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Top ten ranked companies this year included four new 
stars of social media and financial reporting as compared 
to last year’s report – Cochlear, Fortescue Metals Group, 
Bluescope Steel and Coca Cola Amatil.

LinkedIn has for the first time overtaken Twitter as the 
social platform of choice for company financial results, 
with 50 of the ASX 100 making use of the popular 
professional networking platform. Twitter use has 
dropped from 48 companies last year to 39 this year 
while YouTube use continues to grow steadily from 10 last 
year to 15 this year.

There has been a  3 percent  increase in engagement 
with results content compared to this time last year – a 
trend we expect to continue as users become increasingly 
involved with companies online. 

RESEARCH OVERVIEW

We analysed the social media activity of each ASX 100 
company on the three platforms most relevant, in our 
view, to corporate and financial communications – 
Twitter, LinkedIn and YouTube – at the time of its more 
recent 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 15.

The 7th edition of our Social Divide Index confirms that 
ASX 100 companies are increasingly using social media 
to communicate their company’s financial results. Fifty-
five per cent of ASX 100 companies used social media to 
communicate their results in the period monitored.

As the methods for communicating expand beyond 
more traditional means, companies are recognising 
and adapting the channels they are using to reach their 
audiences. Investors (whether retail or institutional) are 
an integral audience for any listed company and  the 
ability to connect with that audience across multiple 
platforms and channels ensures your message is being 
heard. In fact, we argue that the risk of not engaging with 
investors on social media is greater than dismissing the 
power and reach of the platform. 

Now more than ever, companies are expected to be active 
across a broad range of platforms – we want to see them 
discussed in the media, providing insightful commentary 
to news outlets and engaging with stakeholders across 
their social media platforms. The expectation to facilitate 
two-way communication is growing, and those not willing 
to engage may damage corporate reputation by not 
adapting to stakeholder behaviour and expectations. 

This report looks at the best practice techniques used 
by businesses to extend the reach and impact of their 
messaging online.

OUR FINDINGS

Macquarie Group topped this year’s ranking. Macquarie’s 
content was consistent and engaging, and utilised a 
variety of formats to connect with stakeholders online. 
Macquarie engaged strategically with its LinkedIn 
audience by leveraging a range of informative and 
interesting content which ultimately drove strong 
engagement levels with its audience.
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EXECUTIVE SUMMARY



VOLUME

Number of results-related content:

• Tweets 

• LinkedIn posts 

• YouTube videos

QUALITY

Overall quality of all results-related 
content on Twitter, LinkedIn and 
YouTube.

IMPACT

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

• Twitter (retweets, likes, comments)

• LinkedIn (comments, likes, shares) 

• YouTube (likes, dislikes, comments)
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ASX 100 INDEX – THE TOP 20

1 Macquarie Group

2 BHP Billiton

3 LendLease Group

4 Santos

5 Cochlear

6 Fortescue Metals Group

7 Origin Energy

8 Coca-Cola Amatil

9 BlueScope Steel

10 Rio Tinto

11 Woodside Petroleum

12 Downer EDI

13 Unibail-Rodamco-Westfield

14 Insurance Australia Group

15 Vicinity Centres

16 CSL

17 Treasury Wine Estates

18 South32

19 Newcrest Mining

20 a2 Milk Co



THE RISE OF THE GIF

This year there were some fun but informative examples 
of using GIFs as part of a company’s investor narrative. 
GIFs are an animated file format produced by combining 
several images or frames into a single file. GIFs are a 
creative and effortless way to engage with your audience 
– additionally, they are relatively easy to produce and are 
visually appealing, helping to differentiate your content 
from others.

This year, LinkedIn overtook Twitter as the top channel 
for sharing financial results – with half of the ASX 100 
engaging stakeholders on LinkedIn, compared to 47 
last year. Twitter saw a significant decline from 48 to 
39 companies engaging across the platform this year – 
equating to roughly to a 19% decline. 

Our analysis highlighted that companies this year weren’t 
syndicating their results across their multiple channels 
and accounts. Repurposing content is the simplest way 
to get the most value out of each piece of content you 
create – it also maintains a level of consistency across 
your channels and maximises your reach to a variety of 
stakeholders.

But those that set themselves apart from the rest do so 
by creating engaging content – the type of content that 
stops you mindlessly scrolling on. This year, companies 
who thought outside the box and sought to engage their 
target audiences in new ways stood out from the crowd 
– and their peers. Visually exciting and shareable content 
isn’t difficult to produce and comes down to three key 
factors; preparedness, a willingness to try new ideas and 
a team to execute them. 

