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ABSTRACT 
Intellectual capital (IC, hereafter), an intangible asset in accounting, is a combination of (i) 

internal capital ( eg corporate culture), (ii) external capital ( eg customer satisfaction), and (iii) human 
capital (eg education of employees). Due to its distinctive nature, IC does not meet the asset 
recogniton rule under AASB 138 Intangible Assets. Researchers in the past have used annual reports 
to analyse these voluntary disclosures. More recently, company websites have also been used to 
analyse IC disclosures. In the light of the growing use of social media worldwide (especially the 
Facebook), this study attempts to ascertain whether there is a difference between what is being 
disclosed in the annual report and on the Facebook page of the sample companies. Using data 
extracted from ASX 200 and IDX for 2013, the study finds that Facebook is widely used for IC 
disclosures relating to external capital while human capital is the most disclosed item in the annual 
report. The overall findings are consistent between Australia and Indonesia, with differences being 
identified in the sub-categories of IC. Findings of this study have implications for communication 
initiatives for both the preparers (ie companies) and stakeholders. 

INTRODUCTION 
It is a notable feature of accounting that market capitalisation of a company may be greater than 

the net asset value shown in the annual repmt of that company (Loftus, Leo, Picker, Wise, & Clark, 
2013). The reasons for this lie in the failure by accounting processes to recognise some items that the 
capital market considers to be of value. These items include human capital such as employees, 
education and training; external capital such as brands, customers and distribution channels; and 
internal capital such as intellectual property, information systems and corporate cultm·e. This means 
that a significant portion of value will be unrecognised and hence excluded from formal reporting 
disclosures. 

Intellectual capital (IC, hereafter) refers to the resource base of an organisation that forms the 
foundation of its competitiveness, growth and increasing wealth. The traditional approach to IC has 
been to only incorporate those elements recognised in financial statements. These are limited by 
identification, recognition and measurement problems, specifically internally generated intangibles. 
Under IAS 38 Intangible Assets, internally generated intangibles including internally generated brands, 
mastheads, publishing titles, customer lists and research costs cannot be recognised. Consequently, IC 
disclosures are voluntary. It appears that although much IC may not meet the definition for inclusion 
as an intangible asset in the financial statements, it would be viewed by stakeholders as enhancing a 
company's reputation, sustaining its competitive advantage, and creating company value (Briiggen, 
Vergauwen, & Dao, 2009). IC is therefore relevant to the continuous disclosures made to stakeholders 
by companies. 

Since annual reports have been considered as the primary tool for companies to communicate 
with stakeholders (Guthrie, Ward, & Cuganesan, 2008), researchers traditionally use them to analyse 
IC disclosures (Abeysekera & Guthrie, 2005; Bellora & Guenther, 2013; Branco, Delgado, Sousa, & 
Sii, 2011; Guthrie & Petty, 2000a; Guthrie, Petty, & Ricceri, 2006; Mouritsen, Larsen, & Bukh, 2001). 
However, with the advent of internet, more recent studies have also used the website of their sample 
companies to analyse IC disclosures (Guthrie et al., 2008; Orens, Aerts, & Lybaert, 2009; Striukova, 
Unerman, & Guthrie, 2008). The use of internet potentially overcomes issues associated with the 
annual report (e.g., its timeliness and backward looking nature). However, due to internet's dynamic 
nature, information provided at the company websites is only accurate at a particular point in time. 
Consequently, more recent researchers (see, for example, Chua and Bane1jee, 2013) have urged 
companies to use other fonns of social media (including Facebook, Twitter, and Linkedin) to provide 
a two-way communication with their stakeholders in a timely manner. While marketing researchers 
see the value of social media and have conducted numerous related studies (see, for example, Chua 
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and Banetjee, 2013; Culnan, McHuge and Zubillaga, 2010), accounting researchers have been 
relatively slow in embracing this concel?t until more recently. For example, Blankespoor, Miller, and 
White (2014) examine the impact ofusmg Twitter on the reduction of information asymmetry. They 
find that Twitter plays a positive role in disseminating a companies news. Alexander and Gentry 
(20 14) also suggest that social media could be used to report financial results. Both Blankespoor et a!. 
(2014) and Alexander and Gentry (2014) contend that social media could be used to complement 
traditional dissemination channels (such as the annual report). 

