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Introduction

The digital landscape continues to undergo changes with the proliferation
of Al, and social media is along for the ride. But even with the constant
flux and rapid transition, social media use continues to steadily rise,
reaching 5.66 billion in 2025 — a 4.8% increase year over year.

This means businesses need to know how to react. Not only because

your 22-year-old intern is insisting on it, but because if you don’t, you’re
leaving money on the table. 72% of internet users use social media for
brand research. That’s a lot of purchase power among those growing
online audiences.

Meltwater’s annual State of Social Media Report aims to identify the
trends that will help you formulate a strategic, data-backed plan of
attack for 2026, based on survey responses from over 1,500 marketing
professionals around the world.

Learn where your peers are focused, what goals to prioritize, which

channels offer previously unmet opportunities, and keep adapting to
shifting online behaviors in a deliberate and intentional way.
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Global Survey

Coverage

To gather as comprehensive an

understanding of the global state of social

media as possible, we invited marketers E _-
from around the world to participate. 4
Over 1,500 marketing professionals | e ~ . %
completed the survey. This global report 8 o %

includes input from countries like the United
States, Canada, the Philippines, China,
Japan, the United Arab Emirates, Germany,
ltaly, South Africa, and more.
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Social Media

Usage Worldwide

WEEKLY TIME SPENT BROWSING SQCIAL MEDIA

RS AND MIMUTES) THAT

The State of Social Media Report looks at how companies
are approaching their social media programs, but
it’s crucial to also be aware of how user behavior is

changing. The Global Digital Report, published by HHEEEEREE
Kepios in partnership with We Are Social, is your go-to 43
resource, covering social media and digital trends in

detail (600+ pages of data!). Some relevant facts from

the report are included in the State of Social Media, but

we encourage you to download the Global Digital Report
where you can gather even more context, applicable to

o e . i s : COMPARABILITY we
your specific use-cases, needs, and interests. . are. | <O>Meltwater
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Company Type

& Role Breakdown

The ways in which distinct business types approach
social media can vary greatly, due to differing goals
and tactics. B2C companies often have more latitude
when using channels like TikTok and Reddit, while B2B
are often more active on LinkedIn. In the 2026 survey,
responses from B2C companies were greater than in
previous years, which is reflected in the data.

Global State of Social Media 2026

What type of organization do you work for?

4+0.00%

30.00%

20.00%

10.00%

0.00%
B2B B2C

What is your job level?

NGO Agency Other

C-suite executive
74%

VP D|r1e;c8t:))/r
4.1% o
Manager

42.0% Coordinator
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What best matches your industry?

Travel & Leisure Automotive
7.3%

Transportation

1.3%
Telecommunications

17% T

Banking / Financial Service
6.2%

Software / Computer Services
9.7%

Education
13.1%

- . Retail
In a new addition to this year’s survey, we asked o0,

respondents what best describes their industry.

Food & Beverage

. . . . . 5.8%
Responses show a wide variety, with the majority Real Estate
coming from Entertainment, Education, and Software. 1%
Government
5.0%
Non-Profit
8.7%
Health Care

71%

Insurance
2.0%

Media / Entertainment /

15.5%
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How many employees does your company have?

Social Media
Team Size

15.00%

10.00%

5.00%

0.00%

0-19 20-99 100249  250-499  500-999  1,000-4,999 5,000-10,000 10,000+
While respondents’ company sizes varied, the majority of
survey respondents are operating with small social media How many people work in social media at your organization?
teams (0-2 members). While this limited bandwidth is 200
consistent with last year’s findings, it should be noted that a
higher number of organizations say they are operating with 600
a more advanced social program year over year.
See page 11 for more! 40O
200 |
0 . i . —
0-2 3-5 6-10 11-15 16+ | don’t know
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Optimize your impact
with social listening

Comprehensive social listening software, like Meltwater, can help

you see the big picture like never before. By incorporating important
insights into your marketing strategy, you can drive more meaningful
results, stay attuned to changing industry trends, and monitor
competitor activity.

Save your team time with Al-powered insights that process over
1.3 billion social media posts, news articles, and blog posts every day.

With Meltwater, you can focus in on what’s important, capture the

mentions that matter and uncover the insights you’ve been missing.

Learn how in a demo with one of our product experts!

Request a demo

Global State of Social Media 2026

{O> Explore +

Analyze and monitor your searches at scale to deep dive on insights

lis  Analytics

D@ KD

o @ P

Valume Sentiment

Q=8¢

<{O> Engage Measure
Il}
@
A el O)
L (R i

1.8K

Total Posts Total Impressions

9.4K 854

+8%

Guide and resources

-

B Getstarted with Explores+

©

New user haelp

Engagement

{
<*, Al-Powered Insight

Positive mentions: Happpy Print's acquisition of Pantenes R Us is seenas o
strategic move. The importance of Happy Print's investments and the
Impact of thelr decisions on theindustry Is discussed.

