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Top Performing Posts On Linkedin

ANALYTICS REPORT MARCH & APRIL 2026

Overall, the posts are performing well, especially in terms of impressions,
(especially considering impressions across LinkedIn in general are currently
at an all-time low due to algorithmic shifts) and the top posts show a clear
pattern in what is getting more reach and attention.
Posts like £1bn Milestone and Uncomfortable Truth do well because they
combine real experience with clear, honest messaging. The milestone builds
trust and shows scale, while the opinion-led post makes people want to
read more and encourages them to stop and engage.
Check Credentials also performs well by sharing practical advice in a
simple, easy-to-follow format. The slide format helps keep people on the
post for longer.
Across all three posts, a clear pattern is that straightforward, experience-
led content performs best. The posts feel natural and direct, rather than
overly polished, which helps them stand out and feel more relatable.
Engagement is coming from a relevant audience, including professionals,
investors, and people interested in property. This is important as it shows
the content is reaching the right people, who understand it and are more
likely to engage, helping build trust.
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https://www.linkedin.com/posts/elliotcastleproperty_a-huge-and-very-proud-milestone-weve-now-activity-7439227598288883713-ryvV/
https://www.linkedin.com/posts/elliotcastleproperty_a-huge-and-very-proud-milestone-weve-now-activity-7439227598288883713-ryvV/
https://www.linkedin.com/posts/elliotcastleproperty_ive-traded-1-billion-of-property-activity-7441769330255511552-sBqt/
https://www.linkedin.com/posts/elliotcastleproperty_ive-traded-1-billion-of-property-activity-7441769330255511552-sBqt/
https://www.linkedin.com/posts/elliotcastleproperty_ive-traded-1-billion-of-property-activity-7441769330255511552-sBqt/
https://www.linkedin.com/posts/elliotcastleproperty_an-uncomfortable-truth-about-uk-property-activity-7448300591585312768-v0BM/
https://www.linkedin.com/posts/elliotcastleproperty_an-uncomfortable-truth-about-uk-property-activity-7448300591585312768-v0BM/
https://www.linkedin.com/posts/elliotcastleproperty_an-uncomfortable-truth-about-uk-property-activity-7448300591585312768-v0BM/


POST 1
Not Every Deal Wins 

POST 2
Mortgage Rates
Impact

POST 3
What Breaks the Deal

Lowest Performing Posts On Linkedin
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A clear pattern across the lower performing posts is how the content is
presented and how easy it is to understand quickly. While the topics are
relevant, and posts need a bit more time and attention from the reader.
In posts like “Mortgage Rates Impact”, and “What Breaks the Deal”, the focus is
more on explanation and detail. This makes the content useful, but a bit harder
to understand quickly, especially when people are scrolling fast through their
feed. The format also has an impact. Video distribution is undergoing some
changes on LinkedIn, so it’s not surprising to see that it doesn’t dominate the
‘top performing’ posts and also features in the ‘lowest performing’ list. This
ratifies our approach of mixing in written thought leadership to supplement
visibility and give the LinkedIn algorithm what it craves.
Overall, the content is still shows strong knowledge and experience, but
simplifying how it’s presented and making the main point clearer earlier on
could help improve reach and engagement, while still keeping the same level
of trust.
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https://www.linkedin.com/posts/elliotcastleproperty_chasing-only-the-biggest-margins-on-every-ugcPost-7445020064321282049-PFrv/
https://www.linkedin.com/posts/elliotcastleproperty_chasing-only-the-biggest-margins-on-every-ugcPost-7445020064321282049-PFrv/
https://www.linkedin.com/posts/elliotcastleproperty_chasing-only-the-biggest-margins-on-every-ugcPost-7445020064321282049-PFrv/
https://www.linkedin.com/posts/elliotcastleproperty_the-headlines-are-blaming-the-iran-situation-share-7447572990222974976-B---/
https://www.linkedin.com/posts/elliotcastleproperty_the-headlines-are-blaming-the-iran-situation-share-7447572990222974976-B---/
https://www.linkedin.com/posts/elliotcastleproperty_the-headlines-are-blaming-the-iran-situation-share-7447572990222974976-B---/
https://www.linkedin.com/posts/elliotcastleproperty_most-property-joint-ventures-start-in-completely-share-7445736707062222848-6nLH/
https://www.linkedin.com/posts/elliotcastleproperty_most-property-joint-ventures-start-in-completely-share-7445736707062222848-6nLH/


LinkedIn Performance & Audience
Insights
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LinkedIn performance has grown strongly over the period, with a clear
increase in reach, engagement, and followers. Impressions reached
45,087 (+13,083%), while the total engagement is 977 interactions,
including 772 reactions and 176 comments, showing strong audience
activity.

