ocial Media

Industry Benchmark Report

Industry benchmarks across the most important social media metrics




Introduction

We're back with a supercharged version of our annual Social Media Industry Benchmark Report.

We surveyed thousands of the most engaging brands and companies on social to analyze what's
really making them so successful.

The Benchmarks:

Our biggest report ever features the most important metrics from 2022 across 14 top industries:

+ Alcohol

+ Fashion

+ Financial Services
+ Food & Beverage

+ Health & Beauty
+ Higher Education
- Home Decor

nfluencers

+ Media

+ Nonprofits

- Retail

+ Sports Teams

- Tech & Software

- Travel

This report has everything you need to measure your social media success against your
competitors on Facebook, Twitter, TikTok, and Instagram across these 14 major industries. We
also feature tons of insights about how social media engagement has changed over the last year
for these industries so you can optimize your strategy in 2023. As usual, we have channel
observations, best post types, Instagram, Twitter, and TikTok hashtags, and more.

Now let's get benchmarking.
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Key takeaways

Brands seeing less organic
O engagement this year.

Engagement rates are on the decline for

Instagram for the third year in a row but

holding pretty steady for Facebook and Twitter.

~\ Posting frequency on the decline.

Post frequency is flat on Instagram but took a
~20% dive on Facebook and Twitter.

It's all about the holiday hashtags.
Almost every industry earned top engagement
rates from holiday-hashtagged posts, while

contests and giveaways were less popular than
in other years.

O
O

Every brand should post Reels on

Instagram.

Reels have officially entered the chat on
Instagram, dethroning ever-popular
carousels for many industries in the race
for the most engaging post type.

TikTok is topping the charts.
With a median engagement rate of 5.69%,
TikTok was every industry’s best friend

this year.
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Methodology

To spot trends and identity benchmarks, we used Rival IQ to analyze engagement rates, posting
frequency, post types, and hashtags on the top four social channels for brands: Facebook,
Instagram, TikTok, and Twitter.

We define engagement as measurable interaction on organic and boosted social media posts,
including likes, comments, favorites, retweets, shares, and reactions. Engagement rate is
calculated based on all these interactions divided by total follower count.

MEASURABLE INTERACTION TOTAL FOLLOWER COUNT

ENGAGEMENT

& Likes Retweets o ) | , , | I
() Comments ¥ Shares S %% %% %% %% %% ] RATE

@ Favorites &5 Reactions

Within this report, we provide a representative sample of national and international companies in
each industry by selecting 150 companies at random from each industry in our database of
over 200,000 companies. Companies selected had active presences on Facebook, Instagram,
TikTok, and Twitter as of January 2022, and had Facebook fan counts between 25,000 and 1,000,000
and minimum Instagram, TikTok, Twitter followers of 5,000 as of the same date. We used median
performance from the companies selected for each industry to compile the data for this report.
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Who's included in this study?
2,100 TOTAL COMPANIES

150 FROM EACH OF THE FOLLOWING 14 INDUSTRIES:

FINANCIAL FOOD & HEALTH & ' HOME
SERVICES BEVERAGE BEAUTY ‘- DECOR
| SPORTS TECH &
@ o NONPROFITS o TEAMS SOFTWARE o

THAT ALSO HAVE

A NN NN NN NN NN NN NN NN NN NN NN NN NN NN NN NN NN NN E RN RN AR E NN NN NN NN NN NN NN NN AN NN NN NN NN NN NN NN NSNS NN NEENEENEEEEEEEEEEEEEEEEEEEEEEEE]
.

25,000-1,000,000 > 5,000 > 5,000 > 5,000
FACEBOOK INSTAGRAM TWITTER TIKTOK
FOLLOWERS FOLLOWERS FOLLOWERS FOLLOWERS
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1.9M

POSTS

579M

ENGAGEMENTS

841K

POSTS

2.3B

ENGAGEMENTS

Let’'s describe the data set

2.2M

TWEETS

315M

ENGAGEMENTS

304K

VIDEOS

5.8B

ENGAGEMENTS
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Why do we benchmark?

Social media success is about so much more than
getting the most comments or likes: it's about
increasing engagement while also growing or
maintaining the percentage of your audience
that engages as you expand your audience.

To us, engagement rate per post is the metric
because it controls for post volume and audience
size and helps marketers understand how they're
doing in relation to their competitors.

Why can’t you gauge success on likes alone?
Because audience size is hugely important: 1,000
likes makes a huge difference to a brand with
2,000 followers, but is a drop in the bucket to a
brand with 100,000 followers.

we also compare all the

With that core metric in mind, we include a
detailed look at each industry’s engagement
rate alongside posting frequency, post
media types, hashtags, and more for a true
sense of social performance. v

o ©

O 0@0

In addition to our social
media industry breakdowns, @

O

industries together so you
can see how things shake

out across the board. @

Quick note: the truest measure of your social content’s resonance would be
engagement divided by unique reach (the count of unique people who saw
your content) or impressions (the number of times your content was
displayed). Unfortunately, due to the Facebook, Instagram, TikTok, and Twitter
APl restrictions, we aren’t able to include this particular stat.
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Start measuring your social performance

Ready to compare your social media
nerformance live? Check out our Explore
andscapes, where we feature live social media
metrics from a sample of companies from
each industry represented in this study.
These landscapes feature hashtag performance,
top post types, and so much more on Facebook,

Instagram, and Twitter.

Or, run a free Head-to-Head report against
your biggest rival to see how you measure up to

both your competition and against industry
benchmarks represented in this study.

(Oh, and if you're a Rival IQ customer or in a trial, oo
Head-to-Head ' Head-to-Head Head-to-Head Head-to-Head

you can add those stats directly into your Rival
|Q account for even more comparisons.)
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f Facebook engagement

Engagement rate per post (by follower)

¢ RIVAL IQ INSIGHT

The median across The all-industry Facebook
0 this year. Tech & Software
0.060% brands managed a slight
_______________________________________________________ _ increase, and Retail and
Travel stayed flat.
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f Facebook activity

Posts per week

¢ RIVAL IQ INSIGHT

Median posting frequency
............................................................................................................................. oNn FGCEbOOk decllned by a
few points this year.

The median
across all
industries is

5.04

posts per week
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f Facebook posts vs. engagement

Posts per week vs. engagement rate per post (by follower)

0.25%
0.20% @Influencers
0.15% ®Higher Ed
0.10%
Alcohol“ @®Travel
® Nonprofits
0.05% Financial Services
Food & Beverage® @ @®Tech & Software
Home Decor® Retail
Health & Beauty @®@Fashion
0.00%
0 10

¢ RIVAL IQ INSIGHT

@®Sports Team
Influencers (infrequent

posters) and Sports Teams
(frequent posters) earn
consistently high marks on
Brands post most Facebook despite a big

frequently on delta in posting frequency.
Facebook.

® Media

20 30 30
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Instagram engagement

Engagement rate per post (by follower)

¢ RIVAL IQ INSIGHT

The median
2 589 across all

industries is Instagram engagement
________________________________________________________________________________________________________________________________________________________________________________________________________________________________________ 0.47% rates fell by about 30% this
year, which isn’t the news
hardworking content

1.49% creators were hoping for.

0.81%
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0
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0.34%
0.25%
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Instagram activity

Posts per week

____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________ 156
The median

across all
industries is

4.6

¢ RIVAL IQ INSIGHT

The median posting

___________________________________________________________________________________________________________________________ . 5 frequency across all
POSTS per wee

industries increased

10.0 oy
by a hair this year on
________________________________________________________________________________________________________________________________________________________________________________________________________________________________________ I
Q/&’b

&
@

& N\

N
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Instagram posts vs. engagement

Posts per week vs. engagement rate per post (by follower)

2.6%

2.0%

1.3%

0.7%

0.0%

@®Higher Ed

Instagram
consistently sees low

posting volume and
high engagement
rates.

Influencers @

@® Nonprofits

Food & Beverage .

Tech & Software® OTrgaveI ®Media
Alcohol @ Fashion

Financial Services O o0 Retail

Home Decor  Health & Beauty

4 3 12

Sports Teams@®

¢ RIVAL IQ INSIGHT

Higher Ed was the clear
engagement winner on
Instagram despite below-
median posting frequency,
suggesting more isn’t
always better on
Instagram (though
second-place Sports
Teams might beg to

differ).

16
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¥ Twitter engagement

Engagement rate per tweet (by follower)

______________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________ 0.078% o

The median
across all
industries is

0.035%

0.050%

________________________________________________________________________________________________________________________________________________ 0.058% ...\

0.045%

0.044%

0)
____________________________________ 0-03-8--/0---9 040%

....... 0037%
0.032%

by NetBase Quid”
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Engagement rates were

almost flat on Twitter,
reminding us that
sometimes no news Is
good news.
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W Twitter activity

Tweets per week

¢ RIVAL IQ INSIGHT

Tweeting frequency

The median
0
across all decreased by about 20%
industries is

3.91

tweets per week

this year across all
industries, which isn’t too
surprising given all the
Twitter turmoil.
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¥ Twitter tweets vs. engagement

Tweets per week vs. engagement rate per tweet (by follower)

008% ............................................................................................................................................................................................................................................................. Q-S-ports-T-ea-ms--------,;’ ::,-' .................

