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We’re metricool

Datais what drives us, because it helps us put things into context
and understand what’s really happening on social media. And we're
not the only ones. More than 3.5 million professionals (from NBC to
a custom hat makerin Louisville) use Metricool every day to plan,
schedule, and analyze their content.

Jointhem and start taking control of your social media.
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DOSLS from

Instagram accounts

The study isbased onasample of

24,364,803 posts from 375,118 accounts Blg

worldwide. The analysis covers January and

February of both 2025 and 2026. 100K-1M
followers

We present most of the datain this study as
averages (adding anote when they're not).

To keep those averages as useful as Medium liny
possible, we've grouped accounts by
follower count, so you're comparing your 10K-100K 0-2K
account with others at a similar stage, not

with accounts that are ten times your size. followers followers



https://metricool.com/llm-register-all-in-one/?utm_source=freebie-study&utm_medium=leadmagnet&utm_campaign=20260616_instagram-study-2026_en&utm_content=study_cta-top&utm_term=q2

metricool Instagramin 2026 Formats Content Best hours Conclusions

More activity,
/more content,
more eyes

Instagram is still the darling of social media. The + ? i ;o/
(o)
%

place where being seen means staying relevant.
Brands know it, and they're still pouring their
effortsinto the platform. The numbers back it up:
iINn 2026, brands have published 24% more

contentin all formats.

3.54% vs. 3.79%
2026 2025

And those efforts are paying off. Instagram has
rewarded themwith 27% more views and 19%

more interactions, showing that posting more can

work when the contentis relevant and built to -

connect. %

Instagram has already reached a mature stage Posts Reach Views Interactions Engagement Posts/Week
Where Sta ndlng OUt keepS gettlng harder, bUt It,S Instagram Overview - Average Key Growth Metricsin 2026

still possible if you know how.

Struggling with your Instagramreach? [/
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Views don't mean whattheyusedto — & -

One of the most revealing stats from the study is the 27% growthin views, and it deserves some
context before anything else.

To make sure we're all speaking the same language (and so you canread this study the right way)

here’s what you need to know: impressions no longer exist onInstagram. Since April 2025, they’ve o
beenreplacedby views. O

Before, each format hadits own metric: impressions for feed posts and Stories, and plays for Reels. f : | d :
Now, a single Views metric applies to all formats — and it’'s more inclusive. So, each time a carouselis OT SOClal medadlila
re-served, it counts as anew view, and the same goes for every Reel play and replay, with no playback p rofess IOoNa | S are

hreshold.
e a team of one

And thisunstoppablerise inviews is where the algorithm comesiin.

Instagramisn’t just showing content once and moving on. It's bringing posts back to users who didn’t
engage the first time, while also rewarding saves and shares. That recipe you save forlater? That meme
you DM to a friend? Every reopen counts as anotherview.

| team” isjust... then

These are new ways of interacting with content, and Instagram has decided they matter.
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starts small

8.93% of Instagram accounts have grown and
moved up a categoryin2026. But that number
looks very different depending on where you
start.

According to the data, growthis more likely %
when you’re small, especially for accounts with

up to 10K followers. At that level, with the right

content strategy, you can gradually gain visibility

and grow your audience.

Onceyoucross the 10K followers line, growing
gets much harder. Bigger accounts still grow, but
at amuch slower pace and breaking through to
new audiences gets much harder.

Tiny Small Medium Big

Percentage of Instagram accounts that moved to a higher category in 2026
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An uphill Haiile

When it comes to growth, only TikTok beats Instagram for building a following. It may not
be the overall leader, but it still holds a strong position.

And that has alot to do with how the platform works: alarge active user base, an
algorithm that can organically push content to the right audiences, and formats built for
sharing. OnInstagram, people land on your profile and decide to stay because of your
content. Growth may be slower, but it’s steady.

‘i S% 7
% %

% %

%

TikTok Instagram LinkedIn YouTube Facebook Twitter/X Pinterest

Percentage of accounts that moved to a higher category in 2026, by platform
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Create your account

':‘. bingehousebysakshi

¥ Sakshi Darda
-

31.5K followers 107.1Kinteractions

v
187.4 x fugher than accounts of the same category

-
PE N‘Tj . 388.4K reach
BUTT 4:: 38.7x higher than accounts of the same category
NO O D Lh S 603K views

33 x fugher than accounts of the same category

Why does it work?