Negative mentions: The closure of Matte vs Glosay raises questions about
Happpy Print's overall strategy and management, with some speculating
that it may be a sign of financial conatraints or internal turmeil,

L 6o 0

Sentiment Sentiment Trend
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Survey Results:

Organic Social Media
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Social Program

Status

In an effort to understand the maturity of respondents’ social strategies, we
asked survey participants how they would define their current social program:

Unestablished: We don’t have a dedicated social media team

Beginner: We have a team but are still defining our strategy

Intermediate: We have a strategy but lack the resources needed to execute it

Advanced: We have a full team and strategy mapped out

Nearly half (45%) answered “Intermediate,” which echoes the previous year.
However, between 2025 and 2026 we see a much stronger indication that
companies are taking social more seriously, with 29% stating their program is
Advanced and fewer companies characterizing their programs as Beginner.

Broken down by region, EMEA companies lead the way in Advanced programs

at 32%, while Americas companies have the most Intermediate level programs.

Global State of Social Media 2026

How established is your social media program?

@ Unestablished

0,
°0.00% @ Beginner
, Intermediate
4+0.009
° @ Advanced
30.00%
20.00%
oo . .
oo D AR
2025 2026
60.00%
@ Unestablished
@ Beginner
140.00% Intermediate
@ Advanced
20.00% | I I
o0 I' n' I'
Global AMER EMEA
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Social program
status (cont.)

Breaking it down by company type, B2C companies have
the most robust social programs overall, with a combined
25% of respondents classifying their programs as either
Intermediate (16%]) or Advanced (9%]). These B2C results are
understandable, given that social media often acts as

a direct sales channel for B2C brands.

12 Global State of Social Media 2026

It’s important to note that “Advanced” doesn’t necessarily

mean “more personnel”, though that is a fair first assumption.
Particularly with the help of Al tools for social, an advanced social
program could conceivably be run by one or two people. Check
out our Guide to Al for Social Media Management for ways to
optimize social when bandwidth is thin.

Social program status by company type

20.00%

15.00%

10.00%

5.00%

0.00%

Agency

B2B B2C

@ Unestablished
@ Beginner
Intermediate

@® Advanced

NGO
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If we look at social program status by industry, the Education sector has the most
Beginner level social media programs, and the second highest number of Intermediate

Social ro rq m programs. Educational institutions are increasingly using social media to connect with
p g current and prospective students, and faculty and staff. The approach is still relatively

new, but clearly of import as these teams grow in scope, scale, and sophistication.
status (cont.)

The leader in Intermediate and Advanced is the Entertainment industry, where campaigns
perhaps require catering to much larger and more widespread demographics, leading to

the need for a robust social approach.

Social program status by industry

8.00%
@ Unestablished

@ Beginner

Intermediate

@ Advanced
6.00%

4.00%

2.00%

0.00% . . - . -l | .' I af . I‘ | 'l I l| I .I | .. | |I '| | .' | |I ‘ |I | .. ' [ ] - 'I |

Aerospace Agriculture Automotive Banking / Biotech Education Food & Government Health Care Insurance Media / Non-Profit Real Estate Retail Software /  Telecommunications Transportation Travel &
& Defense Financial Beverage Entertainment Computer Leisure
Service Science
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The Role of Social

M ed ia in 2026 How do you see the role of organic social media

developing at your company in 2026?

Playing a less important role
8.0%

| don’t know

A majority of companies believe that social will play a more ’
15.3%

important role in the coming year, consistent with our findings
last year.

However a much larger percentage are also expressing

Playing a more important role
76.7%

uncertainty on the future of their social programs, with more
than 15% saying “l don’t know” in 2026 vs. 11% in 2025.

This is in line with the budgeting trends we’re seeing this year,
which are on the more cautious side. This uncertainty also

matches the continued YOY trend of social teams remaining
on the smaller side.
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® ® Most companies are planning to keep their social media budgets the
SOC|CI I Med |C| same in 2026, while 31% are hoping to increase them. B2C companies
are favoring a more enterprising approach, with 12% interested in
increasing their social media budgets in 2026. However, the overall

Budgets

number of companies looking to invest more in social is down YOY,
demonstrating some economic trepidation.