Media brands
006% ......................................... Q-H-i-g-her--E-d .......................................................... pUb"Sh _______________________________________________________________________________________ ::;'_ _______________________

@®Travel

LLl

< | 17x

o Alcohol  @®Nonprofits .

— the median on

= Food & Beverage Twitter P
E O . 04% ........ ’“.TECh&SOftware ..................................................................................................................................................... ':: ..............................
3 Influencers Financial Services P
<

O

2

LLl

Fashion Home Decor P
0.02% . Reta" ................................................................................................................................................................................................................................................................ .....................................

Health & Beauty P
' ®Media

0.00%
0 10 20 30 40 50 30

TWEETS PER WEEK

¢ RIVAL IQ INSIGHT

Frequent tweeters Higher
Ed and Sports Teams
came out ahead on
Twitter this year, but last-
place Media showed
other industries that
higher tweet frequency
Isn't always better.
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" TikTok engagement

Engagement rate per video (by follower)

16.26%

The median
across all
industries is

____________________________________________________________________________________________________________________________________________________ rewy

..... 3- 89%404/0

& <o°
N¥ o Y

¢ RIVAL IQ INSIGHT

Higher Ed, Sports Teams,
and Financial Services led
the pack on TikTok
engagement this year.
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" TikTok activity

Videos per week

¢ RIVAL IQ INSIGHT

IS mEaiEn Media and Health &
across all
industries is Beauty brands posted the
1.75 most on TikTok this year,
Videos per week while Alcohol and Food &
Beverage brands brought
up the rear.

O
e°°Q& .
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<" TikTok videos vs. engagement

Posts per week vs. engagement rate per post (by follower)

ENGAGEMENT RATE

¢ RIVAL IQ INSIGHT

’I 8.0% ................................................................................................................................................................................................................................................................................................................................................................
®Higher Ed Higher Ed sees epic
Brands are posting eﬁg ag emen.t 1etiEs Ol
11 T T S ,,--a:alivsli i 3l less frequently on |Emm— TikTok but is one Of the
TikTCLk thi;n on é;ny least frequent posters,
other channe . . ,
while Media brands
Q (Ofy ‘_S_ports_.Team ________________________________________________________________________________________________________________ /agglng engagement rates
prove once again that
Food & Beverage® n onp‘r:;:z"e' more posting isn't
®Home Decor Media® necessarily better.
7 Tech & Software® Fashion ...
Alcohol @ ®
® Retail
Influencers @®Health & Beauty
0.0%

0 1 2 3 4 5
VIDEOS PER WEEK
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Engagement Rate Benchmarks Over Time

1.22%

0.47%

.
0.09% 0.08%

0.98%
0.67%
0.06% 0.06%

/
. . 0.045% 0.045% 0.037% 0.035%
2019 2020 2021 2022 2019 2020 2021 2022 2019 2020 2021 2022

‘ INSTAGRAM 0 FACEBOOK ‘ TWITTER

AXis not to scale

¢ RIVAL IQ INSIGHT

Engagement rates were
fairly flat on Facebook and
Twitter, but Instagram
engagement rates took a
30% dip this year.

Since this is our first year
publishing benchmarks for
TikTok, we can’t draw any
YoY conclusions there just

yet.
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Weekly Posting Over Time

5 8 5.9
5.5
5.0
46 4.6
4.3
4.0

2019 2020 2021 2022 2019 2020 2021 2022 2019 2020 2021 2022

‘ INSTAGRAM 0 FACEBOOK ‘ TWITTER

¢ RIVAL IQ INSIGHT

5.4

Instagram post frequency
was flat this year, while
brands decreased their
Investment in creating
content on both Facebook
and Twitter.

4.4
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Overview

Cheers to Alcohol brands on Facebook and Twitter

Alcohol brands were just one step away from the podium on Facebook and
Twitter. These brands earned median engagement rates on Instagram while

struggling on TikTok.

A few ways Alcohol brands can keep up the pace:

* Try experimenting with posting frequency, since Alcohol brands

consistently post less frequently than other industries.

e Holidays like Father's Day and Valentine's Day topped the hashtag charts

this year for Alcohol brands.

FACEBOOK INSTAGRAM
POSTS PER WEEK POSTS PER WEEK
FACEBOOK INSTAGRAM
ENG RATE / POST ENG RATE / POST

SEE WHERE YOU RANK WITH A FREE TRIAL OF RIVAL IQ P

TWEETS
PER WEEK

TWITTER
ENG RATE / TWEET

VIDEOS
PER WEEK

TIKTOK
ENG RATE / VIDEO

SAMPLE BRANDS
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f Facebook metrics by post type

ENGAGEMENT RATE

O.’I 'I O% ...........................................................................................................................................................................................................................................................................................................................................................
®Photo

Alcohol brands were

0.083% ........................................................................................................................................................................................................................................................................................................................................................... much /ike/ier tO post a
photo on Facebook than
any other post type,

O O5G0h which has paid oﬁ; since
photo posts

oLink ®Video outperformed all cher

post types by a mile.

0.028% Status ........................................................................................................................................................................................................................................................................................................................

0.000%

0 0.75 1.5 2.25 3

POSTS PER WEEK
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Instagram metrics by post type

ENGAGEMENT RATE

0.600% ..........................................................................................................................................................................................................................................................................................................................................................
@®Carousel
O®Reel ohoto® Carousels grabbed the
] 0 S, i il A e oto®© hlgh@St engagement
, rates for Alcohol brands,
®Video J .
who were much likelier to
O 300D post photog on
Instagram. Consider
combining a few of those
D1c00 single-photo posts into
S high-performing
carousels.
0.000%

0 0.45 0.9 1.35 1.8

POSTS PER WEEK
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¥ Twitter metrics by tweet type

ENGAGEMENT RATE

0.060% ...........................................................................................................................................................................................................................................................................................................................................................
@®Photo
®Video Alcohol brands saw the
0.045% ........................................................................................................................................................................................................................................................................................................................................................... most SUCCQS’S Wl.th photo
Status tweets this year, but still
ran in the middle of the
O OZO0h industry pack on Twitter.
@®Link
0.0'] 5% ...........................................................................................................................................................................................................................................................................................................................................................
0.000%
0 0.3 0.6 0.9 1.2

POSTS PER WEEK
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ALCOHOL

Instagram hashtags by eng. rate

#blackfriday [ 0.39%
#summertime - [ 0.30%
Alcohol brands rocked
0 : :
— holidoy hashtogs lit
smemoriaiday N o #BlackFriday and beer-
themed hashtags like
#nationalbeerday - [ 033%
#weekendvies [ 0.33%
#hazyipa [ 0.32%
* Hashtags used by more than 15 companies in this study Riva I IQ

- by NetBase Quid”




ALCORHOL

W Twitter hashtags by eng. rate

#fathersday

0.250%

#valentinesday

Alcohol followers were

e [ 0.190% quick to smash the like
mentioned holidays like
#internationalbeerday _ 0.075% Valentine’s Day.
#internationalwomensday _ 0.063%
#ipaday || 0.063%
#beer | 0.038%
#nationalbeerday - 0.035%
* Hashtags used by more than 11 companies in this study Riva I IQ

by NetBase Quid”




ALCOHOL

TikTok hashtags by eng. rate

#eockeail - [, 095w
It's no surprise that
0
#beertok [ 675w beer-related hashtags
#FYP hashtag were
rorenery I 7o Alcohol brands or
TikTok this year.
#eocktails [ 3.18%
#summer [T 2974

* Hashtags used by more than 12 companies in this study
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FASHION

Overview

Fashion Struggling Across All Channels

Fashion brands were at or near the bottom of the pack on Facebook,

Instagram, and Twitter, but earned near-median engagement rates on TikTok.

Some suggestions for Fashion brands:

e |nvest more in TikTok, which is paying more engagement dividends than
other channels right now.

* Try pulling back on post frequency on Facebook and Instagram with an eye

towards higher quality content.

FACEBOOK
POSTS PER WEEK

4,98

FACEBOOK
ENG RATE / POST

0.023%

INSTAGRAM
POSTS PER WEEK

6.43

INSTAGRAM
ENG RATE / POST

0.245%

SEE WHERE YOU RANK WITH A FREE TRIAL OF RIVAL IQ »

TWEETS
PER WEEK

0.86

TWITTER
ENG RATE / TWEET

0.018%

VIDEOS
PER WEEK

2.22

TIKTOK
ENG RATE / VIDEO

4.04%

GOOD
AMERICAN

housecbh

OOOOO

N

SAMPLE BRANDS

N
K

A
D
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FASHION

f Facebook metrics by post type

0.022% ®Photo
¢ RIVAL 1Q INSIGHT

Photos were twice as

0.017% engaging as other post
types for Fashion brands
®Video on Facebook.
Status

0.011%

@®Link
0.006%
0.000%

0 1.25 2.5 3.75 5
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FASHION

Instagram metrics by post type

0.240% Q
®Reel @Carousel RIVAL IQ INSIGHT

As for many other

0.227% ®Photo industries, Reels and
carousels topped the
engagement charts for

0.215% Fashion brands this
year.

