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New features, platforms,

algorithmrumors, and 48-hour
“hacks” show up every day. But
beneath all the noise, one thing

remalins: ¥/ e/l

This report divesinto real activity
from the accounts connected to
Metricool. It reveals what brands,
creators, and businesses actually
did on social media this past
year, so you can make smarter
decisionsin 2026.

We are JMetricool

Over four million professionals use our
toolto manage, schedule, and analyze
their social media. And one thingwe’ve
learned is that gut feelingis great, but
datais better.

Want to join them?

Create your account
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This year, we went further than ever.

DOSLS
from 1,059,949 accounts connected to Metricool

Thisincludes content plannedin ourtool and posts published directly on each platform. It’s the most
extensive analysis we have done on what is actually happening across social networks.

© O 0 0 6
m 171,193 848,697 1,123,528 1,045,904 15,095,587 7,327,083 12,916,732 446,977 771,413 15,885

Accounts 7,287 30,665 15,116 73,106 358,457 82,074 409,723 10,772 64,409 8,340

To add context, we segmented accounts by follower count.
Whenyou see “Tiny,” “Small,” oranotherlabel, it refers to these groups:

MEDIUM

L1
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Ataglance Funnel Analysis Rush hour

What matters, az a glance

We focused on three metrics: impressions, interactions, and growth. Together, they show which platforms give
more visibility, spark more engagement, and offer strongerroom to grow. Because it’s not just about being

everywhere... but being where there’s the most potential.

Impressions |

28,482.90
18,395.09
ﬁ 9,376.98
2,711.39
1,536.09
m 812.00
G 687.21
@ 374.00

Ve

Average number of views perpost

Interactions |

944.90
445.88
180.39
42.71
24.81
24.59
16.38
16.09

14.16

200082606

J

Averageinteractions perpost (likes,

comments shares etc \\
b 4 \

Growth |
17.33%
8.87%
m 6.92%
D 4.36%
ﬂ 3.86%
1.48%
0.71%

.

J

Percentage of accounts that gained
enough followerstomoveup a
category(e.g., from Smallto Medium).
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TIKTOK LEADS THE WAY IN
REACH cs.15impessions/pos)

I N T E RACTI O N S (944 interactions/post)
& GROWTH

POTENTIAL /7% oaccounss greny

IN 2026
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1iny Accountsin 2025

(O - 2K followers)

Impressions |

2,245.58

i
i

761.31
543.34
333.26
ﬂ 163.02
m 158.30
128.82
D 107.77
-

Interactions |
24.84
10.66
8.15
ﬂ 6.89
m 5.21
m 3.21
1.67
o 1.18

Ve
.

Growth |

17.69%
16.04%
7.02%
3.71%
3.45%

1.81%

98026E

0.69%

( Create your account )
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Smallaccountsin 2025

(2K - 10K followers)

098830 EO

Ve

Impressions |

11,123.44
3,169.51
1,405.50
973.79
699.76
494 .81
445.74

203.85

080CEVRIEO

Ve

Interactions |

238.40
49.19
27.43
26.93
25.22
16.34
10.32

8.04

3.30

988000

Growth |

29.16%
11.39%
10.18%
8.37%
5.51%
1.60%

1.46%

Conclusion (Create your account)



https://metricool.com/llm-register-all-in-one/?utm_source=freebie-study&utm_medium=leadmagnet&utm_campaign=20251210_social-media-study-2026_en&utm_content=study_cta-top&utm_term=q3

metricool

Aboutus Sample

Highlights

Ataglance

Funnel

Analysis

Rush hour

Medium accountsin 2025

(10K - 100K followers)

Conclusion

4 )

Impressions |

31,663.42

i
i
i

16,049.39
4,310.50
2,758.62

1,986.16
1,789.83
557.66

546.11
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Interactions |

679.14
281.28
103.27
58.25
32.91
31.26
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~N

Growth |
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Bigaccountsin 2025

(100K - TM followers)

Impressions | Interactions | Growth |

z
80,012.99 2,716.37 o 2.61%

3 ﬂ 18,111.92 1,578.76 m 1.24%
m 6,452.97 ﬁ 370.87 1.11%
4,598.58 7113 ﬂ 0.97%
4,212.22 m 68.62 0.55%

G 1,157.93 66.38 0.00%
765.18 G 39.00 \ )
\ ) 17.63

Ve
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“aninn

“The real shiftin 2026 will be the widening gap between
creators who use Alwell and those who use it badly. Al
canbe anincredible amplifierif you have taste, ideas, and
a point of view. But it can also flood feeds with low-effort
content, automated comments, and empty personal
branding.

