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AN ANALYSIS OF 76.7 MILLION USER INTERACTIONS 
ACROSS 212,000 PIECES OF BRAND CONTENT 
GENERATED BY 27 CPG BRANDS FROM THE US



Marketers have it tough in the CPG industry. When there are three or four products within the same 

category performing similar tasks to a similar degree of effectiveness, purchasing habits are formed 

early and can be hard to break. One method that psychologists have discovered is that the brand that 

creates the best experience through branding and advertising often becomes the preferred brand. 

This explains why in test after test, people prefer Coca-Cola when they know what they are drinking 

and Pepsi in a blind test.1 Like Pepsi and Coca-Cola, other CPG brands need to create experiences 

with their social media content to evoke a warm recall af�nity for the brand when the consumer walks 

down the aisle.

In this report, we looked at the social media trends of 27 CPG brands in America on Facebook, Twitter 

and Instagram between 2013 and the end of Q1 of 2017. The brands included in this report are:

All data and charts sourced from: Unmetric Social Media Intelligence Platform
1 https://www.psychologytoday.com/blog/subliminal/201205/why-people-choose-coke-over-pepsi



Audience Growth by Size and Channel

CPG brands need a wide reach to make sure their messages 

hit their target audience. Social media is being embraced by 

brands as the new mass media channel to advertise on, but 

the landscape has changed over the last �ve years, so where 

is the growth now? The chart below shows the average 

audience size and growth rates for each social network for 

the 27 CPG brands featured in this report. CPG brands have 

the largest average audience on Facebook and will remain so 

for some time to come. Instagram has overtaken Twitter to 

host the second largest average audience for CPG brands.

Average audience size versus growth rate
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Where do CPG Brands Need to Focus Their Attention?

The bulk of everyday personal and home care CPG brands 

are bought by adults aged 18 and up (although feminine 

products may also target a younger audience). With new 

social networks like Snapchat and some challenger social 

networks like Instagram, it might be tempting for some 

brands to try out these new platforms. However, with 

Interactions Per Post Interactions Per Post by Post Type on Facebook

Facebook reporting 234 million active users in North 

America, and dominating other social networks in terms of 

user engagement, the focus for CPG brands for now 

should remain on Facebook. Twitter performs poorly in 

terms of engagement but �nds a niche for answering 

customer questions.
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What are CPG brands in North America Talking About?

Using Unmetric Discover, a searchable database of over 500,000,000 pieces of brand content, the following topics were found 

to be the most popular talking points for the CPG brands analyzed in this report.

The #LoadsofHope campaign was the most engaging campaign by Tide 

and garnered 3,564 interactions per post. Stepping up during a time of 

crisis is something several CPG brands do and they create goodwill, 

engagement and media coverage as a result.

Most Home Care brands upsell consumers by marketing products as 

eco-friendly and safe to use at home. A particular focus is on the safety 

of family members by talking about products that don't contain harmful 

ingredients like bleach.

Laundry

Used 2,200 times

Healthy

Used 2,700 times

Words brands used on this topic

ECOS Laundry Detergent

Laundry Room Persil ProClean 2in1

Persil ProClean Laundry Detergent

10 Dimensions of Clean Day

Laundry Packs Clean Game Day

Laundry Folding Other Topics

Fabric Softener Dryer Sheets Purex Detergent

Help Laundry Detergent

Words brands used on this topic

Family HelpHealthy

New

Garden for Christopher House

CommunityLike

LearnRecipe

Happy

Tips

Health

Lawn Holiday Season to People

Pennington

Our Tide #LoadsofHope extended capacity semi-truck is at Sam’s Club 
(201 Bass Pro Blvd Denham Springs, LA). We’ll be washing, drying and 
folding laundry free of charge daily from 8:30AM-6PM. Stay tuned for more 
updates.

Tide
August 25, 2016 ∙

Like Comment Share

6.6K

3,429 shares 347 Comments

Top Comments

With Lysol® Hydrogen Peroxide Multi-Purpose Cleaner you can achieve a 
fresh, healthy home with 0% bleach.

Lysol
May 1 ∙

Like Comment Share

1.6K

35 shares 19 Comments

Top Comments

Unsurprisingly, the majority of CPG brand content revolved around their products. However, this wasn't always the most 

engaging type of content. When brands took up a cause related to their brand, this engaged far better than content around the 

products themselves.

The most engaging content from the Personal Care sector was from 

companies that sold sanitary pads and tampons. They used various 

pain points to market their products such as having a clean period, etc. 