Among the various forms of social media, Facebook is a communication channel that is yet to 
receive much attention from accounting researchers. However, according to a recent news report (the 
Australian Financial Review, 5 November 2015), Facebook has the largest number of users 
worldwide - 1.6 billion people as compared to 320 million in Twitter. In the Asia-Pacific region 
Go-Globe (2015) lists the top 10 countries Facebook penetration (based on percentage of Facebook 
users) as shown in Table 1 below: 

Table 1. Face book penetration in the Asia-Pacific region 
Country Percentage 

I Indonesia 96% 
2 Vietnam 94% 
3 Malaysia 94% 
4 Phillipines 94% 
5 Thailand 93% 
6 India 93% 
7 Hong Kong 93% 
8 Taiwan 91% 
9 Singapore 91% 
I 0 Australia 78% 

Motivated by Blankespoor et al's (2014) recent study and in response to Alexander and 
Gentry's (2014) suggestion of using social media to disclose fmancial performance, this paper 
attempts to provide some empirical evidence on how companies use their Facebook to communicate 
IC information. The justification for selecting Facebook as the social media for study is bassed on its 
popularity. As Twitter has a 149-character message restriction for every tweet and only the most recent 
3,200 tweets can be displayed, it is thought that companies are more likely to use Facebook to 
communicate IC information with their stakeholders. The countries selected for study are Australia 
(IO'h position in the Go-Globe, 2015 ranking) and Indonesia (1st position in the Go-Globe, 2015 
ranking). Both countries adopt International Accounting Reporting Standards and are in the 
Asia-Pacific region. Similarly to previous studies where annual reports are used to analyse IC 
disclosure, the present research also includes this type of communication tool. It would be interesting 
to ascertain what types of IC disclosures are currently being made in the annual report (assurance 
required from external auditors) and Facebook (a less formal commmnnication tool with no assurance 
needed) to better understand the how IC information is disseminated. 

The present study uses data extracted from companies listed on the Australian Securities 
Exchange (ASX), and their counterparts listed on the Indonesia Stock Exchange (IDX) for the year 
2013. In this exploratory research study, we use a form-oriented content analysis (which involves a 
keyword count) to analyse IC information disclosed in the annual report and Facebook pages of the 
sample companies. The study fmds that Facebook is widely used for IC disclosures relating to external 
capital, whereas the annual repmt disclosures relate to human capital. These overall findings are 
consistent across these two countries with differences being noted in sub-categories. The paper 
contributes to existing IC disclosure literature and provides empirical evidence on how companies in 
Australia and Indonesia use Facebook to disclose IC information to their stakeholders. An mcreased 
understanding ofiC disclosure, both within the annual report and Facebook, should encourage greater 
debate over IC reporting, which is predominately voluntary at present. Use of social media, such as 
Facebook, provides opportunities as well as challenges to companies. There are some implications for 
managing stakeholder relations communication initiatives. 

This remainder of the paper is organised as follows. Section 2 outlines the definition of IC. 
Literature review of previous research in IC disclosure and social media are provided in Section 3. 
The data selection and research design are pesented Section 4. This is followed by an analysis of the 
results in Section 5. Section 6 draws some concluding remarks. 