All metrics represent the average per post
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Format is more than  posts-image Jeosts-Carousell  eals

c /l y 2,823,219 1,686,859
a Creatlve C OZC€ +11.99% +24.06%
In 2026, brands have published nearly 12% more single-image
posts, 24% more carousels, and 35% more Reels. Butis all 4,778 .92 [ ,572 79
that effort paying off? It depends on the format you choose. -21.96% +7.15%
Reels and carousels are both strong for visibility, but they work
differently. The algorithm pushes Reels to new audiences, 1 ’433 .67 23’ 074.09
expandingreach. And carousels get re-served to users who +32.65% +1.69%
didn't engage the first time, stacking up views.
Forinteractions, Reelslead... andit's not close. The average 237'?9 897'?6
Reel generates over 4x the interactions of a single-image post “20.41% +17.86%
and, more importantly, it's the only format whose engagement
rate has actually grown (+24.76%). - 1.999% 3.08%
, , , -45.98% -26.56%
Does that mean single-image posts should be left behind? Not
at all. The key is using them deliberately, not by default.
1.36 0.86
-2.34% +2.63%

Comparison of Instagram Formats - Average Growth Metrics (2026 vs 2025)
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Carousels get 9x more

saves thansugle-image
posts on Instagram

llllll




Formats

metricool Instagramin 2026

When in doubt,

SUIDE it out

Carousels outperform single-image posts across
every single metric, no exceptions. Every post
publishedin this format gets more than double
the reach andviews, and almost 4x more
interactions than single-image posts.

Andyet, carousels are used 37% less often.
Single-image postsremain popular because this
format requires little effort, feels familiar, and fits
neatly into the way Instagram has worked from the
beginning: fast, visual, photo-first. But defaulting
to it means leaving reach and engagement on

\\112,..

Create and schedule carousels from Claude

Q y

Content

4,778.92
Reach

183.81
Likes

10.52

Comments

34 .01
Shares

9.36
Saved

11,433.67

Views

1.99%

Lngagement

1.36
Posts/Week

Best hours

Conclusions

L | metricool
L\

Comparison of static formats: single-image posts and carousels (2026)

11,572.79

+142.16%

Reach
754.83

+310.66%

Likes
17.57

+67.01%
Comments

38.59

+13.52%

Shares
86.07

+819.44%

Saved
27,797.357

+143.12%
Views

3.08%

+54.63%
Lngagement

0.86

-37.11%

Posts/Week

Create your account
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What works,

without the work

Carousels are the format generating more
views on Instagram at the moment, and now
you can create and schedule them without
leaving your workflow.

The Metricool Carousel Agent handles the
whole process from a single conversation
in Claude Code. It learns everything about
your brand, designs the slides, writes the
caption, and schedules the post directlyin
Metricool. You just provide aninitial idea,
give the directions and approve each step.

Il metricool-carousel-agent / Metricool Carousels Vv

O let's create a carousel forabakery

)

B show the menu (croissants, sandwiches, bread, focaccias, etc)
O

- make it aesthetic, clean

{0

<> something like "this is what we baked today”

we baked
today.

Share

-

@ [~ Analytics

4l Reporting Planning [

Bread

Calendar List Autolists
This week Y Best times i -+ Create pos
. e b
MON TUE
3 04
3 F.
{.rois '
Snis
\ﬁ
. | O W
we baked 2% -
today.
3:00 pm 80% 82%
ropprman 1 13
4:00 pm v 83% momatbeiad e
endless walks endles:
with our... with ou
£ f.
5:00 pm e = PN 82% 78%
z M @ Morning bl
[in| 3:00pm
6:00 pm 20% e il ”ﬁéﬁ‘?fﬂi"‘&?ﬁ 82%
plate.  plate  full of happiness!
hapg  happ
7:00 pm 93% 24% 93%
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The bigger the account, the harder
single-image posts are underperforming

Huge accounts have lost 43% of theirreach and more than half theirengagementrate. For Big
accounts, the dropis significant too, with reach down 31% and likes falling.

Forsmaller accounts the decline exists but looks different. Reachis down, but comments and shares
are growing, which means the content is still generating conversation within existing audiences.

