
 

Twitter in financial communications: almost everyone tweets, but not equally loudly 

 

Social media has established itself in the world of professional investor relations. Almost every SMI 

company uses Twitter when communicating their annual results. There are big differences in the 

number and design of tweets, as an analysis by IRF shows.  

 

Zurich, 8 July 2019. What role does Twitter play in the financial reporting of companies? IRF has examined 

how SMI companies used the platform to publish their annual results for 2018. For information on 

London’s financial centre, the report published by IRF network partner FTI Consulting (FTI) "ASX 100: 

Socialising Financial Results #1" and the annual study "A Social Divide in the City" are valuable references. 

 

Integrating Twitter into your channel mix 

Companies can communicate directly with their target groups via social media. IRF's analysis shows that 

SMI companies are making active use of this opportunity and that Twitter, the short news service, is now 

firmly established in the channel mix: 18 of the 20 SMI companies maintain a public account on the 

platform. The two exceptions are Alcon, which was recently spun off from Novartis and does not have a 

Twitter account, and Richemont, whose tweets are only accessible to a closed user group. Of the 18 

companies with public accounts, 17 also use Twitter to communicate their annual results. Only Swatch 

has no such tweets.  

 

Tweet frequency varies 

The study conducted by IRF covered all tweets about the annual results on the publication day and two 

weeks before and after. The number of posts published by the companies ranged from only 1 - at 

Givaudan, Geberit and SGS - to 25 at Sika. The following table1 provides an overview:  

 

Company Account (Number of 

followers 20.6.19) 

Before results 

day 

Results day After results day Total  

Sika @Sika (9521) 1 24 0 25 

Lafarge Holcim @LafargeHolcim (28 900) 5 7 11 23 

Nestlé @Nestle (245 000) 1 7 2 10 

Lonza @LonzaGroup (5711) 0 10 0 10 

Roche @Roche (193 000) 2 8 0 10 

Swiss Life @swisslife_group (1371) 1 6 (7) 0 7 (8) 

Novartis @Novartis (250 000) 0 8 0 8 

UBS @UBS (424 000) 1 6 0 7 

Zurich Insurance @Zurich (50 000) 1 4 0 5 

Adecco SA @AdeccoGroup (15 600) 1 3 0 4 

Swiss Re @SwissRe (33 800) 0 4 0 4 

Credit Suisse @CreditSuisse (332 000) 0 3 0 3 

                                                             
1 Given is the number of differing tweets, in brackets the total of all tweets (including repetitions and language 
versions of the same tweet). 

https://www.fticonsulting.com/~/media/Files/us-files/insights/reports/asx-100-socialising-financial-results-1.pdf
https://www.fticonsulting.com/~/media/Files/us-files/insights/reports/asx-100-socialising-financial-results-1.pdf
https://www.fticonsulting.com/~/media/Files/emea--files/insights/reports/social-divide-city-2018.pdf
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Swisscom @Swisscom_News_d (4963) 0 3 0 3 

ABB @ABBgroupnews (134 000) 0 2 0 2 

SGS @SGS_SA (9981) 0 1 (4) 0 1 (4) 

Geberit @GeberitGroup (1389) 0 1 (2) 0 1 (2) 

Givaudan @Givaudan (5574) 0 1 0 1 

Swatch @Swatch (48 200) 0 0 0 0 

Richemont SA @Richemont_SA (130) n/a n/a n/a n/a 

Alcon n/a n/a n/a n/a n/a 

Number of tweets on the day of publication of annual results and two weeks before and after by company    

 

The clear majority of tweets were published on the day the results were published. Half of the companies’ 

tweets about the results drew attention to their pending publication. Here Lafarge Holcim stands out, 

leading the list with five posts; the first tweet appeared three days before the publication date. Lafarge 

Holcim also leads the way in twittering after the publication: Lafarge Holcim commented on the results in 

a total of eleven tweets after the publication date. Apart from Lafarge Holcim, only Nestlé published 

Twitter updates after announcing its results.  

 

Hashtags and Cashtags  

Hashtags (#) and cashtags ($) are used to classify posts on specific topics and make them easier to find. 

They should be as memorable and meaningful as possible. The companies surveyed deal with cash and 

hash tags in very different ways. Cash tags are only used by a minority: ABB ($ABB), Adecco ($ADEN), 

Novartis ($NVS), Roche ($RHHBY, $ROG), SwissRe ($SREN) and Zurich ($ZURN). Hashtags are used by 

every company except Geberit, Givaudan, Swisscom and SGS when communicating annual results. The 

expressiveness and memorability of the results range from low (e.g. #Sika2019 for the 2018 results, 

#GoodLife for Nestlé) to high (e.g. #Zresults for Zurich). While some companies consistently use the 

hashtags to highlight their annual results tweets (e.g. #LonzaFullYear18 at Lonza, #CSresults at Credit 

Suisse or $ADEN at Adecco), others seem to use them more randomly - for example, Sika used more than 

40 different hashtags in 25 tweets. 

 

 

Photos, facts and quotes 

The most popular design element for posts about the publication of results are photos (symbol images, 

photos of events). They are used by eleven of the companies surveyed. Fact cards (see example 1) are 

used by eight of the companies, closely followed by quote cards, on which usually the CEO has his say (see 

example 2), and which are used by seven of the companies.  

