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Social media in company’s communication with investors

Summary

Social media are facing a raising popularity of stakeholders, as well as inves-
tors. However, the research on their use by different companies in invertor relation 
creation are really scarce. The literature studies revealed that they could be used as 
an investor dedicated communication tool due to the fact of fulfilling legal require-
ment and being in accordance with good practices. The research however show, that 
their use by Warsaw Stock Exchange companies is limited.
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Introduction 

Fast communication technologies development is a serious challenge for companies. 
Stakeholders’ preferences related to information sources continue to change, forcing firms 
to follow the trends and seek innovative ways of marketing communication. One of such 
relatively new, and still developing communication phenomenon is social media, which be-
comes information channel of raising importance (Boyd at al. 2007). Such media are already 
used by companies for various purposes: content presentation (ex. You Tube, or SlideShare), 
co-creation and cooperation (GoogleDoc), opinion sharing (Blogs and wikis), current in-
formation presentation (microblogs), communication and discussion (forums and chats) or 
maintaining relationships (ex. Social webpages or virtual worlds) (Podział i klasyfikacja 
social media 2010). Besides raising popularity and multifunctionality, a strong advantage 
of social media is their diversity, letting companies adjust ways of communicating to the 
stakeholders’ preferences, as well as to the purposes of the communication. 

Investors and analysts are stakeholders with specific information requirements. They are 
interested in all financial and strategic information considered to have any impact on com-
pany’s valuation and its securities market. As the other stakeholders group they search the 
information on the internet. However, this area of communication cannot be freely shaped 
by publicly traded companies. The established disclosure rules, determining the ways of 
communicating material information by publicly traded companies, are intended not only 
to implement the principle of issuers’ transparency, but also to ensure equal treatment of all 
market participants. Those rules are precisely defined by legal regulations and their infringe-
ment is threatened by a high penalty. The fact impedes modifying ways of communication 
between company and its investors, thus forcing the former to look for a balance between 
law restrictions, willingness to implement effective disclosure policy and optimizing inves-
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tor relations. While various individual activities could be classified as investor relations, 
the authors define them as professionalized function within a firm that centralizes activities 
related to communication between insiders (management) and outsiders (investors and ana-
lysts) (Kirk, Vincent 2014, p. 1424). 

The use of social media as the channel for disseminating material information and legal 
regulations regarding that issue differ among the countries. Some research in this field was 
carried out by Alexander and Gentry (2014, pp. 161-167), Trinkle et al. (2015, pp. 101-121), 
Argyris and Monu (2015, pp. 140-168), Zhang (2015, pp. 28-36) and Jones (2015, pp. 20-44). 
Scarce research on social media use for the investor relations’ purposes hinders the assess-
ment of their current significance and prospects. 

The aim of the article is to explore social media usage by the biggest Polish companies 
listed on the Warsaw Stock Exchange for communication with investors and analysts. The 
authors analyze legal restrictions of using those media as the information disclosure tool and 
expected communication standards determined by corporate governance code. An empirical 
study on practices of WIG-30 companies is the base to describe their pattern of social media 
use in investor relations.

Practices and legal requirements of material information disclosure

Companies listed on the Warsaw Stock Exchange have to face several information disclo-
sure obligations set not only on internet communication, but its communication as a whole. 
Each issuer has to join Electronic Information Transmission System (ESPI) and use it to 
disseminate all material information. It is assumed that only after information disclosure in 
accordance with the applicable law, it is possible to expand the circle of the message recipi-
ents via social media and press releases.