+75%

+14 %

Instagramin 2026

Formats

+14%

+3%

Content

+25%

Best hours

255
B TS PR

Reach

Views

[ Tiny Small .Medium

Big

Huge

-18%

Likes

-33%

Comments

Conclusions

Create your account

1%

+18 % 7%
L
-7% 2 4% -7% 3%
-15%
-34%
-56
Shares Saved Engagement Posts/Week

Evolution of the Single-Image Post Format on Instagram by size - Average Key Metrics (2026 vs 2025)

16


https://metricool.com/llm-register-all-in-one/?utm_source=freebie-study&utm_medium=leadmagnet&utm_campaign=20260616_instagram-study-2026_en&utm_content=study_cta-top&utm_term=q2

metricool Instagramin 2026 Formats Content Best hours Conclusions

L cOnfirms it

= ... — Carousels are generating the
- signals that drive distribution

~ Nostalgia
~  asaMarketing o~
- Strategy i 2020

: '!.:.E |
5 A ' Shares haverisen across every account size, but they have really taken off among small and large
_— . . .
" . accounts: +116% for Small accounts and +132% for Huge accounts. Tiny accounts are improving too,
Mostabgia as o Moarketing Sirategy in 2026 just at a SOfter pace.
L3 =

Hostalgia as a Marketing Strategy in 2026

It's not just shares. Comments are up, saves are growing, and likes are the only metric going the other
way. In 2026 that mattersless thanitusedto, because likes are the interaction the algorithm weighs

least.
+69%
+31% +31% *58%
+40% 2% 36
02 % 5x 117 BEEE ° By TH 2y 2y
— — 0
o _ 2 J
_13% 10% 10% '37% _'|9
-21% -22% -28% -27 % “21% - -30%
Reach Views Likes Comments Shares Saved Engagement
. . . Evolution of the Carousel Format on Instagram by size - Average Key Metrics (2026 vs 2025)
[ Tiny Small @ Medium Big Huge ]
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4-8.5
.

watch time per Reel

more than doubledin one year

metricool

w4



metricool Instagramin 2026 Formats Content Best hours Conclusions

Videoisnolongeratrend. It’s the everyday
language of social media and, according to the
data, Instagram’s strongest format by a distance.

Reels are growing on every front, with every
metric moving in the right direction. People are
posting more of them, they’re reaching bigger

audiences, and those audiences are interacting +: Z 5
with them more. +-I 2 'I7 + -I-I % *12
% + % + %
7% 5%

=+
The format keeps getting strongeroninstagram, 3o unes 2% 1957 w 275 140 s 157

2025 2026 2025 2026 2025 2026

and users are more open to engaging with it. 66.58 .. 69.88

22,689.63 vs. 23,074.09 2025 2026
2025 2026

Among all metrics, shares are the one to watch.

Reels have been shared 6/% more thanin 2025, Reach Views Likes Comments Shares Saved Engagement Posts/Week
confirming that users are not only consuming the
content, but actively distributingit.

Evolution of the Reels Format on Instagram - Average Key Metrics (2026 vs 2025)

If there's one format to getright oninstagramin
2026, thisisit.

19
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Audiences aren’t just watching more Reels;
they’re watching them forlonger. Average
Watch Timeis up 118% compared to 2025,
pushing Total View Time up by 139%.

And with views staying relatively stable, this
suggests the algorithmis serving content to
audiences who are actuallyinterestedinit. Reels
are gettinglonger, and people are here forit.

%

22,689.63 vs. 23,074.09
2025 2026

Views Avg Watch Time (ms) Total View Time

Evolution of the Reels Format on Instagram - Average Video Key Metrics (2026 vs 2025)
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Watch time has roughly doubled across every account size. \Whatever size
you are, people are spending significantly more time watching your Reels
thanin2025. Video onInstagramis working harder and better for everyone.

Shares are also up across all segments, from +21% for Huge accounts to
+88% for Small accounts. People aren’t just spending more time on Reels,
they're recommending them. Putting themin front of new audiences. The
human algorithm is back, and when content resonates, people become the

distribution.
141
+97%
+86%
524 29% 30% *32% 7.
A5 5% +16% 22% 7% 19% 6% *21% 8%
+9% 1 4 1 4 +0.49 +10% +8% +8o +11 9%
% - % % % %
AR — — AR [
-2% 13 -2% R -2% 7% -6% R -6% 8y % 15,
-22% T -22%
Reach Views Likes Comments Shares Saved Engagement Avg Watch Time (ms) Total View Time Posts/Week
. . . Evolution of the Reels Format on Instagram by size - Average Key Metrics (2026 vs 2025)
Tiny Small . Medium Big Huge
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Instagram
vs TikTok

Although Reels continue to grow on
Instagram, TikTok remains the clear
leader for vertical video. Instagram
Reels still get 29% fewer views and 14%
fewerinteractions on average than
TikTok videos.