Budget planning YOY Budgeting for 2026 by company type
® 2025 @ 2026 ® Increase @ Decrease Stay the same @ | don’t know
50.00% 15.00%
40.00%
10.00%
30.00%
20.00%
5.00%
10.00% ' .
0.00% a ooove e M @ a_la
Increase Decrease Allocate the | don't Agency B2B B2C NGO
the budget the budget same amount know
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For the third year in a row, we’ve found that respondents mainly use social media to
increase brand awareness and get their message in front of new potential customers.

® ®
SOCIa I M ed Ia The second most common reason is to increase brand engagement, though it has

decreased slightly in importance this year. On a global scale we see companies less
intent overall on connecting with customers than in the Americas market, where our
regional report shows a 16% increase YOY for this goal, compared to 7% worldwide.

Goals

In an interesting shift from 2025, more companies will be focused on acquiring new
customers in 2026, over investing in thought leadership which shows a decline in
urgency YOY.

What are the primary reasons you use social media?
® 2025 @ 2026

100.00%

75.00%

50.00%

N ' l ' '

0.00% . . - L] . . . . [
Raise brand Connect with Increase brand Increase Increase Acquire new Increase web Establish Promote C-level
awareness customers engagement sales customer customers traffic a thought leadership
satisfaction leadership
position
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Although thought leadership is taking a backseat based on the global

( (
SOClal med 10 goa Is data overall, when we drill down by company type, it’s clear that this is

still a key priority for B2B companies. B2C companies lead the charge
bg com pClng tg pe on all other goals, demonstrating the wide range of benefits that B2C

companies hope to achieve from social, as opposed to B2B which seem

more hesitant on where they want to focus.

What are the primary reasons you use social media?
® Agency B2B @ B2C @ NGO

30.00%

20.00%

10.00% I | I | |

Raise brand Connect with Increase brand Increase Increase Acquire new Increase web Establish Promote C-level Other
awareness customers engagement sales customer customers traffic a thought leadership
satisfaction leadership
position
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Carousel posts have jumped in popularity, increasing by 24%
YOY. Carousels have been available on Instagram for many
years, and they are a common approach on LinkedIn. A static

Social Program

slideshow format has also been an option on TikTok since 2022.

M a nage me nt The platform has been encouraging creators to utilize this

feature, favoring them on the coveted FYP and claiming that
photo posts can garner more engagement.

Prioritized social media content formats

Video continues to be the most popular content format, which ® 2025 @ 2026

aligns with users’ evolving viewing habits. Globally, the average 100.00%

user spends 6 hours and 39 minutes each week watching 75.00%

short videos such as Reels or TikToks, and 4 hours 51 minutes
per week enjoying longer form video content. 50.00%
(Global Digital Report)
25.00% |
That said, there is clearly still a place for non-video posts, with l. | l' ll
0.00% ..

static phOtOS remalnlng the 3rd most pOPUIGr content tQPe' Text-based Static Carousels  Link posts Video Instagram Polls

posts photos posts Stories
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When it comes to the roadblocks preventing social media growth and engagement,
most companies agree that team bandwidth is one of the biggest obstacles.

o ®
soc I a I M ed Ia The second biggest struggle is limited video capabilities — reinforcing the fact that

video is highly regarded as an important content type to drive engagement.

Chq I Ie nges Fewer companies this year are concerned about not having established processes,

60.00%

4+0.00%

20.00%

0.00%
No dedicated

social media
manager
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which is an interesting shift but one that makes sense considering we also see a
larger percentage of companies with Advanced social media programs already in
place heading into 2026.

What are your main social media challenges?

® 2025 @ 2026

Team Don’t have the Lack of graphic Don’t have Disconnected Copywriting Effective Lack of Too many Limited video
bandwidth right tools design resources established regional resources community internal buy-in channels capabilities
processes brand management

accounts
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3 com pe"ing reasons Wondering which challenge to prioritize addressing this year?

Even though static imagery still has its place, the importance

to inVQSt in Video of video content cannot be understated.

Here’s why:

e 39% of internet users worldwide watch how-to videos or educational content

Opportunity: Promote subject-matter expertise from your company with videos that answer user questions. Leaning into brand
authority and proficiency is also a commonly recommended tactic for GEO. By demonstrating unique brand-led data and in-depth
content, you can improve your LLM presence and information accuracy.

e 52.5% of internet users listen to podcasts each week

Opportunity: Podcasts are not just audio-only anymore. Many creators also film the recording and post snippets to TikTok or the
full video to YouTube, offering users more choice as to how they consume their favorite media. Consider starting a company podcast to
strengthen your thought leadership program and grow brand awareness.

