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Everyone's 
Feeling It

F acebook reactions—the Love, 
Wow, Haha, Sad and Angry icons 
that appear when you hover over 

the Like—were launched in the Spring 
of 2016, the first major change to Like 
button functionality since its launch 
seven years earlier. Reactions have 
allowed users to expand their range 
of response to content from friends, 
brands, and celebrities, and bring with 
them new opportunities for brands to 
better understand their audiences. 

In the Smart Social Report vol. 5, 
we checked in on how users adopted 
Facebook reactions over the course 

of 2016. Our first impressions were 
optimistic; though we saw varied 
adoption rates by industry, each brand 
saw increasing volumes of non-like 
reactions over the course of 2016. 

With nearly a full year of data at our 
disposal, we saw an opportunity to get 
a clearer picture of reaction trends and 
patterns. Our initial findings have been 
confirmed: this well-thought out feature 
has been embraced by both users and 
content creators. 

Now that rich reactions are entering 
their adolescence, what can we expect in 
the year to come? Should some verticals 
be handicapping their performance 
and only looking to their industry peers 
when level-setting? Is there a ceiling to 
be found? And when looking to innovate, 
what types of content are available to 
learn from?
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THE DATA

To get a broader view of adoption during 2016 we pulled 
reaction data for over 67,000 Facebook Posts from 100 
brands across ten verticals during the year. 
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Percent of all non-like reaction by month

Reactions: Rising Adoption

W hile Likes still 
make up the 
vast majority of 

user response, reaction 
usage has grown steadily 
since being released on the 
platform.

In SSR 5, we saw 
non-like reactions totaling 
around 3-5%. At the most 
recent point of our latest 
study, that number is now 
above 9%.
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Loves

Mean percent of non-like reaction by reaction

Response by Vertical
We can see that reaction usage varies by vertical. While media dominates, we also 
found verticals like Travel, CPG, and Celebrities performing better on a percentage 
basis with Loves compared to other verticals. When it comes to Wows, Electronics 
and Museums came in just behind Media.
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EDIA DRIVES THE MOST 
REACTIONS

Media, the vertical that enjoys the 
highest rich engagement, received about 
50% more rich reactions than Financial 
Services and Insurance on average. Yet, 
even with the most rich interaction, 
Media is an outlier in another way: 
reaction diversity. The composition of 
their non-like engagement had the most 
high-percentage reactions of any vertical 
in our data set. 

Media’s consistent performance was 
driven across all brands by breaking 
news. These events commanded 
audience attention, and that audience 
responded with the wide variety of 
reactions available based on what was 
most appropriate.

ELECTRONICS  
BRING THE WOW

Electronics over-performed with the Wow 
reaction, with most of the engagement 
spurred by new product announcements. 
Their audiences reacted to new features, 
technological progress, or concept 
videos of what may someday be. We saw 
similar patterns with Museum accounts, 
who were able to hype new experiential 
installations and focus on unique bits of 
history contained in their collections.

FOR FINANCIAL 
SERVICES, ANGRY 
REACTIONS ARE 
COMMON

Our data shows that marketers in 
the Financial Services and Insurance 
industries should expect more angry 
reactions than other brands. It seems 
that consumers enjoy venting against 
these types of companies, so it’s even 
more important for these brands to 
have solid social response mechanisms 
in place to quickly address customer 
concerns.

Memes—The Future or  
a Distraction?
We’ve seen brands continue to see 
more reaction engagement over 
the past year, but has this behavior 
topped out? We looked to a high- 
engagement content group—pages 
that distribute and create memes—to 
see how their performance compares 
to the others on our list.

The data shows that meme pages 
enjoy a much higher rate of non-like 
reactions.  Our takeaway? If meme 
pages can drive this much reaction 
engagement from their users, brands 
should expect to see the same in the 
near future.

Average non-like percentage  
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Top Companies

Percent non-like reaction by brand or person
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A year ago, early reaction data 
showed a large proportion of 
engagement happening with 

individuals—specifically, the comedian 
and celebrity posts we studied. One year 
in, we’re seeing a much more diverse 
set of success across the ten verticals in 
our study. The top of the list includes a 
retailer (Target), media (PBS), and a video 
game company (Nintendo).
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Target:  
The retailer 

enjoyed a high 
reaction rate 

when highlighting 
product exclusives 
and partnerships.