The patternreverses whenitcomesto
carousels, and this format generates
4.7x more views and 5.8x more

interactions onlnstagramthanon
TikTok.

Instagramin 2026

2.54
Posts/Week

32,895.07

Views

25,653.65
Reach

1,207.46

Interactions

Formats Content

Video

@metricool
J3 Original Song

TikTok vs. Instagram: Video/Reel comparison

Best hours Conclusions
1.57 0.99
-38,19% Posts/Week
Posts/Week
25,074.09 5,890
229,86% Views
Views
14,918.51 4,391.27
-41,85% Reach
Reach
1,035.48 154.47
-14,24% Interactions
Interactions

Create your account

Carousel

@metricool

TikTok vs. Instagram: Carousel comparison

0.86

-13,13%

Posts/Week

27,797.57

+371.94%
Views

11,572.79

+163,54%

Reach

897.06

+480,73%

Interactions

22
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Why does it work?

= A

|

A, ey,

modestyyachtcarpentry -

‘;,F(rffg'-'.jf::; MOOESTY ¥ACHT CARPEMTRY

o

8,011 followers

G timbercrocglobal -

Irbeer Crog

Create your account

2.4Kinteractions

15.46 x /ugher than accounts of the same category

498.2Kreach

209.9x fugher than accounts of the same category

664.7K views

144.9 x /igher than accounts of the same category

10.9Kinteractions

70.2x Jigher than accounts of the same category

508.9Kreach

214.4 x /ugher than accounts of the same category

559.9K views

122.1x higher than accounts of the same category
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A story
of staying power

At first glance, it might seem like Stories had a quiet year, but the

datatells a different story. Reachis only slightly down from

2025, whichmeans Instagram is still putting Stories in front of

people. So Stories are not dead... they’'re holding their ground. + 20/

But the strongest signal comes from replies and exits. 53.89 vs. 54.99

2025 2026

Stories are designed forinteraction, andin 2026, they've 1.042.78 12 1.024.33 851.05 v 830.98

generated almost twice the replies they didin 2025. Audiences 2028 20%6 2025 2026 75.88 v 90.01 6.72 ve. 6.2
don’t just watch Stories, they interact with them, and that’s

great news because they're a format designed to connect with - 2 - 2 . 6

your community:. % % % B o

At the same time, exits are down by more than 6%. Viewers are Reach Replies TapsBack Taps Forward Exits Posts/Week
staying until the end, which tells Instagram’s algorithm that your
contentisrelevant and keeps attention. And fewer exits means
more visibility for your profile.

Evolution of the Stories Format on Instagram - Average Key Metrics (2026 vs 2025)
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+107 %

+72%

Formats

-244

Reach Replies

[ Tiny Small .Medium Big Huge ]

-3%

Content Best hours Conclusions Create your account

A siory of staying power

Stories might be Instagram’s most underrated format in 2026. While many
are writing them off, the numbers reveal a different pattern: replies have
more than doubledin the smallest and largest accounts, and exits are down
across every segment. And yes, impressions are down and Stories are
reaching fewer people, but those who do see them seem more valuable,
because they're engaging more.

Huge accounts have cut their posting frequency the least, which says alot.
Stories are far from over; they've evolved from a mass-reach formatinto a
direct channel where your audience replies, asks questions, and chooses
you.

— R ]
_ 9% Bx 3 125 -12 8%
14 16 % % %
~224 -26% -26%
Taps Back Taps Forward Exits

Evolution of the Stories Format on Instagram by size - Average Key Metrics (2026 vs 2025)
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More is more

(for some)

The data shows there's no universal answer to
how often you should post. The relationship
between frequency and engagement per post
changes completely depending onyouraccount
size.

Small accounts benefit from consistency. Posting
/-14 times/week is where interactions peak, and
the algorithm rewards the rhythm. Medium
accounts have a higher ceilingand peakat 14 -30 \

times/week. \.

But foraccounts over 100K followers, it works in
the opposite way. The less they post, the more
each post gets. AHuge account posting less than
once aweek averages nearly 6x more interactions
perpost than one posting daily. More content
doesn't mean more engagement; it probably
means splitting the same audience’s attention
across more posts.