Followers have increased by approximately +340 (+164.7%) over the past 31
days.

The top demographics of current followers are:
Directors (25%) and Founders (9%) in London (48%)

A mix of industries, including real estate (40%), financial services (8%),
advertising (4%), construction (4%), and others (14%)

Companies of 2–10 employees (26%)
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Top Performing Posts On Instagram
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POST 1
Check the Track
Record

POST 2
Think Long Term

POST 3
Rejecting Deals in 30
Seconds

On Instagram, the top performing content is built around simple, clear
and practical property insights shared directly on camera. All three
videos follow a similar format with in-video captions, which makes them
easy to watch and keeps viewers engaged. On average, these posts get
around 350-450 views, 15–25 likes, a few comments, and some saves,
and the total watch time is strong, showing that viewers are spending
time on the content even if comments are low. In terms of retention,
viewers are watching around 10–15 seconds on average, which shows
attention drops early, but Still, both shorter and slightly longer videos
are working, as long as the message is clear, and the main themes focus
on real experience, market understanding, and practical advice, and the
videos with a strong opening line perform better. Overall, the content is
easy to watch, practical, and based on real insights, and is working well
on Instagram.

https://www.instagram.com/reels/DWEmgAskX4F/
https://www.instagram.com/reels/DWEmgAskX4F/
https://www.instagram.com/reels/DWEmgAskX4F/
https://www.instagram.com/reels/DWEmgAskX4F/
https://www.instagram.com/reels/DWl7OuICEes/
https://www.instagram.com/reels/DWl7OuICEes/
https://www.instagram.com/reels/DWl7OuICEes/
https://www.instagram.com/reels/DWl7OuICEes/
https://www.instagram.com/reels/DWg0lBSCN62/
https://www.instagram.com/reels/DWg0lBSCN62/
https://www.instagram.com/reels/DWg0lBSCN62/
https://www.instagram.com/reels/DWg0lBSCN62/


Instagram Performance & Audience
Insights
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On Instagram, overall the performance is consistent, and the views are
generally in the 350–420 range, along with moderate engagement,
including likes, a few comments, and saves, and the total watch time is
relatively strong, showing that the people are spending time on the
content. Overall, the account performance shows there are 4.1K total
views and around 162 interactions, with Reels generating most of the
activity (around 65–85%), and most of the reach is coming from non-
followers, which is (around 70–75%), mainly through the Reels tab and
Feed, showing the content is reaching new audiences.
Profile activity is positive, with 577 profile visits and 219 followers. This
shows that the users are exploring the account after viewing content, and
the engagement is mainly from a male audience (around 70–75%), with an
interest in property and business topics.
Activity is spread across the day, with slightly stronger engagement
during daytime hours, and overall, the account is reaching new people,
with Reels playing a key role in visibility and engagement.



Top Performing Posts On TikTok
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POST 1
Property Isn’t Always
Up

POST 2
50 Deals a Month

POST 3
Check the Track
Record
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On TikTok, the top performing content focuses on straightforward
property insights based on market knowledge. Videos like “Property Isn’t
Always Up” and “50 Deals a Month” stand out, bringing in higher views
along with steady engagement, including saves and shares, and the
average watch time is around 11–13 seconds, which shows people are
watching part of the video but not always the full length, which points
towards a need to create some ‘re hooks’ in future videos. Content that
questions common ideas or talks about real market situations gets more
interaction. A clear theme is property market reality, scaling deals, and
practical insights. Videos around 40–50 seconds work well, especially
when the message is clear early on. Content that gets to the point quickly
with a strong opening performs best. Overall, content that is quick to
follow and based on real market insights is working well, especially when
it gets to the point quickly.

https://www.tiktok.com/@elliotcastleproperty/video/7626678381215616278
https://www.tiktok.com/@elliotcastleproperty/video/7626678381215616278
https://www.tiktok.com/@elliotcastleproperty/video/7626678381215616278
https://www.tiktok.com/@elliotcastleproperty/video/7621114423263956246
https://www.tiktok.com/@elliotcastleproperty/video/7621114423263956246
https://www.tiktok.com/@elliotcastleproperty/video/7618995642035211542
https://www.tiktok.com/@elliotcastleproperty/video/7618995642035211542
https://www.tiktok.com/@elliotcastleproperty/video/7618995642035211542
https://www.tiktok.com/@elliotcastleproperty/video/7618995642035211542