®Video
0.202%
0.190%
0 1 2 3 4
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FASHION

W Twitter metrics by tweet type

0.038%

Status Fashion brands were all
0.028% . about the photos this
° Lin'kVIdeo year on Twitter and
barely put any energy
0.019% into low-performing
status and link tweets.
0.010%
0.000%
0 0.1 0.2 0.3 0.4
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FASHION

Instagram hashtags by eng. rate

#christmas
#giveaway

#win
#mensfashion
#menswear
#behindthescenes
#love

#newyear
#fathersday

#mothersday

0.26%

0.24%

0.23%

0.23%

0.55%

0.54%

0.42%

1.67%

1.64%

1.52%

¢ RIVAL IQ INSIGHT

Giveaway-themed
hashtags performed 3x
as well as the next
highest hashtags for
Fashion brands on
Instagram.
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FASHION

W Twitter hashtags by eng. rate

#mondaymotivation

Giveaway hashtags
blew other hashtags
out of the water for
Fashion brands on
Twitter this year.

#valentinesday

#sale
#internationalwomensday
#blackfriday

#jeans

#halloween

#fashion

#summer
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FASHION

TikTok hashtags by eng. rate

#duet
#asmr
#newyear
#ty

#dance
#fashiontok
#travel
#foryou
#streetwear

#jeans

5.02%

4.58%

4.46%

4.37%

4.21%

3.74%

3.73%

3.55%

3.18%

7.34%

¢ RIVAL IQ INSIGHT

TikTok-specific hashtags
like #duet and #foryou
performed well for
Fashion brands, while
more standard hashtags
like #travel and #dance
also earned top
engagement.
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FINANCIAL SERVICES
Overview

SAMPLE BRANDS

O

FinServ brands saw biggest bang for their buck on TikTok

Financial Services brands grabbed a fourth place finish on TikTok while
earning below-median engagement rates on Facebook and Instagram
and posting less frequently than other industries on these channels.

A few ideas for Financial Services brands:

o Try repackaging top-performing video content from TikTok for use on
other channels.

e Educational hashtags like FinancialLiteracy and LearnOnTikTok were
top performers, proving FinServ followers are down to learn.

[V HALKBANK

FACEBOOK
POSTS PER WEEK

4.27

FACEBOOK
ENG RATE / POST

0.043%

INSTAGRAM
POSTS PER WEEK

3.15

INSTAGRAM
ENG RATE / POST

0.343%

SEE WHERE YOU RANK WITH A FREE TRIAL OF RIVAL IQ P

TWEETS
PER WEEK

4.26

TWITTER
ENG RATE / TWEET

0.038%

VIDEOS
PER WEEK

1.21

TIKTOK
ENG RATE / VIDEO

7.41%

O7:0/110/1]

B A N K
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FINANCIAL SERVICES

f Facebook metrics by post type

ENGAGEMENT RATE

0.050%

0.038%

0.025%

0.013%

0.000%

Status
@®Link

___________________________________________________________________________________________________________________________________________________________________________________________________________________________________ — RIVAL IO INSIGHT
©®Photo

Photo posts earn twice the
engagement of Financial
Services’ next most
engaging post type on

___________________________________________________________________________________________________________________________________________________________________________________________________________________________________ Facebook, so it's a good

thing these brands are
leaning into the photos.

0 0.75

1.5 2.25 3
POSTS PER WEEK
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FINANCIAL SERVICES

Instagram metrics by post type

ENGAGEMENT RATE

03800/ ................................................................................................................................................................................................................................................................................................................................

®Reel Photo ®
®Video Carousel posts earned top

0 28506 engagement for Financial
Services brands on
Instagram this year, with

O TOOUh videos and Reels
surprisingly bringing up the
rear.

0.0O50h

0.000%

0 0.325 0.65 0.975 1.3

POSTS PER WEEK

Rival [Q

by NetBase Quid”




FINANCIAL SERVICES

W Twitter metrics by tweet type

ENGAGEMENT RATE

0040(y .................... C atUS .................................................................. L

Status, video, and photo

0030% .......................................................................................................................................................................................................................................................................................................................................................... tweets a// earned

basically the same
®Link engagement rates for

I 0 S i E i L A i e At i B i i i Financial Services brands
on Twitter this year,
proving these brands

0.0 00 were r{ght to stay away
from link tweets.

0.000%

0 0.55 1.1 1.65 2.2

POSTS PER WEEK
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FINANCIAL SERVICES

Instagram hashtags by eng. rate

#financialliteracy

#giveaway 0.58%

Hashtags like
#mothersday | 055 #FinancialLiteracy and
#eidmubarak | 0 /9% #investing proved

educational tweets were
also engaging ones for

0.35% Financial Services brands
on Instagram this year.

#pride 0.41%

#valentinesday

#fintech 0.32%

#investing 0.32%

#finance 0.30%

#breakthebias 0.28%

|
* Hashtags used by more than 15 companies in this study Rlva I IQ

by NetBase Quid”




FINANCIAL SERVICES

¥ Twitter hashtags by eng. rate

#intech | 0.247%
Holiday hashtags like
—— #MerryChristmas
| performed well for
#merrychristmas _ 0.092% Financial Services brands
#blackfriday _ 0.065% this year, as did industry-
related hashtags like
#valentinesday - 0.044% #FinTech and #Finance.
#inflation [N 0.042%
#breakthebias - 0.032%
#internationalwomensday - 0.028%
* Hashtags used by more than 15 companies in this study Rival IQ

by NetBase Quid”




FINANCIAL SERVICES

TikTok hashtags by eng. rate

#fintok

#blackfriday

#fintech

#learnontiktok

#money
#moneytips

#shopping

#personalfinance

#stocks

3.90%

#dogsoftiktok

* Hashtags used by more than 15 companies in this study

6.36%

6.28%

5.92%

3.21%

7.69%

7.69%

10.96%

12.24%

13.85%

¢ RIVAL IQ INSIGHT

Financial Services used
industry-related hashtags
like #FinTok, #FinTech,
and #MoneyTips to help
followers (and the
algorithm) understand the
content of their videos.

Rival [Q

by NetBase Quid”







FOOD & BEVERAGE
Overview

Food & Beverage Hamming It Up on Twitter and TikTok

Food & Beverage brands lagged on Facebook and Instagram when it
came to engagement rates and were low posters across the board.

Some ideas for improvement:

e Experiment with posting frequency to see if more posting engages

fans better.

e Holidays were a hashtag hit across all channels, as were chances to

go #BehindTheScenes with chefs and food personalities.

FACEBOOK
POSTS PER WEEK

2.47

FACEBOOK
ENG RATE / POST

0.038%

INSTAGRAM
POSTS PER WEEK

2.92

INSTAGRAM
ENG RATE / POST

0.471%

SEE WHERE YOU RANK WITH A FREE TRIAL OF RIVAL IQ P

TWEETS
PER WEEK

1.89

TWITTER
ENG RATE / TWEET

0.040%

VIDEOS
PER WEEK

1.13

TIKTOK
ENG RATE / VIDEO

6.84%

SAMPLE BRANDS

@ = ]

ENERGY FORMULA

Rival [Q

by NetBase Quid”®
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FOOD & BEVERAGE

f Facebook metrics by post type

ENGAGEMENT RATE

0T 0
®Photo

No surprise here that
0.03% ............................................................................................................................................................................................................................................................................................................................................................... de/I.CI.OUS phOtOS Of
snacks and drinks

performed well for Food
0020 e & Beverage brands on
Facebook by helping fans
Status eat with their eyes at
their favorite restaurants

001 % ‘Link .................................................................................................................................................................................................................................................................................................................................... or eater’es

0.00%
0 0.75 1.5 2.25 3

POSTS PER WEEK

Rival [Q

by NetBase Quid”




FOOD & BEVERAGE

Instagram metrics by post type

ENGAGEMENT RATE

04500/ .............................................................................................................................................................................................................................................................................................................................................
@Carousel

®Video Reels were most likely to

0.338% ........................................................................................................................................................................................................................................................................................................................................................... grab high engagement
rates for Food &
Beverage brands on

) D D50 Instagram this year
despite the industry’s
obsession with static

hoto posts.
O.'I 1 3% ........................................................................................................................................................................................................................................................................................................................................................... p p
0.000%

0 0.35 0.7 1.05 1.4

POSTS PER WEEK

Rival [Q

by NetBase Quid”




FOOD & BEVERAGE

¥ Twitter metrics by tweet type

0.070%

0.053%

®Video

0035% .................... ‘Link ____________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

ENGAGEMENT RATE

0.018%

0.000%

0.225 0.675

POSTS PER WEEK

¢ RIVAL 1Q INSIGHT

Unlike on Instagram,
photo tweets topped the
charts for Food &
Beverage brands on
Twitter this year.

