
NEWS AND MEDIA 
SOCIAL MEDIA  
ENGAGEMENT REPORT

Rankings, analysis and recommendations 

for news and publishers on social media. 



The news business is more fragmented than ever before, and 
organizations are struggling to lift website traffic, acquire new 
subscribers and grow revenue. While social media is responsible 
for much of that fragmentation, it’s also a useful platform for 
building a dynamic and engaged community.  

We wanted to find out which publishers are killing it when it 
comes to social - Who’s growing their audience? Which 
organizations see the most consistent engagement? What sort of 
content are they posting? How can other publishers use this data 
to help them build smarter social media strategies? 

We used Rival IQ to answer those questions and provide in-depth 
analysis and recommendations for publishers that want to up 
their social media game.  

INTRODUCTION



We used Rival IQ to analyze 662,000 social media posts across Facebook, Twitter and 
Instagram for 50 top news organizations in the United States across the 90 day period 
commencing 1 February 2017. 

We gathered data using Rival IQ’s cross-channel ranking capability, as well as channel-

specific rankings for Facebook, Twitter, and Instagram. The cross-channel (or overall) 
ranking is defined by engagement average across all channels. 

Engagement is defined as measurable interaction on 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. 

We’ve also provided qualitative analysis with best practice examples from some of the 

top-performing organizations.  

METHODOLOGY

Try Rival IQ for free 

https://goo.gl/pyCtnJ
https://goo.gl/pyCtnJ
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CROSS-CHANNEL ANALYSIS



CNN
BBC

New York Times
Fox News

TIME
The Economist

Reuters
ABC News

The Huffington Post
Wall Street Journal

Forbes
The Washington Post

Mashable
NBC News

The Guardian
USA TODAY

NPR
Wired

Associated Press
CBS News

17,500,000 35,000,000 52,500,000 70,000,000

Facebook Instagram Twitter

TOP 20: CROSS-CHANNEL AUDIENCE

64,248,947

Calculated by total follower count as of April 25 2017

63,838,631
51,910,302

30,800,222

29,553,601
29,187,810

22,349,696
22,055,174

20,325,039
20,278,867

18,766,433

16,245,893
14,734,881

14,628,441

14,427,746
13,543,904

12,880,361

11,659,367
11,314,300

10,060,058



Calculated by average engagement rate per post across all social media channels

SEE WHERE YOU RANK WITH A FREE TRIAL OF RIVAL IQ

TOP 20: CROSS-CHANNEL ENGAGEMENT

Mic
Mother Jones

Axios
BuzzFeed News

USA TODAY
MSNBC

National Review
Vox

The Week
The Blaze

The Huffington Post
Fox News

ABC News
NPR

The Hill
The Atlantic

New York Post
VICE

The Daily Beast
NBC News    0.030%

   0.033%
   0.034%
   0.036%
   0.038%

   0.057%
   0.058%
   0.058%
   0.061%
   0.062%
   0.064%

   0.069%
   0.100%

   0.106%
   0.107%

   0.123%
   0.144%

   0.215%
   0.238%

   0.351%

0.025% 
Avg. engagement across top 

50 publishers

http://go.rivaliq.com/dl-free-trial/?utm_source=rivaliq.com&utm_campaign=beauty-brands&utm_medium=ebook&utm_content=footer
http://go.rivaliq.com/dl-free-trial/?utm_source=rivaliq.com&utm_campaign=beauty-brands&utm_medium=ebook&utm_content=footer