We have highlighted some of the top performers in this 
year’s Social Divide and the tactics they employed that 
helped their messages reach further as part of their 
content strategy.

USING SOCIAL MEDIA  
TO COMMUNICATE 
FINANCIAL RESULTS

GIF 
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Rio Tinto also created engaging GIFs as part of their 
financial communication content plan. The combination 
of colour, content and technology caught the attention of 
their audience with solid engagement driving the reach 
and impact of their message further.

Medibank combined an eye-catching GIF with a link to the 
live feed of its full year results. They caught their audience’s 
attention and directed them to a more comprehensive 
offering regarding their financial performance – a clever 
tactic which we expect to see repeated. 
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AGL Energy connected with shareholders and other 
interested stakeholders with the release of high 
production value video. Professional, engaging and 
provided its audience with access to the company’s Chief 
Financial Officer – showcasing its leadership and results 
in one well thought-out piece of content. 

Mining giant BHP also chose to outline its financial 
performance through video – but with a slightly different 
angle. Showcasing its employees, BHP opted for a more 
personable narrative, connecting audiences with its 
employees – the powerhouse of its operations. 

While it’s important for stakeholders to have exposure 
to a company’s leadership, providing access to happy, 
engaged and intelligent employees is another way 
to demonstrate the breadth of capability within the 
company and thus, the stability of its overall operations. 

A SUSTAINED INVESTMENT IN  
VIDEO CONTENT

The trend for investment in professional video content 
is growing exponentially as companies seek to provide 
greater transparency and exposure of their senior 
leadership and CEOs to their investor audiences. Sub-
titled interviews with graphic overlays and professionally 
scripted results packages are setting the bar high this 
year for results season communications investment. 
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EASY AS AN INFOGRAPHIC 

Infographics retain their status as a simplistic yet 
engaging method of communicating results with an 
audience – and like other content produced for social 
media, they need to be well thought out, contain the right 
balance of words, graphics and branding, so audiences 
can quickly take-away the top line results narrative. 

Two stand-outs this year were Cleanaway and 
Coca-Cola Amatil. 

The use of executive-level quotes, complemented by 
key financial data and engaging graphic design. While 
completely different in tone and style – both demonstrate 
the impact and effectiveness of creating an infographic to 
share financial results. 

A further great example is Macquarie Group who have 
compiled their results into one easy to understand graphic. 
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FOCUS ON: 
USING SOCIAL MEDIA TO 
SHOWCASE YOUR LEADERSHIP
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Utilising your company’s leadership team on social media 
can be a powerful tool to showcase the breadth and 
experience of the company and furthers the reach and 
impact of your message to a larger pool of followers.

Stakeholders don’t want to just hear from your CEO either 
– especially if there are other interesting and engaging 
leaders in your business – they are an asset and help tell 
your company’s story.

Using your leadership team as part of your financial 
results social media communication plan gives the 
company a face and adds to the authenticity of the 
messaging. Featuring your leadership team as part of 
your messaging will also help build relationships with 
a broader cross-section of media outlets or individual 
journalists who are highly active and influential on social 
media themselves.

How can you utilise executives in your social 
media content?

Some examples from this year’s results demonstrate 
easy ways to incorporate company executives into social 
media content.

A photo and a quote

This can be prepared in advance by 
incorporating key messages and insights 
from your CEO regarding the context 
around or highlights from half or full 

year results. Creation of this content can be as technical 
as using Adobe Suite or as straight forward as using an 
online product like Canva. To simplify things even further, 
content like this can also be created in PowerPoint. Keep 
text brief but make an impact – it needs to be readable, 
deliver a clear message and ensure the style matches 
your corporate branding. Professional photos that align 
with your brand guidelines are also important.
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Cross promotion

If your CEO is active on social media, cross 
promote your accounts and content to 
maximise reach on your messaging. It also 

highlights that your communication strategy is aligned 
which reflects well on your company. The Santos example 
demonstrates that CEO Kevin Gallagher has an active 
Twitter account and is engaged in the company’s financial 
results conversation.  

While the Origin example is cross promoting a broadcast 
opportunity that their CEO Frank Calabria is participating 
in – calling out the social accounts of the broadcaster to 
expand reach and engagement.

Video content

Creation of a video requires more 
preparation but is often a more 
engaging way to attract user attention. 
Considerations include production 
quality, length of video (keep it as short 

as possible!) and ensuring key messages are clear 
and concise – a rehearsal or media training can be the 
difference between a polished performance and a painful 
process. 