Nevertheless the Corporate Governance Code, setting out standards of good practice 
for companies listed on the Warsaw Stock Exchange (especially in the field of relations 
with shareholders), encourages issuers to use existing communication capabilities. The main 
principle of its first section entitled “Information policy and communication with inves-
tors” states that “listed company should ensure adequate communication with investors and 
analysts by pursuing a transparent and effective disclosure policy. For this purpose it pro-
vides and easy and not-discriminatory access to disclosed information, using diverse tools 
of communication”. In the light of the above, using only obligatory communication channels 
– ESPI system in particular – seems to be insufficient. Former corporate governance rules, in 
force till the end of 2015, recommended “the use of modern technologies and the latest com-
munication tools, ensuring fast, secure and effective access to information”. Such provisions 
do not appear in regulations launched in 2016, but it should not to be assumed as the resigna-
tion from tools meeting the specified criteria. Such provisions do not appear in regulations 
launched in 2016, but it is hard to believe that the intent of their authors was the resignation 
from similar solutions. It should be rather interpreted as that among recommended various 
tools are also those meeting the criteria specified in the previous code (and it is so obvious 
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that not even worth to mention). Due to rapid technological development a corporate web-
site as the medium for disseminating information addressed to investors and analysts cannot 
still be considered “the latest communication tool”, in contrast to the use of social media. 
The communication via corporate website entails also certain inconveniences among which 
quite significant are those related to limited possibilities of interaction with various users 
groups. According to one of the provisions specified in the first section of the new Corporate 
Governance Code the company should enable investors and analysts to ask questions and 
receive explanations unless the latter is prohibited by the applicable law. The regulation as-
sumes the implementation of the mentioned recommendation through open meetings with 
investors and analysts, nevertheless it allows performing this task in other, admissible by 
the company forms. The number of scattered shareholders, undermines the pertinence of 
choosing such formula for dispelling investors’ doubts. Social media seems to be much more 
adequate and effective way of discussion if any interaction between the company and its 
stakeholders is required. The interaction possibilities (three-way-communication), together 
with the lack of control, are the main difference between traditional disclosure channels and 
social media (Blankespoor et al. 2014). Although lack of regulation and openness of social 
media enforces some uninformed actors to spread false information, social media can be 
a powerful source of information, if disseminated by the company itself (Boehme et all, 
2006) as investors primarily base their decisions on the official and rapidly delivered infor-
mation (Clor-Proell 2009, Ettredge et al. 2002).

Moreover social media seems to be in accordance with good practices of communica-
tion with individual investors created by Civic Shareholders. Five out of ten communication 
rules (which are: be easily accessible for investors, be active, be consistent in investor rela-
tions, use modern communication tools and above average activities) are fulfilled by social 
media (Akcjonariat Obywatelski 2014) making them a good supplement for traditional com-
munication channels. 

Shareholders’ expectations could be another argument for the use of social media in the 
field of investor relations. Up to 77% investors from America, EU and Asia use social media 
to investigate an investment issue, and 41% to lunch the construction of investment deci-
sion, mainly with the use of blogs (adequately 59% and 29%) (Investors in digital media 
2015). Unfortunately, the importance of social media for Polish investors still remains an 
unexplored area. Some light on the issue is shed by the study carried out by the Association 
of Individual Investors and NBS Communications. The survey, conducted in 2014 on nearly 
300 persons, shows that 53% of respondents “very often” or “often” uses new media to 
obtain information concerning the capital market. The most popular social networking sites 
used for this purpose are Facebook (34%), Twitter (8%) and LinkedIn (2%). For 49% of re-
spondents social media is “useful innovation accelerating the flow of information” and 38% 
believe that “they point out important information.” (NBS Communications 2014). Taking 
into account the investors’ attitudes and expectations, it appears advisable to weigh benefits 
and costs of using social media as one of significant tool in investor relations as well as con-
sider their broader utilization as communication channel for various groups of stakeholders. 
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Some legal regulation related to the social media use, have already been lunched in the 
United States. In the country where a corporate website [according to the Securities and 
Exchange Commission (SEC) in 2008 (SEC 2008)] as well as social media and other emerg-
ing means of communication (SEC, 2013) can serve as information dissemination channel. 
Ipso facto social media have been recognized as a suitable way for communicating with 
investors (Campbell et al., 2014, pp. 26-29). In Poland it is still only a voluntary communi-
cation channel.