CROSS CHANNEL POSTS & ENGAGEMENT

Average number of posts per day, per channel

Twitter 
93.20

Instagram 
2.28

Facebook 
43.10

Engagement Rate 

Facebook Instagram Twitter

0.04%

0.66%

0.07%

Average engagement rate per channel

Avg. number of posts per day per channel



1. CNN 

2. BBC 

3. New York Times 

4. Fox News 

5. TIME 

6. The Economist 

7. Reuters 

8. ABC News 

9. The Huffington Post 

10. Wall Street Journal 

11. Forbes 

12. The Washington Post 

13. Mashable 

14. NBC News 

15. The Guardian 

16. USA TODAY 

17. NPR 

18. Wired 

19. Associated Press 

20. CBS News 

21. Business Insider 

22. VICE 

23. Financial Times 

24. Bloomberg News 

25. The Verge 

26. Los Angeles Times 

27. nypost.com 

28. CNBC 

29. Newsweek 

30. BuzzFeed News 

31. Fortune 

32. MSNBC 

33. Mic 

34. The Atlantic 

35. The Hill 

36. The Daily Beast 

37. nydailynews.com 

38. Slate 

39. TheBlaze 

40. Mother Jones 

41. Vox 

42. Salon.com 

43. Chicago Tribune 

44. National Review 

45. FiveThirtyEight 

46. The Boston Globe 

47. Chicago Sun-Times 

48. The Week 

49. RealClearPolitics 

50. Axios 

TOP 50: CROSS-CHANNEL AUDIENCE

Calculated by total followers across Twitter, Facebook and Instagram



1. Mic 

2. Mother Jones 

3. Axios 

4. BuzzFeed News 

5. USA TODAY 

6. MSNBC 

7. National Review 

8. Vox 

9. The Week 

10. TheBlaze 

11. The Huffington Post 

12. Fox News 

13. ABC News 

14. NPR 

15. The Hill 

16. The Atlantic 

17. nypost.com 

18. VICE 

19. The Daily Beast 

20. NBC News 

21. The Washington Post 

22. The Verge 

23. Los Angeles Times 

24. Chicago Sun-Times 

25. BBC 

26. Salon.com 

27. nydailynews.com 

28. RealClearPolitics 

29. CBS News 

30. Chicago Tribune 

31. Slate 

32. The Boston Globe 

33. FiveThirtyEight 

34. CNN 

35. Business Insider 

36. Mashable 

37. CNBC 

38. Wired 

39. New York Times 

40. The Guardian 

41. Forbes 

42. Associated Press 

43. TIME 

44. Financial Times 

45. Fortune 

46. Reuters 

47. The Economist 

48. Bloomberg News 

49. Newsweek 

50. Wall Street Journal 

TOP 50: CROSS-CHANNEL ENGAGEMENT

Calculated by average engagement rate per post across all Facebook, Twitter, Instagram



TOP PUBLISHERS:  FACEBOOK



TOP 20: FACEBOOK ENGAGEMENT

Calculated by average engagement rate per post on Facebook

Mother Jones
The Hill

Axios
Mic

Fox News
MSNBC

USA TODAY
BuzzFeed News

Vox
NPR

National Review
The Washington Post

FiveThirtyEight
The Huffington Post

ABC News
Associated Press
Chicago Tribune

The Week
Slate

The Blaze    0.079%
   0.085%
   0.088%
   0.094%

   0.103%
   0.120%
   0.127%
   0.127%
   0.127%
   0.135%
   0.136%
   0.143%
   0.148%

   0.161%
   0.166%

   0.177%
   0.359%

   0.379%
   0.510%

   0.688%

0.079% 
Avg. Facebook engagement 

across top 50 publishers



TOP 20: FACEBOOK AUDIENCE

Calculated by total Facebook fans as of April 25, 2017

BBC
CNN

Fox News
New York Times

TIME
ABC News

USA TODAY
The Huffington Post

NBC News
The Economist

The Guardian
Business Insider

VICE
NPR

The Washington Post
Wall Street Journal

Mashable
Forbes

CBS News
New York Post    4,001,922

   4,140,365
   4,600,252

   5,561,572
   5,638,321
   5,776,959
   5,948,906

   6,557,903
   7,250,396
   7,354,313

   7,976,604
   8,953,008
   9,370,938
   9,542,776

   11,190,711
   11,970,370

   13,824,864
   15,279,774

   27,289,192
   40,970,132



FACEBOOK POST TYPES

Average number of Facebook posts per day, 
per post type

Link 
46.70 Photo 

0.77

Video 
5.09

Status Update 
0.04

Status Update Video Photo Link

Engagement Rate 

Status Update Video Photo Link

0.06%

0.15%

0.10%

0.08%

Average engagement rate per Facebook post type

Avg. number of posts per post type, per day



FACEBOOK TOP POSTS

Calculated by engagement rate per post across all Facebook posts across the top 50 media 
companies



FACEBOOK BEST PRACTICES

Capitalize on Native Video like CBS

CBS News had the most engaging post in the 90 days 
period that we studied, for numerous reasons: 

1. Facebook’s algorithm favors long-form videos (that is, 
videos that are more than 90 seconds long). This 

means that videos get higher-positioning in the news 
feed than other post types. 