The winners will not be the people who automate the
most. The winners will be the ones who combine Al with
original thinking, personalinsight, and areal human voice.
Alwill help you go faster, but it will not substitute having
something worth saying.”

,/ Tomas Loucky
Produced By, with Tommen
/// I .

@® otomasloucky
25K followers
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To capture attention o

REELS

9,376 Views
Impressions

IMAGE
10,884
Impressions

REELS

11,932
Views

The ideal S . .
o build connections

social media
Junnel f

POSTS 234

Interactions
180

Interactions

Because social mediaisn’t just about posting
forthe sake of it, it's about taking advantage

of what each format and platform does best.
That way, every piece of content you share
truly works in favor of your brand.

REELS

339
Interactions
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Same content,
more impact,
less effort

The dataisloud andclear: videois the key to getting
discovered, building real connections, and growing your
audience. And when the signals are this strong, it's time
toactonthem.

Right now, the opportunity is bigger than ever. That same
piece of content could reach tens of thousands more
people just by showingup on a platformyou haven’t
tappedintoyet.

100 much potential to ignore.

With Metricool, one piece of content goes along way.
Publish it everywhere it matters and measure its true
impact without jumping between tools.

Because sometimes the answerisn’t doing more, it’s
getting more from what you're already doing.

( Try Metricool )

Free. No trial periods. No credit card required.

Ataglance Funnel Analysis

Conclusion

Rush hour

( Create your account )

122.8K T

a Impressions
12.68
[

194.3K T

Follewers  Zalen¢ olists

(5 Planning

This week ¢ Feb -Mar > Y% Be

TUE WED: THUR

APPROVE 04 05 06

9:00am  stepiot

13:00 pm

© :00 am

% Adventure Awaits!

New cities, new cultures, and
endless memories wating to be

made
21:00pm

17:00pm
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2025 Social Media
Analystis
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Interactions

1638

A promising
alternative

Bluesky is starting to carve out its own space
inthe social mediaworld. In2025, it passed
40 millionregistered users and launched

key features like videos up to three minutes
long (currently the format with the highest
engagement), filters for direct messages, and
an official blue-check verification system.

We've only recently connected it to Metricool,
so we don’t have historical datajust yet. Still,
our 2025 numbers already point to one thing:
while it’s still behind other microblogging
platforms, Bluesky is showing promising
signs. Forinstance, accounts withup to

100K followers are already seeing more
engagement here than on X/Twitter.

Weekly posts ’

548
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D A promising alternative

AVERAGE INTERACTIONS BY FORMAT ON BLUESKY IN 2025

Video Text Images Carousel

17
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D A promising alternative

AVERAGE INTERACTIONS ON BLUESKY, COMPARED WITH X/TWITTERIN 2025

. Bluesky Interactions . X/Twitter Interactions

Tiny Small Medium

18
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f

\
A\
FacebOOk Reach on Facebook
dead? /A/

It might have areputation for being outdated,
but Facebookis far fromforgotten. In 2025,
over 3.07 billion people usedit every month,
making it the platform with the largest global

reach. +

And our data also shows how post
performance has jumped significantly
comparedto 2024. Average reach grew by
51%, impressions by 57%, and interactions by
56%.That'snojoke.