Correlation between posting frequency and engagement, by size (2026)

[ Tiny Small . Medium Big Huge]
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Why does it work?

ryanhallyall & -

Ryan Hall, ¥ 'all

thattilechick & -

achannon Violet Yodice

‘ W
249K followers 47,#’

Create your account

84Kinteractions

35.3x /fugher than accounts of the same category

300K views

4.4 x higher than accounts of the same category

24K interactions

10 % /igher than accounts of the same category

TMreach

26 x higher than accounts of the same category

1.5M views

21.3x /igher than accounts of the same category
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Speak the algorithm s
language

Hashtags are losing ground on Instagram, and posts that use them get 32%
fewerviews and 34% fewer interactions.

That's a striking gap, thoughit's worth noting this is a correlation, not a
proven cause. Accounts that lean heavily on hashtags may simply be less
savvy or active in other ways that matterless to the algorithm.

Instagram now indexes captions via keyword search, and since July 2025,
public posts also appearin Google and Bing results. The words you usein
your captions now work for you beyond the platform. That's why natural
language matters more than ever, especially when youinclude keywords
related to your business. In otherwords: Instagram SEO is here.

So hashtags still have a place, but not as the main strategy. Use them with
intention: 1or 2relevant tags, tied to your topic orindustry. The generic ones
are more likely to make you disappear than help you get discovered.

Best hours

Conclusions Create your account

Views # Interactions #

How including at least one hashtag affects post performance on Instagram (2026)
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Glad you asked

A question turns amonologue into a
conversation... and that puts the algorithmon
alert.

Whenyou ask a question, you break theice with
your audience and give them a clearidea of what
they can contribute, showing them their opinions
are welcome. And the data backs thisup: posts
that include a question get almost 37% more
comments than posts that don’t.

From there, the conversation builds onitself.
When people see comments, they're more likely
to add theirown. The algorithm sees that activity
as a sign of community interest and starts pushing
the post to more people. More reach leads to
more comments, and the cycle keeps going.

Formats

Content

Best hours Conclusions

40.73 vs. 55.68

No Question
guestion

Comments

How including at least one question affects post performance on Instagram (2026)

Create your account



https://metricool.com/llm-register-all-in-one/?utm_source=freebie-study&utm_medium=leadmagnet&utm_campaign=20260616_instagram-study-2026_en&utm_content=study_cta-top&utm_term=q2

metricool Instagramin 2026 Formats Content Best hours Conclusions

The Like
buttonis not liking

If youwant people tointeract with your content,
askthemto. When the captionincludes a CTA
asking forcomments or saves, comments triple
and saves double. People respond when you
speak to themdirectly.

%

But likes don’t follow the same pattern. When you
629.86 vs. 598.83 ask for likes, posts get almost 5% fewer than
All posts Wiasésm whenyou don’t. And it makes sense. Likes are a
vanity metric tied to validation, something people
give on theirown terms. Comments and saves, on

= the other hand, help build arelationship.
%

Comments Saved Likes

Instagram average likes, saved & comments: platform average vs. posts with calls to like or saved or comment (2026)
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Do (@ me

Mentions can drive reach and comments, but
theirimpact depends heavily on account size. The
smallerthe account, the stronger the effect.

For Tiny and Small accounts, tagging another
profile can significantly increase visibility, driving
108% morereach for Tiny accounts and 36%
more reach for Small accounts. The effectis even
stronger forcomments, where Small and Medium
accounts see much more conversationwhen a
mentionisincluded.

Forlargeraccounts, thereach boost fades fast.
Mentions are not as powerful, and adding them
does not make a major difference inreach for

accounts with established audiences, but they
still work as conversation starters. | Ty O small @ Medum  Big @ Huge |

Reach (mention) Comments (mention)

How including at least one mention affects post performance onInstagram- by account size (2026)
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Why does it work?

oddsoxofficial @ -
ODD 50

199K followers

autryglobal @ -

Autry

AUTRY

522K followers

Create your account

23.8Kinteractions

10 x /ugher than accounts of the same category

131,7Kreach

3.4 x higher than accounts of the same category

226.9K views

3.3x fugher than accounts of the same category

43.3Kinteractions

18.2x /fugher than accounts of the same category

200K reach

2.9 x fugher than accounts of the same category
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3 days to shine

The moment you hit publish, the clock starts ticking. According to the data,
65% of a Reel’s views and 61% of its interactions happen within the first
three days.

