Anglo American 

41 BG Group 

62 Antofagasta 

Overall 
Ranking Company

7 Aviva 

8 RSA Insurance Group 

36 Standard Life 

44 Legal & General Group 

54
Direct Line Insurance 
Group 

61 Admiral Group 

FMCG REAL ESTATE

Overall 
Ranking Company

13 Diageo 

15 SABMiller 

16 Unilever 

24
Reckitt Benckiser 
Group 

42
Imperial Tobacco 
Group 

48
British American 
Tobacco 

Overall 
Ranking Company

28 British Land Company 

40 Hammerson 

43 Intu Properties 

52 Land Securities Group 

56 Taylor Wimpey 

58 Barratt Developments 

63
Berkeley Group 
Holdings 
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Rank Name

1 BP

2 TUI Group

3 Vodafone Group 

4 Royal Dutch Shell

5 Barclays

6 BHP Billiton

7 Aviva

8 RSA Insurance Group

9 Rio Tinto

10 InterContinental Hotels Group

11 Dixons Carphone

12 Lloyds Banking Group 

13 Diageo

14 Whitbread

15 Anglo American

16 SABMiller

17 Unilever

18 G4S

19 easyJet

20 Old Mutual

21 Sky

22 Johnson Matthey

23 Royal Bank of Scotland Group

24 Reckitt Benckiser Group

25 WPP

26 Sage Group

27 GlaxoSmithKline

28 British Land Company

29 Capita

30 J Sainsbury’s

31 Hikma Pharmaceuticals

32 ARM Holdings PLC

33 AstraZeneca

34 Schroders

Rank Name

35 National Grid

36 Standard Life

37 Kingfisher

38 BAE Systems

39 SSE

40 Hammerson

41 BG Group 

42 Imperial Tobacco Group

43 Intu Properties

44 Legal & General Group

45 3i Group

46 Tesco

47 HSBC Holdings

48 British American Tobacco

49 Pearson

50 RELX

51 Shire

52 Land Securities Group

53 Standard Chartered

54 Direct Line Insurance Group

55 London Stock Exchange Group

56 Taylor Wimpey

57 Burberry Group

58 Barratt Developments

59 Smith & Nephew

60 Centrica

61 Admiral Group

62 Antofagasta

63 Berkeley Group Holdings

64 Marks and Spencer Group

65 Smiths Group

66 Wolseley

67 GKN

68 Aberdeen Asset Management

FTSE 100 – Complete ranking
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1. For example, in January 2015 Twitter released research that showed that tweets with images get 313% more engagement than 

regular posts http://bit.ly/1NxKv7r 

2. Source: Hootsuite research “How to turn your entire staff into a social media army”, 24 November 2015, http://bit.ly/1UsEFtD

FTI Consulting completed the research in December 2015 – 
January 2016.

The team analysed the channels and feeds of all FTSE 100 
constituents on four social media platforms most relevant to 
corporate communications and financial results reporting:

1. Twitter;

2. LinkedIn;

3. YouTube;

4. SlideShare.

We recognise that FTSE 100 companies’ digital performance is 
influenced by spikes in corporate activity as well as the broader 
global agenda, and that no month is equally significant for all 
100 companies. Therefore we analysed corporate feeds at a 
universally critical time – during the full or half year results 
announcements. Full and half year results are most similar in 
content and close to each other in time. 85% of the results 
announcements analysed for this report were half-year results.

FTI’s analysis focused on three components of results-related 
social media content published by FTSE 100 companies 
one day before, on the day, and one day after their results 
announcements:

1. Volume: the number of tweets, LinkedIn posts, YouTube 
videos and SlideShare presentations

2. Quality: overall quality of all results-related content  
(10 – excellent, 5 – good, 3 – average, 0 – poor)

3. Impact: the number of retweets, likes, shares, comments, 
and SlideShare ‘actions’ received by the recorded tweets  
and posts.

Every company was attributed three scores, one for each of 
the components, which in turn generated an aggregate score.

The companies included were the constituents of the FTSE 100 
index in December 2015. The data covered the most recent 
set of annual or half-year results for each company prior to 20 
December 2015. 

The feeds of official corporate Twitter, LinkedIn, YouTube 
and SlideShare accounts were analysed for this research. If a 
company did not have a corporate account, general company 
accounts were identified and analysed.

The research is based solely on publically available online 
information; no interviews were conducted for this report. 

About Us:

FTI Digital operates as a centre of excellence for digital 
communications within our firm and is staffed by a team  
of practitioners with industry experience of corporate,  
financial and consumer communications. The team runs  
an active portfolio of multi-sector brands and partners  
with FTI’s teams and clients to provide all forms of online 
reputation management.

To learn more about FTI Digital please contact:

Ant Moore, Managing Director

+44(0)203 7271367
Ant.Moore@fticonsulting.com

Methodology



About FTI Consulting
FTI Consulting LLP. is a global business advisory firm dedicated to helping organisations protect and enhance 
enterprise value in an increasingly complex legal, regulatory and economic environment. FTI Consulting 
professionals, who are located in all major business centres throughout the world, work closely with clients to 
anticipate, illuminate and overcome complex business challenges in areas such as investigations, litigation, 
mergers and acquisitions, regulatory issues, reputation management and restructuring. The views expressed 
herein are those of the author(s) and not necessarily the views of FTI Consulting LLP, its management, its 
subsidiaries, its affiliates, or its other professionals, members or employees.

www.ftidigital.com

      @FTIdigital


