
Social Media Benchmarking Study - Q2 2015 

This study, conducted by quintly, a social media analytics provider, analyzed over 150,000 profiles for Facebook, Instagram and Twitter. The numbers 
will give insights into specific details of usage and strategy of these channels. Presented in clusters of key performance metrics, this study will serve 
as a benchmarking reference to any digital marketer to compare between their own performance and the global averages delivered by quintly.

http://www.quintly.com


PageTry quintly for free. Go to: http://quint.ly/start_trial_now 

Interactions differ by the size of a page 

This table displays the number of likes, 
comments and shares in the different sized 
page groups.  

Every marketer is challenged by the 
decreasing organic reach and the increasingly 
crowded timelines. Thus, it is essential to 
know which results are good and what type of 
strategy will work best at a certain time. 

When measuring performance, the own 
performance metrics should be allied to 
benchmarking against competitors, in order to 
create effective tactics to optimize results. 
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Page Size Avg. Number of  
Likes per Post

Avg. Number of 
Comments per Post

Avg. Number of Shares 
per Post

1-1k Fans 4 0 1

1k-10k Fans 22 2 4

10k-100k Fans 105 11 20

100k-1m Fans 572 47 98

1m-10m Fans 3,741 147 402

10m+ Fans 23,033 596 1,898

Data Source: quintly analyzed over 120,000 Facebook profiles.  
Data Period: June 2015  
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This metric shows the most popular post  
types on Facebook.  

Understanding which post type is mostly used, 
can help to reveal the strategy the competition 
is using. Information like this offers valuable 
insights for adjusting your own strategy in 
order to be constantly ahead of the curve. 

Understanding strategies is essential, whereas 
the next step is to see which types are able to 
engage the community to a larger extend. This 
is shown, by the next metric. 
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Page Size 
Avg. Own Post  

Type Link 
Avg. Own Post 

Type Photo
Avg. Own Post 

Type Video
Avg. Own Post 

Type Status

1-1k Fans 3 3 0 1

1k-10k Fans 9 9 1 1

10k-100k Fans 20 22 3 2

100k-1m Fans 64 44 7 4

1m-10m Fans 129 71 14 10

10m+ Fans 38 68 13 20

Data Source: quintly analyzed over 120,000 Facebook profiles.  
Data Period: June 2015  

Links and photos among the most popular post types 
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The average amount of interactions on different 
post types are analyzed here.  

As marketing is massively changing towards 
delivering content to the target audience, a lot 
more information, insights and stats are needed.  

After gathering, curating, and creating compelling 
content pieces, they need to be shared. For this 
purpose it is essential to know which format 
receives the highest amount of interactions.  

This table displays the average, which is a good 
starting point but it might be interesting to check 
this for your own strategy and target audience.
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Page Size Interactions  
on Link 

Interactions  
on Image

Interactions 
on Video 

Interactions  
on Status 

1-1k Fans 3 9 6 2

1k-10k Fans 16 43 42 21

10k-100k Fans 91 202 227 104

100k-1m Fans 520 1,202 1,278 631

1m-10m Fans 3,500 9,612 6,435 4,805

10m+ Fans 99,360 134,216 80,561 35,646

Data Source: quintly analyzed over 120,000 Facebook profiles.  
Data Period: June 2015   

Image posts get the highest number of interactions
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This metric compares the Interaction Rates on 
video- and image posts on Instagram. 

In many strategies, videos do not seem to play 
an essential role.  

The frequency is 17 times lower compared to 
picture posts but as seen in the table, 
interaction rates are equally high on video 
posts.  

In regards to video posts, it should be noted 
that users spend more time watching them, so 
quality of engagement is higher than on a 
picture post. 
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Page Size Avg. Image Post  
Interaction Rate 

Avg. Video Post  
Interaction Rate 

1-1k Fans 6.82 6.43

1k-10k Fans 2.99 3.23

10k-100k Fans 2.17 1.96

100k-1m Fans 1.82 1.78

1m-10m Fans 2.29 2.42

10m+ Fans 2.56 2.44

Data Source: quintly analyzed over 6,000 Instagram profiles.  
Data Period: June 2015   

Images and videos perform on the same level on Instagram 
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This graph displays the following curve of 
different sized Instagram profiles.  