Social media in companies’ communication with investors and analysts 
– empirical studies

Taking under considerations the above mentioned advantages of social media use, which 
would be in accordance with legal restriction as well as the best communication practices, 
the authors wanted to answer the question on the use of such media by Polish companies. 
The research on shareholder communication via social media covered WIG-30 companies, 
which as the biggest among all listed on the Warsaw Stock Exchange set standards for small-
er issuers, also in the field of investor relations. The aim of the research is to explore the 
range social media are used by WIG-30 companies. The main research question is whether 
the companies only comply with the legal regulations related to their disclosure policy or 
they go further, trying to support investor relations with nonobligatory communication solu-
tions (like the use of social media). To answer this question the official WIG-30 company 
web pages and social media channels have been studied. For companies managing a few 
product or umbrella brands, only the company web page and channels have been included 
in the study. 

The research has quantitative as well as qualitative character. The first stage of the study 
has been to identify the official company’s social media channels. Taking under considera-
tion potential problems with distinguishing official corporate channel from the unofficial 
one, only the channels with the link from the official company webpage have been included 
in the study. In this stage the number of firms using social media for their marketing commu-
nication has been identified. The next stage has been strictly qualitative as the character of 
information presented on the channels has been analyzed. The information has been divided 
into two categories: general information and the investors’ dedicated information. Taking 
into account the difficulties in distinguishing these two types of information (as investors 
consider various information concerning securities’ issuer during investment decision mak-
ing process), the following criteria have been set:
 - Social media channels dedicated for investors are those described as being investors’ 

oriented (designated as “for investors” or linked from the company webpage with clear 
investors’ use indication);

 - Social media information presented on the general company channel but dedicated to in-
vestors are financial reports presentation, comments on financial results, top management 
interviews on strategic plans of the company, etc.
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The most popular social media among WIG-30 companies is Facebook. Only seven ana-
lyzed companies decided not to use Facebook in their communication process and switch to 
other social media. The second and third in the ranking are YouTube and Twitter. The former 
is the media with the longest history – two of studied entities started publishing information 
there in 2007. The newest one is Instagram – still not popular among WIG-30 companies. 

Although the majority of companies (24 out of 30) use social media only few of them 
creates a special investor dedicated social media channel. Facebook is run by 17 out of 30 
companies but none of them runs the fanpage for investors. On some of the official fanpages 
information addressed directly to investors are presented in a very limited quantity, mainly 
being short messages about key issues included in issuer’s annual financial reports. This 
approach – although classified as action directed at investors - cannot be considered as an 

Although the study lasted from November 2015 till January 2016, the analysis has in-
cluded all information presented in each corporate social media from the moment of its 
creation. 

The study has revealed that the social media are not commonly used by analyzed com-
panies. Only 24 out of 30 firms manage the company’s social media channel. In case of one 
company, a potential explanations of resignation from an official corporate social media 
channel could be the fact of launching brand channels instead of the company’s, which as 
indicated above have not been included in the research results. 

Chart 1 
Social media used by WIG-30 companies

Source: research results.
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effective communication channel for this group of stakeholders. So limited information is 
not sufficient for taking the investment decision thus is not worth tracking. For this reason 
Faceboook is not assumed to be a valuable information source for investors. 

Table 1 
Year of company social media channel creation – the number of new users 

Facebook Twitter g+ YouTube Instagram nk

2007 2
2008 1
2009 2 3
2010 6 3
2011 2 1 1 1 1
2012 2 1 1 3
2013 3 4 1 5
2014 1 1 2 0 2
2015 1 2 1 2
Suma 17 12 5 16 4 1

Source: research results.

Two of the social media, namely GoldenLine and LinkedIn, are used by the companies 
only for the workers recruitment processes and a ‘good employer’ image creation. They do 
not contain relevant information from an investor’s perspective. In turn Instagram is mainly 
used for general information placement, but not for the investors dedicated information.