%

5,796 (2024)vs. 8,779 (2025)
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_f Facebook dead?//4/

FACEBOOKEVOLUTION 2024-2025

+ +
% %

417 vs. 4.37 5,795.99 vs. 8,779.13 5,969.12 vs.9,376.98 114.97 vs. 180.39 1.98 vs. 2.05

(2024) (2025) (2024) (2025) (2024) (2025) (2024) (2025) (2024) (2025)

Weekly posts Reach Impressions Interactions Engagement

20
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s 1)
™ & Y&

Facebook Reachin 2025

Posts went fromreaching an average of
5,795.99 accoun tsin2024108,779.13in 2025

metricool
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Facebook |
d ea d ?ﬂ/ Interactions on Facebook

%

iy,

B

22
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_f Facebook dead?//4/

FACEBOOKINTERACTIONS EVOLUTION 2024-2025

713.

47.144.

14.97 vs. 180.39 96.20 vs. 150.38 9.75 vs. 16.95 402.56 vs. 593.20 9.02 vs. 13.05
(2024) (2025) (2024) (2025) (2024) (2025) (2024) (2025) (2024) (2025)

Link Clicks

Clicks Shares 48.86 vs. 35.18

(2024) (2025)

Comments

Interactions Reactions
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i

“The growth, views, engagement, and
monetization opportunities on Facebook
are mind-blowing. lam simply reposting
content from TikTok and Instagram, and it’s
going viral like crazy. The best partis that
you can post several times a day onthe
platform, and they’re offering incentives for
new accounts to get paid.”

' Robert Benjamin
Content Creator o @RobertBenjaminChannel
Ill 866K subscribers

24
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Videois
BOO-MING

The video craze has officially made its way
to Facebook. And while photos are still the
most used format (and even saw a 25%
increase in 2025), video is dominating
where it counts.

%

Reach, impressions, interactions, 10,251(2024)vs. 14,833 (2025)
comments; video leads across the board.
Users want it, and creators have delivered.
Video posts went up by 71% compared to
2024, and 44% more accountsjumpedon
the trend. Forecast for 20267 Even more
video.

\
S
-
~
Z

Interactions

%

1,004 (2024)vs. 1,225 (2025) 25
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f Video is BOO-MING

FACEBOOKFORMATS EVOLUTION 2024-2025

BT ST T ST
2.42 2 0.69

+7% . +19% 1.28 +4% -33%

. 06 .
9,179.21 +79% 4,289.81 +30% 490.22 -15%
9,813.43 +86% 4,679.33 +37% 544.09 -M%
Interactions 754.57 +90% 1,225.43 +22% 730.91 +40% m
= .

Weekly posts

Comments

5.87
12.1 +27% +44% 6.44 +41% .18 -93%

Engagement 8.22 +6% 8.26 -15% 17.04 +8% m +202%

26
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It’s not just a profile,
it s your best storefront

Local visibility still starts with your Google
Business Profile. Over 46% of Google searches
are about finding services nearby, and verified
businesses are up to 2.7x more likely to earn
customer trust.

Our 2025 data shows the same pattern. Direction
requests grew by 34% compared to the

previous year, food orders jumped by /8%, and
impressions on mobile searches increased by
almost 30%.

These numbers pointin one direction: the
Google Business Profile doesn’t just display your
business, it helps move it forward.

"l-.--.--l‘\\\

Funnel

Analysis Rush hour Conclusion (Create your account)

Bookings from
Google Business Profile

%

76 (2024)vs. 87 (2025)
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D 1t’snotjusta profile, i your best storefront

GOOGLE BUSINESS PROFILEEVOLUTION 2024-2025

%

% %

3,594.19 vs. 4,123.91 76.44 vs. 86.8] 265.80 vs. 356.10 10.51 vs. 18.73 92.03 vs. 96.92 193.39 vs. 199.75
(2024) (2025) (2024) (2025) (2024) (2025) (2024) (2025) (2024) (2025) (2024) (2025)

Impressions Bookings Direction Food orders Clicks to call Clicks
requests to website

28
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==

%

Growthin food orders from
Google Business Profilesin 2025

Increased from an average of 10.51 orders
permonthin2024t018.73in2025.

metricool
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Aneedleina
haystack

In2025, Instagram surpassed 3 billion

monthly active users. It launched Edits, —

anew tool that further strengthensits

pushinto short-formvideo, whereit’s O/o

competing head-on with TikTok and
YouTube. The platform continues to
expand its features, butit also faces the
challenge of standing out.