Even though it is possible to increase our 
audience by following a large number of 
people and “expecting” them to follow back, 
it is important to keep the average ratio in 
mind. Your Followers/Following ratio should 
better not exceed the average of your page 
bucket. It might look unprofessional.  

Here, it is interesting to see that the 
average following is increasing up to 10k - 
100k page bucket and then decreasing 
again. 

______________________________________________ 
Data Source: quintly analyzed over 6,000 Instagram 
profiles. Data Period: June 2015  
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Medium sized profiles follow the most other profiles
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This metrics quantifies the amount of likes 
and comments on an Instagram profile.  

With these insights marketers are able to 
benchmark the own performance with the 
average of a specific page size.  

Thus, companies are able to measure success 
and set important KPI’s for the future.  

The increase of time spent in the social 
sphere generates an inevitable need to track 
the progress of tactics and strategies and 
consequently adjust when necessary. 
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Page Size Avg. Own Post  
Likes

Avg. Own Post  
Comments Sum Interactions 

1-1k Fans 23 1 24

1k-10k Fans 107 6 113

10k-100k Fans 728 19 747

100k-1m Fans 6,285 102 6,387

1m-10m Fans 59,110 1,042 60,152

10m+ Fans 592,209 14,722 606,931

Data Source: quintly analyzed over 6,000 Instagram profiles.  
Data Period: June 2015   

Posts receive 29x more likes than comments
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Dividing followers by following calculates the 
ratio between both.  

The amount of users you are following reflects 
your Twitter strategy. Every user can see if you are 
following a comparable high number, or gained 
followers without this. Therefore you should be 
aware of the ratio and constantly check if this 
goes along with your strategy and if you are still 
in favor with what is perceived as healthy by the 
market.   

Explanation: If a company is located in the 
smallest page bucket, they have 1.26 followers 
for each following, on average. 
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Page Size Avg. Follower/Following  
Ratio Avg. Following

1-1k Fans 1.26 296

1k-10k Fans 4.03 976

10k-100k Fans 12.49 2820

100k-1m Fans 37.48 8937

1m-10m Fans 166.02 18,074

10m+ Fans 1351.55 14,661

Data Source: quintly analyzed over 20,000 Twitter profiles.  
Data Period: June 2015   

The more followers, the less following
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20,000 analyzed Twitter profiles deliver the 
average amount of fav’s and re-tweets on tweets 

According to the social scientist Daniel Zarrella, 
22 own tweets is the optimal frequency of 
tweeting per day.  After a company invested a lot 
of time in crafting and curating content, 
measuring the effects is crucial.  

The number of favorites is a good indicator of 
how many people were engaged and found it 
worth bookmarking or already reading the 
content. Benchmarking your performance 
against the average favorites will let you keep 
track of how your community reacts to your 
content. 
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Page Size Avg. Own Tweet Fav’s Avg. Own Tweet  
Re-Tweets

1-1k Fans 0 0

1k-10k Fans 2 2

10k-100k Fans 6 5

100k-1m Fans 38 27

1m-10m Fans 108 79

10m+ Fans 1,582 1,030

Data Source: quintly analyzed over 20,000 Twitter profiles.  
Data Period: June 2015   

1.25x more favs than retweets 
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Analyzed here are replies to users and in 
which time profiles respond on average.  

It is extraordinarily important to see for 
which purpose best-practices or competitors 
are using social media. The metric “Replies to 
Users” can be a helpful indicator for checking 
if social media is used as a customer support 
channel or the business is interacting a lot 
on a one-to-one basis. The numbers seen on 
the right hand side display June 2015. Thus, 
the third biggest page bucket (100k-1m fans) 
is interacting the most with individual users.  

Explanation: Most accounts reply either in 
the first two hours or do not respond at all 
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Page Size Replies to Users Avg. Response Time  
0-2 hours

1-1k Fans 4 0

1k-10k Fans 30 3

10k-100k Fans 194 24

100k-1m Fans 459 64

1m-10m Fans 275 38

10m+ Fans 29 30

Data Source: quintly analyzed over 20,000 Twitter profiles.  
Data Period: June 2015   

Most profiles respond fast, or not at all  
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Happy Analyzing!

Contact us for more information or to setup a custom metric for you:  
http://quint.ly/start_trial_now 

To keep up-to-date, follow us on Twitter 
@quintlyapp
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