2. A celebrity in your video never hurts 

3. People tend to share and engage with more emotive 
content - we see this in the higher engagement rates 

enjoyed by most nonprofits too.

http://www.businessinsider.com/facebook-leans-toward-long-form-video-2017-1
https://www.rivaliq.com/resources/non-profit-social-media-engagement-report/


FACEBOOK BEST PRACTICES

Go LIVE like The Hill

Facebook’s live video feature is giving media companies 
the opportunity to connect with their followers in real 
time.  

Facebook’s own data shows that people are 10 times 

more likely to comment on live video than regular video.  

The Hill’s live broadcast of the Betsy DeVos vote had a 

16% engagement rate - that’s almost 23x the average 
engagement rate across the 50 companies we studied 

(0.07%). 

For tips on how you can use Facebook Live, check out 

our blog. 

https://newsroom.fb.com/news/2016/04/introducing-new-ways-to-create-share-and-discover-live-video-on-facebook/
https://www.rivaliq.com/blog/6-ways-leverage-facebook-live/


FACEBOOK BEST PRACTICES

Make sure your images tell a story

Mother Jones’s post is a classified as a ‘link’ post type, 

but it outperforms the average engagement rate for 
links (0.06%) by 31x, with an engagement rate of 19.2%. 

This post is particularly effective because, as they say, a 
picture is worth a thousand words. In fact, the picture IS 

the story in this case.  

All too often, media companies run with a generic image 
that bears little relevance to the story they’re trying to 
tell. There’s a lesson to be learned from Mother Jones: 

images matter - sometimes more than words. 



Mic is a relative newcomer to the publishing space, 
founded in 2011 as a millennial-friendly news site. In the 
90 day period that we studied, Mic enjoyed an 18.2% 

increase in its audience size, growing to a total Facebook 
following of 3.36 million. 

It’s likely that, given the millennial focus, Mic has strong 
organic Facebook growth. However, our machine-

learning algorithm detected a number of ‘Likely-Boosted’ 
posts. 

Mic has a trend when it comes to boosting: they do it 
once a week, usually on video that they’ve produced 

themselves. It sure seems like an effective strategy to 
acquire followers and increase engagement. 

Check out our blog on boosted post best practices. 

FACEBOOK BEST PRACTICES

Boost your posts like Mic

https://goo.gl/2z8Vdw


TOP PUBLISHERS:  INSTAGRAM



TOP 20: INSTAGRAM ENGAGEMENT

Calculated by average engagement rate per post on Instagram.

BuzzFeed News
RealClearPolitics
National Review

Mic
Vox

nypost.com
Fox News

Associated Press
Slate

The Hill
Los Angeles Times

NPR
Mother Jones

The Verge
The Boston Globe

Chicago Tribune
The Atlantic

Bloomberg News
The Huffington Post

The Guardian    0.746%
   0.793%
   0.814%

   0.878%
   0.940%
   0.968%

   1.033%
   1.096%
   1.099%
   1.107%
   1.109%
   1.128%

   1.327%
   1.508%

   1.614%
   1.693%

   2.223%
   2.455%

   2.577%
   3.336%

0.066% 
Avg. Instagram engagement 

across top 50 publishers



TOP 20: INSTAGRAM AUDIENCE

Calculated by total Instagram followers as of April 25, 2017

TIME
BBC
CNN

New York Times
Forbes

Fox News
VICE

Reuters
The Huffington Post

NBC News
The Economist

Wall Street Journal
Business Insider

ABC News
The Verge

USA TODAY
The Guardian

The Washington Post
Wired

Mashable    459,005
   538,639

   611,280
   623,435

   693,595
   697,854
   708,251

   823,160
   855,033

   972,804
   1,024,705
   1,025,821

   1,177,643
   1,241,679
   1,277,603

   1,644,824
   2,546,097

   3,202,218
   3,570,092

   3,864,975



INSTAGRAM POST TYPES

Average number of Instagram posts per type

Photo 
1.62

Video 
0.66

Engagement Rate 

Video Photo

0.49%

0.75%

Average engagement rate per Instagram post type

Avg. number of posts per post type, per day



INSTAGRAM TOP POSTS

Calculated by engagement rate per post across all Instagram posts across the top 50 media 
companies

