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Social Media Platform Metrics (2025–2026)
	Platform
	Estimated Users
	Context / Notes
	Typical Research/Professional Relevance

	LinkedIn
	Approx1.33 billion potential audience reach (ad stats) (Electro IQ)
	Largest professional network globally; strong B2B focus
	Ideal for research networking, thought leadership, and academic outreach

	LinkedIn – Monthly Active Users (MAUs)
	Approx310 million according to some analyses (SocialBee)
	Often cited as a more conservative ‘active’ user estimate
	Engagement among professionals more relevant than total membership

	X (Twitter)
	Approx557 million users (potential reach) (Electro IQ)
	Declining platform for many professional sectors; still large global scale
	Used in altmetrics tracking (mentions/tweets) albeit less by institutions

	Facebook
	Approx3.07 billion MAUs (sonary.com)
	Still largest social network overall
	Useful for community outreach and public-facing research summaries

	Instagram
	Approx2.0 billion
	Strong visual content share channel (sonary.com)
	Good for image/video research dissemination

	YouTube
	Approx2.53 billion
	Massive video platform (sonary.com)
	Excellent for lectures, presentations, recorded talks

	TikTok
	Approx1.59 billion
	Fast-growing short-video platform (sonary.com)
	Increasingly used for research summaries & public engagement

	WhatsApp
	Approx2.0 billion
	Messaging platform connected to social sharing (sonary.com)
	Community/dissemination groups

	Threads
	Approx142 million
	Meta’s text-based app (Electro IQ)
	Emerging share channel

	Pinterest
	Approx351 million
	Higher niche visual discovery platform (Electro IQ)
	Good for infographics/visual content

	Bluesky
	Approx38 million (science engagement noted) (The Guardian)
	Smaller but reportedly high research engagement
	Not large overall but deep niche academic engagement


Notes
· Figures for LinkedIn vary by source -  there’s a large ‘reach’ figure (1.33 billion) based on advertising audience, and a more conservative active user base figure (Approx310 m). (Electro IQ)
· X/Twitter continues to see fluctuations in reported user numbers depending on measurement method. (Electro IQ)
· Bluesky is small overall as a platform, but one study found research content there receives higher engagement metrics relative to X (EGmany posts receiving ≥10 likes). (The Guardian)
Engagement / Influence Indicators by Platform
	Platform
	Typical Engagement Rates (Avg % per post)
	Best Use for Research/Public Engagement

	LinkedIn
	Approx6.50 % average engagement rate (Buffer)
	Excellent for professional discussions, article shares

	Facebook
	Approx5.07 % (Buffer)
	Good for public community reach

	TikTok
	Approx4.86 % (Buffer)
	Strong for short-video research impact

	YouTube
	Approx4.41 % (Buffer)
	Strong video viewer engagement

	X (Twitter)
	Approx2.31 % (Buffer)
	Lower general engagement; niche academic audiences still present

	Instagram
	Approx1.16 % (Buffer)
	Visual storytelling, lower engagement than LinkedIn



Key Takeaways for Research Impact
· LinkedIn has grown into a major platform for professional research engagement, often cited as the preferred B2B/professional communications network. (Electro IQ)
· X (Twitter) remains significant in altmetrics tracking but may see lower platform engagement relative to some newer or more niche communities. (Exploding Topics)
· Platforms like TikTok and YouTube can extend reach into broader public audiences -  helpful if your research impact aims at non-academic stakeholders. (sonary.com)
· Bluesky appears to offer high engagement per post among academic communities, despite a smaller user base. (The Guardian)

General guidance about social media and academia

Social Media Platforms for Academics, A Breakdown of the Networks
What social media platforms are best for professors and scientists? This is the article for you if you’re an academic who wants to be on social media. Updated July 2023.

Enhancing your online reputation
Presentation with useful tips for academics.

LSE social media blog
Although the full blog title refers to social sciences, this blog contains regular useful tips, news and insights about social media and academic research.

Best practices for conducting risky research and protecting yourself from online harassment
Researchers who investigate sensitive topics may face online harassment, social shaming, or other networked forms of abuse. In addition to potential impacts on the researcher’s reputation and mental health, fear of harassment may have a chilling effect on the type of research that is conducted and the capabilities of individual researchers.

This document is a set of best practices for researchers – especially junior researchers – who wish to engage in research that may make them susceptible to online harassment.

12 Ways to use social media for education
There are many different ways to use social media for education. Social media has various uses in the classroom as well as to help market and promote schools and universities.

Top 4 social platforms for researchers – What, Why and How
Overview of platforms for researchers (what, why and how).

Accessibility
Make your content accessible
This guide from the University of Kent provides lots of valuable information about how to ensure the content you share on social media is accessible for people with disabilities and meets accessibility standards.
Impact and altmetrics
Altmetrics allow people to measure and monitor the reach and impact of scholarship and research through online reactions. Altmetrics stand for alternative metrics. The alternative part references traditional measurements of academic success such as citation counts, journal prestige (impact factor) and author H-index. Altmetrics are meant to complement, not totally replace, these traditional measures. Supporters of the altmetrics movement believe that doing so will give a more complete picture of how research and scholarship is used. Simply, altmetrics are metrics beyond traditional citations.
30 day impact challenge
Guide from ImpactStory with suggestions for raising your research profile, mostly linked to social media.
Beyond the doughnut – Five ways to use altmetrics for academic success
A decade on since their inception, Andy Tattersall considers how academics can make use of altmetrics in ways that go beyond counts and metrics.
ImpactStory profiles
ImpactStory is an open-source website that helps researchers explore and share the online impact of their research. You can set up a free profile to see the reach of your publications.
Altmetrics Top 100 articles 2020
Academic articles that received the most social media coverage in 2020, produced by Altmetric, a company that handles data relating to altmetrics.
Ethics of social media research
With ready access to a vast range of people and data, social media offers much potential for conducting research. However, the ethical framework relating to research using social media has not been very well-developed, and there are still many questions for a would-be social media researcher to consider.

Association of Internet Researchers
International organisation which includes ethical guidance in its remit.

Importance of informed consent in social media research
Recent blogpost from an LSE academic.

New social media, new social science?
Blog and network for people using or seeking to use social media in social science research, and are interested in the implications.

Research using social media: users' views
Recent report from NatCen social research (UK).

Social media for public engagement
Guidance for universities from the National Co-ordinating Centre for Public Engagement.

Social media, social science and research ethics
Research ethics guidance (SRA).


Social media and research lifecycle

Diagram: what social media can do for research (ideas, finding information, collaborating, conducting research, organising and managing, disseminating and engaging, evaluating).
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