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T EXxecutive
Summary

Welcome to the ninth edition of our Social Divide

in the City report in which we share our analysis

of results reporting on social media by FTSE 100
companies throughout 2020. In a turbulent year we
found consistent growth and investment into financial
results content from some of the world’s largest
companies. Our rankings have changed to reflect a
new set of leaders, though the range of sectors has
remained consistently broad. Counting over 1,000
full- and half-year results posts across the primary
social media platforms we found that the patterns
we identified in previous years have continued to
evolve - particularly in relation to quality content and
the increasing dominance of LinkedIn as a tool for
reaching financial audiences.

Companies sought to tell the story of their results and
strategies in ever more compelling ways, while also
illustrating the ways in which the global pandemic
was impacting on business. This resulted in 2.6m
engagements for all results-related activity in 2020,

a 33% increase year on year. As we reported on last
year, audiences are frequently triggered to respond,
with many increasingly focused on environmental,
social and governance (ESG) aspects of a company’s
reporting and story.
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The biggest shift in direction this year
relates to the role that leaders are playing in
communicating results-related messaging
directly - and generally news and updates

from their businesses overall. Leaders are
increasingly at the front and centre of results
content - we reference some of the CEOs using
their own personal channels to deliver financial
results content, alongside their company
channels.

Together with the set pieces around leaders
and strategy, results content is becoming more
tailored and targeted. The increase in the use
of semi-private content, unlisted YouTube
results videos, geo-targeted posts on
LinkedIn and dark social ads, for example,
demonstrate that companies recognise that
there is no one-size-fits-all approach. While
still rare, we identified instances where FTSE
100 constituents didn’t share financial results
data on social media at all, focusing instead
on the surrounding narrative. This ‘softening’
of results content continues to remind us that
behind every financial data point there

is a social media-worthy story of strategy,
leadership - and a workforce delivering
results, sometimes against the odds.



S Research
overview

FTl evaluated the soc.ial megiia content shared by Results-related activity was measured using our long-
every FTSE 100 constituent in relation to full- and standing metrics of Volume, Quality and Impact. Scores
half-year results in 2020. We reviewed the content that were given for each metric, which in turn generated an
was published by official company channels on the aggregate score.

four platforms we consider to be the most relevant

to corporate and financial communication - Twitter, More information on the methodology

LinkedIn, YouTube and Instagram. can be found on page 15.

S Index ranking
methodology

® ® O

Volume Quality Impact
Number of results-related content: Overall quality of results-related Interactions with results-related
tweets, LinkedIn and Instagram posts, content, including consistency, visual content, including: retweets, shares,
YouTube videos appeal, user experience comments, reations, video views
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"= FTSE 100 Index Top 20

Changes at the top and a mixed sector picture
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“== Leading the Divide

The last year was marked by a
new clear divide, in our view,
between companies which have
Social CEOs who support their
financial results on social media
and those who do not.

A recent FTl research study,
Leading from the Front:
Successful Strategies for the
Social CEO analysed over 3,000
social media posts to find the
best approach for becoming a
successful Social CEO. As part
of this research we identified
that more FTSE 100 CEOs than
ever before are supporting their
companies’ financial reporting
through their own personal
social media channels.
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8 Bernard Looney [l - 3rd+ + Follow =+

“We're not doing it because it's expected of us, we're doing it because we want to”
sharing my thoughts on how we aim to keep helping cur peaple and communities,
as we announce our first quarter results,

Leadership impact

Results content from CEOs analysed as part of our
recent study had a significant impact on the overall
reach and engagement of their companies’ financial
results, receiving an average of 541 engagements
per post. On LinkedIn specifically, this figure was
even higher, with results posts receiving an average
of 675 engagements per post.

Not only was financial results content from the
CEO invaluable for the company’s communication,
it also formed an important part of the content
mix of some of the most successful Social CEOs.
Our analysis found that four out of five of the most
engaged with Social CEOs in the FTSE 100 (Bernard
Looney (BP), Bill Winters (Standard Chartered),
Steve Hare (Sage) and Ben van Beurden (Shell)
shared content around financials results.



Bringing the energy

Bernard Looney and Ben van Beurden stole the
show, in our analysis, with the highest levels of
engagement for their financial results posts. Both
of them shared authentic piece-to-camera videos
talking through the results as well as their broader
commitments to employees and communities. As
video continues to play a key role in corporates’
financial reporting, its impact is extended when
leveraged by CEOs for their own social channels.