Rival [Q

by NetBase Quid”




FOOD & BEVERAGE

Instagram hashtags by eng. rate

Healthy eating hashtags
topped the charts for
#ove | O-'3%
#sustainability | -8
* Hashtags used by more than 15 companies in this study Riva I IQ

by NetBase Quid”




FOOD & BEVERAGE

W Twitter hashtags by eng. rate

#backtoschool _ 0.710%
#giveaway _ 0.459%
#valentinesday - 0.228%

#fathersday - 0.117%
#earthday - 0.102%

#mothersday - 0.093%

#internationalwomensday . 0.061%
#halloween . 0.048%

#mondaymotivation . 0.046%

* Hashtags used by more than 11 companies in this study

¢ RIVAL IQ INSIGHT

Holidays like
#ValentinesDay
dominated for Food &
Beverage brands on
Twitter this year as
followers posted pics
from romantic meals.

Rival [Q

by NetBase Quid”




FOOD & BEVERAGE

TikTok hashtags by eng. rate

#bts

#foryou

#behindthescenes 8.48%

#duet 7.17%

#tastetest 6.89%

#pizza 6.04%

#fyp 5.85%

#coffee 5.62%

#asmr 5.60%

* Hashtags used by more than 15 companies in this study

13.67%

11.63%

¢ RIVAL IQ INSIGHT

The #viral hashtag
definitely did its job for
Food & Beverage brands
on TikTok this year.
Followers also enjoyed a
#BehindTheScenes look
at what their favorite
restaurants or chefs
were up to.

Rival [Q

by NetBase Quid”
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HEALTH & BEAUTY
Overview

Health & Beauty Comes Up Short

Health & Beauty brands struggled to engage fans and followers compared to
their fellow industries, earning engagement rates that were about half the

median across all four channels.

A few growth ideas:

e Continue favoring TikTok and Instagram while keeping efforts low on Twitter,

which doesn’t have much engagement payoff in this industry.

e [nvesting in Reels content is working-keep going.

FACEBOOK
POSTS PER WEEK

4.04

FACEBOOK
ENG RATE / POST

0.028%

INSTAGRAM
POSTS PER WEEK

6.09

INSTAGRAM
ENG RATE / POST

0.241%

SEE WHERE YOU RANK WITH A FREE TRIAL OF RIVAL IQ »

TWEETS
PER WEEK

0.93

TWITTER
ENG RATE / TWEET

0.019%

VIDEOS
PER WEEK

2.93

TIKTOK
ENG RATE / VIDEO

2.63%

SAMPLE BRANDS

PRIMOR

PUR

A\

avoskin

Rival [Q

by NetBase Quid”®
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HEALTH & BEAUTY

f Facebook metrics by post type

0.030%

0.023%

0.015%

0.008%

0.000%

Status

@Link

®Video

0.75

1.5

2.25

©®Photo

¢ RIVAL IQ INSIGHT

Health & Beauty brands
were three times likelier to
post a photo on Facebook
than any other post type,
which paid off with the
highest engagement rates
of the bunch.

Rival [Q

by NetBase Quid”®




HEALTH & BEAUTY

Instagram metrics by post type

0.250%

0.188%

0.125%

0.063%

0.000%

Video ® @Carousel

0.75

1.5

@®Reel

2.25

®Photo

¢ RIVAL IQ INSIGHT

Reels performed well for
Health & Beauty brands
this year thanks in part to
a strong investment in
creating that type of post
on the regular.

Rival [Q

by NetBase Quid”®




HEALTH & BEAUTY

¥ Twitter metrics by tweet type

0.070%

©®Photo
Photo tweets performed
0.053% about 50% better than
other tweet types for
Status @®Video Health & Beauty brands on
0.035% Twitter this year.
@®Link
0.018%
0.000%
0 0.1 0.2 0.3 0.4

Rival [Q

by NetBase Quid”®




HEALTH & BEAUTY

Instagram hashtags by eng. rate

#merrychristmas
#happynewyear
#stpatricksday

#bts

#womensday
#mondaymotivation
#eyecream
#happymothersday
#memorialday

#pridemonth

0.094%

0.094%

0.082%

0.046%

0.237%

0.211%

0.205%

0.169%

0.154%

0.511%

¢ RIVAL IQ INSIGHT

The #MerryChristmas
hashtag brought the
holiday spirit by
performing twice as well
for Health & Beauty brands
as the next most engaging
Instagram post this year.

Rival [Q

by NetBase Quid”®




HEALTH & BEAUTY

W Twitter hashtags by eng. rate

#valentinesday

Health & Beauty Twitter

#beauty [ 0.097% followers jumped at the
#ckincare - 0.064% chance to score free swag
with #giveaway posts,
#selfcare . 0.046% and holiday- and
#blackfriday [l 0.033% skincare-themed

hashtags were also a hit.
#mothersday [l 0.033%

#pridemonth l 0.032%
#makeup JJ] 0.028%

#internationalwomensday I 0.022%

Rival [Q

by NetBase Quid”®




HEALTH & BEAUTY

TikTok hashtags by eng. rate

#hairroutine
#officelife
#selflove

#ty

#crueltyfree

#bts

#vegan
#behindthescenes
#hair

#lipcombo

6.03%

5.52%

5.46%

5.44%

5.27%

5.06%

6.97%

6.79%

8.32%

9.03%

¢ RIVAL IQ INSIGHT

Like many industries,
Health & Beauty was all
about the TikTok hashtags
that helped users easily
identify what videos were
about like #HairRoutine
and #LipCombo.

Rival [Q

by NetBase Quid”®
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HIGHER ED

Overview

Higher Ed Aces Instagram and TikTok

Colleges and universities earned gold with 5x the median engagement rate on
Instagram and 3x the engagement rate on Twitter. Higher Ed also rocked the

bronze on Facebook and the silver on Twitter thanks to engaging content.

For even higher Higher Ed engagement rates:

e Don't be afraid to shake up post types beyond photos.

e Followers love posts hashtagged with campus activities like #graduation or

#CollegeMoveln, so don't be afraid to give a taste of college life.

FACEBOOK
POSTS PER WEEK

6.71

FACEBOOK
ENG RATE / POST

0.145%

INSTAGRAM
POSTS PER WEEK

3.85

INSTAGRAM
ENG RATE / POST

2.58%

SEE WHERE YOU RANK WITH A FREE TRIAL OF RIVAL IQ P

TWEETS
PER WEEK

7.94

TWITTER
ENG RATE / TWEET

0.058%

VIDEOS
PER WEEK

1.39

TIKTOK
ENG RATE / VIDEO

16.26%

SAMPLE BRANDS

Rival [Q

by NetBase Quid”®
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HIGHER ED

f Facebook metrics by post type

ENGAGEMENT RATE

O.’I 800/ ........................................................................................................................................................................................................................................................................................................................ .

Photo posts earned twice
O.'I 35% ....................................................................................................................................................................................................................................................................................................................................................... the engagement Of the

next most engaging post
Link® type on Facebook for
0.0900% ONideo H/gher Ed this year.
Status
0045% .......................................................................................................................................................................................................................................................................................................................................................
0.000%
0 1 2 3 4

POSTS PER WEEK

Rival [Q

by NetBase Quid”




HIGHER ED

Instagram metrics by post type

ENGAGEMENT RATE

3.2()/ ...............................................................................................................................................................................................................................................................................................................................

Carousel posts earned top
engagement on Instagram
this year for Higher Ed
while video posts lagged
16% OViIdEO big time. Just look at the
University of Chicago for
some carousel inspo: their
most engaging post of the
year was a homecoming
wrap-up post.

2 4% .REEI ....................................................................................................................................................................................................
Photo®

0 0.4 0.8 1.2 1.6
POSTS PER WEEK

Rival [Q

by NetBase Quid”




HIGHER ED

W Twitter metrics by tweet type

0.090% ............................................................................................................................................................................................................................................................................................................................................................
.
Photo

®Video
Links underperformed on
- 0.068% ............................................................................................................................................................................................................................................................................................................................................................ TWitterfor Higher Ed this
'gt: Status year, while photos and
= videos earned much
E O OZAGf h/gher engagement rates.
% ®Link
Z
LLl
0.023% ............................................................................................................................................................................................................................................................................................................................................................
0.000%
0 1.5 3 4.5 6

POSTS PER WEEK

Rival [Q

by NetBase Quid”




HIGHER ED

Instagram hashtags by eng. rate

#classof2026

Higher Ed Instagram
' 0
#winter | /25 followers ate up posts
admitted with the
#snow | : ¢ #Classof2026 hashtag
shomecoring | : > which performed obout
50% better than the next
ssunse:. | : - highest performing
#backtoschool | > 62 hashtag.
#neverforget | 52
#halloween | ° >
* Hashtags used by more than 15 companies in this study Rival IQ

by NetBase Quid”




HIGHER ED

W Twitter hashtags by eng. rate

| Colleges and universities
ationaimascorcy |, 7 were ull about holiday.
smemoriaicey | . s themed hoshtags on
Twitter this year.
#collegecolorsday | ©'0%
syearofthetiger | o.o7
#stpatricksday _ 0.07%
#lunarnewyear _ 0.07%
* Hashtags used by more than 15 companies in this study Rival IQ

by NetBase Quid”




HIGHER ED

TikTok hashtags by eng. rate

#graduation

#HESM-themed hashtags
' 0 . .
wiral - [ > > like #graduation and
. astronomical engagement
+uni | - > rates on Higher Ed TikTok
#collegemovein _ 17.8%
#football - | 7
* Hashtags used by more than 15 companies in this study Rival IQ

by NetBase Quid”
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HOME DECOR

Overview

Home Decor Struggling to Connect Again

Home Decor brands earned engagement rates towards the bottom of the
pack on Facebook, Instagram, and Twitter. These brands were most
competitive on TikTok, and focused efforts there.

