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Research overview

FTI Consulting analysed the social media activity of each ASX 
100 constituent on the three platforms most relevant, in our 
view, to corporate and financial communications – Twitter, 
LinkedIn and YouTube – at the time of its latest full or half year 
results announcement. The identified results-related activity 
was measured using three metrics: 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 12.
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Executive Summary
The 5th edition of our Social Divide Index reveals that ASX 
100 companies are sharing more and better financial results-
related posts on social media. In doing so there is significantly 
higher levels of engagement than ever before. There was also 
increasing stakeholder appetite for receiving results-related 
communication via social media channels. We recorded a 64% 
increase in interactions with results content in comparison to 
2016. 

This increase has not been uniform – the top five performing 
companies were responsible for 54% of all engagement with 
results posts, highlighting a gap among ASX constituents. 
However the best performing companies are working smarter, 
not harder, at communicating their results on social media. 
In our report we uncover the tools and techniques used by 
firms to extend the longevity of their content, increase the 
appeal of posts, and fully leverage the stakeholder engagement 
opportunity presented by results announcements. 

Our findings:

Rio Tinto came first in this year’s ranking, moving up five places 
from last years results. Rio Tinto’s content was engaged with 
1,956 times with a large part being attributed to huge viewer 
numbers on video content. 

Overall, the number of companies that communicated their 
latest half or full year results on social media increased by 10 
to 53, and the number of results-related posts on the three 
platforms we examined increased only slightly from 224 to 259. 

Twitter maintained its status as the primary social media 
platform for financial results – 46 companies shared 
their results on the micro-blogging site. LinkedIn was also 
prominently used – 37 companies shared their results on this 
platform. Beyond this, only 10 companies shared results-related 
videos on YouTube.

A number of companies re-entered or made their Social Divide 
debuts during the year, including top 20 stars Downer EDI 
(9) and Orora (11), suggesting that ASX 100 companies are 
realising the value of communicating via social media.

 
There has been a 
64% increase in 

engagement with 
results content 
in comparison 

to 2016.
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ASX 100 index,
Top 20
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Rio Tinto
The fact that Rio Tinto produced eye-catching 
and visually-engaging content may not be the 
only reason the company’s results performed well 
on social media; nevertheless, it certainly gave 
them a competitive advantage. Result-specific 
infographics were engaging – drawing in users 
while providing them with the key takeaways 
for the company’s results announcements. 
One infographic – one very strong message for 
investors. 

A little bit of guts and some great planning was a 
clever move for Rio Tinto which used Periscope 
to report live from its annual results presentation 
with its CFO. Social media has developed to allow 
companies to reach a far greater audience than 
ever before.  

Highlights
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Origin Energy
Whether for the half or full year results, Origin Energy 
consistently produces some of the best examples for financial 
reporting on social media. Of every possible content and 
platform box to tick, Origin gets them all. 

Always well executed, Origin provides users with a broad variety 
of content which uses consistent and engaging messaging – 
often selecting a variety of interesting facts about its results 
which will appeal to a broader audience base. 

Consistent messaging isn’t just good practice, it’s essential 
for companies who want to organically grow their audience. 
Getting into the routine of incorporating social media content 
as part of a broader strategy for the announcement of financial 
results is important. A majority of content can be produced 
ahead of time and without knowing the final figures – these 
can be incorporated closer to results day to ensure corporate 
messaging is being disseminated across multiple platforms. 

Telstra
Telstra took strongly to Twitter to promote the release of 
its financial results, opting for a series of clever 15-second 
videos with fun graphic displays, photos from the live results 
presentation and notices of the upcoming live stream. 

While it can be tempting to go for the quick and simple option of 
a pre-approved corporate photo or a stock image, investment 
in original rich media content increases the chance of your 
content being noticed, read and engaged with – and ultimately 
increases the penetration of your messages. 
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Video content proved to be the difference in gaining the most 
engagement in corporate messaging. Both pre-recorded and 
live content had high levels of audience attention.  

Some considerations when producing video messaging as part 
of your financial communications content strategy include:

• Talent - have you prepared your company spokesperson to 
be camera ready?

• Using graphics/subtitles for viewers who are scrolling or 
on silent.

• Creating infographic style content into gifs to create 
movement in busy social media feeds.

• Using YouTube as the repository for your video content - 
did you know that YouTube is the second biggest search 
engine?

Video content expands message reach

Lessons for results 
announcements and beyond 
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A more holistic approach to your social media content strategy 
will ensure that your company’s content will be efficiently and 
effectively targeted to your key audiences - focussing on the 
target audience’s preferred channels, using their preferred 
types of content for those channels and posting at times of the 
day they are online.

 

Some useful tools  include:

Using infographics 

Attention spans online are short. Refining complex financial 
information into bite-sized social media-friendly infographics 
can help share your corporate messages. Not only do audiences 
find them visually appealing and easy to understand but they 
are more likely to be shared or retweeted – delivering your 
message to a greater audience in turn. 

Infographics can be designed ahead of announcement day, with 
key figures able to be inserted closer to announcement day. 

It’s also a good idea to design an infographic with repurposing 
in mind. To ensure your message has a longer shelf-life, it’s vital 
to cut the larger main infographic into smaller bite-sized pieces. 
This allows greater leverage of the initial input and design time.

Using social media specific tools

Using social media platforms regularly will ensure your business 
can communicate effectively in the language appropriate for 
that channel. 