However this approach was a rarity with most CEOs
simply sharing a link to their results landing page - a
finding we expect to change in the future.

+ Follow =+

The world has fundamentally changed over the last few months. As we report the
#ShellResults for the first quarter of 2020, we are working hard to ensure the
resilience of our business. Under extremely challenging conditions, we are stepping
up to protect our people and support communities around the globe. By
demonstrating resilience, and by responding thoughtfully and swiftly, we will get
through this together. You can see more details in our latest video with CFO Jessica
Uhl. Please stay safe, healthy and look after each other,

@ ?hell

+ Follow

These are difficult and extraordinary times, We are working hard to ensure the
resilience of our business and focusing on safe and reliable operations each day.
Hear from Shell CEQ Ben van Beurden & CFO Jessica Uhl @ #ShellResults
https://Inkd.infemHRMXW

- ——

A personal note

Highlighting the hard work and dedication
of employees that enabled the financial
performance was a further common theme.
By extending a personal thank you these
CEOs demonstrated a key benefit of an active
social media presence, in being able to reach
and connect with, stakeholders directly.

8

t's now five months since the Coronavirus pandemic took hold, bringing with it
substantial changes to the way we support our customers and the way we work.

=+ Follow ***

Today's publication of our half year results shows the impact the pandemic is
having. While our underlying business is resilient, reporting pre-provision profits of
£2.1bn, an impairment provision of £2.9bn due to coronavirus, has resulted in
NatWest Group posting a loss of £770m.

While it's always difficult to announce a loss, we have a clear societal responsibility
to be there for our customers through the good times and the bad.

COVID context

The top performing CEO results posts all
highlighted the difficulties of Covid-19 both in
terms of its impact on society, employees and
the business. Utilising their personal channel
enabled these CEOs to give more personable
and authentic context to these challenges,
which was well received by the audience.

_; l John Fallon [ - 3rd + Follow ==

Today we shared our half year results. The speed, grit, ingenuity, and purpose that
all of our Pearson colleagues have shown through the pandemic will ensure the
company is well placed to emerge from it in a stronger competitive position.

A Social Divide in the City



"= Highlights

The Covid-factor »

As with leaders’ content, results posts shared from
corporate accounts prominently featured Covid-19.
The pandemic was used to explain financial
performance and to highlight the initiatives that
companies undertook in 2020 to help the global battle
against the pandemic. This contributed to broader
‘softening’ and diversification of results content.

‘Softening’ of results

Results content is no longer restricted to financial
statements and data. In fact, a small number of

FTSE 100 companies, including BP, didn’t share any
financial information on social media on results day,
focusing on overarching business messages instead.
Even though the approach above is still rare, most of
the best performing companies ‘softened’ their results
content, mixing financial information with broader
messages around purpose, resilience, and long-term
vision. In addition, some companies used this moment
in their financial calendar to thank employees.

=5

" Thank You ,l\
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Thank You to BMP Employees - FY20
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Burherr).r + Follow
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“Though the momentum we had built was disrupted by COVID-19 at the start of the
year, we were quick to adapt, while making further progress against cur strategy.
While the virus continues to impact sales in EMEIA, Japan and South Asia Pacific, we
are encouraged by our overall recovery and the strong response to our brand and
product, particularly among new and younger customers. In an environment which
remains uncertain, we will continue to deliver exceptional product, localise plans
and shift resources, while leveraging the strength of our digital platform to inspire
customers.” - Marco Gobbetti, Chief Executive Officer

Read our interim results for HY20/21: http://www.brby.co/94q

Native video sharing

In 2020, 27% of companies that utilised social
media for financial results uploaded at least one
results video directly to LinkedIn. For Twitter this
figure was even higher, at 30%, a 21% increase
in comparison to 2019. It’s no surprise that
companies are increasingly opting for native
video sharing. Social media platforms prioritise
native videos and make them more engaging
and easier to view than linked YouTube content.
In our view, YouTube still has a role to play in
corporate digital communications - it’s better
placed to host longer-form content and has
benefits for SEO - therefore this platform should
still form part of the overall strategy.



Trend-watch

As we look forward to the tenth edition of our Social Divide reportin
2021 there are a number of trends we are expecting to impact results
reporting on social media over the next year.