 On average, users spend 1 hour 37 minutes on TikTok per day, seeking out funny or entertaining content
Opportunity: Take advantage of TikTok trends and popular audios. Remember that TikTok is a space where unpolished, authentic
content thrives. No professional video set up? No problem. All you need is a smartphone and some willing participants to start
establishing a TikTok presence. Lean on your younger co-workers to understand the trends — don’t dismiss them.
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Channel Usage

Overall

Which social media channels do you use?

® 2025 @ 2026
100.00%
75.00%
50.00%
25.00% I II
0.00% .. af .'
o & o N N > SR (g
o & & &8 L & X &S &
& & 0 & e &
N &?}\
<
&
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The most popular channel used across the board is Instagram, which shows a strong lead,
increasing by 5% YOY. LinkedIn is showing a somewhat surprising decrease in usage with

a 7% drop globally. This is partly due to the higher percentage of B2C respondents in this

year’s survey. (In EMEA, however, LinkedIn usage remains constant YOY).

The decrease in LinkedIn usage could also help somewhat explain the diminished focus on
thought leadership content from page 17, as LinkedIn has traditionally been the place to
promote more industry-heavy content.

According to the Global Digital Report, LinkedIn is the top platform used for keeping up with
news and current events and the least popular for brand research, among major platforms,
so it follows that brands may not be seeing the desired results from LinkedIn.

B2B and B2C LinkedIn goals

20.00% B2B @ B2C
15.00%
10.00%
5.00% .
0.00% £
More time Less time

X 2 & R S & S G NZ L & @ & > ) >
\é{"o (90 B M & > & Q*' \§$ X e ,@é &) Q’é\ & &
& & 38 < 0 S 3 N o) S & o)
o2 R < @ Q o ¥ S N 0
@0 "o° &Q (.O\Q A A\l- . 0(\)(\
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High Priority

Platforms

Where are you planning to invest more time in 2026?

® 2025 @ 2026

800
600
400
200 I I
0 .. " .' I. ‘
NS & D & 3 N\ @ °
e‘?oo 65‘0@ /{&/_\o \é&@( \k-"'& v@&6 Q."'bb\ 3\:}0 @Ob oe’c;@
S ) ) N
<& & N g S\
()
&
<<’O
+

22 Global State of Social Media 2026

Instagram shows the most interest on a YOY basis, followed by TikTok which has
sprung up from the 3rd highest in priority in 2025 to 2nd place in 2026. This speaks to

a growing interest in the platform, led by B2C companies, but B2B are still expressing
an increasing desire to invest in TikTok. Companies that are looking to up their game on
TikTok have plenty of incentive. The platform shows a 12.6% increase YOY in ad reach
(1.9 Billion), and business accounts show reasonable engagement.

Also of note is the surge in popularity for Reddit YOY. We have more analysis on the
Reddit phenomenon on page 27!

Interest YOY in spending
more time on TikTok

400 B2B @ B2C
300
200
100
0 we .
More time 2025 More time 2026 ' 0% CO>Meltwater
x x <
x° & & S Qz@ \}go & oal X .\.\°q NS
R S X Q g & Q& J
N \%‘(‘ & \(\0 2 N3 N
58
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Facebook and X are the two platforms that companies express the least interest in
focusing their efforts on in 2026, echoing the trend from the previous year. Before
continuing to de-prioritize Facebook, however, businesses should consider the fact that

the platform has actually seen a 5.7% increase in reported ad reach YOV.

PI atfo rms As discussed earlier, we can seeing an interesting rise in companies actively planning

to reduce their Linkedln marketing activities, however this is partly due to the types of

Low Priority

companies included.

Where do companies globally plan to spend less time in 20267

® 2025 @ 2026

50.00%
40.00%
30.00%
20.00%
10.00%
0.00% ' il .. e -_ .. -l . - & ._ .
2 () < > « .
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Where does the most
brand research take
place on social media?

BRAND RESEARCH BY SOCIAL PLATFORM

PERCEMTAGE OF A /E JSE EACH PLATFORM TO FO R RESEARCH BRAMDS AND PRODUCTS

As we mentioned in the intro, 72% of internet users
conduct brand research on social media, looking
for information that influences purchase decisions.
When it comes to the top platforms for this kind of
research, Instagram, TikTok, and Facebook lead the
way — another reason to consider rethinking the

de-prioritizing of Facebook.
<O> Meltwater

we
are,
social
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How often do you post per channel?

o
instagrarn. | S )
® ® ro (D D
s Prl O rltg R
tinkectin |
Pinterest -)
reddit [JD
vouube [
Threads [0 1D
Similar to our 2025 findings, most companies favor posting suesks DD
either 1-2 times a week or between 3-4 times. Twitch
Messenger -)
. o« . Snapchat -)
The platforms with the most activity are Facebook, Instagram, >
WhatsApp -
LinkedIn, YouTube, and TikTok. Lomor ]