DEFINITION OF INTELLECTUAL CAPITAL 
IC can be broadly defined as th~ intellectual or knowledge-base of an organisation and !ts' 

claims to future benefits (Lev, 2001; Strmkova et al., 2008). Over the years, a number ofiC categones 
have been developed by various researchers, including: 

i. Internal structure, external structure and employee competence (Sveiby, 1997a, 1997b); 
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ii. Financial, renewal and development, customer, process and human (Edvinsson, 1997); 
iii. Market assets, human assets, intellectual property right assets, infrastructure assets 

(Brooking, 1997); and 
iv. Human capital, business process capital, business renewal and development capital, 

customer relationship capital (Roos, Edvinsson, & Roos, 1998) 
More recently, Guthrie, Petty, Yongvanich, and Ricceri (2004) developed a framework to 

analyse IC with three main catgories: internal capital, external capital and human capital. From this 
broad framework, they further identified 18 sub-categories (see Table 2). Internal capital relates to 
capital created within the company by employees while external capital considers external 
relationships with customers and suppliers. Human capital comprises capital embedded in 
employees. 

Table 2. Intellectual capital framework developed by Guthrie et al. (2004) 
I Internal capital 
1 Intellectual property 
2 Management philosophy 
3 Corporate culture 
4 Management processes 
5 Information/networking systems 
6 Financial relations 
II External capital 
7 Brands 
8 Customers 
9 Customer satisfaction 
10 Company names 
11 Distribution channels 
12 Business collaborations 
13 Licensing agreements 
III Human capital 
14 Employee 
15 Education 
16 Training 
17 Work-related knowledge 
18 Entrepreneurial spirit 

LITERATURE REVIEW 
IC Disclosures 

Intellectual capital disclosures (ICDs) are voluntary disclosures. Traditionally, these disclosures 
are made within the annual report of companies. Over the past fifteen years or so, numerous empirical 
studies have analysed ICDs in the annual reports of their sample companies (see, for example, 
Abeysekera and Guthrie, 2005; Bozzolan et al., 2006; Brennan, 2001; Guthrie and Petty, 2000; 
Striukova et al., 2008; Whiting and Woodcock, 2011; among others). A substantial number of these 
studies focus on ICD practices in European companies, for example: Bozzolan et al. (2003), and 
Bozzolan et al. (2006)- Italy; Branco et al. (2011)- Portugal; Oliveira et al. (2008), and de Pablos 
(2003)- Spain; Brennan (2001)- Ireland; Striukova eta!. (2008)- UIC; Vandemaele eta!. (2005)
the Netherlands, Sweden and the UIC; and Vergauwen and van Alem (2005) -the Netherlands, France 
and Germany. 

With regard to IC disclosure type, Abeysekera (2011) further classifies this into three types: 
narrative, visual and numerical. Narrative disclosure is defined as a textual material, visual disclosure 
is usage of charts and pictmes/photos, while the latter is disclosure in numbers and monetary value. 
All IC disclosure can be captured from corporate annual reports as these have been audited providing 
assurance of information quality and a communication device that allows company to connect with 
extemal and internal stakeholders (Abeysekera & Guthrie, 2005; Guthrie & Petty, 2000b; Lang & 
Lundholm, 1993). Fmthermore, Striukova et al. (2008) noted that a majority of previous research use 
the annual report as the document analysed in IC content analysis research. Gowthorpe (2009) also 
conclude that the annual repmt is subject to content analysis in IC research using the identification of 
key words related to the IC. 

The majority of prior research shows that external capital is the most disclosed IC category. 
Research in Hong Kong, UIC and Sri Lanka reports that companies from these counh·ies provide the 
most disclosure on extemal capital, followed by human capital and internal capital (Abeysekera & 
Guthrie, 2005; Guthrie et al., 2006; Striukova et al., 2008). In an Australian research, Sujan and 
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Abeysekera (2007) find that external capital is the .most reported categmy, followed by_inte~nal capital 
a!!d human capital. While the majority of prevwus r~search fin~ that external capital IS the most 
disclosed IC category different findings are reported m recent time by Branco et a!. (2011) and 
Wagiciengo and Bela\ (2012). In these studies, the authors find that human capital is the most 
disclosed IC category in annual reports followed by external capital and internal capital. Branco et a!. 
(2011) attributes these findings to the fact that mo.st of ~he Portu~e.s~ c?mpanies di~close~ human 
resource mfmmation (human capital) as part of their socml responsibility mformation m their annual 
reports. 
Use of Social Media 