Download our free Ultimate Guide to Instagram Marketing for more Instagram inpiration! 

https://www.rivaliq.com/resources/ultimate-guide-to-instagram/?utm_source=rivaliq&utm_medium=ebook&utm_campaign=news-media-report-2017&utm_content=text


INSTAGRAM BEST PRACTICES

Understand that Instagram is 
fundamentally different

Instagram is unlike other social channels in that you 

cannot place links in your posts. Considering that across 
the companies we studied, links were the most 

common post type on Facebook (88% of posts)  and 
Twitter (50% of posts), this puts more of a burden on 
social media teams to create more video and photo 

content than they ordinarily do. 

Because publishers can’t link to their article from 
organic Instagram posts, they’re forced to think 
differently about the sort of content followers will 

engage with. Of the highest-engaging posts we studied, 
most were feel-good stories such as this one from 

BuzzFeed News. The best-performing media companies 
are recognizing that Instagram isn’t a place their 
followers to go news - it’s a place they go to feel good. 



INSTAGRAM BEST PRACTICES

Work with the platform, not against it

As we noted in the previous page, Instagram doesn’t 
allow links to be placed in organic posts, preventing 

media companies from generating website traffic. 

Fox News found a way to tell their story within the 

platform itself, creating a short video news story, 
complete with captions (because who listens to video 

anymore?). 

This was Fox’s highest-performing post, engaging 

88,900 people in total.  

Download the Ultimate Guide to Instagram Marketing

https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi


INSTAGRAM BEST PRACTICES

Tick all the boxes like the Boston Globe

The Boston Globe doesn’t usually see huge engagement 
figures - their average engagement per post sits just 

under 1% - but this post scored a massive 7.36%. Let’s 
look at some of the boxes this post is ticking: 

1. Great, original imagery from the Globe’s 
photojournalists 

2. Eight diverse but relevant hashtags (studies show 
seven is the optimum number) 

3. This post is relevant to the Globe’s primary audience 

- Bostonians - but it’s also a huge topic with reach 
that extends far beyond their regular followers.  

Download the Ultimate Guide to Instagram Marketing

https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi


INSTAGRAM BEST PRACTICES

Speak Millennial

Yes, we’re using another BuzzFeed News example here. 
When looking through all the highest-performing posts, 

80% of them were from BuzzFeed News - they’re clearly 
doing something right when it comes to Instagram. 

As the youngest-skewing social media platform (bar 
Snapchat), Instagram is the place where millennial and 

Gen Z spend a lot of time. So it makes sense that 
BuzzFeed is making use of emojis to generate some cut-
through in the crowded Instagram feed. 

Of course, this post’s performance (7.76% engagement) 

is due to more than emojis - it’s following BuzzFeed 
News’s social strategy of sharing feel-good content in 
the right place at the right time. 

Download the Ultimate Guide to Instagram Marketing

http://www.pewinternet.org/2016/11/11/social-media-update-2016/
https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi
https://goo.gl/G9Ucoi


TOP PUBLISHERS:  TWITTER



TOP 20: TWITTER ENGAGEMENT

Calculated by average engagement rate per post on Twitter

Mic
Axios

Vox
BuzzFeed News

Mother Jones
MSNBC

National Review
TheBlaze

nydailynews.com
The Hill

Fox News
RealClearPolitics

VICE
The Daily Beast

The Verge
FiveThirtyEight

nypost.com
Salon.com
ABC News

Associated Press    0.008%
   0.008%
   0.008%
   0.009%
   0.010%
   0.011%
   0.011%
   0.011%
   0.012%