Some ideas for increasing engagement:

e Ride that TikTok success by increasing posting and engagement with

followers.

e Giveaways are gold on Instagram, so keep up investment there.

FACEBOOK
POSTS PER WEEK

3.9

FACEBOOK
ENG RATE / POST

0.027%

INSTAGRAM
POSTS PER WEEK

4.42

INSTAGRAM
ENG RATE / POST

0.224%

SEE WHERE YOU RANK WITH A FREE TRIAL OF RIVAL IQ P

TWEETS
PER WEEK

1.09

TWITTER
ENG RATE / TWEET

0.015%

VIDEOS
PER WEEK

1.66

TIKTOK
ENG RATE / VIDEO

5.65%

SAMPLE BRANDS

Rival [Q

by NetBase Quid”
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HOME DECOR

f Facebook metrics by post type

ENGAGEMENT RATE

0028% .................................................................................................................................................................................................................................................................. ‘PhOto ______________________________________________________
¢ RIVAL 1Q INSIGHT

Home Decor brands
0.021 % ........................................................................................................................................................................................................................................................................................................................................................... Were Way /ike/ier to post

a photo on Facebook
than any other post

0.014% QVldeo ______________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________ type, which is a smart
move, since photos
St.atus grabbed much higher
G R engagement rates
0.000%
0 1 2 3 4

POSTS PER WEEK

Rival [Q

by NetBase Quid”




HOME DECOR

Instagram metrics by post type

ENGAGEMENT RATE

0.260(y .........................................................................................................................................................................................................................................................................................................................................................

@®Carousel Home Decor brands were
0. TOG0h 4x as likely to post photos
as any other post type.
®Video Try investing a little more
O.T 3O in Reels, which earned
top engagement rates
this year.
D.OBEDh
0.000%
0 0.5 1 1.5 2

POSTS PER WEEK

Rival [Q

by NetBase Quid”




HOME DECOR

¥ Twitter metrics by tweet type

ENGAGEMENT RATE

0.0320/ Status ..........................................................................................................................................................................................................................................................................................................................
|

Photo®

Home Decor brands
0.024% Sdes might want to experiment

with status tweets, which

outperformed every other
O.OT BVl o tweet type this year.

0.008% ...........................................................................................................................................................................................................................................................................................................................................................

0.000%
0 0.125 0.25 0.375 0.5

POSTS PER WEEK

Rival [Q

by NetBase Quid”




HOME DECOR

Instagram hashtags by eng. rate

#giveaway

#relax 0.71%

#decoration 0.65%

#architecture 0.59%

#kitcheninspiration 0.53%

#interiorinspiration 0.49%

0.48%

#interiorstyling

#bathroom 0.47%

#trending 0.46%

#diy 0.46%

* Hashtags used by more than 15 companies in this study

2.13%

¢ RIVAL IQ INSIGHT

Giveaway-tagged posts
earned about 3x the
engagement rates of the
next most engaging
Instagram hashtag for
Home Decor brands this
year, proving contests
and giveaways are
always a good idea.

Rival [Q

by NetBase Quid”




HOME DECOR

W Twitter hashtags by eng. rate

#interiordesign _ 0.163%

Contests and giveaways

#blackfriday [l 0.031% dominated for Home
#design l 0.030% Decor brands on Twitter
this year, with holiday
#earthday I 0.024% hGShtGgS like
#christmas [l 0.024% #BlackFriday and
#halloween I 0.020% ﬁg}g’:;n;:;xfi

#spring I 0.017%
#mothersday I 0.016%

#internationalwomensday I 0.011%

|
* Hashtags used by more than 11 companies in this study Rlval IQ

by NetBase Quid”




HOME DECOR

TikTok hashtags by eng. rate

Home Decor brands used
0 :
#ors [ /56 hashtags like
| #Homelnspo to inspire
#homeinspo | /.57 and educate fans and
#valentinesday - [ 7%
#holidays [ ° 567
* Hashtags used by more than 15 companies in this study Rival IQ

by NetBase Quid”







INFLUENCERS

Overview

Influencers Dominating on Facebook and Instagram

Influencers earned 4x the median engagement rate on Facebook for a silver
medal, and also killed it on Instagram. Influencers posted right around the
median frequency on all three channels, suggesting they've dialed in how often

to post on social.

ldeas to boost that engagement even more:

e Photos continue to be a great place to focus efforts on Facebook.

e Holiday-themed hashtags performed well for Influencers, as did hustle-
focused hashtags like #entrepreneur and #business.

FACEBOOK
POSTS PER WEEK

4.19

FACEBOOK
ENG RATE / POST

0.196%

INSTAGRAM
POSTS PER WEEK

4.13

INSTAGRAM
ENG RATE / POST

0.809%

SEE WHERE YOU RANK WITH A FREE TRIAL OF RIVAL IQ P

TWEETS
PER WEEK

3.36

TWITTER
ENG RATE / TWEET

0.044%

VIDEOS
PER WEEK

1.63

TIKTOK
ENG RATE / VIDEO

3.08%

SAMPLE BRANDS

Rival [Q

by NetBase Quid”®
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INFLUENCERS

f Facebook metrics by post type

0.30% ..............................................................................................................................................................................................................................................................................................................................................................

Photos perform about
0.23% .............................................................................................................................................................................................................................................................................................................................................................. twice as Wel/ as the next

E most engaging post type
= for Influencers, so
E O 50 Concentrating eﬁ’orts here
§ Status ®Video is a smart move.
>
o

0 08Uh

@®Link
0.00%
0 0.5 1 1.5 2

POSTS PER WEEK

Rival [Q

by NetBase Quid”




INFLUENCERS

Instagram metrics by post type

0.90%

@Carousel ®Reel ¢ RIVAL IQ INSIGHT

Photo®

Reels, photos, and
0.68% carousels earned near-
equal engagement for

. Influencers this year on
®Video

0.45% Instagram while video
lagged behind.
0.23%
0.00%
0 0.3 0.6 0.9 1.2

Rival [Q

by NetBase Quid”®




INFLUENCERS

¥ Twitter metrics by tweet type

0.1 20/ ................................................................................................................................................................................................................................................................................................................................................................

Status updates were the

0.09% 'V|de0 _______________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________ most engaging tweet type
- Photo® .
< for Influencers this year
= but were tweeted the least
E 006% ................................................................................................................................................................................................................................................................................................................................................................ Often Of any tweet type
T
<
O
2
LLl

O 03% ...................................................................................................................................................................................................................................................................................................... Link. ...............................

0.00%

0 0.2 04 0.6 0.8

POSTS PER WEEK

Rival [Q

by NetBase Quid”




INFLUENCERS

Top Instagram hashtags by eng. rate

Influencers weren't afraid
. 0 .
#ousiness | O to get entrepreneurial o

#internationalwomensday

I, 0> Instagram this year with
| hashtags like #Business,
#leadership - | 7' #Leadership, and
I o3 #Entrepreneur

+ad [ o -

#valentinesday | © 0%

#entrepreneur

|
* Hashtags used by more than 15 companies in this study Rlval IQ

by NetBase Quid”




INFLUENCERS

¥ Top Twitter hashtags by eng. rate

#tbt

#tbt was the top-
ssuperbow! | o. o performing hashiag for

Influencers on Twitter this
year, suggesting followers
enjoyed getting to know
content creators.

#newprofilepic

#love

#mondaymotivation

#ad
#internationalwomensday

#motivation

#tiktok [ 0.01%

B 0.01%

#inspiration

|
* Hashtags used by more than 10 companies in this study Rlva I IQ

by NetBase Quid”




INFLUENCERS

Top TikTok hashtags by eng. rate

#fyp 5.46%
| TikTok-themed hashtags
#viral like #fyp, #viral, and

#orwm #trend helped Influencers
| hop onto the For You Page

#dating of fans and followers.

#family 3.12%

#relationship 2.88%
#trend 2.68%
#motivation 2.50%
#selflove
* Hashtags used by more than 15 companies in this study Rival IQ

by NetBase Quid”
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MEDIA

Overview

Media Brands All About the Post Frequency

Media posted much more frequently than the median industry across all four
channels but struggled to earn top engagement rates. These brands saw the

most engagement success when keeping posting frequency in check on
Instagram and TikTok.