The leading social platfmms including Facebook and Twitter, have moved into the mainstream 
and redefined how the internet w~rks, with these platfonns now incorporating the features that allow 
~sers t<; publish opinions, connect, build ~ommunity, or prodlfce and share ~ontent (Smith, 2009). It is 
mcreas:ngly acc~pted that social media be used :t:or disclosure as . It provides more timely 
dissemmatwn of mformation to users (Asmussen, Harndge-March, Occhwcupo, & Farquhar, 2013). 
Apart fi·om the internet social media such as Facebook and Twitter is increasingly used by companies 
to disseminate inform~tion to their stakeholders. In addition, social media provides a two-way 
communication process where all stakeholders can directly connect and interact with the company and 
other stakeholders without location restrictions (Alexander & Gentry, 2014; Asmussen eta!., 2013; 
Culnan, McHugh, & Zubillaga, 2010; Driessen, Kok, & Hillebrand, 2013; Kornum & Muhlbacher, 
2013). 

Social media is acknowledged as a complementary dissemination channel for communication 
(Blankespoor et a!., 2014) with Motley (2011) urging companies to adopt a balanced approach to 
disclose information through various channels, including social media. It has been found that 
stakeholders are now visiting Facebook pages more frequently than they visit a company website 
(Haigh, Brubaker, & Whiteside, 2013). Indeed, the social media company, Facebook, itself uses social 
media to disseminate information and very rarely uses press releases (Atwood, 2013). In Australia, the 
ASX has also acknowledged the increased impact of social media as a dissemination channel in its 
Listing Rules Guidance Note 8 (Australian Securities Exchange, 2013). However, there is no specific 
regulation governing the social media disclosure in Indonesia for publicly listed companies. 

Increasingly, customers expect companies to have some form of social media presence with 
research showing that more and more companies are using (or plan to use) social media to 
communicate with their customers and other stakeholders (Culnan et a!., 201 0; Nair, 2011 ). A possible 
explanation of this expectation is that customers believe they are otherwise powerless in dealings with 
companies with whom they engage (Pitt, Berthon, Watson, & Zinkhan, 2002; Rezabakhsh, 
Bornemann, Hansen, & Schrader, 2006). While previously the core focus of social media has been 
marketing, advertising and customer engagement (Parsons, 2011), this has been extended to disclose 
other company information (such as the financial results) (Alexander & Gentry, 2014). In relation to 
IC intemet disclosure, Cormier, Ledoux, and Magnan (2009) conclude that IC web disclosure is linked 
to social responsibility disclosure (see also Korschun and Du (2013)). Bons6n and Ratkai (2013) 
analysed the Facebook account of 314 Eurostoxx companies and found that 41% of its disclosures are 
for marketing purposes; 25% for social/human resources/career issues; 5% for govemance; less than 
5% for each of environmental issues, financial reporting and customer service; and 21% for other 
disclosures. Chua and Banerjee (2013) provide additional evidence on social media disclosure and 
find that their case study company, Starbucks, keeps customers updated on its latest products, 
activities and events thro_ugh social media. According to Lodhia (2014) and Nair (2011), the 
advantages of intemet/social media over annual reports (printed communication) include: timeliness, 
presentation and organisat!on, accessibility and interactive features of internet disclosure, ability to 
connect all stakeholders m their value chain in constant dialogue, engaged with customers as 
advertising and messaging platform and customer service through social media. 

On the basis of the relevant literature reviewed above, this study will explore the following 
research questions: 

1. What is the nature of IC being disclosed in the annual report and in Facebook? and 
2. Are there differences in reporting ofiC between Australia and Indonesia? 

