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Trends

The world’s most used social media platforms

1.Facebook has 3.07 billion monthly active users

2.YouTube’s reach is 2.53 billion

3.WhatsApp has at least 2 billion monthly active users

4.Instagram has 2 billion monthly active users
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ORC Media 
Channels

• Social media

• Facebook @offshoreracingcongress 

• Instagram @orcsailing 

• LinkedIn - offshore-racing-congress

• Flickr – orcsailing

• YouTube - @ORCsailing

• Linktr.ee – orcsailing

• Direct mailing – newsletters and PRs

• Website launched in May 2023 – orc.org
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Both platforms have demonstrated healthy growth in followers 
and consistent posting activity. Reduction in posting numbers did not hinder follower growth 
or reach.

Instagram’s engagement rate (4.5%) and average reach per post (7,500 users) far exceed 
those on Facebook, indicating that Instagram is more effective for interactive and engaging 
content within this community.

Instagram engagement metrics in 2024 outperformed 2023, with a 0.5% engagement rate 
increase, 27% rise in average interactions per post, and more engagement on 
top-performing content, like reels.
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Facebook

The engagement metrics indicate a strong community interested in event 

coverage and visually rich content. Although the individual engagement rate 

and per-post reach are lower than Instagram, Facebook’s extensive reach and 

broad follower base make it valuable for general announcements, event 

coverage, and connecting with a slightly wider audience, possibly including 

an older audience. 

Instagram

The follower metrics for @orcsailing indicate strong and steady growth 

within a niche community. High engagement and reach per post make 

Instagram ideal for building a dedicated community around dynamic 

content like race highlights and team features. Instagram Reels and Stories 

contribute significantly to this.

Summary

ORC can focus on fewer, higher-quality posts, particularly on Instagram, 

effectively fostering a more engaged and loyal community. For broader 

awareness and reaching a diverse audience, Facebook remains beneficial. 

#TheEqualChanceToWin



SoMe
Summary

2024

Potential for future growth
• Increase Video Content and Live Coverage - prioritising 

these formats can keep followers engaged and attract new 
ones

• Encourage Community Interaction - By asking questions 
or prompting followers to share their sailing experiences in 
the comments

• Leverage User-Generated Content - Sharing photos, 
videos, or stories from followers and tagging them 

• Content Strategy - Leveraging event coverage, tutorials, and 
user-generated content

• Collaborations and Partnerships - Collaborations with 
other accounts, especially during international events, 
increase engagement and grow metrics

• Continuing to balance both platforms by leveraging 
Instagram for high-engagement, visually dynamic content, 
and Facebook for general visibility and reach will likely 
maximize ORC’s social media impact going forward.
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Facebook 

Annual Growth Rate: Approximately 11.9%

• 2024 November at 7.1k likes and 9.4k followers

• 2023 November at 6.6k likes (+1k) and 8.4k followers

• 2022 October at 5,622 likes (+722) and 6,956 followers

• 2021 October at 4,900 likes (+500) and 5,872 followers

• 2020 October at 4,400 likes (+360)

• 2019 October at 4,040 likes (+565) and 4,269 followers

• 2018 October at 3,475 likes (+825) 

• 2017 October  at 2,650 likes (+200) 

• 2016 October  at 2,450 likes 

The account was created in January 2012
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Facebook

Posting activity
• 2023: 537 posts, averaging 53 posts per month

• 2024: 423 posts, averaging 42 posts per month

Engagement Metrics
• Average Engagement Rate: With an average engagement rate of 

3.5%, each post receives around 330 interactions (likes, comments, 
shares).

• Top-Performing Content: Posts featuring live event coverage

With an engagement rate of 3.5%, calculated based on the total 
interactions relative to followers, the page performs well for a niche 
topic like sailing. 

A rate above 3% is typically strong for Facebook pages with focused 
content, indicating an engaged and active audience.
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Instagram 
Annual Growth Rate: Approximately 12.8%

Averaging the growth, @orcsailing has gained roughly 200 new 
followers per month.

Followers:

• November 2024 – 21,1k | +2.4k – growth rate 12,8%

• November 2023 – 18.7k | +6.1k in one year

• October 2022 – 12.6k | +4k in one year

• October 2021 – 8.6k | + 2.4k in one year

• October 2020 – 6.2k | +3k in one year

• October 2019 – 3.2k | + 1.9k in one year

• October 2018 – 1.2k

Only natural growth, no paid ads
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Instagram

Posting activity
• 2023: 630 posts published, averaging 52,5 posts per month.

• 2024: 555 posts, averaging 46,25 posts per month. 

• Decrease due to personal absence from the Worlds (120 posts at the 
Europeans compared to 57 at the Worlds)

Engagement Metrics
• Average Engagement Rate: The account maintained an average 

engagement rate of 4.5%, calculated by dividing the total number of 
likes and comments by the number of followers, then multiplying by 
100.

• Average Interactions per Post: Each post received approximately 
950 interactions (likes and comments combined).

• Instagram engagement metrics in 2024 outperformed 2023, with a 
0.5% engagement rate increase, 27% rise in average interactions per 
post, and more engagement on top-performing content. 

With a follower base growing to 21,100 in November 2024, a healthy engagement 
rate would ideally sit around 2-5% for a niche account in the sports and outdoor 
sector. 

An average engagement rate of 4.5% indicates a highly engaged audience, well 
above the average for most brand accounts.
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Instagram

Content Impact on Growth
• Event-Based Spikes: title championships or high-profile races 

contributed to follower increases.

• Top Content Formats: Reels and high-quality race footage posts 
lead to a significant number of new follower attraction

• An average of around 300 comments on top-performing posts 
indicates active conversations within the community, which is 
valuable for gauging audience sentiment and loyalty.

• Posts featuring high-action race footage and behind-the-scenes 
content consistently achieved higher engagement rates.

• Video content, especially Reels, can generally outperform static posts 
by around 20-30% in engagement for accounts that leverage visual 
storytelling well, making it an excellent tactic for maintaining and 
even increasing engagement as the follower base grows.

• Instagram engagement metrics in 2024 outperformed 2023, with a 0.5% 
engagement rate increase, 27% rise in average interactions per post, and more 
engagement on top-performing content. 
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LinkedIn 
Linktr.ee

#TheEqualChanceToWin Because Instagram posts do not allow active links, it’s fast 
access to ORC info through the Instagram profile (Bio)

LinkedIn has evolved into more 
than just a professional networking 
site; it’s now a major platform for 

content sharing, thought 
leadership, and even social 

activism in a business context.



YouTube
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Flickr – 
ORC archive 
for the photos
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Starting in February 2023, ORC Flickr albums include 8,2k photos from the 
significant ORC events by now. 
The all-time views count is nearly 1,5 million. 
2024 peak was August 15, with 81,7k views (ORC Europeans 2024 Mariehamn, 
Åland)
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Thank you!
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