@ 1-2 per week

i . . . . Couin @ 3-4 per week
TikTok and YouTube are seeing some of the biggest jumps in Jodel ) 5-6 per week
posting regularly, with TikTok increasing by 7%, and YouTube e '- ® 78 per week

. . . . . . . LINE ) + r wi
by 8% for 1-2 times a week. This is indicative of the continued . @ 10+ per week
appetite for video from social media users. Telegram

Vkontakte '
Each platform is now offering more ways to appeal to wider wechot D
audiences, like the aforementioned TikTok carousels and thonfhu
ing
YouTube Shorts. Other
0.00% 25.00% 50.00% 75.00%
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How often are
companies posting to
top Video platformS? @ 12 per week 3-4 perweek @ 5-6 perweek @ 7-8 per week 10+ per week

Posting cadence on top video platforms

40.00%
30.00%
While it’s difficult to know for sure as our survey did
not separate them out, it’s conceivable that those 20.00%
companies posting 1-2 times a week on YouTube are
including Shorts in that number. The same goes for
Instagram, where Stories and Reels are sometimes 10.00%
quicker to produce than a more polished static post to
add to your grid. ' .
0.00% a a

Instagram YouTube TikTok
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Posting cadence
& priority: Reddit

Companies in 2026 are taking a more serious approach to Reddit. Our
survey shows an astounding 42% increase in the number of social
teams posting on that platform between 1-2 times a week. This surge is
driven largely by B2C companies and agencies.

Reddit’s strong presence in LLM results, and ability to influence
consumer behavior both in-app and from an SEO perspective, is
clearly catching on.

And for good reason. According to the 2026 Global Digital Report:
* Potential ad reach on Reddit is 765.2 Million. That’s up YOY by 189%
» People spend an average of 19 minutes per day on Reddit, which is

indicative of its powerful use-case as a search engine result.
 Reddit is the second most popular social platform for researching
brands or products, behind Pinterest.
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Reddit use by company type

20.00%

15.00%

10.00%

5.00%

0.00%

B2B

® Agency @ NGO

® B2C

Companies using Reddit shows strong growth year over year

80

60

40

20

1-2
per week

® 2025

3-4 5-6 7-8

per week

® 2026

per week

per week

10+
per week
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https://www.meltwater.com/en/global-digital-trends?utm_source=direct&utm_medium=content&utm_campaign=global-en-report-state_of_social_media_2026-2026&utm_content=content-download

® ® ® The remarkable thing about Reddit is that there is a community for everyone. Whatever
Wh ICh I nd UStrles sector you’re in, whatever type of company, there are Reddit users asking questions and
participating in conversations that are relevant to you. The trick is finding them and learning

] ]
a re USI ng Redd It the best ways to turn those conversations into meaningful outcomes — whether that’s UGC,
influencer partnerships, or contributing to brand awareness KPlIs.
the most?

Current industries taking the most advantage include Entertainment, Software, and
Education, with Software leading the way in posting between 3-U4 times per week. Finding a

niche on Reddit, and earning the trust of users conversing in your space, can lead to posting
more frequently; perhaps you’re able to answer questions in brand-run AMAs or make
meaningful contributions to various subreddits.

M 10+ per week M 7-8 per week 5-6 per week B 3-4 per week 1-2 per week
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Do you outsource the management of your social media
channels to a third party or agency?

In-House Social
Management

Yes, more than 50%

Outsourcing vs.

Yes, everything is
outsourced

3.0%

| don’t know
1.3%
No, everything is
done in-house
72.9%
Most companies are still preferring not to outsource
any aspect of their social media management, up YOY Yes, everything is 2026
— another indication that budget concerns could be ;’;f;“rced Yes, more than 50%
. 0

driving decision making. Yes. less than 50%

12.7%

No, everything is
done in-house

77.8%
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Of those companies that do outsource, in a similar trend to last year, content production

Socia I Med ia remains the most desired service by companies globally. Video production is also seeing
more interest, with a 9% increase YOV.
®
Se rVI ces Key areas that show a downward trend YOY include paid social and influencer
marketing, but the biggest drop (-28%) is for community management services. There
Outsourced

could be a number of reasons for this, but an interesting one to consider is the heavy
move toward DM communication among social media users (or “Dark Social”), which
makes traditional community management harder to implement and scale. Notably,
community management is not seeing a drop based on the data in our Americas report,
so the decline is being driven largely by EMEA and APAC countries.