Media’s performance 
was driven by breaking 
news, and within the 
vertical no brand 
executed this better 
than PBS.

2016 was a big year for 
Nintendo, which saw the 
revival of its Pokemon 
brand, an extension 
of Super Mario to the 
iPhone and announcing 
its next platform, Switch. 
All of these combined to 
engage their audience 
deeply.
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Reactions: Change Over Time

Percent of non-like reactions Q4 vs. Q 1-3

87%k 77%k 61%k 185%k

53%k

At the top of this report we confirmed 
that adoption has been rising, but are 
there reactions that are favored more 
than others? We found that Loves were 
the most frequently used of all non-like 
reactions, but that the biggest gains 
came from the Haha reaction, with an 
185% increase in usage in the last fourth 
quarter of the year. Users also become 
much more comfortable with the Angry 
reaction–increasing its adoption by 87%.
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We found that Loves 
were the most 
frequently used of all 
non-like reactions.

”
Click to Tweet

https://twitter.com/intent/tweet?url=http%3A%2F%2Fsfa.st%2F2nz0e4W&via=spredfast&text=%23SmartSocial%20Fact%3A%20Of%20all%20Facebook%20Reactions%2C%20Loves%20were%20the%20most%20frequently%20used
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Total Reactions

REACTIONS BY POST TYPE

Does the type of content 
created by a brand impact the 
reaction from the audience? 

We saw a high number of “Angries” in 
response to status messages: four times 
as frequently as links, the next closest 
content category. When diving into these, 
we find that typically brands use these 
posts to announce last-minute changes 
or apologies for product failures. While 
necessary to communicate this timely 
material, brands shouldn’t be surprised 
when followers aren’t thrilled with bad 
news.

The data also showed that video 
posts were the most likely to receive 
the highest percentage of Loves and 
Wows. When creating content, expect 
to receive as many non-like reactions as 
your content typically receives, but adjust 
expectations for its composition based 
on the type of post.

Percent of non-like reactions by post type

0

1

2

3

4

5

6

7

8

Pe
rc

en
t

Status Video Link Photo

hello



The Smart Social Report | Facebook Reactions 2017
11

MOTHERS DAY

24%

13%

10%

During the month of May, Facebook 
also introduced a reaction just for the 

occasion. Three-quarters of the brands 
we tracked produced content that 

received these interactions.

Quick ZDF
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Act, Reaction

The data shows that Facebook 
reactions are gaining wide 
acceptance from users engaging 
with a diverse set of brands. 
Marketers should ready their 
teams to use this new, rich data 
source to help create more 
engaging content for their 
audience, or quickly let them 
know when they’ve missed the 
mark. 

In the coming year, keep the following in mind when leveraging 
reactions:

Reaction usage is growing, 
month-over-month.

• Room to Stand Out: The individual brands that had 
the highest percentage of rich interactions were not 
concentrated within specific verticals. Don’t convince 
yourself that your brand or industry isn’t suited for an 
emotional response from your audience. Create content 
that encourages the crowd to respond above and beyond 
the Like. 

• The Sky's the Limit: Reaction usage is growing, 
month-over-month. Start working with your analytics team 
to track reactions individually, not as simply added up in 
one big engagement bucket. Some reactions support your 
messages, while others show opposition. 

• Prepare for the Unexpected: If the past is any indicator, 
Facebook may provide additional custom reactions for 
major events in the future. Be ready to drive higher-than-
average engagement by embracing new functionality—and 
the chance to build a deeper affinity with your audience. 

”
Click to Tweet

https://twitter.com/intent/tweet?url=http%3A%2F%2Fsfa.st%2F2nz0e4W&via=spredfast&text=%23SmartSocial%20Fact%3A%20Facebook%20Reaction%20usage%20is%20growing%2C%20so%20begin%20tracking%20them%20if%20you%20don%27t%20already


Spredfast’s smart social software enables companies to build lasting relationships with 
today’s digitally connected consumer. Part of that is using social data to make smarter marketing 
decisions when you plan, execute, and analyze your social efforts.

Spredfast Intelligence provides a searchable lens to historical and real-time insights to better 
understand your audience, relevant conversations, and your brand’s social performance.

Spredfast is transforming the way 
companies connect with consumers.

See the brands we work with:

https://www.spredfast.com/social-marketing-platform/spredfast-intelligence
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