For single-image posts and carousels, that window is even narrower, and
/6% of theirtotal views and 75% of their total interactions happenin those
first three days.

The first days matter. Alot. Your content needs to catch attention fast
because afterday three, growth becomes much more gradual, and the
algorithm will gradually pushit into the background.

Posts Daily Views % Posts Daily Interactions % == Reels Daily Views % Reels Daily Interactions % Instagram average daily views and interactions - Posts and Reels (2026)
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Prime [lm€ dll Analytics [ Inbox Planning &’ SmartLinks Cp Ads

The best time to post on Instagram is between 7 Calendar List  Autolists
p.m.and ? p.m., any day of the week. That’'s =
- - This week : -
when more people are online, which means more sweek < May2026 > WV i (JBesttimes v (4 [USlEEEEEaE

chances foryour content to hitits view peak and

reach theright audience. - i - e o o e

7:00 am

Publish before or after that window, and you could 8:00 o
be leaving views and reach on the table. 9:00pm

10:00pm
These are global averages. For times tailored to 1:00pm
your specific audience, check your analyticsin 12:00am
Metricool.

13:00 pm
14:00pm
15:00pm
16:00pm

17:00 am

18:00 pm
19:00pm
20:00pm
21:00pm
22:00pm

23:00pm
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Brands are publishing

Instagramin 2026 Formats Content Besthours Conclusions

more content, and the effortis paying off: [n&[agmm views are up27%.

Posts can now getviews in different ways, from carousels being shown multiple times to content
being saved, shared, orresurfaced. That's a clear signal to create posts with staying power.

Format matters because it can be the difference between showing up and getting lost in the feed.

The algorithm pushes
carousels, drivingup t
they can have a place

Reelsinfront of new audiences, boosting theirreach, and keepsre-serving
neirviews. Single-image posts, however, are losing the most ground. Still,

inyour content when thereis a strategic reason behind them.

People are spending more time watching Reels and engaging more with them.
Average Watch Time per Reelhasincreased 2.2x since 2025, and all interaction metrics have
increased, with shares leading the way at 6/%.
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Conclusions

hashtags become less effective, with views down 31%; natural language in descriptions becomes

Z Bye hashtags, hello natural language. Instagram SEO is no longer optional inyour strategy, as
essential. People are finding your content through the keywords you use, not the tags you add.

start with the people who already follow you. Get them involved, make them feel part of the
conversation, and engage with them. Asking them to leave a comment triples that metric, while
iIncluding a questionincreasesitby 5/%.

5 Community is your growth engine. If you want to increase your content’s reach and interactions,

1he first 3 days after publishing set the pace. That's when your content captures most of its total
performance: 65% of views and 61% of interactions on Reels, and 76% of views and /5% of interactions
onsingle-image posts and carousels.
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Methodology

Sample

Allfigures are averages per post, unless otherwise stated. Outliers were notremoved, but
accounts are segmented by follower size throughout the study. This means that accounts
with millions of followers going viral won't skew the data for accounts with a few thousand
followers. Each tieris analyzed independently.

Accounts with zero publications were excluded from the sample, as were individual posts
with zero impressions or zero interactions.

Sample period
The study data covers the months of January and February of 2025 and 2026.

Growth

When we referto growth, we mean that an account has gained enough followers to move
up a tier. An account that gained followers but stayed within the same tieris not counted as
having grown in this context, not because it didn't make progress, but because the
threshold wasn't crossed. Thisis worth keeping in mind when comparing growth rates
across tiers, since moving from Tiny to Small requires fewer new followers than moving
fromm Medium to Big.

Best posting times

Best posting times are sourced directly from Instagram’s API.

Higher activity means more users are online and engaging with content during that window,
increasing the likelihood your post will be seen. These times reflect when your audienceis
most active on the platform, not a guarantee of performance; results may vary depending
onyour specific audience and industry.

Content

Best hours Conclusions

Metrics definitions

Views

The number of times your content is played, opened, or displayed (itincludes repeat
appearances).

Reach

The number of distinct users that saw your post. This numberis an estimate and does not
include repeat displays.

Interactions

(Likes, Comments, Saves and Shares): The number of likes, comments, and times your
content was saved or shared by users.

Total view time

The total time users spent watching your Reel.

Average watch time

The average amount of time users spend watching your Reel.
Engagement rate

Theratio of interactions perview on a post, calculated as total interactions divided by total
views. Interactions include reactions, comments, saves and shares.

Create your account
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