® 2025 @ 2026

80.00%
60.00%
40.00%
- | | | | ' | '
Content Video Paid social Community Reporting Strategy Account-based Influencer
production production media management marketing marketing
(ABM)
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Survey Results:

Social Listening




The Role of

Social Listening

When asked if companies used social listening as a

part of their social media strategy, just over half (52%)

said “Yes,” while 26% said “No,” a 10% increase YOY.

Only 13% state that social listening is planned for
2026, citing team bandwidth and cost as their

main concerns. This surprising 27% drop from 2025
indicates a real trepidation amongst companies
worldwide when it comes to the cost benefit of using
social listening as part of their broader

social strategy.
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Is social listening part of your social media strategy?

No. b I g | don’t know
o, but it is planne

for 2026 7.5%
13.6%

No Yes
26.4% 52.5%

Why are you not currently using social listening?

Other Don’t have a clear
5.0% business need
16.3%

Tried in the past but
didn’t find it useful

5.5%

Too expensive
22.3%

Unsure how to get
value from it

17.1%

Team bandwidth
33.9%
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Of those companies who are using social listening, the biggest obstacles to
maximizing their efforts mirror those preventing other companies from setting

o
I nvesltme nt I n up a social listening strategy: bandwidth and cost.
SOCia I LiSte n i ng Given that over half of survey respondents plan to increase their social listening

activity in the coming year, despite these restrictive factors, it’s clear that
companies are very awadre of the competitive advantages social listening offers;
and they are interested in pursuing a more in-depth approach.

What are the most restrictive factors to Do you expect to increase or decrease your time
maximizing your social listening? and resources dedicated to social listening in 2026?
100.00%
Decrease
3.6%
75.00%
No change
50.00% 41.4%
Increase
| 55.0%
25.00% l
0.00%
Cost Employee Adequate Platform data System
bandwidth tools restrictions Knowledge
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Why Companies

Use Social
Listening

Primary goals of social listening

100.00%
75.00%
50.00%
25.00%
0.00%
Analyze Monitor brand Track brand
campaign ROI reputation awareness
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There are numerous advantages to social listening, but monitoring brand reputation is
the top goal for 87% of marketers globally, a 15% increase YOY. Social listening allows
for faster responses in times of crisis, and enables brands to more effectively manage
areas of reputational risk, as well as reinforce positive aspects by diving into the
nuances of customer conversations to understand public perception.

Which leads us to the 56% who say they use social listening for tracking brand
awareness. Social listening allows you to get a real sense of market permeation.

By benchmarking against industry topics and competitors, gathering and analyzing
consumer insights, and tracking shifts in sentiment (other top uses based on global
survey response) you can create a social marketing strategy based on real insights —
skipping the guesswork and moving forward with data-backed intuition.

® 2025 @ 2026

Benchmark Identify Track shifts Inform research Gather Crisis Forecast Other
against influencers and in sentiment & development consumer management market trends
competitors thought-leaders insights
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Wauys of

Conducting
Social Listening

Are you currently using, or planning to use,
social listening software?

60.00%
There are a number of ways that social listening can be
conducted, though a software solution is the recommended
route for the most comprehensive overview of your brand
health, sentiment analysis, audience activity, industry
conversations, and competitor benchmarking. Of the

40.00%

respondents that already leverage social listening, software is

the preferred method. Interested in learning more? Check our 20.00%
Definitive Guide to Social Listening or the Social Listening
for Benchmarking Guide! . .
i ) 0.00% .
Those who use other means tend to prefer to monitor natively , ,
. . . . Yes No No, we use No, we monitor | don’t know
rather than using tools like Google Alerts, consistent with last tools suchas  content natively
Google Alerts

year’s responses.
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https://www.meltwater.com/en/resources/listen-up-social-listening?utm_source=direct&utm_medium=content&utm_campaign=global-en-report-state_of_social_media_2026-2026&utm_content=content-download
https://www.meltwater.com/en/resources/social-listening-benchmarking-guide?utm_source=direct&utm_medium=content&utm_campaign=global-en-report-state_of_social_media_2026-2026&utm_content=content-download
https://www.meltwater.com/en/resources/social-listening-benchmarking-guide?utm_source=direct&utm_medium=content&utm_campaign=global-en-report-state_of_social_media_2026-2026&utm_content=content-download

Get the full digita

The clear growing desire to monitor brand reputation could speak

to the growing uncertainty around how your brand is showing up in

LLM results.

With Meltwater’s GenAl Lens, you can leave some of that

uncertainty behind, with greater visibility into your brand presence
on LLMs, including the sources that these Al assistants pull from
when delivering outputs about your brand.