A few ideas to improve engagement rates:

e Hashtags based on current events will never go out of style for Media brands.

e Go beyond the link: visual posts like photos and videos performed way better.

FACEBOOK
POSTS PER WEEK

73.45

FACEBOOK
ENG RATE / POST

0.043%

INSTAGRAM
POSTS PER WEEK

9.98

INSTAGRAM
ENG RATE / POST

0.529%

SEE WHERE YOU RANK WITH A FREE TRIAL OF RIVAL IQ P

TWEETS
PER WEEK

70.18

TWITTER
ENG RATE / TWEET

0.009%

VIDEOS
PER WEEK

4.24

TIKTOK
ENG RATE / VIDEO

5.32%

Love
A

NAT JRC

hello

sunshine

SAMPLE BRANDS

Rival [Q

by NetBase Quid”®
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MEDIA

f Facebook metrics by post type

ENGAGEMENT RATE

0.0SO% .......................................................................................................................................................................................................................................................................................................................................................

.QPhoto Videos and photos rock
0.038% ©®Video tOp engagemen P TG for
@®Link Media brands on

Facebook, though these

O.0250%h brands were more than
15x as likely to post a link.

O'O’l 3% ...... Status .....................................................................................................................................................................................................................................................................................................................

0.000%

0 17.5 35 52.5 /70

POSTS PER WEEK

Rival [Q

by NetBase Quid”




MEDIA

Instagram metrics by post type

0.60% " Yo
arousel
@®Reel
Reels earned about
Photo®

0.45% twice the engagement

rates of video posts for
®Video Media brands on

0.30% Instagram this year.

0.15%

0.00%

0 1.25 2.5 3.75 5

Rival [Q

by NetBase Quid”®




MEDIA

W Twitter metrics by tweet type

ENGAGEMENT RATE

00180/ NI O

Once again, Media
0.014% ...................... ‘Photo ............................................................................................................................................................................................................................................................................................... brands heavi/-yfavored

link tweets, but might
Status want to invest more

107001 17— energy in video tweets,

which grabbed more than
®Link 3x the engagement rates.
0.0050h
0.000%
0 12.5 25 37.5 50

POSTS PER WEEK

Rival [Q

by NetBase Quid”




MEDIA

Instagram hashtags by eng. rate

#leonardodavinci

As you’d expect from

#50cent 2.33%

0 .
eocijnz | N -+ everything from the
environment to current
0) .
#backup [ -0 events, Media brands
hashtags on Instagram
#jenniferaniston - 0.435% this year primarily related
saroundtheworld [ o35+ to trending topics like
#50Cent and
#attraction - 0.37% #/enniferAniston.
#to [ o034
* Hashtags used by more than 4 companies in this study Riva I IQ

by NetBase Quid”




MEDIA

W Twitter hashtags by eng. rate

Just like on Instagram,
0 .
seincodernayo | oo ranged far and wide for
Media brands and earned
I 0
#mclaren [ 000 %
scr7 [ © 00
#emilyinparis || RN 0001 %

|
* Hashtags used by more than 3 companies in this study Rlva I IQ

by NetBase Quid”




MEDIA

TikTok hashtags by eng. rate

¢ RIVAL IQ INSIGHT
#sonsofanarchy 11.10%
Media brands used a

diverse array of hashtags

on Twitter this year, with
0.86%
#SonsOfAnarchy and

#shialabeouf

#ShiaLaBeouf topping
the charts.

#rushtok 0.69%

#CV I 0.32%

|
* Hashtags used by more than 3 companies in this study Rlva I IQ

by NetBase Quid”
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NONPROFITS

Overview

Nonprofits Rocking It Across the Board

Nonprofits saw above-median engagement rates across all social channels this
year and posted more often than the median industry, especially on Twitter.

Suggestions for Nonprofits:

e Don't be afraid to play with posting frequency to try to replicate these stellar
engagement rates with fewer posts.

e |nvesting in video content is a must across all channels for 2023.

FACEBOOK
POSTS PER WEEK

7.4

FACEBOOK
ENG RATE / POST

0.071%

INSTAGRAM
POSTS PER WEEK

5.0

INSTAGRAM
ENG RATE / POST

0.627%

SEE WHERE YOU RANK WITH A FREE TRIAL OF RIVAL IQ P

TWEETS
PER WEEK

9.82

TWITTER
ENG RATE / TWEET

0.050%

VIDEOS
PER WEEK

1.45

TIKTOK
ENG RATE / VIDEO

7.36%

SAMPLE BRANDS

for Humanity®

Rival [Q

by NetBase Quid”®
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NONPROFITS

f Facebook metrics by post type

0.08%
Photos earned top
0.06% engagement rates for
. Nonprofits this year, who
Status L':k shared this post type 4x

0.04% ®Video more often than any other.
0.02%

0.00%

0 1.25 2.5 3.75 5

Rival [Q

by NetBase Quid”®




NONPROFITS

Instagram metrics by post type

0.80%

@Carousel
O®Reel Unlike many other
0.60% ®Photo industries, Nonprofits
saw relatively similar
engagement rates
0.40% ®Video between their top three

post types on Instagram
this year, with carousel
posts leading the pack as

0.20%
usual.

0.00%
0 0.75 1.5 2.25 3

Rival [Q

by NetBase Quid”®




NONPROFITS

¥ Twitter metrics by tweet type

0.070%

©®Video

Videos earned top
engagement rates for
Status Nonprofits this year on
Twitter, but the extra
0.035% work that goes into
@®Link producing a video meant
photo and link tweets
were more common for
these organizations.

0.053% @®Photo

0.018%

0.000%
0 1.25 2.5 3.75 5

Rival [Q

by NetBase Quid”®




NONPROFITS

Instagram hashtags by eng. rate

#nature

#halloween

#winter

#backtoschool

#love
#worldmentalhealthday
#art

#linkinbio

#summer

#diversity

1.04%

0.99%

0.97%

0.84%

0.83%

0.83%

0.81%

0.78%

2.60%

2.39%

¢ RIVAL IQ INSIGHT

Holiday and seasonal
hashtags like
#Halloween, #Winter,
and #BackToSchool
earned top marks for
Nonprofits on Instagram
this year.

Rival [Q

by NetBase Quid”®




NONPROFITS

W Twitter hashtags by eng. rate

#electionday

#pride

#lgbtqg

#health

#mlkday

#backtoschool
#memorialday
#worldmentalhealthday
#mothersday

#sotu

007

Nonprofits used
I 0-04% hashtags on Twitter to
I o ackle ssues Ik
#WorldMentalHealthDa
I o.0:% y and #LGBTQIA+ rights
I 0.0+
I 0.04%
I 0.3
I o.03%
I oo

Rival [Q

by NetBase Quid”®




NONPROFITS

TikTok hashtags by eng. rate

#comedy
#behindthescenes
#halloween

#dance
#womenshistorymonth
#conservation
#blackhistorymonth
#art

#lgbtq

#backtoschool

25.07%
19.09%
15.56%
12.39%

10.01%

9.82%

B o.75%
B oo
Bl 627%

91.00%

¢ RIVAL IQ INSIGHT

Hashtags like #comedy
and #BehindTheScenes
stood way, way out for
Nonprofits on TikTok this
year, while holiday-themed
hashtags also earned epic
engagement rates.

Rival [Q

by NetBase Quid”®







Overview

Retail Lagging Across the Board

Retail brands trailed behind other industries across all four channels this year,
earning last-place engagement rates on Instagram and second-to-last on

Facebook.

Some ideas for improving social performance this year:

e Stick with photo posts to help drive up engagement while also experimenting

with video, especially Reels and TikToks.

e Don't be afraid to use holiday- or product-themed hashtags to help fans and
followers imagine Retail products in their spaces.

FACEBOOK INSTAGRAM

POSTS PER WEEK POSTS PER WEEK
FACEBOOK INSTAGRAM
ENG RATE / POST ENG RATE / POST

SEE WHERE YOU RANK WITH A FREE TRIAL OF RIVAL IQ P

TWEETS
PER WEEK

TWITTER
ENG RATE / TWEET

VIDEOS
PER WEEK

TIKTOK
ENG RATE / VIDEO

SAMPLE BRANDS

B

200p

THE
PERFUME
SISO

Rival [Q

by NetBase Quid”®
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f Facebook metrics by post type

ENGAGEMENT RATE

0.0300/ ..........................................................................................................................................................................................................................................................................................................................................................
’ ®Photo
Photos earned 50%
0.023% .......................................................................................................................................................................................................................................................................................................................................................... higher engagement rates
Status than the next most
oV engaging post type for
0.0715% v ldeo ___________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________ Retail brands on
Facebook, so this was a
@®Link smart place to
0 008 concentrate efforts.
| e
0.000%
0 1.25 2.5 3.75 5

POSTS PER WEEK

Rival [Q

by NetBase Quid”




Instagram metrics by post type

0.21 % ................................................................................................... .Reel ................................................................................................................................................................................................................................
®Photo Reels rocked for Retail

0160 ®cCarousel .
Lo brands on Instagram this
< ®Video year and helped Igloo
= Coolers grab the Retail
E 10T T 7 /nstagram engagement
T rate gold.
S
=

0.0S% ..............................................................................................................................................................................................................................................................................................................................................................