Most brands used the same strategy for this particular product.

These brands primarily target parents (and parents-to-be) and hence 

capitalize on family occasions like Father's Day to engage their 

audience.

Period

Used 1,700 times

Diapers

Used 1,100 times.

Words brands used on this topic

Natural

Help

Natural Beauty

Menstral

Women

Cramp

CarePeriod

Words brands used on this topic

Family Wipes

Diaper Baby

Child Care

Wishing all our Pampers Dads a Happy Father's Day today. Enter code 
HPYDAD2017 by 6/20 for 10 Rewards points.

Pampers
June 18 at 4:33pm ∙

Like Comment Share

466

34 shares 106 Comments

Top Comments

“Power to the Period indeed.” – InStyle. Thanks for getting the 
#PeriodProjects word out! You’re the best! Read the article here: 
http://bit.ly/2bBD2dS

U by Kotex
August 19, 2016 ∙

Like Comment Share

20

1 shares 2 Comments

Top Comments
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CPG brands maintain a strong presence across social networks to build visibility. You can keep a social 

eye on all of them with Unmetric and be ahead of the curve when it comes to identifying social media 

trends affecting the entire industry.

To understand how other global companies in the CPG industry are using these social networks and to 

�nd out what's working for them, speak to Unmetric.

team@unmetric.com 

+1 (855) 558-5588

Looking for More?

Trends
LEARN ABOUT FIVE IMPORTANT TRENDS THAT 
IMPACT THE CPG INDUSTRY ON SOCIAL MEDIA



Brands are Publishing Less Public Content Than Ever

77%
drop in public Facebook content 
since 2013

Kleenex increased the number of tweets they 
published by 8,269% between 2013 (32) and 2016 
(2687). 94% of these tweets were replies.

Dawn virtually stopped publishing content on its 
Facebook page in 2016. Total posts were down by 
98% in 2016 (11) compared to 2013 (474).

Total brand content published across social networks

Facebook Twitter Instagram
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Between 2013 and 2015, CPG brands turned to Twitter to 
increase the total amount of content they published. On 
average brands published 6 tweets per day (including 
retweets and replies). On the other hand, there was a 77% 
drop in content published on Facebook between 2013 and 
2016. This could be driven by a number of reasons 
including falling organic reach or budgets being transferred 
from content creation to content promotion. This doesn't 
take into account 'Dark Posts' (sponsored posts which 
appear on a user's timeline but not on the brand's 
Facebook page), and brands could be leveraging them more 
than publicly visible content.

Interactions Per Post Are Increasing Year Over Year

Dawn only published 11 posts in 2016, but its focus 
on corporate responsibility and how much its product 
helps wildlife caught in oil spills helped it generate 
91,500 interactions per post.

An in�uencer outreach campaign on Twitter in April 
2016 helped Tide earn over 430 interactions per 
tweet - 630% higher than the average CPG brand.

198%
increase in interactions per post
on Instagram

Interactions Per Post by Social Network
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While the amount of content published by CPG brands has 
fallen below 2013 levels, total engagement on brand 
content has increased signi�cantly in terms of interactions 
per post. One of the biggest increases in interactions has 
been in the number of shares per post on Facebook. In 
2013, content generated an average of 108 shares per 
post. By 2016, this had increased to 506 shares per post. 
By generating more shares, the reach of the content 
increases, potentially reducing the need to create more 
content to achieve the same level of reach. Twitter 
remains one of the worst places for CPG brands to receive 
meaningful engagement on its content. This is likely 
because of the chronological nature of the social network 
where tweets can be buried in under 15 minutes.
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Videos Drive the Most Interactions on Facebook

Our studies in the past found that videos were the most 
engaging content on a Facebook page. Not surprisingly, our 
recent analysis of the CPG industry found that brands 
relied on videos to bring in the most interactions and 
accounted for 32% of the overall content shared on 
Facebook. However, a deeper analysis showed that brands 
posted 57% more photos than videos even though videos 
received more interactions per post (as mentioned before). 
24% of video interactions were shares.

Windex published the most shared video in the CPG 
sector - a video with 7,594 shares which was about a 
DIY snowglobe.