 

IRF recommends announcing the publication of the results in advance and posting several tweets 

spread over the day on the actual day of publication. The most important criterion should be the 

relevance of the contents. 

In connection with the publication of the annual results, IRF recommends using the ticker symbol, 

the company name with or without year and the consistent use of the tags once selected. 
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Example 1: Fact card  Example 2: Quote card 

 

Only occasionally do companies use animations (5 times), videos (4 times), infographics (1 time) or audio 

files (1 time). 

 

The length of a tweet is limited to 280 characters. If you want to provide your community with more 

information, you can link to specific pages on the homepage (Investor Relations, Media etc.). More than 

three-quarters of the SMI companies (16) link in at least one tweet to the corresponding media release, to 

the investor page or directly to the online annual report. 

 

Dialogue only rarely takes place 
Most tweets get a "Like" or are shared. The comment function is rarely used. 

 

Company Account (number of 

followers 20.6.19) 

Total comments Total Retweets  Total Likes  

Sika @Sika (9521) 0 77 179 

Lafarge Holcim @LafargeHolcim (28 900) 2 52 167 

Nestlé @Nestle (245 000) 4 31 141 

Lonza @LonzaGroup (5711) 1 4 30 

Roche @Roche (193 000) 0 34 95 

Swiss Life @swisslife_group (1371) 0 26 25 

Novartis @Novartis (250 000) 7 47 305 

UBS @UBS (424 000) 3 11 41 

Zurich Insurance @Zurich (50 000) 4 26 48 

Adecco SA @AdeccoGroup (15 600) 2 37 80 

Swiss Re @SwissRe (33 800) 7 34 79 

Credit Suisse @CreditSuisse (332 000) 1 26 39 

Swisscom @Swisscom_News_d (4963) 0 3 16 

ABB @ABBgroupnews (134 000) 0 24 32 

SGS @SGS_SA (9981) 0 5 6 

Geberit @GeberitGroup (1389) 0 2 3 

Givaudan @Givaudan (5574)  0 6 5 

Swatch @Swatch (48 200) n/a n/a n/a 
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Richemont SA @Richemont_SA (130) n/a n/a n/a 

Alcon n/a n/a n/a n/a 

Number of Retweets and Likes by Company   

 

The following posts have generated the most Likes and Retweets2: 

 

1st place: Novartis, 51 Likes, 8 Retweets 

The Novartis Tweet contains a teaser to a more detailed video in which management explains the annual 

results in more detail and provides an outlook for the new fiscal year. 

 

 

 
Tweet with the most Likes/Retweets at Novartis 

 

 

  

                                                             
2 The respective ratios per follower are not part of this analysis.  

IRF comment: Personally conveyed messages are attractive; the video format is well received by the 

audience. 

https://twitter.com/Novartis/status/1090618134061436929
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2nd place: Swiss Re, 42 Likes, 16 Retweets 

Swiss Re's top tweet does not focus on annual results per se, but on a change in management. 

 

 
Tweet with the most Likes/Retweets at Swiss Re 

 

3rd place: Adecco, 36 Likes, 17 Retweets 

On the day of the publication of the results, Adecco let Alain Dehaze have his say in the company’s very 

first tweet of the day, which was well received on Twitter. 

 

 
Tweet with the most Likes/Retweets at Adecco 

IRF comment: People are mainly interested in people. 

https://twitter.com/SwissRe/status/1098498942176841728
https://twitter.com/AdeccoGroup/status/1101001368612032513
https://twitter.com/AdeccoGroup/status/1101001368612032513
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The three examples confirm what the IRF partner FTI has also stated: "Content that featured the human 

face of an organisation, both from leadership and from employees, performed strongly on LinkedIn and 

Twitter". The voice of the CEO in particular seems to be of importance: This is underlined by the top 

tweets of Credit Suisse, Lafarge Holcim, Lonza, Zurich, Swisscom, Nestlé and Roche, which triggered the 

most likes and dislikes. The reach of the tweets is not evident in all of this: With a total of more than 1.7 

million users following SMI companies, it is likely to be considerably broader than the modest interaction 

figures suggest. 

 

Management Summary and IRF recommendations 

• The use of Twitter to publish annual results has become best practice. 

• Publication period: IRF recommends a preannouncement of the publication of the results and 

posting several tweets on the day of publication. The focus should be on the expressiveness of 

the contents.  

• People first: The most interaction is generated by posting CEO statements.  

• On Twitter, too, less is more. A few well illustrated articles with high-impact content do more 

than a burst of tweets. 

• Cash and hash tags make sense if you use them in a targeted and recurring manner. IRF 

recommends the use of stock ticker symbols and company names with or without year numbers 

in the context of annual results. Once selected, tags should be used consistently. 

• Design: Use professional photos. Select design elements that enhance the content, use a mix of 

infographics, animations and - as Roche does - audio recordings. 

 

 

 

IRF comment: Well done! Published early, short in length, by the CEO himself. 

 

 

https://twitter.com/Roche/status/1090945332001865729

