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Tumblr is one of our favorite social platforms. It's one of the web's most creative communities, 
and in the past few years, has developed into a robust platform for brands and fans alike to 
share amazing content. We've been working with Tumblr data for years, and recently got a 
chance to dig a little deeper into how brands are using the platform. 

We analyzed 73 brand blogs on Tumblr for a month to learn more about Tumblr and what it 
means to be successful there. How does brand content perform on Tumblr? How often and when 
should brands post? What content performs the best on Tumblr? Read on as we answer these 
questions and more. 

Time and Frequency

One of the first questions brands ask us about Tumblr is when and how much they should post. 
In the month of data we analyzed, brands posted an average of 49 posts each (or about 1.6 posts 
every day). The median was 25 posts during the month, or approximately 1 post per business 
day. The graph below shows a fairly typical post pattern for a brand, with 1-3 posts per weekday, 
with occasional weekend posting.

Typical brand posts per day, with number of posts on the y-axis and days on the x-axis.

The actual number of posts in a month across the 73 blogs analyzed ranged from 2 posts to 
hundreds; most brands posted between 8 and 38 times during the 30-day period. Just 12% of 
the brands analyzed posted more than 100 times in the month.

If you're a brand, you can post fairly frequently to Tumblr, 
particularly if you're posting outside traditional U.S. 
business hours (more on that shortly). Some brands post 
seven or more times a day, but that pace is probably 
unsustainable for most blogs, especially those just starting 
out. And while some brands will continue to see increased 
engagement on more frequent posts, you can risk fatiguing 
your audience if you saturate their dashboards on a regular basis. We recommend a steady 
cadence of 1-3 posts per day, as illustrated above, especially as you're starting out. 

Keeping up a steady 
drumbeat of fresh, 

high-quality content is a 
great way to keep fans 
and followers engaged. 
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The best time to post to Tumblr varies depending on what audience you're trying to reach and 
when they're most active. However, we've found that in general, Tumblr is quite active in the 
evenings and on the weekends (adjusted to US Eastern time). Posting activity peaks in the late 
afternoon, and note activity continues to increase until later at night. So if you're looking to 
engage with the Tumblr audience when they're most likely to be paying attention, we 
recommend that you post content outside traditional US business hours. Consider queuing 
up after-hours content to go out between 5:00 p.m. and 12:00 a.m. ET, as well as on Saturdays 
and Sundays. This will ensure your content is posted when the Tumblr community is primed to 
see it, and you’ll likely have less competition from other brands who tend to post more during 
typical business hours. 

Engagement

As brands measure the performance of their content on Tumblr, they often want to know what a 
"good" engagement rate is. How does their content measure up? How many reblogs should a 
post receive? How many likes? The answer, of course, is that this depends on a number of 
factors. However, we know a set of things that are typically true for brands across Tumblr. 

Across Tumblr - for both brand content and user-generated content - we've seen that most posts 
receive an approximately equivalent number of reblogs and likes on average. For the sample of 
brand blogs we studied, the median was a ratio of 1.3 reblogs to every like (more reblogs than 
likes overall). That is a slightly more reblog-heavy ratio than the average post on Tumblr, which 
suggests that brand content gets more amplification than non-brand content. Reblogs are 
the holy grail on Tumblr, because they spread content to new audiences, and help content live 
for days, weeks, even months. It's not uncommon to see a Tumblr post continuing to receive 
notes a year or more later. The following graph shows a post’s engagement for the first month 
after it was posted.

One month of engagement with a single post. Reblogs are yellow and likes blue, 
with note volume on the y-axis and days on the x-axis.

http://unionmetrics.tumblr.com/post/55614818502/whens-the-best-time-to-post-to-tumblr-weve
http://unionmetrics.tumblr.com/post/55614818502/whens-the-best-time-to-post-to-tumblr-weve
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In the graph above, the blue line illustrates likes and the yellow bars illustrate reblogs. The dark 
yellow represents direct reblogs from the original post, and the lighter yellow represents 
amplified reblogs, from any reblog downstream from the original post. You can see a large spike 
in notes 10-11 days after the post was originally published. 

There are several brand blogs in this sample that had an 2-3x reblog:like ratio, meaning their 
content is reblogged two to three times more often than it is liked. These brands’ content is 
spreading further on Tumblr than blogs receiving more likes than reblogs. Digging deeper into 
the content these brands are posting, a few characteristics stand out. These blogs are posting 
mostly photo content, but not only photo content. We’ll discuss this more shortly, but we 
recommend varying the type of content you post to maximize impact. These high-engagement 
blogs also post highly shareable content; they focus on developing quality content that others 
want to highlight on their own blogs. We’ll discuss this more in the next section. 

The brand blogs in our sample received an average of 880 notes from 743 people per post. 
However, there are a few extremely popular blogs in this sample, as we'll discuss below, so the 
median notes per post reflects a more accurate representation of the typical brand blog, which is 
212 notes from 159 people. That’s just over one note per unique person, indicating that a variety 
of different people engage with an individual brand post, and not just a small set of the same 
people engaging over and over. Brand content has a wide, diverse reach on Tumblr. 

Monthly notes received by a popular brand on Tumblr. Graph shows notes breakdown by day.