0.00%

0 1 2 3 4

POSTS PER WEEK

Rival [Q

by NetBase Quid”




¥ Twitter metrics by tweet type

0034% ............................................................................................................................................................................................................................................................................................................................ Photo‘
Status ,
oVid Retail brands saw

B 0.026% i N O O engagement rates that
< were below the median
= ®Link l.“h/s year, so /ean{ng
E O. 0T T e into top-perform/ng
E photo tweets is a strong
= strategy.
J

0.009% ...........................................................................................................................................................................................................................................................................................................................................................

0.000%

0.00 0.23 0.45 0.68 0.90

POSTS PER WEEK

Rival [Q

by NetBase Quid”




RETAIL

Instagram hashtags by eng. rate

#christmaslights

Retail brands helped
I 0)
#olympics _ 0.57% fans and followers
vaes I oso visualiz holidy
| decoration ideas with
—— eshtogs ke
#halloweenideas _ 0.26% #ChristmasLights and
#Halloweenldeas.
#happywomensday _ 0.25%
#breastcancerawarenessmonth _ 0.20%
et [N 0.19%
#bear | 0.19%

* Hashtags used by more than 4 companies in this study

RivallQ

by NetBase Quid”




RETAIL

W Twitter hashtags by eng. rate

#competition
#bluemonday
#randomactsofkindnessday
#Win

#christmas

#bts 0.57%

#samsung - 0.30%
#worldbookday - 0.28%
#manga . 0.17%

#iwd2022 || 0.15%

* Hashtags used by more than 4 companies in this study

2.01%

1.88%

1.84%

1.61%

4.35%

¢ RIVAL 1Q INSIGHT

#Competition-
hashtagged tweets
earned twice the
engagement rates as the
next most engaging
hashtag for Retail brands
on Twitter this year.

RivallQ

by NetBase Quid”




RETAIL

TikTok hashtags by eng. rate

#foryou

3.95%

#newyear

Hashtags that helped
0 :
#haul - [, 373% Retail brands show off
routtnsoo I o hei products ik #haul,
#QOutfitinspo, and
#selfcare [, 335 #SelfCare performed well
rorver | - o on TTok tis year.
#howro [ 274
* Hashtags used by more than 15 companies in this study Riva I IQ

- by NetBase Quid”




INDUSTRY SNAPSHOT
Sports Team

| o W e WS S

i A
}“\\“ jll‘;“'. A

‘- ¥ ."¢ - "" h. . ™ AW s Wy . .
- ¢ ' y ' ' , v - B - »
h R 5 o3 . - - L ) . ; ; a4’ )
w ' » A : - 1 : .:" ° L - ¢ ' » I- .\;. . "‘ ‘#“ [ A \ ';/ L]
L 2w oy L d L A N ? E - 147 P olt B 2
) ) « d . . T, T LY v I3 - 4 . i i 4
v Wy W YT C AT S oo M B0 NN e s O : ot b 1B

A SRSl R M SO L 36 Ve

AT ] -
1 it . < L',’. v g 4 “\' -“‘ .\ l' N N : ‘ Ys ! A ¥
o =7, ris - ™A N e Adr) T e . \! Y {: St " ¥ TN | " .y ey 8
R T R et Sl B prey i
v} O » v ol v N y . LR T SR ‘..- t. ”v ERY J wepe ' P ‘ (N >. AN T ;. o) - .—'-' ” T » 3 . Il
5 e 0 33'4," APPSO MY (1 T N hiki 2 4‘ 343'*, Ol i M "3 ~":‘1 AT e M
SR e L ‘Q'f{‘/“ PRSIV -,:.-.\"1,','\"\‘.’ " ?'.r'-/f.' b LR A el S TR RT3 P S SRS r"’.- N '\f‘ i AR 0
L S TR T g el T AR R RS M 1 (R AR ARt [ A 0 O R R T | ‘ NS 7 0 S
} : . b\ : v { "4 \ ' J \ k«‘ ’ | , ) nJ- ' ) e Y
o Nl it 7 I A AP N 'r./ A AT Al iy St £ G A AT U ks
T A AR B AT A R WYL OSSN T B P daa S $. %
: [{',‘ V7 2 ‘ N ‘L,“' J ’-" ‘/)l" ) I LA }‘ '” v ’.'} " 1. r o Y ,. » ‘% ' . -
o b M : -? ) k, J" . . AL "f‘;:‘ ‘?A' o R ”-'"-l ¥ ;
'y . ' A . 4 v g "‘ 1r/ ‘A ' v B el Y & . J ¥ \ ) y / . "
& 1'.‘ - . ' ‘_ . IJ. V B " . .‘ ."v “:Q"' ‘. : e W 1y . ’. Y o . # 5
L N\ . v ’ e - : 7 iy A .. { |
f : - . . . 0 ' ¢ - ‘ - F ’ » P v
SR 4 R bag et : .
' by 'S e ‘ ' ' ’ ‘ - - .
: - - . i ‘ . i '
, N ’ * - e 4
- v 3
" - o .
4



SPORTS TEAMS

Overview

Sports Teams Go for the Gold

Sports Teams saw top engagement rates on Facebook and Twitter and were
runners-up on Instagram and TikTok. Pretty impressive, especially since high
posting frequency meant lots of chances to engage followers.

Some ways to improve engagement rates even more:

e Posting early and often is working, so keep it up.

e Event-based hashtags like #FIFAWorldCup and #SuperBowl energized fans

while helping them tune into big games.

FACEBOOK
POSTS PER WEEK

23.39

FACEBOOK
ENG RATE / POST

0.241%

INSTAGRAM
POSTS PER WEEK

15.64

INSTAGRAM
ENG RATE / POST

1.485%

SEE WHERE YOU RANK WITH A FREE TRIAL OF RIVAL IQ P

TWEETS
PER WEEK

47.08

TWITTER
ENG RATE / TWEET

0.078%

VIDEOS
PER WEEK

1.95

TIKTOK
ENG RATE / VIDEO

9.18%

SAMPLE BRANDS

Rival [Q

by NetBase Quid”®
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SPORTS TEAMS

f Facebook metrics by post type

ENGAGEMENT RATE

O 2800
®Photo

®Video Photo posts on
0.2700h Facebook helped Sports
®Link Teams earn more than
4x the median
0.140% Status ___________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________ engagement /tate oh this
channel, putting these
brands comfortably in
o first place.
0.000%
0 4 3 12 16

POSTS PER WEEK

Rival [Q

by NetBase Quid”




SPORTS TEAMS

Instagram metrics by post type

ENGAGEMENT RATE

'I .900% ..........................................................................................................................................................................................................................................................................................................................................................

®Reel

_____________________________________________________________________________________________________________________________________________________________________________________________________________________________________ ®Carousel

1.425% @®Photo
®Video

0.950% ..........................................................................................................................................................................................................................................................................................................................................................
0.475% ..........................................................................................................................................................................................................................................................................................................................................................
0.000%

0 2 4 5 7/

POSTS PER WEEK

¢ RIVAL IQ INSIGHT

Reels earned killer
engagement rates for
Sports Teams on
Instagram this year even
though they were posted
less frequently than static
post types. Sports Teams
like the high-performing
Czech Olympic team
maximized engagement
with Reels.

Rival [Q

by NetBase Quid”




SPORTS TEAMS

¥ Twitter metrics by tweet type

ENGAGEMENT RATE

T LT ., ltiitii iiiitiilitiiiii]l i e i i .~ Q
. Photo® RIVAL 1Q INSIGHT

®Video

Sports Teams were twice

0.08% ............................................................................................................................................................................................................................................................................................................................................................... aS /I,ke/-y to tweet a phOtO
as any other tweet type
on Twitter this year.

O 06()/ ................................................... O

0 OLink Status
0.03% ...............................................................................................................................................................................................................................................................................................................................................................
0.00%
0 5 10 15 20

POSTS PER WEEK

Rival [Q

by NetBase Quid”




SPORTS TEAMS

Instagram hashtags by eng. rate

#fifaworldcup

2.70%

#worldcup
No surprise that Sports

Teams saw high
2.03% engagement on Instagram
with World Cup hashtags.

#fifa23 2.09%

#tbt

1.54%

#training 1.96%

#throwbackthursday

#onthisday 1.44%

1.22%

#mothersday
#fathersday 1.14%

1.10%

#pride

|
* Hashtags used by more than 15 companies in this study Rlval IQ

by NetBase Quid”




SPORTS TEAMS

W Twitter hashtags by eng. rate

#valentinesday
#newprofilepic

#fifaworldcup

#superbowl

0.15%

#mondaymotivation

#neverforget 0.13%

#fridayfeeling 0.12%

#fifa23 0.11%

#remembranceday 0.11%

0.10%

#easportsfc

* Hashtags used by more than 15 companies in this study

0.19%

0.19%

0.32%

0.42%

¢ RIVAL IQ INSIGHT

Event-themed hashtags
like #FIFAWorldCup and
#SuperBowl helped Sports
Teams succeed on Twitter,
and fans also loved when
teams moved to a
#NewProfilePic.

