
A SOCIAL DIVIDE 2015
THE USE OF SOCIAL MEDIA FOR FINANCIAL REPORTING:  
ANNUAL ASX 100 PERFORMANCE INDEX 
OCTOBER 2015

3,395 

‘Likes’, ‘Shares’ 
and other digital 

interactions recorded

Tweets and LinkedIn 
posts analysed

251

ASX 100 companies 
reviewed

100 



Executive summary

In September 2015, FTI evaluated the performance of ASX 100 companies on 
social media at the time of their latest financial results announcements. For the 
first time, our research covered company performance on the two social media 
networks most relevant to corporate communications – Twitter and LinkedIn. 
We also evaluated three components of results-related social media presence – 
volume, quality and impact.

We found that 49 of ASX 100 companies shared their latest full or half year financial 
results on social media. 

Companies that are embracing social media are seeing good levels of engagement, 
with 65% of results-related posts receiving ‘likes’, ‘favourites’, ‘retweets’ or ‘shares’. 
Wesfarmers’ posts were most effective, resulting in 520 interactions.

Despite this positive trend, our research suggests that most ASX 100 companies 
use social media to broadcast pre-planned messages, not to engage with 
their audience in a live dialogue – the majority of companies didn’t interact 
with stakeholders online, respond to questions, share coverage, or ‘retweet’ 
commentary. 

From our analysis, we see a notable positive trend in the use of social media 
channels to convey financial performance highlights and events to audiences. 
Companies should continue to look at opportunities via social media channels 
to broadcast their messages as the market and stakeholders are increasingly 
“time-poor” and becoming more digital savvy, demanding speed and convenience 
for knowledge. This may also be attributable to the changing demographics of 
investors – i.e. younger investors – who rely on social media channels for real-time 
information.

Find out who crossed the ‘Social Divide’ to connect with stakeholders at this critical 
time. 

 1. Volume
 

Number of tweets

Number of LinkedIn posts

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 at the end of this report.
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The numbers: ASX 100 using social for results
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Investors are listening

Global institutional investors are using social media 
channels, most notably Twitter and LinkedIn, to look 
for information directly from companies (13%); to 
seek information from third party influencers (40%); 
and to track breaking crisis situations (44%)*. Don’t 
miss your opportunity to reach the investment 
community.

*Source: FTI Consulting Strategy and Research 
survey of 116 global institutaional investors, 
conducted between 1 and 5 December 2014.

You own the channel

Securing results coverage can be challenging 
if you are not a household name. Social media 
is a way for companies to communicate their 
messages directly to their stakeholders, without 
relying on traditional media channels.

Someone else will fill 
the vacuum

Results-driven discussions are taking place 
on social media, no matter if the company 
discussed is participating or even has any 
social media presence. Join in and frame the 
conversation, before others do it for you. Keep 
in mind that following best practice advice 
is important before embarking on any new 
digital strategy.

Why use social media for financial reporting?

 1  2  3



ASX 100 index, 
Top 20 using 
social media for 
financial reporting 

1 Wesfarmers Limited

2 BHP Billiton Limited

3 Rio Tinto Limited

4 Lend Lease Group 

5 QBE Insurance Group Limited

6 Telstra Corporation Limited

7 GPT Group 

8 Aurizon Holdings Limited

9 Fortescue Metals Group Ltd

10= Treasury Wine Estates Limited

10= Downer EDI Limited

12 Stockland Corporation Ltd

13 Goodman Group 

14 Amcor Limited

15 Cochlear Limited

16 Origin Energy Limited

17 Oil Search Limited

18 Perpetual Limited

19= AGL Energy Limited

19= Cimic Group Limited

19= Qantas Airways Limited

*Based on FTI Consulting’s Index Ranking 2015



$Cashtags were 
used by 29% of 
companies that 
tweeted their 
results.

Average tweets per company 
reporting financial results

Volume is increasing:

This year, the volume of tweets per company has 
increased. Businesses who are using Twitter to 
announce their financial results are embracing 
the platform with a more structured content plan. 
Companies are using their financial results content 
to a better capacity. 