The popular brand Tumblrs mentioned above include established blogs like Denny's, General 
Electric and Urban Outfitters, which have cultivated a large and active following on Tumblr. These 
blogs earn hundreds of thousands of notes per month, receiving 5,000-15,000 notes per post in a 
month. These blogs have been active for more than a year and posted hundreds of times since; 
they've worked very hard over time to build a community that helps amplify their content. 

The average blog in this sample received notes from 23,000 
unique people in a month. The median blog received notes 
from 4,800 people. Again, this reflects the fact that there 
are a few brands in this sample who have built a huge, 
highly engaged following, while other newer blogs are still 
finding their footing and building an audience. 

If you're newer to 
Tumblr, keep at it. It can 
take some time to build 
a large and engaged fan 
base. 
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For example, one popular blog had nearly 400k unique curators on their blog in this time period. 
Many of the more established brand blogs have a larger activated audience, while the newer 
brand blogs are still gaining momentum in the Tumblr community. It can take some time to build 
up an audience on Tumblr, just as with any other social media channel. To build this audience, 
you first need to share high quality content. Next, we’ll discuss the kinds of content that works 
well for brands on Tumblr. 

Content

Whether you're new to Tumblr or have been posting for years, you probably still want to know 
how to create better content that receives more engagement and amplification. What kind of 
content does well on Tumblr?

Most of the posts in this sample are photo-type posts - 71 out of 73 brands posted at least one 
photo during the month. In fact, 55% of brands posted exclusively photos during the month 
(posting an average of 27 photo posts each, and a median of 20). A whopping 89% of all the 
original content posted by brands in this time period were photos.

Photo posts can take a variety of forms on Tumblr, however, including anything from a single still 
image to a multi-GIF set. Different brands take advantage of the visual options in many different 
ways. For example, fashion, automotive and beauty brands tend to post either a single still photo 
or photoset. These tend to be very high-quality, lifestyle images, presenting their products in 
beautiful settings. E-commerce brands often post a set of photos to illustrate multiple views of a 
product or product line. Entertainment and youth-focused brands post a large number of 
animated GIFs, which perform well on Tumblr. The most popular posts in this sample were GIFs 
or photosets. Here are a few examples of popular content from successful brands on Tumblr.  

http://disneypixar.tumblr.com        http://ralphlauren.tumblr.com      http://tiffanyandco.tumblr.com

http://disneypixar.tumblr.com/
http://disneypixar.tumblr.com/
http://ralphlauren.tumblr.com/
http://ralphlauren.tumblr.com/
http://tiffanyandco.tumblr.com/
http://tiffanyandco.tumblr.com/


6

TUMBLRBRANDS
If you’re just getting started with a Tumblr blog, we recommend starting with visual 
content, whether that is a still photo, a larger photoset, or one or more GIFs. High-quality 
photography and funny GIFs perform well, as do interesting or unusual visual imagery. But don’t 
feel like you have to post cute or humorous content to be successful. Some of Tumblr’s most 
popular brands aren’t what you might initially expect from the platform, like GE, IBM and NPR, all 
of which stay true to their brand voice while creating rich, often visual content.

The second most common post type was video, which was posted by 30% of brands, and then 
text, which was posted by 22% of brands. Answer posts, while they represent only a small 
percentage of the overall content in this sample, performed very well. Brands like Taco Bell and 
Denny's use this post type effectively, using them to ask questions of their followers and engage 
with their fans, resulting in thousands of likes and reblogs. Fans love to talk to their favorite 
brands, so this could be a great way to increase engagement rates. Be sure you've turned on the 
Ask function in your blog settings; then post a link on your blog to encourage followers to ask you 
questions (usually at blogurl.tumblr.com/ask). Pick one or two you like to reply to publicly. It's 
fun, and fans will appreciate the response. 

A majority of the brands in this sample posted mostly original 
content, with some sharing as much as 30% reblogged content to 
70% original content. Unless you're specifically running a blog 
featuring mostly fan-generated content, posting a mix of original 
and reblogged content is the best way to engage your followers 
with new content while rewarding them by amplifying their creations. 

Final Thoughts

The best Tumblr strategy includes a mix of a variety of content. We found that the blogs that had 
an older and more established presence saw higher engagement rates than did the blogs that 
were recently launched. All blogs benefited from a steady cadence of new and reblogged 
content, posts that included visual elements, and a focus on building and engaging with 
the Tumblr community over time. 

Methodology

Through Union Metrics’ access to the full-fidelity Tumblr firehose, we analyzed 73 brand blogs 
and monitored their posting activity for a month. Those brands posted 3,596 posts over a one-
month period, which earned 2.1 million notes from 1.7 million people. The brands represent a 
wide swath of industries, from fashion and beauty to technology, consumer products, 
automotive, media and entertainment. All brands included posted at least once during the month 
studied (with an average of nearly 50 posts per brand). Data were collected through Union 
Metrics for Tumblr and screenshots were taken from Union Metrics’ Tumblr analytics.

Success on Tumblr 
requires posting 
consistently and 
over time. 

https://unionmetrics.com/products/tu/
https://unionmetrics.com/products/tu/
https://unionmetrics.com/products/tu/
https://unionmetrics.com/products/tu/