TikTok Performance & Audience
Insights
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On TikTok, the content is getting good reach, with around 12K views
(+11,637), and (+165) Likes, along with comments (16) and shares (21). The
‘Property Isn’t Always Up’ video stands out, with the highest reach and
engagement. Profile views are (+250), and the most traffic is coming from
the “For You Page” (around 96%), which shows the videos are reaching
new people, and the audience engaging with the content appears to be
people interested in property and the market. Search terms like “property
market today” and “UK house prices” suggest viewers are actively looking
for this type of content. 
Based on how TikTok works, content that is easy to understand and quick
to follow is performing better. Most of the views come early, which shows
that attention is gained at the start but needs to be held for longer.
To improve this, keeping the message clear from the beginning and making
the main point earlier can help increase reach and engagement.
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Top Performing Posts On YouTube
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POST 1
Property Isn’t Always
Up

POST 2
50 Deals a Month

POST 3
Check the Track
Record
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Across YouTube, content that works best is focused on property insights
shared straight to the camera, with captions to make it easy to follow,
and the videos around 40 to 50 seconds are performing better, with
higher views (up to 994 views and 3.5h watch time) compared to the
longer video (103 views and 0.7h watch time).
This shows shorter videos work best as they get to the point quickly. The
format works well because it feels natural and experience-led.
Topics that question common ideas help grab attention and get more
clicks, and the audience engaging with this content is mainly interested in
property and business, which is important as it shows the content is
reaching to the right people. A clear pattern is that shorter and direct
videos with strong openings perform best, as they are easy to follow and
deliver value quickly.

https://www.youtube.com/shorts/4rjdA9oCTow
https://www.youtube.com/shorts/4rjdA9oCTow
https://www.youtube.com/shorts/4rjdA9oCTow
https://www.youtube.com/shorts/f_RE9Sh2vsI
https://www.youtube.com/shorts/f_RE9Sh2vsI
https://www.youtube.com/shorts/1hoaokfRvDQ
https://www.youtube.com/shorts/1hoaokfRvDQ
https://www.youtube.com/shorts/1hoaokfRvDQ
https://www.youtube.com/shorts/1hoaokfRvDQ


YouTube Performance & Audience
Insights
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On YouTube, the channel reached around 1.5K views, 5.7 hours of watch time,
and +14 subscribers, showing that positive growth over the period. Looking at
the performance, one video stands out with close to 1K views and 3.5h watch
time, while the others have lower reach. This shows that some topics and titles
are performing better than others. Click-through rate also varies, with one
video reaching 30% CTR, highlighting the impact of strong titles and hooks.
Most of the views are coming from the Shorts feed, which means the content is
being discovered through the platform. For the audience insights, the most
viewers are coming from the UK, with smaller numbers from other countries
like Australia and Spain, and the audience is male (100%), mostly in the 25–44
age range, showing the strong alignment with property and business topics.
Common themes include property value, deal scaling, and practical insights.
Overall, the channel is reaching to the right audience, with stronger hooks and
titles improving performance.



Content Strategy &
Recommendations

ANALYTICS REPORT MARCH & APRIL 2026

Content should continue to focus on practical property insights,
real experiences, and ideas that question common beliefs, as
these types of content are performing well across all platforms.
Adding more real life examples and short explanations can make
the content more relatable and easier for the audience to
understand and apply in real life.

The talking-to-camera format with captions is working well and
should remain the main approach. This format feels natural and
builds trust, especially when the message is straightforward and
easy to follow. Keeping the structure simple, with a clear topic
and a focused message, can help maintain consistency and
improve overall content quality.

For better performance, content should start with a strong
opening and introduce the main point earlier. This helps capture
attention quickly, especially on platforms like TikTok and
YouTube, where viewers decide fast whether to keep watching.
Keeping the message clear from the beginning and avoiding
unnecessary detail can improve retention and engagement.

Content should also be slightly adapted for each platform.
TikTok and YouTube should focus on quick, direct openings,
Instagram should focus on keeping viewers watching through the
full video, and LinkedIn should focus on clear, easy-to-read
messaging that delivers value quickly. This approach can help
improve reach and make the content more effective across
different audiences.



Inbound Messages &
Opportunities
Over the past month, Elliot’s content has generated more than
30 direct inbound messages. These range from potential
partners and investors to individuals exploring opportunities to
work together or learn more about the business. The volume and
quality of these conversations point to a clear shift. The content
is moving beyond just being ‘seen’ and is prompting action. This
is early evidence that consistent, well-positioned posting is
starting to build trust, surface intent, and open up commercially
relevant conversations with the right audience.



Inbound Messages &
Opportunities
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