 
For example, using a cashtag and creating an event-specific 
hashtag on Twitter will allow your tweets to reach bigger 
audiences as they become easily searchable. 

Using the right content for the right audience



•  Distil messages into 
social media posts 
and create a content 
schedule

•  Agree multi-media 
executions (i.e. 
livestream, quote 
cards, infographics) 
and brief the necessary 
teams

•  Develop a hashtag, 
and consider using a 
cashtag

•  Prepare a schedule for 
the day and share with 
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 – share, like 
and reply to positive 
posts

•  Take this opportunity 
to engage with 
stakeholders while you 
have their attention

•  Sign off all content

•  Ensure the right tools, 
equipment and people 
are in place for the day 
(i.e. Periscope account 
setup if first time doing 
a livestream) 

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

•  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 
the broader team – was 
the overall process and 
approach effective, 
could anything be 
improved?

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
Days

1-2
Days

1-2
Days

Results
Day

Results
Day
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Company Name @TwitterHandle

Company’s new product offering in Asia contributed to 
our strong performance in H1” - CEO bit.ly/resultsQ2 
#CompanyResultsHY17

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; 0 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 ASX code as  
cashtag; 4-5 characters

LOGO

FTI’s guide to financial  
reporting on Twitter
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1 Rio Tinto

2 BHP Billiton

3 Sydney Airport

4 Lendlease

5 Fortescue Metals Group

6 National Australia Bank

7 Commonwealth Bank of Australia

8 Origin Energy

9 Suncorp Group

10 ANZ Banking Group

1 Telstra Corporation

2 Macquarie Group

3 Santos

4 National Australia Bank

5 Rio Tinto

6 Origin Energy

7 Orora

8 Transurban Group

9 AGL Energy

10 Perpetual

1 Rio Tinto

2 BHP Billiton

3 Fortescue Metals Group

4 Downer EDI

5 Macquarie Group

6 Woodside Petroleum

7 Treasury Wine Estates

8 Scentre Group

9 Insurance Australia Group

10 Cochlear

* 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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Rank Name

1 Rio Tinto
2 Telstra Corporation
3 Macquarie Group
4 National Australia Bank
5 Santos
6 BHP Billiton
7 Origin Energy
8 Fortescue Metals Group
9 Downer EDI

10 Woodside Petroleum
11 Orora
12 Treasury Wine Estates
13 Scentre Group
14 AGL Energy
15 Insurance Australia Group
16 Cochlear
17 Coca-Cola Amatil
18 Transurban Group
19 South32
20 Suncorp Group
21 Cimic Group
22 Orica
23 CSL
24 Tabcorp Holdings
25 Sydney Airport
26 Harvey Norman
27 Vicinity Centres

Rank Name

28 Link Administration
29 Perpetual
30 GPT Group
31 Oil Search
32 Wesfarmers
33 Amcor
34 Newcrest Mining
35 Lendlease
36 Commonwealth Bank of Australia
37 Dexus Property Group
38 REA Group
39 Brambles
40 Australia and New Zealand Banking Group
41 Stockland
42 QBE Insurance Group
43 AMP
44 Aurizon Holdings
45 Resmed Inc
46 Navitas
47 Tatts Group
48 Mirvac Group
49 Bendigo and Adelaide Bank
50 Iluka Resources
51 Sirtex Medical 
52 ASX
53 Medibank Private

ASX 100 – Complete ranking

* Complete ranking includes ASX100 businesses who used social media to communicate their most recent 

set of full or half-year results prior to 28 February 2017.



1.  Source: Moz https://moz.com/blog/when-is-my-tweets-prime-of-life
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FTI Consulting completed the research in March 2017.

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

1. Twitter;

2. LinkedIn;

3. YouTube;

We recognise that ASX 100 companies’ digital performance 
is influenced by spikes in corporate activity as well as 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. 76% 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 ASX 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

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 other interactions with the recorded tweets and posts.

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

The companies included were the constituents of the ASX 100 
index in February 2017. The data covered the most recent set of 
full or half-year results for each company prior to 28 February 
2017. 

The feeds of official corporate Twitter, LinkedIn and YouTube 
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’s Sydney-based Digital practice partners with ASX 100 
and other large corporate brands across Australia to design 
effective online reputation management strategies, covering 
issues and crisis communications, influencer identification 
and outreach, content and channel strategy, paid and creative 
campaigning. We work with clients at all stages of digital 
maturity, from early-stage set-up, requiring governance, social 
media architecture and content planning, to expert in-house 
digital teams requiring contingency or specialist support.

To learn more about FTI Digital please contact:

Celia Heffernan, Senior Director 

02 8298 6100 

Celia.Heffernan@fticonsulting.com

Methodology

www.fticommunications.com

      @FTIStratCommAU
About FTI Consulting

FTI Consulting is an independent global business advisory firm dedicated to helping organizations 

manage change, mitigate risk and resolve disputes: financial, legal, operational, political & regulatory, 

reputational and transactional. FTI Consulting professionals, located in all major business centers 
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us on Twitter (@FTIConsulting), Facebook and LinkedIn. The views expressed herein are those of the 

author(s) and not necessarily the views of FTI Consulting, Inc., its management, its subsidiaries, its 

affiliates, or its other professionals.

©2017 FTI Consulting Inc. All rights reserved