Instagram accounts connected to
Metricool grew by 64%, posts doubled,
and weekly posting frequency increased
by 21%. But visibility and engagement
metrics are showing signs of saturation.
Reach andinteractions both droppedin
2025. What does that mean? As with most
platforms these days, posting more just
isn’tenough. Now, it’s all about posting
better.

30
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Posts . Reels

INSTAGRAM POSTS & REELS, 2024-2025
EVOLUTION

A needleina
haystack

Reelsreachmore people, but posts
rack up more views, mainly because the
algorithm shows them multiple times. With

18,395.09
(2025)

Reels, there are no second chances; if you o BN 80
don’t catch their attentionright away... §8 %8 gg
bye-bye. < oc %)

And even thoughvideois consumedin
seconds, in 2025, Reels drove way more
interactions than posts. More comments,
more saves, more shares.

Eachformat hasits place, butif youhadto
bet, both the algorithm and the audience
are saying the same thing: they want video.

Interactions

Reach

Weekly posts Impressions Engagement

31
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A needle in a haystack

INSTAGRAM POSTS & REELS, 2024-2025 EVOLUTION

i i i
| | |
1 1 1 39.96
i 11.82 i - (2025
| (2025) | |
| | |
| | |
3 3 i
377.10 i 18.07 | 17.00 i
(2025) i (2025) i (2025) i
| | |
| | |
| | |
| | |
| | |
| | |
| | |
| | |
| | |
| | |
| | |
| | |
| | |
| | |
| | |
| | |
| | |
| | |
| | |
| | |
| | |
| | |
| | |
| | |
i i i
| | |
Likes i Comments i Saves i Shares
| | |
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iy

>

“lwas surprised by Instagram’s reach drop.
| feel the platform stillhasn’t found a
balance that allows both small and large
brands to feel truly visible.”

Valery 1aborda

Social at Fundacién Gabo

33
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The format nobody
SQW Coming

But what happens whenwe zoomin on single-image posts? Turns out,
if oneimageisworth athousand words...imagine three.

In 2025, carousels outperformed across the board: higherreach, more
impressions, and over 3x the interactions compared to single-image
posts.

Andthe wildest partis that they’re the least used format. Of the three,
carousels were the least published, with just 1.13 per week.

Weekly posts 1.77 +18% 1.13 +25%
Reach 4,789.29 -33% -35%
Impressions 10,884.92 +18% +26%
Interactions 234.91 -51% -45%

Rush hour Conclusion

INSTAGRAM FORMAT COMPARISON 2025

1.88

9,689.02

15,492.65

624.41

( Create your account )

+35%

-35%

-39%

-37%
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CAROUSELS WORK.

THEIR IMPRESSIONS
PROVEIT 30509 per poss)

AND SO DO THEIR
INTERACTIONS (794 perposs)

YET THEY’RE THE

LEAST USED FORMAT (.23 e weet)
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Stories are a
different story

Aunique format withits ownrules. Here,
the goalisn’t growth, it’s building stronger
relationships with the people who already
follow you.

In2025, performance metrics dipped
slightly, but nothing major: around -6%in
the most relevantindicators.

What's interesting is that, despite this
apparent calm, more accountsleaned
into them. Metricool accounts publishing
Stories grew by 28%, and the weekly
frequency stayed steady at 8.39 Stories
perweek.

Ataglan

INSTAGRAM STORIES EVOLUTION 2024-2025

36


https://metricool.com/llm-register-all-in-one/?utm_source=freebie-study&utm_medium=leadmagnet&utm_campaign=20251210_social-media-study-2026_en&utm_content=study_cta-top&utm_term=q3

metricml About us Sample Highlights Ataglance

LinkedIn Impressions

Everyone
wants « pece

of the pie

Interest in LinkedIn keeps growing, especially in
the B2B world. And our data backsitup.In 2025, o/
the number of Metricool-connected accounts O
and posts on the platform nearly doubled (+108%

and +97% respectively). 1,057 (2024)vs. 813 (2025)

But more activity also means more competition.
Posting more doesn’t always lead to more
visibility. Impressions and interactions per post
droppedin2025.