Rival [Q

by NetBase Quid”




SPORTS TEAMS

TikTok hashtags by eng. rate

+ifazs [ - >
Top hashtags on TikTok
0 : :
#preseason |, /37" included a diverse array of
+ve I >0 SPOrLs fike wFULhol, #NH,
and #Baseball.
venristmas - [, =
#oryoupage | - >
wenallenge | - ¢
* Hashtags used by more than 15 companies in this study Rival IQ

by NetBase Quid”







TECH & SOFTWARE
Overview

Tech & Software Brands Middle of the Pack

Tech & Software brands earned median engagement rates on Instagram
and Twitter while struggling on Facebook and TikTok.

Here are two ideas for improving engagement rates:

e Experiment with post types to go beyond the photo posts.

e Holiday-themed hashtags were a hit, so continue to lean into

#HappyNewYear- and #Halloween-themed posts.

FACEBOOK
POSTS PER WEEK

5.19

FACEBOOK
ENG RATE / POST

0.038%

INSTAGRAM
POSTS PER WEEK

2.96

INSTAGRAM
ENG RATE / POST

0.497%

SEE WHERE YOU RANK WITH A FREE TRIAL OF RIVAL IQ P

TWEETS
PER WEEK

5.54

TWITTER
ENG RATE / TWEET

0.037%

VIDEOS
PER WEEK

1.47

TIKTOK
ENG RATE / VIDEO

4.54%

SAMPLE BRANDS

@@

Rival [Q

by NetBase Quid”®
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TECH & SOFTWARE

f Facebook metrics by post type

0.050% .............................................................................................................................................................................................................................................................................................................................................................

®Photo
Photos grabbed great

- 0.038% ............................................................................................................................................................................................................................................................................................................................................................. engagement rates On
5 Facebook for Tech &
= Software companies
E 0] L i i i A e i i i A - i i ii;Miitd=blr A i /[ke NOI’O’VPN
E Status ®Video
Z ®Link

001 3% .............................................................................................................................................................................................................................................................................................................................................................

0.000%

0 0.75 1.5 2.25 3

POSTS PER WEEK

Rival [Q

by NetBase Quid”




TECH & SOFTWARE

Instagram metrics by post type

ENGAGEMENT RATE

0.45%

Reel® @Carousel

_______________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________ Photo®

®Video

0.3

0.6
POSTS PER WEEK

0.9

1.2

¢ RIVAL 1Q INSIGHT

Carousels and Reels earned
comparable engagement
for Tech & Software brands
that still heavily favored
photo posts on Instagram.

Rival [Q

by NetBase Quid”




TECH & SOFTWARE

W Twitter metrics by tweet type

ENGAGEMENT RATE

0.050% ...........................................................................................................................................................................................................................................................................................................................................................
Status

®Photo
. Status and photo tweets

0.0380f O N0 earned neck-and-neck
engagement rates, but Tech
& Software brands were

O.0250h OLink about 20x likelier to post
the latter tweet type.

0.0730h

0.000%

0 1 2 2 3

POSTS PER WEEK

Rival [Q

by NetBase Quid”




TECH & SOFTWARE

Instagram hashtags by eng. rate

No surprise that tech-
0 :
#technology | 0-34% themed hashtags ke
o = #algia, Hechnology, and
| | #Al performed well for Tech
#earthday [ 0.24%
#sofware | 03
* Hashtags used by more than 15 companies in this study Riva I IQ

by NetBase Quid”




TECH & SOFTWARE

¥ Twitter hashtags by eng. rate

#happynewyear

| Holiday-themed hashtags
wousiness | o ke #HappyNewYear
ey | o055 and the nerdy
#MayThe4thBeWithYou
#christmas [N ©.058% dominated for Tech &
#pride _ 0.050% Software brands on
Twitter this year.
#metaverse - 0.035%
#iwd2022 [ 0.029%
#gaming [ 0.025%
#maythedthbewithyou - 0.024%
* Hashtags used by more than 15 companies in this study Riva I IQ

by NetBase Quid”




TECH & SOFTWARE

TikTok hashtags by eng. rate

#strangerthings

5.11%

#foryou
Like many other industries,

shappynoiceys [, 0 Tech & Software brand
o I, - eaned into TTolcthermed
hashtags this year like
officelife | 253
#ouet [ 2 55%
* Hashtags used by more than 15 companies in this study Riva I IQ

by NetBase Quid”
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TRAVEL

Overview

Travel Flying High on Facebook and TikTok

Travel brands grabbed the bronze on TikTok and earned about 150% the
engagement rates as the median industry on Facebook this year while running in
the middle of the pack on Instagram and Twitter.

A few suggestions to grow engagement:

e Seasonal and destination hashtags performed especially well on Instagram,
Twitter, and TikTok.

e Posting frequency was below-median across the board, so experiment with an
uptick here to see if you can increase your current engagement rates.

FACEBOOK
POSTS PER WEEK

3.36

FACEBOOK
ENG RATE / POST

0.088%

INSTAGRAM
POSTS PER WEEK

3.44

INSTAGRAM
ENG RATE / POST

0.465%

TWEETS
PER WEEK

1.82

TWITTER
ENG RATE / TWEET

0.032%

VIDEOS
PER WEEK

1.5

TIKTOK
ENG RATE / VIDEO

7.43%

SAMPLE BRANDS

N\arriott

INTERNATIONAL

Rival [Q

by NetBase Quid”®

SEE WHERE YOU RANK WITH A FREE TRIAL OF RIVAL IQ »
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TRAVEL

f Facebook metrics by post type

Photo® RIVAL 1Q INSIGHT

Photos were about twice

0.083% as engaging as the next
best post type on
Facebook for Travel

0.055% brands.

Status ®Video
)
Link
0.028%
0.000%
0 0.75 1.5 2.25 3

Rival [Q

by NetBase Quid”




TRAVEL

Instagram metrics by post type

0.60%

0.45%

0.30%

0.15%

0.00%

®Video

®Reel

@ Carousel

0.5

1.5

Photo®

¢ RIVAL IQ INSIGHT

Reels outperformed
other post types for
Travel brands this year,
who were about 4x more
likely to post a photo
than any other post type.

Rival [Q

by NetBase Quid”




TRAVEL

W Twitter metrics by tweet type

0.060%

Photo®
No surprise that it's all
0.045% _ about the visuals for
®Video Travel brands on Twitter,
with video and photo
0.030% , tweets performing about
Link . .
® twice as well as link and
Status status tweets.
0.015%
0.000%
0 0.3 0.6 0.9 1.2

Rival [Q

by NetBase Quid”




TRAVEL

Instagram hashtags by eng. rate

#christmastree
#giveaway
#christmasdecor
#happynewyear
#christmas
#wellness

#reels
#festiveseason
#newyearseve

#repost

1.31%

1.20%

1.20%

1.16%

1.12%

1.11%

1.02%

2.46%

4.96%

5.83%

¢ RIVAL IQ INSIGHT

Christmas-themed
hashtags like
#ChristmasTree and
#FestiveSeason helped
Travel brands excite fans
and followers on
Instagram this year.

Rival [Q

by NetBase Quid”




TRAVEL

W Twitter hashtags by eng. rate

#breakfast

#travel

#earthday
#happynewyear
#mothersday
#internationalwomensday
#valentinesday
#halloween

#summer

0.032%

0.022%

0.021%

0.020%

0.011%

0.059%

0.053%

0.090%

0.155%

¢ RIVAL IQ INSIGHT

Holiday-themed
hashtags performed well
for Travel brands on
Twitter, as did anything
involving #breakfast.

Rival [Q

by NetBase Quid”




TRAVEL

TikTok hashtags by eng. rate

#thailand
#NycC

#trend
#sunset
#adventure
#bucketlist
#southafrica
#holidays
#italy

#holiday

10.57%

14.06%

12.83%

12.52%

11.76%

10.93%

10.39%

9.81%

9.07%

15.36%

¢ RIVAL IQ INSIGHT

No surprise that Travel
brands were all about
the destination this year
on TikTok with location-
based hashtags like
#Thailand and #NYC.

Rival [Q

by NetBase Quid”




About Rival IQ

Rival 1Q is a comprehensive analytics tool that helps you:

Supercharge your Stay ahead of the

social landscape competition

Track results across all Conduct competitive analysis in
social profiles, including minutes. Monitor your industry,
engagement, create benchmarks, and
influencers, social bios, evaluate competitor activity in
and sentiment—for you time to respond before the

and your competitors. market shifts direction.

[ GET YOUR FREE TRIAL » J

Do more with
your data

Dive deeper into your social
media analytics for
Facebook, Instagram,
Twitter, Linkedln, YouTube,
TikTok, boosted post
detection, hashtag analysis,
and so much more.

Rival [Q

VANEIEN: Qu?d®
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