Content quality is key:

There is a positive relationship between content 
quality and user engagement: seven of the eight 
companies that came top of the overall ranking 
scored the maximum number of points for post 
quality.

The best performing companies include 
links, hashtags and multimedia content, e.g. 
infographics and videos, to make their posts 
informative, accessible and engaging. Be consistent:

Social media is no different than any other 
communications channel for investor 
relations — consistency is critical. Social 
channels can be conducive for rumours when 
users are forced to find and share negative 
news. An effective digital strategy will ensure 
both positive and negative news is shared 
and appropriate risk mitigation strategies 
are in place. A company who live tweets 
earnings calls for good results but is then 
silent on social media during a period of poor 
performance does more damage than not 
engaging at all. Consistently communicating 
with your audience will increase goodwill and 
allow companies to tell their side of the story 
on their own platform.

Three things you need to know to communicate 
competitively:
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FTI’s guide to best practice financial reporting on Twitter

It is important to stick to 
a plan and a schedule, 
but social media is meant 
to be social – respond 
to questions, ‘retweet’ 
relevant commentary, 
and engage in real time 
digital conversations 
about your company.

Ahead of the results day, 
distil the key messages 
into tweets and posts, 
compile and organise 

all relevant content, and sign-off 
everything that will be published 
online. In addition, prepare a 
schedule for content release.

Provide those not present on the analyst call with 
a running commentary by live tweeting the key 
messages and points of the discussion.

Agree a hashtag that will give your 
tweets context. Prior to using 
the chosen term, ensure that it 
is not associated with a different 
conversation or brand. In addition, 
use your ticker symbol as a $Cashtag 
to link your tweets to broader Twitter 
conversations about your stock.

Alert your stakeholders to the 
upcoming announcement to boost 
your audience numbers on the day. 
A tweet or post one day before the 
release will do the job.

Stick to the schedule and release 
the content in a timely and 
consistent manner, in line with 
real life events. Don’t forget, 
most conversations about the 
results will take place immediately 
following the announcement; use 
this opportunity to engage.

A CEO message is a great 
way to put a human face to a 
corporate announcement. It can 
be represented in various ways 
including an article, blog post, 
video, or even an infographic. 
Don’t forget to link tweets 
mentioning the CEO to their 
Twitter account.

Encourage your followers 
to engage with your 
company beyond Twitter 
and LinkedIn, and 
potentially foster brand 
engagement beyond the 
results announcement, by 
providing links to relevant 
videos, infographics, 
articles and other 
interactive content. 
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Following the results 
announcement, evaluate 
your own performance as 
well as the performances of 
others. Who dominated the 
conversation surrounding 
your results? How did each 
of your tweets and posts do 
in terms of engagement? 
Which tweet received 
the most ‘retweets’ and 
‘favourites’? Did your CEO 
receive a good amount 
of airtime? Which digital 
tools were most useful? 
What could have been done 
better? Answers to these 
and other questions will help 
you plan and improve your 
social media performance 
for the next results 
announcement.

#/$

Prior to the announcement

On the day of the announcement

After the announcement



Anatomy of an effective financial results tweet

Company Name @TwitterHandle

#CompanyResultsHY15: Production increased by 10%, 
driven by $50m R&D spending in 2015 bit.ly/3xaMpl3 
$ASXcode

#Hashtag

Include an original and consistent hashtag for 
all tweets. This will provide context and make 
tweets easier to find; 8-20 characters

Provide all the information your stakeholders need and want to know in 140 characters.

$Cashtag

Use ASX code as cashtag; 4-5 characters

Image

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

Link

Include a shortened link to a report, video, 
article or other source of further info; 22 
characters



Your audience will be made up of people who consume information differently. Offering a variation in the way you tell your story will ensure your mesasages have the best chance of being 
heard. Highlights of some of the tools the ASX 100 are using on Twitter to communicate their financial results are: 

Multimedia content
Attention spans online are short. Refining often complex financial 
information into bite-sized social media-friendly chunks can be 
a challenge. Using images and infographics can help share your 
corporate messages as your audience will find them visually 
appealling and easy to understand.