Creating contentisn’t enough anymore. Standing
outin the feed takes strategy, quality, and a

deep understanding of what your professional
audience actually wants.
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_in, Everyone wants a piece of the pie

LINKEDIN EVOLUTION 2024-2025

Weekly

frequency Impressions Interactions Comments Likes Shares

2.88 vs. 2.74 J1,057.13 vs. 812.64 16.60 vs. 14.16 0.59 vs. 0.48 14.62 vs. 12.48 1.39 vs. 1.20 Engagement
(2024) (2025) (2024) (2025) (2024) (2025) (2024) (2025) (2024) (2025) (2024) (2025)

1


https://metricool.com/llm-register-all-in-one/?utm_source=freebie-study&utm_medium=leadmagnet&utm_campaign=20251210_social-media-study-2026_en&utm_content=study_cta-top&utm_term=q3

metricool Aboutus Sample Highlights Ataglance Funnel Analysis Rush hour Conclusion (Createyouraccount)

"D Formatisn’t
everything... buz it helps

On aplatform where competition is growing fast, choosing
theright post formatisn’tjust about aesthetics ortrends. It’'sa
strategic move.

In 2025, the most used formats were image and video, with a
posting volume 180% and 35% above average, respectively.
But they weren’t the top performers.

If your goalisreach, polls and carousels stood out with 158%
and 13% more impressions than the average. Andif you're
aiming forinteractions, carousels were unbeatable, generating
247% more interactions than any other format.

LINKEDIN FORMATS COMPARISON 2025

m m
530.77 2,863.81 890.56 1,054.69 1,251.74 442.97 726.12
Interactions 36.71 138.68 53.33 294.93 578.56 16.48 50.92

Clicks 30.36 133.43 37.07 270.24 559.93 12.59 36.92

Comments 0.28 0.67 0.60 0.61 0.59 0.12 0.47

Likes 6.41 4.91 13.99 22.59 16.17 3.66 12.22

WWEELGY
frequency 0.59 0.45 0.74 0.70 1.64

Engagement 6.93 4.82 5.95 27.98 46.23 3.70 7.01
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1

“LinkedIn video would have to be the biggest dud
that had the most promise but didn’t deliver. I tried
different versions of things, but the numbers didn’t
stackup.”

——— Michelle J Raymond

B2B Growth Co. (LinkedIn)

"IIII o
o
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Ataglance Funnel Analysis

Business i personal

Personal accounts orcompany pages? It's often assumed personal
profiles perform better, but our data tells amore nuanced story.

Especially for small and mid-sized accounts, the differences aren’t that
significant. In 2025, company pages saw more interactions and shares,
while personal accounts sparked more conversation.

Interactions Comments

+20% +524% +120%

158.30vs.189.76 5.21vs.3.42 0.21vs.0.46

7% +34 +1944

Tiny

699.76 vs. 655.54 16.34vs.12.00 0.57vs.1.66

+8% +B1% +2071%

1,986.16 vs.1,834.03 31.26vs. 20.64 0.98vs.2.94

147 % +269% +] ,170%
6,452.97vs.15,932.84 68.62vs.253.12 2.15vs.27.26

Rush hour

. Company pages

+2,450%

0.51vs.0.02

+1,943%

1.43vs. 0.07

+1,519%

2.59vs.0.16

0%

4.84vs.2.69

Conclusion (Create your account)

. Personal accounts

Engagement

+154

3.29vs.2.85

+20%

2.34vs.2.80

+7%

1.57vs.1.68

+120%

1.06vs.2.34

LINKEDIN PAGES VS PERSONAL ACCOUNTS (2025)
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1

“We were very surprised by LinkedIn’s evolution,
from a much more serious network with a

strictly professional tone, to a platformwhere
conversational, trendy, and pop-culture-related
contentis now fullyintegrated.”

Ricardo Garcia

Social Media Specialist at Seedtag

.