The only exception to the rule of not treating social media as an investor dedicated com-
munication channel is the use of chats. All the companies having their own chats created 
separate ones, dedicated for investors, but the general number of such companies is still low 
(only three firms). Nevertheless the chats are not organized on the frequent and regular basis 
– two of those analyzed take place once a year and the third one was arranged only once in 
2014. The described chats are the only social media channel clearly dedicated to investors 
by WIG-30 companies. 

Twitter and YouTube are the most commonly used to present the investors’ dedicated in-
formation on the general company channels. The former is used for the marketing purposes 
by 12 out of 30 companies, but only three of them utilize it in communication with current 
and potential shareholders. The official channel is used simultaneously for image and com-
munity creation as well as for posting investors’ dedicated information. 

The second of the above mentioned media is YouTube. In general the channel is used 
by 16 companies but only two of them treat it as the way of communicating with inves-
tors. One of them mixes the general info about the company with the news of strategic 
importance. Almost 46% of all presented information has pro-investment character. The 
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second firm presents there official reports, treating the channel as a way of disseminating 
the financial information. Statistically 66% of the published information is clearly dedi-
cated to investors.

Most of the analyzed companies use only one-to-one communication with investors. All 
of them give a possibility to contact directly with Investor Relations specialist by phone or 
e-mail, eight out twelve companies uses investors’ dedicated newsletter and only three of the 
firms use a contact form placed on the official company web page. 

Conclusions and indication for further research 

The research shows that social media, although bringing many benefits and being in ac-
cordance legal restrictions, are not a commonly used investors’ dedicated communication 
tools. Majority of companies use it for communication with clients, potential customers and 
workers, but they are not a common investors’ dedicated communication channel. In general, 
in only 3 cases companies create a social media channel dedicated to investors (chats), and 
in five other - use a general company channel to place some investment decision influenc-
ing news (YouTube and Twitter). The social media adoption into investor relation creation 
process seem to be insufficient and inadequate to the changing stakeholder preferences con-
cerning information sources. The research, however, haven’t covered a profound analysis of 

Chart 2
Social media use by WIG-30 companies

Source: as in Chart 1.
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the causes of this fact, as well as the real impact of such information on investors behavior. 
This is a strong indication for further research. 

The information sources, analyzed by investors in the decision making process, are dif-
ferent in nature. Moreover not only news on the company financial results influences poten-
tial investors. They are interests in any company information, having an impact on its future 
profits perspectives. It could be advantageous for the companies to implement also a social 
media in the process of communication with investors. 
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Media społeczne w komunikacji firmy z inwestorami

Streszczenie

Media społeczne zyskują rosnącą popularność wśród interesariuszy, jak rów-
nież inwestorów. Tym niemniej badania ich wykorzystania przez różne spółki 
w tworzeniu relacji z inwestorami są nader skąpe. Studia literaturowe wykazały, 
że mogłyby być wykorzystywane jako narzędzie komunikacji z inwestorem wobec 
faktu spełniania wymogu prawnego i pozostawania w zgodzie z dobrymi praktyka-
mi. Tym niemniej badania wykazują, że zastosowanie ich przez spółki notowane na 
warszawskiej Giełdzie Papierów Wartościowych jest ograniczone.

Słowa kluczowe: media społeczne, komunikacja, inwestorzy.

Kody JEL: M30, M31

Социальные медиа в коммуникации фирмы с инвесторами

Резюме

Социальные медиа переживают растущую популярность у стейкхолдеров 
и инвесторов. Тем не менее весьма немного исследований их применения раз-
ными фирмами в формировании отношений с инвесторами. Изучение литера-
туры выявило, что их можно было бы использовать в качестве инструмента 
общения с инвесторами, учитывая факт выполнения юридического требова-
ния и соответствия хорошей практике. Тем не менее, изучение показывает, что 
их использование компаниями, котирующимися на Варшавской бирже, имеет 
ограниченный характер.

Ключевые слова: социальные медиа, коммуникация, инвесторы.

Коды JEL: M30, M31
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