Creating videos or webcasts is also a great way to grab your 
audience’s attention.

Fortestcue Metals Group created the above image snapshot of 
their results. It gave the audience all the information in one glance, 
with a link to more information.

Hashtags and Cashtags
Finding the perfect ‘hashtag’ can be daunting. It’s important to 
ensure that the chosen word is concise and memorable, but 
not too generic, and isn’t associated with an unrelated online 
conversation or brand. 

Most of the companies in the Top 20 used a relevant hashtag 
or cashtag. A great example is GPT Group with #GPT1H15. GPT 
Group made the search for its results simple by using an original 
term, rather than a broad hashtag, for example #results.

Links
The aim of most tweets is two-fold – to inform readers and to 
engage them, for example by including a call to action or links to 
further information. 

Rio Tinto is an example of a company that hit the right balance 
between these two elements. Their results-related tweets provide 
links to webcasts, the corporate website and infographics, but also 
contain a good amount of detail within each tweet. This means 
that stakeholders who do not have the time to read further are still 
reasonably informed.

Twitter communication toolkit



Periscope
Both Telstra and QBE made use of this new technology when 
announcing their financial results. Periscope is an app that allows 
you to post live streaming video footage direct to Twitter.

Using a live stream service like Periscope will expand the reach of 
your announcement by giving your online audience access to the 
event. Periscope can also humanise your brand by adding a face 
and personality to the announcements.

GIFs
Catching your target audience’s eye in a busy Twitter feed can be 
a challenge. 

As part of Telstra’s financial reporting on Twitter, they created 
some fantastic GIFs which added some colour and movement 
to the Twitter feed while still communicating their corporate 
messaging.

Mentions
Mentioning other Twitter user accounts is useful in drawing their 
attention to your tweet. If they find it relevant, they will then 
re-tweet your message to their audience. 

Wesfarmers have used this tool mentioning their CEO Richard 
Goyder. This helps the business share the results message further 
and to boost the CEO’s profile.



*Based on quantity of posts on Twitter and LinkedIn

Top 10 by volume



Research was completed by FTI Consulting in September 
2015. 

The team analysed the Twitter and LinkedIn feeds of all ASX 
100 constituents, focusing on the tweets and posts that 
are directly related to their most recent annual or half-year 
results announcements. In total 251 posts and tweets were 
analysed, all of which were published the day before, on the 
day, or the day after the announcements.

We recognise that an announcement of one set of results 
might be different to an announcement of another set of 
results, or that a company’s performance online in one 
month might be different to its performance ten months 
later. Therefore this study compared results that are most 
similar and close to each other in time – annual and half 
year results.

The data covered the most recent set of annual or half-year 
results for each company prior to 3 September 2015. The 
companies included were the constituents of the ASX 100 
index prior to this date.  

The research evaluated three components of results-related 
social media presence – 

1. Volume: number of tweets and LinkedIn posts

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

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

Every ASX 100 company was attributed three scores, one for 
each of the components above, which in turn generated an 
aggregate score.

The feeds of official corporate Twitter and LinkedIn accounts 
were analysed for this research.

The research is based solely on publicly available online 
information and not on any interviews with any of the ASX 
100 companies.

About Us:

FTI Consulting’s Strategic Communications practice in 
Australia provides strategic communications advice that 
helps organisations protect and enhance their corporate 
brand, reputation and valuation. With more than 30 years of 
experience advising management teams in critical situations, 
we support clients in stakeholder management, protecting 
and enhancing their reputation in the capital markets, society 
and the political environment. One of our service offerings 
include digital communications to help clients achieve their 
business objectives through the use of digital tools, channels 
and content in an integrated way to support critical initiatives, 
including all forms of online reputation management.

To learn more about FTI Consulting Strategic 
Communications and our service offerings, please contact: 

Robert Skeffington, Managing Director 
Robert.Skeffington@fticonsulting.com 
+61 (0) 2 8298 6100
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