Analysis Rush hour Conclusion (Create your account)

NI

bl e

@ @seedtag
116K followers

42
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P

Pouring Pins

Pinterest keeps growing.In 2025, it surpassed
570 million monthly active users, confirmingits
role as a powerhouse of inspiration and discovery.
Its audience remains female primarily (over 70%)
and young (ages 25-34). But Pinterest grew out
of its “cute pictures” phase a while ago. 46% of
weekly users turn to Pinterest to find new brands
or products.

Average weekly posts on Pinterest

Our datarefiects the trend. In 2025, Pinterest
accounts connected to Metricool grew 78.08%,
while publications skyrocketed 131.27%

compared to the previous year. o/

7(2024)vs.10 (2025)
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Pouring Pins

PINTEREST EVOLUTION 2024-2025

% 6
2 %

7.46 vs. 9.68 . . 5.22 vs. 6.57
(2024) (2025) Impressions Interactions (2024) (2025)

912.53 vs. 374.72 47.64 vs. 24.59 Engagement
(2024) (2025) (2024) (2025)
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More reach
doesn’t always
mean grealer lmpaC[ External Clicks Pin Clicks Saves

Bothimpressions and interactions dropped on 6.03 vs. 1.9 36.25 vs. 20.32 4.89 vs. 279
(2024) (2025)

Pinterestin 2025, but engagement actually went up. (2024) (2025) (2024) (2025)
Wait... what?

Here’s why: impressions fell by 59%, while
interactions dropped by 48%. That gap made
every view count more, pushing engagement per
impression higher.

The upside is that creators and brands are reaching _ 4 _43 o
(<}
%

asmaller, but more tuned-in and connected
audience.

PINTEREST INTERACTIONS EVOLUTION 2024-2025

Engagement

%

5(2024)vs.7 (2025)
45
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Take note If you want to make the most
of Pinterest s potential...
This marketer you know what to do.

Pinterest impressions
by +144% and traffic

to her website by
+165%.

It wasn't magic, orluck.

She did it by planning her content

S EICTe[ e I\AVSlslelour free template. Get the template

(Yes, it’s free)

\\\\ddt
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€

Threading

Metawantsit all, and Threads might just
getthemthere.In 2025, the app surpassed
400 million monthly active users and is

Weekly posts 6 4 6
|
the needle
1,536.09
nearing 115 million daily, growing 127.8%
year overyear. Not bad for a platform that

stillfeels brand new.
Interactions
Metricool just added Threads this year, ]

sowe don’t have past datatocompare
yet. But the early numbers are already

interesting: 6.4 weekly posts, 1,536 views,
and 24.8 interactions per post, on average. Engagement 1 6 2
|

THREADS IN2025
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€

Lhreadsvs. X/Twitter

The mostinterestinginsights come from larger
profiles. Accounts between 100K and 1M followers
are very active on Threads, posting more than 53
times perweek. Theresults show that Threads

not only competes with X/Twitter... it actually
surpassesitinimpressions andinteractions.

. . 471.73 vs. 224.76 83,373.73 vs.12,031.10 HUGE ACCOUNTS

InteraCtlons Impr953|°ns Threads X/Twitter Threads X/Twitter ON THREADS AND
X/TWITTERIN 2025

66.38 vs. 94.39 4,212.22 vs. 4,598.58

Threads X/Twitter Threads X/Twitter

%

%
BIGACCOUNTS ON
THREADS AND X/
TWITTERIN 2025
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1

“ljumped on atrending audio thinking it would be
a hit. I spent hours filming, editing, and syncing
every beat perfectly, and it completely flopped.
The funny part? A quick, unplanned behind-the-
scenes clip | postedright after, and performed 10x
better. Lessonlearned: perfection doesn’t always
connect, authenticity does.”

i

FLmma Persson

The Social Creatives Club j ,: ’ 48
@ othesocialcreativesclub
I 171K followers
' A
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d

Average TikTok Views

%

34,311(2024) vs. 28,483 (2025)
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274 vs. 3.34
(2024) (2025)

Weekly posts

Reach Views

Interactions

Engagement

26,398.72 vs. 21,391.14

34,311.29 vs. 28,482.90
(2024) (2025)

(2024) (2025)

19 17.