Macquarie Group produced a YouTube video featuring an 
interview with their Managing Director and CEO Nicholas 
Moore who provided an overview of the company’s full 
year results.

A text quote

A simple option to differentiate from a 
pure text post is to use a direct quote and 
use it as text in a social post. Attributing 

the quote to your company leader and adding appropriate 
hashtags will also help maximise the potential reach of 
the message.



1-2 
Days

Results 
Day

BEFORE 
the announcement

• Sign off all content

• Ensure the right tools, 

equipment and people are in 

place for the day

• Alert external stakeholders 

to the upcoming 

announcement, a tweet or 

a LinkedIn post with key 

information and links will do

DURING  
the announcement

• Let the content schedule 

and real-life events guide the 

content flow

• Release information in 

a timely and consistent 

manner

7 
Days

1

2

3

• Refine your key messages 

and create a content 

schedule

• Agree on multimedia 

executions (e.g. livestream, 

quote cards, infographics, 

gifs) and brief the relevant 

teams

• Develop a hashtag and 

remember to use your 

cashtag

• Prepare a schedule for the 

day and share it with internal 

stakeholders

• Brief the executive team and 

create custom content for 

their social media accounts

BEFORE  
the announcement
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FTI’s GUIDE TO FINANCIAL 
REPORTING ON SOCIAL MEDIA



1-2 
Days

Results 
Day

4

5

AFTER 
the announcement

• 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

AFTER 
the announcement

• Review your performance – 

which 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?
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1 BHP Billiton

2 BlueScope Steel

3 Qantas Airways

4 Rio Tinto

5 Fortescue Metals Group

6 Origin Energy

7 Unibail-Rodamco-Westfield

8 LendLease Group

9 Cochlear 

10 Medibank Pvt 

TWITTER

1 Macquarie Group

2 BHP Billiton

3 LendLease Group

4 Santos

5 Cochlear

6 Fortescue Metals Group

7 Coca-Cola Amatil

8 Origin Energy

9 BlueScope Steel

10 Woodside Petroleum 

LINKEDIN
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TOP 10 BY PLATFORM



1 BHP Billiton 

2 Commonwealth Bank of Australia

3 Macquarie Group

4 Santos 

5 Xero 

6 LendLease Group

7 Suncorp Group

8 Coca-Cola Amatil

9 Origin Energy

10 South32 

The YouTube ranking is based on the number of views, 
rather than engagement, for the impact category.

YOUTUBE
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Rank Name

1 Macquarie Group 

2 BHP Billiton 

3 LendLease Group

4 Santos 

5 Cochlear 

6 Fortescue Metals Group 

7 Origin Energy 

8 Coca-Cola Amatil 

9 BlueScope Steel 

10 Rio Tinto 

11 Woodside Petroleum 

12 Downer EDI 

13 Unibail-Rodamco-Westfield

14 Insurance Australia Group 

15 Vicinity Centres

16 CSL 

17 Treasury Wine Estates 

18 South32 

19 Newcrest Mining 

20 a2 Milk Co 

21 National Australia Bank 

22 AMP 

23 CIMIC Group 

24 Medibank Pvt 

25 Xero 

26 Oil Search 

27 Orica 

28 Tabcorp Holdings 

29 Suncorp Group 

30 GPT Group/The

Rank Name

31 Bendigo & Adelaide Bank 

32 Goodman Group

33 REA Group 

34 Scentre Group

35 Orora 

36 CYBG PLC

37 AGL Energy 

38 Cleanaway Waste Management 

39 Amcor Australia

40 Brambles 

41 Transurban Group

42 Stockland

43 Qantas Airways 

44 Qube Holdings 

45 Dexus

46 Perpetual 

47 Charter Hall Group

48 Telstra Corp 

49 OZ Minerals 

50 Challenger Australia

51 Incitec Pivot 

52 Commonwealth Bank of Australia

53 Wesfarmers 

54 ASX 

55 Mirvac Group
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ASX 100 – COMPLETE RANKING



METHODOLOGY

FTI Consulting completed the research in October 2018.

Our 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. 71% of the results announcements analysed for this report were full 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 on 1 August 2018. The data covered the most recent 
set of full or half year results for each company prior to 31 August 2018.

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 publicly available online information; no interviews were conducted for this report.
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ABOUT US

FTI Consulting’s Strategic Communications Sydney-based digital experts partner 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 how our team can assist, please contact:

Celia Heffernan 
Senior Director 
02 8298 6100  
celia.heffernan@fticonsulting.com

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.

©2018 FTI Consulting, Inc. All rights reserved.