L\

Audience-led activity

In 2020, a growing number of FTSE
100 constituents waved goodbye
to ‘one-size-fits-all’ social media
content and adopted a more
tailored and audience-centric
approach to results online. During
our research we identified, unlisted
YouTube videos, geo-targeted posts,
ephemeral, or temporary, content,
as well as a growing number of
targeted paid campaigns.

Enabled by improving platform
functionality, new techniques and
strategies are allowing companies
to reach specific audience groups
with tailored messages. We
expect this trend to continue

in 2021, particularly as we see
more audience and social media
fragmentation.

Robo-surveillance

We are increasingly interested in

the role of Al, natural language
processing and robo-surveillance in
relation to how earnings calls and
other financial calendar events are
being monitored and assessed for
nuance. Technology, already in use,
will impact how corporates view and
plan for earnings calls and broader
capital markets activity, where every
word of spoken or written language
can be trigger a response.

In many ways anticipating these
robo-elements means investing in
good content, and rehearsing leaders
- essentially nothing new - and in
ourview attempting to outsmart Al

is futile. Of course, it will be critical

to watch for developments and to
understand more about who - or
what - is listening.

Retail investors

The power of social media to
amplify price movements has
been in the spotlight with Reddit’s
r/WallStreetBets forum and users
of other social media platforms
encouraging a new generation of
retail investors to come forward.

With available cash, spare
lockdown time and simplified
access to trading platforms, this
new tribe of private investor will
create challenges for corporates
who are considering the role that
social media should play in new
forms of investor relations. In
particular, as bulletin boards and
gossip exchanges ramp up interest,
companies will need to remain
abreast of these emerging trends
and new threats to reputation.

A Social Divide in the City
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Sector leaders

Financial Services

Insurance

Lloyds Banking Group

Aviva

Barclays Legal & General Group
HSBC Prudential
London Stock Exchange Group RSA Insurance Group
NatWest Group Admiral Group
Standard Life Phoenix Group Holdings
3i Group
Schroders
Standard Chartered Mining
M&G

Glencore

Intermediate Capital Group

Hargreaves Lansdown

Anglo American

St James’s Place

BHP Billiton

FMCG

Rio Tinto

Antofagasta

Diageo

Unilever

British American Tobacco

Pharmaceuticals and
medical devices

Imperial Brands

GlaxoSmithKline

RB

AstraZeneca
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Hikma Pharmaceuticals

Smith & Nephew




Real Estate & Construction

British Land Company
SEGRO
Taylor Wimpey

Land Securities Group

Barratt Developments

Berkeley Group Holdings

Retail Travel & Leisure
Kingfisher Flutter Entertainment
Sainsbury’s InterContinental Hotels Group
Next Entain
Ocado
Morrisons (Wm) Supermarkets
Burberry Group Utilities
Tesco
SSE
National Grid

Pennon Group

T™MT

Severn Trent

Vodafone Group

Sage Group
WPP
BT Group

Aveva Group

Experian
Just Eat

ASocial Divide in the City 11



Top performers
by platform

¥ Twitter

Glencore

Aviva

Lloyds Banking Group

Anglo American

BHP Billiton

GlaxoSmithKline

Diageo

British Land Company

Wi i~N|GO UV HA_  WIN| R

Royal Dutch Shell
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BAE Systems

Glencore

Diageo

Aviva

Anglo American

AstraZeneca

Admiral Group

BP

Instagram
1

2

3

4

5

6

7

8

Land Securities Group

=9 RELX

=9 WPP
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B YouTube

AstraZeneca

BHP Billiton

Aviva

Anglo American

Coca Cola HBC AG

SEGRO

Diageo

Admiral Group

O NG| AR WN|R

RSA Insurance Group
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sults: Continued growth

GlaxoSmithKline , oing COVI nse

LinkedIn

Lloyds Banking Group

Anglo American

Legal & General Group

Aviva

g I WIN R

Glencore

BHP Billiton

6 GlaxoSmithKline

Mondi

British Land Company Overd

10

Royal Dutch Shell
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As in previous years, top performing companies How many FTSE 100 companies are on each platform?
tended to utilise more than one platform for results

content and use Twitter and LinkedIn particularly well. Instagram and LinkedIn gained FTSE 100 users in 2020

The content shared by Land Securities Group for the - 10 and 5 additional companies started actively using
company’s HY 2020 results, shown below, is a good Instagram and LinkedIn, respectively.” Twitter usage
example of how companies can adapt core messages among FTSE 100 constituents remained stable at 90 active
and assets for different platforms. companies, and YouTube lost two active FTSE 100 channels