1,380.30 vs. 944.90
(2024) (2025)

5.23 vs. 4.42
(2024) (2025

)
6 %
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About us

metricool

Sample

Highlights Ataglance Funnel Analysis Rush hour Conclusion (Create your account)

Reach drops on TikTok (for everyone)

Tiny

TIKTOKREACH EVOLUTION 2024-2025

Small Medium Big Huge

2,122.14 vs. 1,577.86
(2024) (2025)

26.

10,205.70 vs. 6,990.26 28,102.45 vs. 20,864.21 97,500.89 vs. 63,845.80  429,065.61 vs. 330,681.89
(2024) (2025) (2024) (2025) (2024) (2025) (2024) (2025)

26 23

2. . 35
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melrics down

2.08
(2024)

VS.

Tiny

%

2.49
(2025)

3.13
(2024)

VS.

Small

3.66
(2025)

21.

4.34 vs. 5.28
(2024) (2025)

Medium

7.34
(2024)

VS.

Big

10.07
(2025)

18.25
(2024)

vs. 29.79
(2025)

Huge

TIKTOK WEEKLY POSTS
EVOLUTION 2024-2025
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More content, more
competition, metrics down

TIKTOKINTERACTIONS EVOLUTION 2024-2025

|
|
. | .
Interactions | Likes Shares Comments
|
|
1,380.30 vs. 945.90 } 1,257.79 vs. 852.51 97.05 vs. 74.94 25.46 vs. 17.44
(2024) (2025) } (2024) (2025) (2024) (2025) (2024) (2025)
|
|
|
|
|
|
|
|
|
|
|
|
i -
| %
|
|
|
|- -
| %
3 %
|
|
|
|
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1INy Uiy,

Tik 1ok Interactions

From1,380.30 interactions per post
in2024t0944.90in 2025

metricool
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1

“In 2026, | predict social media will shift away from
being platform-first to being content-first. The
algorithms are evolving so quickly with Al that the
questionwon’t be ‘should | post this onInstagram,
TikTok, or YouTube?’ It'll be about creating
adaptable content that platforms themselves will
redistribute based onuserintent.”

—— Alexva Carlin

a.rose media founder

.

Ataglance Funnel

Analysis Rush hour Conclusion

2

( Create your account )

@alexarosecarlin
49K followers

56
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Funnel

X

Many changes,
stmilar resules

X/Twitter has made changeits only constant. In
2025, it keptreinventing itself with customizable
feeds, updates to its moderation system, new
layers of privacy, and—above all—the integration
of Althrough @grok, itsin-app chatbot designed
to provide context, verify posts, and answer
questions onthe spot.

Still, our data shows that organic performance
remains relatively flat; impressions per post
dropped (-5%), interactions saw a slight boost
(+12%), and link clicks continue to fall (-28%).

N\

Analysis Rush hour Conclusion

Create your accoun

Average link Clicks on X/Twitter

10(2024)vs. 7 (2025)

%
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Many changes, similarresults

X/TWITTER EVOLUTION 2024-2025

12.
8.

15.97 vs. 17.34 . 37.83 vs. 4271
(2024) (2025) Impressions (2024) (2025) 0 (2025)

Weekly posts IR e 2 IR Interactions Engagement

(2024) (2025)

5%
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metricool Aboutus Sample Highlights Ataglance Funnel

More (and better)
Interactions

The average interactions per post on X/Twitter saw a
modest uptickin 2025 (+12%). Replies and Retweets
rose sharply, a signthat contentis still sparking
conversation and being shared. Profile clicks,
however, dropped.

Videois the one format that broke this trend across
the board: interactions jumped by +35%, going from 095 v 289
81.15in 2024 t0 110.01in 2025. eo2a  (o29) Qo2s  (@025) oo o) Profile Clicks

Retweets Replies Likes

Interactions

59
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Highlights

metricool Aboutus  Sample

Take notze

Action-Reaction

1he connection between interactions and
ATl AREN @A and when posts

generatereactions, they travel farther.
Sometimes, speaking to fewer people

is the best way to grow. Medium-sized
accounts are proof. They were the

only group thatincreased average
impressions per post, and the reasonwas
simple. Theirinteractionsjumped 68%.