See inside the black box of LLM search and ensure that you’re
safeguarding your brand reputation in this rapidly growing
channel. Access comprehensive social listening coverage, real time
alerts, sentiment analysis, and more with Meltwater.

Learn how in a demo with one of our product experts!

Request a demo
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Narrative
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Engagement ag Anclytes
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Positive mentions: Happpy Print’s acquisition of Pantones R* Us is seen as a
strategic move. The importance of Happy Print's investments and the
Iimpact of their decisions on theindustry iz discussed.

Negative mentions: The closure of Matte vs Glossy raises questions obout
Happpy Print's overall strategy and management, with some speculating
that it may be a sign of financial constraints or internal turmoil.

iz & 0

Sentiment Sentiment Trend

(& Download CSV )
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https://learn.meltwater.com/genai-lens.html?utm_source=direct&utm_medium=content&utm_campaign=global-en-report-state_of_social_media_2026-2026&utm_content=demo-request
https://www.meltwater.com/en/ai?utm_source=direct&utm_medium=content&utm_campaign=global-en-report-state_of_social_media_2026-2026&utm_content=demo-request
https://learn.meltwater.com/genai-lens.html?utm_source=direct&utm_medium=content&utm_campaign=global-en-report-state_of_social_media_2026-2026&utm_content=demo-request
https://learn.meltwater.com/genai-lens.html?utm_source=direct&utm_medium=content&utm_campaign=global-en-report-state_of_social_media_2026-2026&utm_content=demo-request

Are you satisfied with your current social
listening software?

Effectiveness of

It satisfies our needs, but we
are researching other options

33.4%

Social Listening

Yes, we
are satisfied

55.2%

No, we plan
to switch in 2026

Not currently using software
5.8%

While monitoring natively can certainly yield some insights, it’s
far too time-intensive and susceptible to human error. Who can
keep up with thousands of alerts on a daily, or even weekly,

basis? Plus, th biliti limited, ining d insight . .
cplor TS, TG FEPABITHES ars TMIESE, 55 gaiing Femper MBI On a scale of 1 (not confident) to 10 (very confident),

how confident are you that you’re using social listening
capabilities to the fullest?

and analysis is far less available when employing native social
listening efforts.

Going into 2026, while 55% of users are satisfied with their 200

current social listening software capabilities, most have average
150

levels of confidence that they are using those capabilities to the
fullest extent. 100
A higher percentage of respondents this year say they will be > . . - .
researching other options for their social listening software needs. 0
1.00 2.00 3.00 4.00 5.00 6.00 700 8.00 9.00

10.00 10.50
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Best Platforms

According to our survey respondents, these platforms have the best

for Native Socidal
Listening

data for natively tracking and gathering social listening insights.
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Customer Story: Neuro

As a science-driven company producing functional gum and mints for elevated mental clarity
and focus, Neuro relies on strong data to do everything from developing products to building
brand identity. It leveraged Meltwater’s social listening solution as one of its tools to analyze
the market and strategically target relevant audiences. The insights gleaned from Meltwater
inspired 406% YoY sales growth and 1B+ impressions across all channels.

“We really wanted to figure out how to get the right audience segmentation data in a
cost-efficient way. We landed on Meltwater social listening because it’s an accessible way to
garner insights within the energy management category.” Jennifer Chang, VP of Commercial
and Head of Marketing at Neuro.

Neuro used Meltwater to analyze the market, mapping out target audiences based on
opportunity size and relevance to the energy management category. Through that data,
the brand identified the top incremental audience segments it needed to capture, which
included gamers — validating an existing assumption and allowing them to pursue lucrative ENergy
partnerships within that sector. | s & Focus®

4 with notiral coftaine,
Neuro = with L-thaoning

406% YoY sales growth | e

. . . o -
driven by Meltwater insights o I

Ready to get started using Social Listening on your team? Schedule a demo with one of
our product experts

Request a demo
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1B+ impressions
across all channels



https://www.meltwater.com/en/customer-stories/neuro?utm_source=direct&utm_medium=content&utm_campaign=global-en-report-state_of_social_media_2026-2026&utm_content=customer-story
https://www.meltwater.com/en/request-demo?utm_source=direct&utm_medium=content&utm_campaign=global-en-report-state_of_social_media_2026-2026&utm_content=demo-request
https://www.meltwater.com/en/customer-stories/neuro?utm_source=direct&utm_medium=content&utm_campaign=global-en-report-state_of_social_media_2026-2026&utm_content=customer-story
https://www.meltwater.com/en/request-demo?utm_source=direct&utm_medium=content&utm_campaign=global-en-report-state_of_social_media_2026-2026&utm_content=demo-request

Survey Results:

Paid Social




Paid Efforts On
Social Media

Does your business run social media ads?

| don’t know
2.0%

A majority of businesses invest in paid ads on social media.