RESEARCH METHODOLOGY 
Sample Companies Selection 

The sampl~ compames were selected from the ASX 200 companies (by market capitalisation), 
and companies hste~ on the I!ldonesia Stock Exchange (IDX) in 2013. To be included in this study, 
companies must be (I) c~tegonsed.~s high intensity IC, (ii) produce an annual report written in English 
for Indonesian compames; and (ni) have an active Facebook account, in 2013. High intensive IC 
industi·ies based on the Global Industiy Classification Standard (GICS) as classified by Whiting and 
Woodcock (2011) include: automobile and components; banks; capital goods; commercial service and 
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supplies; consumer service; diversifies financials; insurance; media; real estate; healthcare equipment 
and service; · pharmaceutical, biotechnology and life science; software . and services; 
telecommunication services; technology, hardware and equipment; semi-conductors equipment. 

In Australia, one hundred and five companies were categorised as having high intensity IC, of 
which only 51 companies have an active Facebook account. Four companies were excluded from the 
sample as they did not lodge the annual report in 2013. As a result, only 4 7 companies were included 
in the final sample. In Indonesia, due to the small number of companies listed on IDX, all companies 
were initially selected. A total of 502 companies were listed on IDX in 2013, of which 236 were 
categorised as having high intensity IC. 173 companies were excluded from the sample due to the 
absence of an English version of the annual report and/or an active Facebook account. The final 
sample size for the Indonesian companies is 63. 
Research Design 

In this exploratory study, we employ a form-oriented content analysis which uses keyword 
counts (Steenkamp & Northcott, 2007) to analyse IC disclosure in the annual report and Facebook of 
the sample companies. Content analysis is widely used by IC researchers as it provides a reliable 
instrument to measure comparative positions and trends in reporting (Guthrie et a!., 2004). Based on 
Guthrie et al's (2004) IC element fi·amework, we use NVivo software to electronically search for 
(and count) the keywords of 18 sub-categories ofiC (see Table 2). All annual repmis are downloaded 
in PDF format and imported to NVivo software. For Facebook pages, NCapture was used to capture 
the content for NVivo analysis purposes. NCapture enables the Facebook page to be captured as a 
dataset with complete propetiies including posts and comments. The number of post that could be 
captured using NCapture is determined by Facebook itself. Where a company is actively engaged in 
Facebook, dataset capture could not capture all of their 2013 posts or all of the Facebook page 
activities. To overcome this issue, NCapture as a PDF was used. 

ANALYSIS OF RESULTS 
Table 3 provides an overview of the sample companies based on GICS industry groups. The 47 

Australian companies come from eleven different industry groups, with the highest number of 
companies belong to consumer services (25%), followed by media and banks (13% each), and real 
estate (11% ). The Indonesian companies comprise 12 industry groups, with the highest number of 
companies come from real estate (27%). This is followed by consumer services (16%), and diversified 
financials (14%). In Australia, there are no high IC companies in the diversified financials and 
pharmaceuticals and biotechnology categories, while the Indonesian sample has no high IC companies 
in commercial services and supplies. 

No 

I 
2 
3 

4 
5 
6 
7 
8 
9 
10 
11 

12 
13 

Table 3. Number of sample companies based on the GICS 

GICS industry group 

Capital Goods 
Health Care Equipment & Services 
Insurance 
Telecommunication Services 
Automobiles & Components 
Banks 
Commercial Services & Supplies 
Consumer Services 
Media 
Real Estate 
Software & Services 
Diversified Financials 
Phatmaceuticals & Biotechnology 
Total 