Ataglance Funnel Analysis

Conclusion (Create youraccount)

Rush hour

Connecting with your real
audience and creating

content that stands out,
sparks responses, and
generates reactions is i/
most effective path to visibility.

Tiny

Medium

60
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YouTubeisn’t
just holding up,
it’s growing

YouTube swims effortlessly in the sea of
entertainment. It offers the same experience
across every device, blends short and long-form
video, and, unlike platforms like Netflix, it still has
what makes social media social: community. And
the proofis thatinteractions are up by 11%.

Globally, the platform surpassed 2.5 billion
monthly active users. And our data shows the
same trend: total posts grew by 53%, average
views pervideoincreased by 76%, and weekly
publishing frequency rose by 4%.

That last stat busts one of the biggest myths
around YouTube, creating content hereisn’t
harderthan on other platforms. In 2025, creators
published 524% more often than on TikTok, and
1,007% more than on Instagram Reels.
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Conclusion

Rush hour

Highlights Ataglance Funnel Analysis
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) 1

Video views
on Youlube

From averaging 389.90in 2024 t0 687.21in 2025
metricool
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1 o

‘| predict the most drastic shift back to slow social
we’ve seenin awhile. Think long-form YouTube
videos, blog posts, and therise of comfort
creators. After half a decade of snappy, short-
formvideos and an explosion of Al-generated
content, people are craving a more human pace
and authentic storytelling again.”

Latasha James

James + Park Creative
© othelatashajames
I 228K subscribers
' / N
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Rush hour on
the timeline

Just like roads and restaurants,
social networks also have their

rush hour. Andin 2025, posting
activity followed a clear trend: most
platforms peaked early in the week
and early in the day.

Whazs this helpful for?

Asyou already know, there are no
magic formulas in socialmedia. Use
this as areference point. If most
brands tend to post on certain
days andtimes, there’s probably a
reason. Knowing when others are
posting helps you decide whether
you want tojoin the noise orgo
against the grain.

//Il. _A\‘



https://metricool.com/llm-register-all-in-one/?utm_source=freebie-study&utm_medium=leadmagnet&utm_campaign=20251210_social-media-study-2026_en&utm_content=study_cta-top&utm_term=q3

metricool Aboutus Sample Highlights Ataglance Funnel Analysis Rush hour Conclusion (Createyouraccount)

Conclusions

Video rules

Thereport’s dataleaves noroom fordoubt: videois the best-performing format on most platforms, in terms of bothreach
andinteractions. The key liesinits ability to stop the scroll, convey an entire story in a matter of seconds, and connect
emotionally with the audience. Plus, the platforms’ own commitment to prioritizing video content (especially vertical and
short-form) makes it a central part of any social media strategy. The challengeis nolongerwhethertoinclude video, but
how tointegrateitinacoherent, sustainable way that’s tailored to each network.

Because not everythinginlifeis video, other formats also offerremarkable results. Depending on the platform. Thisis the
case with carousels onInstagram and LinkedIn, which drive above-average reach and engagement metrics, especially
for small and medium-sized accounts. The same is true for LinkedIn polls, which generate click-through and engagement
rates well above other content formats. These formats share a common feature: inviting direct participation, whether by
swiping, commenting, orreacting. This more “conversational” and interactive dimensionis key in anincreasingly saturated
environment. Capturing attentionis nolongerenough; you have to activateiit.

Time to fine-tune

If there’s one thing every major platform hasin common, it’s that signs of saturation are clearly evident. Every year brings
more accounts, more posts, and more competition for attention. Reaching formass appeal and succeedingis within
reach of very few. For social media professionals, the way forward is to know your audience better than ever and create
content that connects authentically andrelevantly. It’s not about reaching everyone, but about resonating with the right
ones.
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