Twitter YouTube

7
my 2

3
Linkedin »
Our
yy half-yearly
Jresults Instagram LinkedIn
1
* B in|
Twitter >

Active @ Private

@ Inactive @ No presence

Instagram »

* 3 Instagram FTSE 100 accounts are private and their activity status is therefore unknown. For this

reason they are excluded from the statement above.
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Complete
rankings

Glencore

Smith & Nephew

Ocado

Aviva

Smiths Group

Phoenix Group Holdings

Lloyds Banking Group

Coca Cola HBC AG

Compass Group

Anglo American Rio Tinto M&G

GlaxoSmithKline Admiral Group Bunzl

Legal & General Group NatWest Group Ferguson

BHP Billiton Halma Intermediate Capital Group
Diageo InterContinental Hotels Group Spirax-Sarco Engineering
British Land Company Informa Rolls-Royce Holdings

Royal Dutch Shell Standard Life CRODAINTL

Mondi Pearson Morrisons (Wm) Supermarkets
BP Unilever RB

AstraZeneca Sage Group Burberry Group

Barclays WPP Severn Trent

SSE British American Tobacco Hargreaves Lansdown
HSBC Sainsbury’s Barratt Developments
SEGRO 3i Group Just Eat

Hikma Pharmaceuticals Homeserve Berkeley Group Holdings
Smurfit Kappa Schroders Tesco

BAE Systems BT Group St James’s Place

Flutter Entertainment Aveva Group Entain

Prudential Next

RSA Insurance Group

Pennon Group

Vodafone Group

Land Securities Group

Taylor Wimpey

RELX

Kingfisher Imperial Brands
National Grid Antofagasta
Johnson Matthey Experian

London Stock Exchange Group

Standard Chartered
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Methodology

FTI Consulting completed the research between June 2020
and January 2021. The team analysed the channels and
feeds of all companies that were in the FTSE 100 in June
2020, on four social media platforms most relevant to
corporate communications and financial results reporting:

o @

3YouTube

y in|

1.Twitter 2.LinkedIn 4.Instagram

We recognise that FTSE 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 and half year results announcements. FTI’s analysis
focused on three components of results-related social
media content published by FTSE 100 companies seven
days before, on the day, and seven days after their results
announcements:

Volume The number of tweets, LinkedIn posts,
YouTube videos and Instagram posts

Quality Overall quality of all
results-related content

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. Each of the three scores were
then ranked, to provide a score between 100-1 for each
organisation. These scores were then indexed which in

turn generated an aggregate score. The feeds of official
corporate Twitter, LinkedIn, YouTube and Instagram
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.
As outlined in the report, in 2020, we saw an increasing
number of results posts published from business leaders’
accounts, as well as results content that was targeted (e.g.
not available to users outside of certain geographies), semi-
private (e.g. dark paid ads), or ephemeral (e.g. Stories).
These types of content were noted in our research and
analysis, however this type of content was not included in
our ranking methodology.
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About Us

FTI’s London-based Digital and insights

practice partners with FTSE 100 and other large
corporate brands to design effective online
reputation management strategies, driven by
data and analytics and 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 setup,
requiring governance, social media architecture
and content planning, to expert in-house digital
teams requiring contingency or specialist support.
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Contact

Viola Kostusyeva

Senior Director

+44(0)791 032 9349
viola.kostusyeva@fticonsulting.com

Ant Moore

Senior Managing Director
+44(0)203 727 1367
ant.moore@fticonsulting.com

About FTI Consulting

FTI Consulting is an independent global business
advisory firm dedicated to helping organisations
manage change, mitigate risk and resolve disputes:
financial, legal, operational, political & regulatory,
reputational and transactional. FTI Consulting
professionals, located in all major business centres
throughout the world, work closely with clients to
anticipate, illuminate and overcome complex business
challenges and opportunities. For more information,
visit www.fticonsulting.com and connect with us on
Twitter (@FTIConsulting), Facebook and LinkedIn.
www.fticonsulting.com. The views expressed in any

of the articles or other content hosted on this site are
those of the author(s) and not necessarily the views of
FTI Consulting, its management, its subsidiaries, its
affiliates, orits other professionals.

© 2021 Copyright FTI Consulting, Inc. All Rights Reserved.