Australian 
No. o/o 

I 2.1 
3 6.4 
3 

4 
1 
6 
4 
12 
6 
5 
2 
0 

0 
47 

6.4 
8.5 
2.1 

12.8 
8.5 

25.5 
12.8 
10.7 
4.2 

0 
0 

100% 

Indonesian 
No. 0/o 
2 3.2 
I 1.6 
2 3.2 
4 6.3 
2 3.2 
6 9.5 
0 0 

10 15.9 
6 9.5 

17 26.9 
2 3.2 
9 14.3 
2 3.2 

63 100% 

IC disclosures in the annual repmi of Australian and Indonesian companies are shown in Table 4. 
These disclosures are analysed according to Gutln·ie et al's (2004) IC categories (internal capital, 
external capital and human capital) as well as a percentage to the total disclosures in the annual repmi. 
The most fi·equently disclosed categmy in the annual repotis is human capital- 53% for Australian 
companies and 59% for Indonesian companies. The next most disclosed IC information relates to 
external capital: 45% and 38% respectively. The least disclosed IC infmmation is internal capital (2% 
Australian companies, and 3% Indonesian companies). 
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The most frequent item disclosed in the human capital IC category among- Australian 
C<,Jmpanies is "employee", which amounts to84% of the human capital category \or 45% of the total 
disclosures). Indonesian companies have a shghtly lower percentage of these d1sc osures (67% of the 
h~man cai?ital category and 40% of the to~al ~is~losures). I~ the exter~al.capit~l IC category, the most 
d1sclosed Item among Australian compames 1s customers (78% ). S1mtlar disclosure pattern 1s also 
found amongst the Indonesian compames (85% of the external cap1tal category). 
Table 4. Number ofiC elements disclosed by Australian and Indonesian companies in annual reports 

Australia Indonesia 
IC 

%in each %of %in each o/o of category IC sub-categories No. category total 
No. 

category total 
I. Intellectual property 85 58 1.0 16 5 0.1 

2. Management philosophy 6 4 0.1 5 1 0 

3. Corporate culture 5 3 0 209 63 1.8 
Internal 
Capital 4. Management processes 51 35 0.6 95 29 0.8 

5. Information/networking 0 0 0 0 0 0 
systems 

6. Financial relations 0 0 0 8 2 0.1 

Total 147 100 1.7 333 100 2.8 

7. Brands 669 17 7.8 444 10 3.7 

8. Customers 2,990 78 35 3,833 85 32 

9. Customer satisfaction 125 3 1.5 115 2 
External 10. Company names 16 1 0.2 86 2 0.7 
capital 

11. Distribution channels 30 0.4 43 1 0.3 

12. Business collaborations 0 0 0 0 0 0 

13. Licensing agreements 5 1 0 2 0 0 

Total 3,835 100 44.9 4,523 100 37.7 

14. Employee 3,826 84 44.8 4,752 67 39.7 

15. Education 454 10 5.3 768 11 6.4 
Human 16. Training 285 6 3.3 1,606 22 13.4 
capital 

17. Work-related lmow1edge 0 0 0 0 0 0 

18. Entrepreneurial spirit 0 0 0 4 0 0 
Total 4,565 100 53.4 7,130 100 59.5 

Total of all disclosures 8,547 100 11,986 100 

The IC disclosures on the Facebook of Australian and Indonesian companies are presented in 
Table 5. Again, we analyse sample companies Facebook pages according to the IC category (internal 
capital, external capital and human capital) and as a percentage to total disclosures. Unlike the annual 
report, the most frequently disclosed category on Facebook is external capital (70% and 61% 
respectively of the total disclosures among Australian and Indonesian companies). This is followed by 
human capital disclosures (29% and 38% respectively among the Australian and Indonesian 
companies). Consistent with the findings for the annual report, internal capital has the lowest 
disclosures among the sample companies for both countries (1% and I% respectively). Within the 
external capital, the most frequent disclosed item is "customers" (75% of the external capital category 
and 52% of the total disclosures in Australia and 69% of the external capital category and 42% of the 
total disclosures in Indonesia). Among Australian companies, "brands" disclosure account to 25% of 
the external capital category as compared to 18% of the Indonesian counterparts. In the human capital 
IC catego1y, "education" is the most disclosed item, notably among the Indonesian companies (63%). 

A summary of the comparison of total IC disclosure in Australia and Indonesia for both annual 
reports and Facebook is provided in Table 6. As shown in Table 6, companies in both countries report 
similar IC disclosures: human capital in the annual repott and external capital on Facebook. 

Table 7 summarises .rc disclosures according to GICS industry groups. In Australia, the banks 
industry group has the h1ghest overall level of IC disclosures, particularly in the external capital 
categoty, with consumer services industry group also making a large number of disclosures in the 
human capital category. In Indonesia, the industry groups of banks and diversified financials are the 
highest contributors to IC disclosure in each category and overall. 

