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Our ranking is based on a review of every ASX 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 13.

We recorded 
fewer posts this 
year but more 
engagement

INDEX RANKING METHODOLOGY
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Executive Summary

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

Through analysing each ASX 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 – with many of the same companies in 
the top 20 from the 2015 Report. Like last year, many companies 
have social media accounts, which they have not utilised.

Despite the growing number of companies sharing their results 
on social media channels, the number of results-related tweets 
is lower than last year, 187 in 2016 versus 189 in 2015. However, 
these tweets are almost twice as popular and effective. We 
recorded 901 retweets and likes across all companies in 2016, 
compared to 566 in 2015.

New entrants to the top ten ranking include Santos Ltd, 
Macquarie Group, South32 Ltd and Woodside Petroleum.  

For the first time we have assessed YouTube in our research, 
as rich media and specialist platforms are gaining traction for 
results announcements. Only seven ASX 100 companies have 
posted a video covering their results on YouTube. 

Our latest analysis of ASX 100 companies using social media to support 
financial results communications shows there is a clear divide between 
those who are truly embracing the opportunities for engagement online, 
and those who are not. 
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ASX 100 using social for results

187 
results related  

tweets from ASX100

7
 out of the ASX100 

companies utilised YouTube

100% 
of company posts on LinkedIn 

about financial results received 
some form of engagement 

from followers

38 
posted about ASX100 

 financial results

5,651 
total views

1500 
 
views

451 
likes

comments for its 
results related posts901 

retweets and likes  
across all companies

74 
of the ASX100 companies 

have twitter accounts yet...

39 
tweeted their  

financial results

9

Origin’s two  
financial results  
videos attracted  
more than 
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ASX 100 index,
Top 20
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Scentre Group
Scentre Group used Twitter to link followers to its 
interactive investor report – a stand-alone website 
featuring high-colour images of Scentre Group assets, 
scrolling text banners and animated infographics to 
convey their results to consumers. The interactive report 
breaks down otherwise-complicated results into high level, 
easily digestible key highlights and graphs, making it easy 
for investors, the general public and media to consume. 

Origin Energy
Origin also made outstanding use of videos for results 
reporting. In place of a conventional snippet of results being 
delivered by the CEO, Origin successfully utilised mixed 
media such as animated graphic overlay and infographics to 
supplement the CEO’s presentation. The videos were presented 
across Youtube and Twitter, ensuring consistent messaging 
across its social media platform.

What we liked

The most popular 
ASX 100 company 

on LinkedIn is 
Rio Tinto, which 

has over 281,000 
followers
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Rio Tinto
Rio Tinto made excellent use of videos for results reporting 
in 2016. The company maximised video content reach by 
overlaying subtitles which will attract audience attention while 
they are scrolling and also enable users to see all messages 
without volume, They also  shared the video content across 
multiple social media platforms. Even though the Rio Tinto 
video was not the most viewed of all YouTube content, it 
ensured consistent, concise messaging across its social media 
platforms. 

Fortescue Metals Group
Fortescue Metals Group mastered the art of 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, Fortescue Metals Group created posts that 
consisted of industry-relevant imagery and useful information 
which encouraged further engagement. This is a great example 
of how to create informative visual content. 
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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 

The benefits of visual content on social media are well recorded.1 

However, an occasional image in an otherwise textbased feed is 
not enough – a long-term commitment to visuals in the majority 
of corporate content is needed for a company to truly realise the 
benefits of images and videos.

One of the reasons for Telstra’s outstanding performance in 
our index is the company’s long-term and consistent use of rich 
media. An overwhelming majority of Telstra’s tweets, LinkedIn 
and Facebook 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 and Snapchat to play a bigger role in corporate 
communications in the year ahead.

Visuals - yesterday, today and tomorrow

Beyond results announcements:  
sustaining communications



• 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 (using a $ 
before ASX code)

• 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 2016 bit.ly/3xaMpl3 
$ASXcode

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 information; 

22 characters

$Cashtag

Use ASX code as  
cashtag; 4-5 characters

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

2 Telstra Corporation Ltd

3 BHP Biliton Limited 

4 Fortescue Metals Group Ltd 

5 Commonwealth Bank of Australia

6 Lendlease Group

7 Stockland

8 Insurance Australia Group Ltd

9 Cochlear Ltd

10 AMP Ltd

1 Origin Energy Ltd

2 Santos Ltd 

3 Telstra Corporation Ltd

4 Macquarie Group Ltd

5 Rio Tinto Ltd

6 Orica Ltd

7 Transurban Group 

1 Macquarie Group

2 South32 Ltd 

3 Treasury Wine Estates Ltd

4 Rio Tinto Ltd

5 Woodside Petroleum Ltd

6 BHP Billiton Ltd

7 Insurance Australia Group Ltd

8 Cochlear Ltd 

9 Telstra Corporation Ltd

10 Fortescue Metals Group Ltd 

* 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 Origin Energy Ltd
2 Telstra Corporation Ltd
3 Santos Ltd
4 Macquarie Group Ltd
5 Rio Tinto Limited
6 South32 Ltd
7 BHP Biliton Ltd
8 Treasury Wine Estates Ltd
9 Fortescue Metals Group Ltd

10 Woodside Petroleum Ltd
11 Insurance Australia Group Ltd
12 Cochlear Ltd
13 Wesfarmers Ltd
14 Goodman Group
15 Bendigo and Adelaide Bank Ltd
16 Commonwealth Bank of Australia
17 CSL Ltd
18 Oil Search Ltd
19 ResMed Inc. (CHESS)
20 Carsales.com Ltd
21 AGL Energy Ltd
22 Brambles Ltd

Rank Name
23 Orica Ltd
24 Transurban Group
25 Ansell Ltd
26 Lend Lease Group
27 Sirtex Medical Ltd
28 Navitas Ltd
29 Scentre Group Ltd
30 ASX Ltd
31 GPT Group
32 Perpetual Ltd
33 AMP Ltd
34 Coca-Cola Amatil Ltd
35 Australia and New Zealand Banking Group
36 National Australia Bank Ltd
37 QBE Insurance Group Ltd
38 Aurizon Holdings Ltd
39 Suncorp Group Ltd
40 Stockland Corporation Ltd
41 Cimic Group Ltd
42 Mirvac Group
43 Tatts Group Ltd

ASX 100 – Complete ranking

From the ASX 100, the below 43 companies are the only ones to utilise Twitter, LinkedIn or YouTube to 
support their half yearly or yearly results announcements. 
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FTI Consulting completed the research in September 2016.

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

1. Twitter;

2. LinkedIn; and

3. YouTube.

We recognise that ASX 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. 

80 percent of the results analysed for this report were 
announced in August 2016, comprising a combination of both 
half year and full year results, depending on the alignment of the 
company’s financial calendar. The remaining 20 percent of the 
results analysed were half year or full year announcements in 
February to May 2016, with their next results announcements 
due in the coming months.

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 and 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 and comments 
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 ASX 100 
index in September 2016. The data covered the most recent 
set of annual or half year results for each company prior to 1 
September 2016. 

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 Digital operates as a centre of excellence for digital 
communications within our firm and is staffed by practitioners 
with industry experience of corporate and financial 
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 using social media strategically when 
reporting financial results, please contact:

Celia Heffernan, Director

+61(0)2 8298 6100

Celia.Heffernan@fticonsulting.com

Methodology
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