   0.013%
   0.016%
   0.016%

   0.022%
   0.028%
   0.029%
   0.030%

   0.031%
   0.036%

   0.099%
   0.100%

0.004% 
Avg. Twitter engagement 
across top 50 publishers



TOP 20: TWITTER AUDIENCE

Calculated by total Twitter followers as of April 25, 2017

New York Times
CNN

The Economist
BBC

Reuters
Fox News

Wall Street Journal
TIME

Forbes
Associated Press

ABC News
The Huffington Post

The Washington Post
Mashable

Wired
NPR

The Guardian
CBS News
NBC News

Bloomberg News    3,888,015
   4,650,728

   5,729,842
   6,449,998

   6,924,448
   8,669,639
   8,714,304

   9,857,654
   9,928,280
   10,161,159
   10,563,543

   12,521,357
   13,718,256
   13,785,513

   14,242,845
   17,491,963

   19,306,730
   20,238,402

   33,757,537
   35,539,341



TWITTER POST TYPES

Average number of Twitter posts per post type

Link 
46.70

Video 
2.80

Photo 
43.10

Status Update 
0.58

Engagement Rate 

Status Update Photo Video Link

0.004%

0.011%

0.005%

0.017%

Average engagement rate per Twitter post type

Avg. number of posts per post type, per day



TWITTER TOP POSTS

Calculated by engagement rate per post across all Twitter posts across the top 50 media companies



TWITTER BEST PRACTICES

Focus on photography like Axios

Axios is the newest media company on the block - it 

began in 2016 with a ‘reader-first’ mission that 
disavowed traditional tactics such as click-bait titles or 

banner ads to grow their revenue.  

Axios has quickly grown their Twitter following through 

high-performing posts with an average engagement rate 
24x the industry average.  

One thing that all their top performing posts have in 
common? They’re images. These posts also include 

short, succinct commentary that provides context and 
engages users. 

 



TWITTER BEST PRACTICES

Break through the noise with photos and 
videos (and challenge the status quo a little)

Mic sees the highest Twitter engagement rates of any 

publisher across the 50 outlets we studied. When we 
delved deeper into the data, we found that their 

highest-performing posts tended to share one thing in 
common - they broke from the regular media narrative 
and challenged the status quo.  

Mic’s top posts were also overwhelmingly visual, in that 

16 of their top 20 posts were either photos or videos.  

This is interesting because across the entire landscape 

of companies, Status Updates were the best performing 
post type. However, when you examine the most 

engaging individual posts, from the most engaging 
publishers, photos and videos tend to win the day.  



TWITTER BEST PRACTICES

If you’re going to post a status update,  
make sure it’s BREAKING

Status updates overall tend to be the most engaging 

post types on Twitter - but when you dive into the top 
updates, a common thread appears. 

Breaking news is the most appropriate content for a 
status update: it’s happening too quickly to write an 

article, but you want to get the information at there as 
quickly as possible. 

Keep it short and informative, and skip the hashtags; 
Twitter’s trending topics will pick it up regardless. 

These three example posts experienced between 190x 
and 350x the average media company engagement 

rate. 



WHERE DO YOU RANK?



One of the best ways to get ideas for new content or 
social strategies is to check out what other institutions 

like yours are doing. 

You might find that they’re having success by using a 
specific hashtag, or running a competition that sparks 
an idea for you to create your own. 

If you'd like to give it a try, you can claim your free 7 

day trial of Rival IQ and start tracking other 
organizations today.  

Be inspired by others in your industry

CLAIM YOUR FREE 7-DAY TRIAL

Claim your free trial. No strings attached.       
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ABOUT RIVAL IQ

Rival IQ is an easy-to-use tool that helps you: 

Understand Your Social Landscape  
Track results across all social profiles, including 
engagement, in influencers, social bios, and sentiment—for 
you and your competitors.  

Gain Competitive Insight  
Conduct competitive analysis in minutes. Monitor your 
industry, create benchmarks, and evaluate competitor 
activity in time to respond before the market shifts 
direction.  

Simplify Access to Data  
Find comprehensive analytics for all major social channels 
and the web, both for your company and your competitors - 
all from one source.  

Get your free trial

https://goo.gl/pyCtnJ
https://goo.gl/pyCtnJ
https://goo.gl/pyCtnJ
https://goo.gl/pyCtnJ