Table 8 summarises the IC disclosures on Facebook according to GICS. In Australia, banks and 
consumer services have the highest overall level of IC disclosure patticularly in the external capital 
category. In Indonesia, IC disclosures are made by a large number of industry groups including real 
estate, diversified financials, banks, consumer services and automobiles and components. 
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Table 5. Number of IC elements disclosed by Australian and Indonesian companies on Facebook 

IC 
Australia Indonesia 

category No. 
0/o in each %of 

No. 
%in each 0/o of 

IC sub-categories category total category total 
Internal 1. Intellectual property 2 50 0.30 2 15 0.15 
Capital 

2. Management philosophy 1 25 0.15 1 8 0.10 
3. Corporate culture 0 0 0 4 31 0.30 
4. Management processes 0 0 0 4 31 0.30 
5. Informationfnetworking 1 25 0.15 2 15 0.15 

systems 
6. Financial relations 0 0 0 0 0 0 

Total 4 100% 0.60 13 100% 1 

7. Brands 125 25 17.9 !52 18 11.2 
8. Customers 366 75 52.4 567 69 41.7 

External 
9. Customer satisfaction 0 0 0 11 1 0.8 

capital 
10. Company names I 0 0.1 25 3 1.8 
11. Distribution channels 0 0 0 I 0 0.1 
12. Business collaborations 0 0 0 73 9 5.4 
13. Licensing agreements 0 0 0 0 0 0 

Total 492 100% 70.4 829 100% 61 

14. Employee 63 31 9.0 129 25 9.4 

Human 
15. Education 80 39 11.4 327 63 24.0 

capital 
16. Training 60 30 8.6 59 11 4.3 
17. Work-related knowledge 0 0 0 4 I 0.3 
18. Entrepreneurial spirit 0 0 0 0 0 0 

Total 203 100% 29 519 100% 38 
Total of all disclosures 699 100 1,361 100 

Table 6. Comparison ofiC disclosures between Australian and Indonesian companie 

IC Category 
Australia Indonesia 

Annual Reports 
. 

Facebook""" Annual Reports' Facebook** 
Internal capital 1.7% 0.6% 2.8% 1.0% 
External capital 44.9% 70.4% 37.7% 61.0% 
Human capital 53.4% 29.0% 59.5% 38.0% 

Total 100% 100% 100% 100% 

* Data extracted from Table 3- disclosures in annual reports 
** Data extracted from Table 4- disclosures on Facebook 

CONCLUDING REMARKS 
This study advances our knowledge of IC disclosures in the annual report and on Facebook. As 

an intangible asset, IC impacts on the market perceptions of the value of the firm. We fmd that 
companies provide their IC information to their stakeholders through both the annual report and 
Facebook. However, not all IC is captured in the annual report, and the nature of IC disclosures in 
Australia and Indonesia are largely voluntary. This study examines whether companies use Facebook 
as a complementaty communication medium to mmual reports and whether this differs between the 
two nations. Using a smnple of 47 Australian and 63 Indonesian high IC intensity companies, we 
find that despite the popular use of social media, annual reports continue to provide the majority of 
disclosures relating to IC in both Australia and Indonesia. This is not surprising given the regulatory 
environment for disclosure required through annual reports and the traditional announcement media in 
both countries. 

Table 7. Top five industries with the highest IC disclosures in annual repmis 

IC Category 

Internal 
Capital 

Australia Indonesia 
GICS industry group No. GICS industry group 

Consumer Services 31 Banks 
Commercial Services & 26 Real Estate 
Supplies 
Media 
Banks 

24 
17 

Diversified Financials 
Consumer Services 
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IC Category Australia Indonesia 
GICS industry group No. GICS industry group No. 