No
19.3%

Digital ad spend as a whole is growing exponentially,
reaching $862 billion in 2025 — a 9% increase YOV.
(Global Digital Report)

Paid advertising and boosted posts on social are a great vos

78.7%

way to increase your reach and get in front of relevant
adjacent audiences who might not be aware of your
brand, goods, or services. In fact 30.4% of internet users
discover brands through ads on social media.

(Global Digital Report)

W  Global State of Social Media 2026 <{O) Meltwater


https://www.meltwater.com/en/global-digital-trends?utm_source=direct&utm_medium=content&utm_campaign=global-en-report-state_of_social_media_2026-2026&utm_content=content-download
https://www.meltwater.com/en/global-digital-trends?utm_source=direct&utm_medium=content&utm_campaign=global-en-report-state_of_social_media_2026-2026&utm_content=content-download

The Role of Paid
SOCia I in 2026 How do you see the role of paid social

developing in 2026?

Playing a less
important role

6.8%

Most businesses are planning to increase their investment
| don’t know
16.5%

in paid social media.

This year, a slightly smaller percentage than we saw going
into 2025 (6% vs. 7%) indicate that they think paid efforts
will be less important in the coming year.

Playing a more
important role

76.7%

Given this trend, social media teams may want to assess
the resources they are allocating to paid in order to stay
competitive on social media.
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°
The B IggeSt Facebook, Instagram, and LinkedIn see the most activity when it comes

to paid social media. The biggest channel is Instagram, narrowly beating

Pla gers I n out Facebook in a shift from 2025. YouTube remains a popular platform

P ® S ) I as well for paid ads, and TikTok is gaining traction, showing a 50%
a Id OCIa increase YOY. When it comes to the platforms offering the most potential

80.00%

60.00%

4+0.00%

20.00%

0.00%

ad reach, YouTube leads the way, followed by Facebook and TikTok.

POTENTIAL ADVERTISING REACH REPORTED BY TOP SOCIAL PLATFORM NOT REPRESENT UNIQUE INDIVIDUALS)

@ SOCIAL MEDIA AD AUDIENCE TOTAL REPORTED
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I
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Conclusion &
Key Takeaways

Looking ahead to 2026, the trends show more companies with a heavier investment in

social media already, but we can also see many shifting priorities:

There’s a 22% increase in companies that have Advanced social programs

However, uncertainty about further investing in social media is growing:
15% say they don’t know how social will develop at their company, a 24% increase

Fewer companies YOY are investing in LinkedIn and thought-leadership as a goal
Reddit usage is up 63%

More companies YOY now handle social media management fully in-house

What does this mean for you? Maybe with a less crowded landscape on LinkedIn,
this could be the year to launch your thought-leadership program. If you’ve been on

the fence about incorporating Reddit into your social strategy, consider that your

competitors are starting to see value there.

Let the data from this report help you determine key areas for developing and

improving your social media strategy in 2026.
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Use social listening and consumer insights to
learn more about your audiences preferences.

Request a demo to see how


https://www.meltwater.com/en/request-demo?utm_source=direct&utm_medium=content&utm_campaign=global-en-report-state_of_social_media_2026-2026&utm_content=demo-request
https://www.meltwater.com/en/suite/social-listening-analytics?utm_source=direct&utm_medium=content&utm_campaign=global-en-report-state_of_social_media_2026-2026&utm_content=demo-request  
https://www.meltwater.com/en/suite/consumer-intelligence?utm_source=direct&utm_medium=content&utm_campaign=global-en-report-state_of_social_media_2026-2026&utm_content=demo-request
https://www.meltwater.com/en/request-demo?utm_source=direct&utm_medium=content&utm_campaign=global-en-report-state_of_social_media_2026-2026&utm_content=demo-request
https://www.meltwater.com/en/request-demo?utm_source=direct&utm_medium=content&utm_campaign=global-en-report-state_of_social_media_2026-2026&utm_content=demo-request
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Build Your Suite
o
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Media Social Listening Consumer
Intelligence & Analytics Intelligence

COD Meltwater

Our suite of social and media intelligence solutions
provide customers with the insights they need to
make better, more informed decisions. \\ ) C m ' ﬂ
Discover how our suite can help you succeed.
Media Social Media Influencer
Relations Management Marketing

a
Data & API Sales
Integration Intelligence
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