The Honest Company published 73% more videos 
than the industry average but it only accounted for 
11% of all interactions.

more interactions are generated 
by videos than photos

12%

Interactions Per Post by Post Type on Facebook
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CPG brands in the US promoted an average of 37% of their 
content between 2016 and Q1 of 2017 and received 1.5 
times more interactions per post than they did on their 
organic content. Of the 802 videos published between Jan 
1st, 2016 and March 31st, 2017, 88.5% were promoted. 
Promoted videos saw an average increase of 926% in 
interactions as compared to organic content. 60% of 
photos were promoted and they generated 420% more 
interactions than organic photos. There were several CPG 
companies that promoted only 3% of their posts and saw 
engagement 90% below the industry average.

Method promoted 95% of their posts throughout 
2016. 94% of their interactions were likes whereas 
only 3% were shares.

Lysol had the highest increase in engagement when 
they promoted their posts. Even though average 
interactions went up by 3,754%, the number of 
shares they received per post decreased by 4.5%.

increase in promoted posts on 
Facebook since Q1 2016

20.4%

Percentage of Promoted Posts on Facebook

2016 Q1
24%

26%

28%

30%

32%

34%

2016 Q2 2016 Q3 2016 Q4 2017 Q1

Promoted Posts Spike in 2H 2016
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Brands Scale Back Twitter Customer Service

Harry's had the highest number of Replies (5,310) 
and response rates (43% of user mentions were 
replied to) but also one of the longest reply times. 
Users had to wait more than one day, on average, for 
a reply from the brand.

Increase in average reply time to 
user tweets

140%

Customer Service of CPG Brands on Twitter
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CPG brands �elded more than 361,000 @-mentions on 
Twitter in 2016, an increase of 70% since 2013 (213,000) 
but it has dropped from 2015. Consumers turn to Twitter to 
get questions about product usage, failed expectations and 
complaints answered by the brand. Addressing this need, 
the CPG brands in this report replied to over 32,000 
tweets. This means that nearly 90% of consumer tweets 
went unanswered. While Twitter may not be a source of high 
engagement, it's a place where people are demanding 
answers from the brands they use. However, given that 
brands replied to fewer tweets than in 2015, took longer to 
reply and received fewer user mentions, they should 
carefully consider their investment in this platform.

Kleenex had one of the fastest response times, 
replying to over 2,300 tweets in an average of 80 
minutes. Charmin had an average reply time of over 
15 days after it responded to users entering a 
competition 45 days after they had entered.

team@unmetric.com

+1 (855) 558-5588

For more trends and social media intelligence on over 750 CPG 
brands, speak to Unmetric.

Unmetric helps CPG brands to:

• Benchmark performance

• Produce awesome, one-click reports

• Uncover untapped content opportunities

• Track and compare competitor campaigns

• Analyze the paid social strategy of competitors

• Identify industry-wide trends that may affect social strategy



Brands Scale Back Twitter Customer Service

Harry's had the highest number of Replies (5,310) 
and response rates (43% of user mentions were 
replied to) but also one of the longest reply times. 
Users had to wait more than one day, on average, for 
a reply from the brand.

Increase in average reply time to 
user tweets

140%

Customer Service of CPG Brands on Twitter

-

100k

200k

300k

400k

500k

-

1k

2k

3k

4k

5k

R
ep

lie
s 

&
 @

-M
en

tio
ns

Av
er

ag
e 

R
ep

ly
 T

im
e 

(m
in

s)

2013 2014 2015 2016

Brand Replies Mentions ART

CPG brands �elded more than 361,000 @-mentions on 
Twitter in 2016, an increase of 70% since 2013 (213,000) 
but it has dropped from 2015. Consumers turn to Twitter to 
get questions about product usage, failed expectations and 
complaints answered by the brand. Addressing this need, 
the CPG brands in this report replied to over 32,000 
tweets. This means that nearly 90% of consumer tweets 
went unanswered. While Twitter may not be a source of high 
engagement, it's a place where people are demanding 
answers from the brands they use. However, given that 
brands replied to fewer tweets than in 2015, took longer to 
reply and received fewer user mentions, they should 
carefully consider their investment in this platform.

Kleenex had one of the fastest response times, 
replying to over 2,300 tweets in an average of 80 
minutes. Charmin had an average reply time of over 
15 days after it responded to users entering a 
competition 45 days after they had entered.

team@unmetric.com

+1 (855) 558-5588

For more trends and social media intelligence on over 750 CPG 
brands, speak to Unmetric.

Unmetric helps CPG brands to:

• Benchmark performance

• Produce awesome, one-click reports

• Uncover untapped content opportunities

• Track and compare competitor campaigns

• Analyze the paid social strategy of competitors

• Identify industry-wide trends that may affect social strategy