Health Care Equipment & 15 Media 17 
Services 
Banks 1550 Banks 1717 

External Consumer Services 674 Diversified Financials 879 

Capital Telecommunication Services 639 Real Estate 491 
Insurance 370 Telecommunication Services 460 
Media 240 Consumer Services 288 
Consumer Services 1304 Banks 1890 
Banks 877 Diversified Financials 1370 

Human Capital Media 462 Real Estate 1365 
Commercial Services & 457 Consumer Services 700 
Supplies 
Telecommunication Services 331 Media 483 
Banks 2444 Banks 3742 

Al!IC Consumer Services 2009 Diversified Financials 2289 

sub-category Telecommunication Services 978 Real Estate 1930 
Media 726 Consumer Services 1008 
Insurance 673 Telecommunication Services 949 

Table 8. Top five industries with the highest IC disclosures on Facebook 
IC Australia Indonesia 

Category GICS industry group No. GICS industry group No. 
Capital Goods I Diversified Financials 5 
Health Care Equipment & I Banks 3 

Internal Services 
Capital* Insurance I Automobiles & Components 2 

Telecommunication Services I Capital Goods I 
Consumer Services I 

Banks 131 Real Estate 193 

External Consumer Services 105 Diversified Financials 176 

Capital Media 100 Banks 148 
Telecommunication Services 67 Consumer Services 103 
Insurance 28 Automobiles & Components 69 
Consumer Se1vices 58 Real Estate 211 

Human Commercial Services & Supplies 37 Diversified Financials 112 

Capital Media 36 Banks 71 
Insurance 28 Consumer Services 55 
Banks 17 Media 33 
Consumer Services 163 Real Estate 405 

AIIIC Banks 148 Diversified Financials 293 
Media 136 Banks 222 sub-category 
Telecommunication Services 69 Consumer Services !59 
Insurance 57 Automobiles & Components 81 

* There are only four industries iu Australia which disclose internal capital in their Face book account. 

This study also found differences in the IC categories reported in the annual report and on 
Facebook. These differences show that companies apply media agenda setting in influencing their 
stakeholders through IC disclosures in different media. In the annual report, human capital is the most 
disclosed IC category, followed by external capital and internal capital. These findings are not 
consistent with the majority ofiC disclosure research. However, it supports the contention of Guthrie, 
Petty, Ferrier, and Wells (1999) and Kong and Thomson (2009) that there is a growing focus on 
human capital disclosure as an important area of IC reporting. This study did not, however, support 
their finding that internal capital (including technology, intellectual property rights and organisational 
and workplace structure) disclosures are also growing in significance. 

Our findings on Facebook differ from that of the annual report in that external capital is found to 
be most frequently disclosed. This supports previous research findings which show that the majority 
of social media disclosure is customer-related (Bons6u & Ratkai, 2013; Chua & Banerjee, 2013). 
This study found that there are similarities between Australian and Indonesian companies in the five 
most disclosed IC sub-category of employee, customers, brands, education and training. In addition 
the banking industry m both countries is the most dominant industry in providing extemal capital 
disclosure and in overall IC disclosures in annual reports. Furthermore, Indonesian companies are 
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disclosing more than Australian companies based on average number of postings in Facebook. 
Overall these findings indicate that Facebook is being used to disseminate information to stakeholders 
that differs from what is included in the annual report and indicates that the use of social media such 
as Facebook helps reduce information asymmetry, particularly for those who require timely 
information. With social media providing a channel for continuous, timely disclosures within capital 
markets it appears that it will become an integral part of investor relations and convey complementary 
information for stakeholder decision-making. 

This study is not without limitations. Firstly, the study is restricted to the IC disclosures of high 
IC intensity companies in the annual report and on Facebook of the two countries. The generalizability 
of the results beyond this sample therefore need to be interpreted with care. Fmihermore, as research 
samples in this study differ in terms of market sophistication, this may confound inferences. In 
addition, this study adopts the fmm-oriented content analysis method to analyse IC disclosures. Some 
degree of subjectivity is unavoidable. The present study only compares IC disclosures in the annual 
report and on Face book of the sample companies. Further research may consider other forms of social 
media, including Linkedin and Twitter. 
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