


It’s easy to look the other way when yet another social network 
gets mentioned. Marketers are already stretched thin when 
it comes to maintaining presences on channels like LinkedIn, 
Facebook, and Twitter. 

But Instagram is one channel that you shouldn’t ignore. 

Since Facebook’s acquisition of the channel in 2012, Instagram 
has seen explosive growth, with 300 million active users, 30 
billion photos shared, and an average of 70 million photos posted 
per day.1

According to Forrester research, user interactions with brands is 
400% higher than on Facebook and Twitter, delivering 58 times 
more engagement per follower than Facebook and 120 times 
more engagement per follower than Twitter.2 

So how can brands start building an Instagram presence? And 
how do you start engaging with followers and drive sales? 

This lookbook features insightful strategies from a dozen 
Instagram marketing experts.  

1Source: Instagram.com/press

2Source: Forrester “Instagram is the King of Social Engagement” 
http://bit.ly/1iCRM6p 
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That’s not to say you can’t get value 
if you work in those industries, but is 
the resource better spent here than 
elsewhere? 

You should work to understand the 
demographics who live on Instagram 
and the content that works best. Give 
people something to care about and 
they will reward you.
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“Before you do anything, be clear what hole 
Instagram would fill in your marketing mix.”

Michael Baggs
Symantec

1Look Before You Leap

”

Don’t start setting KPIs for a number 
of followers and engagements 
without asking yourself honestly 
what value they have. 

Michael Baggs, EMEA Norton 
Community & Content Manager 
at Symantec, explains that in fast-
moving consumer goods or similar 
click-to-purchase industries with a 
short funnel, you’re probably going 
to get more immediate, direct value 
from the platform than an energy 
company or B2B SaaS provider. 

Investing in Instagram
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2Use Hashtags

This is a simple and effective way 
to increase brand awareness: 
combining hashtagged photos to 
drive inbound links.

“When you use hashtags on photos 
and followers click the company profile, 
businesses can include a link on that profile. 
Use that link to drive traffic to the website or 
an introductory offer.”

Thomas Lashier
Freaky Fresh Marketing

”

According to Thomas Lashier, 
owner of Freaky Fresh Marketing, 
companies should categorize their 
photos and videos using relevant 
hashtags. 
 
That will help their photo or video 
show up in live feeds that their 
prospects are following. 

Awareness, Promotion, Outreach

+ =
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3Research, 
Like, Comment

Then keep an eye on new and 
relevant trending hashtags on 
Instagram and use them in your 
own posts for better outreach. 
Also, participate in #sfs and #s4s 
or ‘shoutout for shoutout’ activities, 
which is one of the best ways to gain 
new followers.

“Like and comment on pictures with your 
target hashtags to get noticed by potential 
customers.”

Ksenija Rostova
InSelly

”

Ksenia Rostova, CEO of InSelly, 
advises brands to choose tags that 
are relevant to your business (e.g. 
if you sell fashion clothing, your 
relevant tags are #fashionaddict 
or #fashionista etc.). Then, start 
commenting. 

The Research
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4Keep a Schedule

That means keeping a steady 
schedule of posting and commenting, 
then repeating it every day. 

Instagram, like Twitter, has an 
unlimited scrolling feed. So posting 
too much isn’t as much a problem. 

“There’s no drop-off in engagement 
for posting more,” says Jack Chou, 
digital marketing specialist at 
Indexsy. He advises that brands post 
one or two times a day.  

Staying Consistent

Post Comment Repeat

“There’s no drop-off in engagement for 
posting more.”

Jack Chou
Indexsy

”
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5Build A Growth
Strategy

“We ramped up our campaign at 
the end of 2014,” she says. “Within 
four months, we quadrupled our 
following.” 

The brand did this through consistent 
postings, researching best posting 
times, and offering giveaways.

Felicity Metzler, senior digital 
marketing assistant at 4WheelOnline.
com, explains that Instagram has 
been an effective tool to build brand 
awareness. 

Frequency and Followers

400% 
Follower 
Growth

3-5 
Posts
Daily

4WheelOnline.com’s Growth Story

5-11
Hashtags
Per Post
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6Find Your 
Influencers

Then, to win a brand’s products, 
you usually have to follow them 
on Instagram and repost a specific 
picture. 

With a giveaway, the brand gains 
Instagram followers through the 
entries and the photo is reposted on 
the entrant’s Instagram account for 
all their followers to see. 

One of the best ways to build 
a following is to find industry 
influencers who already have a 
dedicated audience. 

“Brands can benefit from developing 
relationships with popular influencers 
who have extensive reach and are 
willing to vouch for their product 
or service,” says Christopher Paul 
Jensen of  (W)right On 
Communications. “When a 
tastemaker you trust recommends a 
product, it’s likely that you’ll listen.” 

Jensen cites the nutritional 
supplement company SHREDZ as 
a leader in Instagram influencer 
marketing. SHREDZ made $90,000 
in 2012. After partnering with 
fitness model Paige Hathaway, the 
brand jumped to $5 million in gross 
revenue by the end of 2013. 

At the beginning. Hathaway had 
8,000 followers. She has grown that 
community to over 1.8 million in a 
span of three years.

Brands can also leverage influencer 
relationships during giveaways. By 
finding someone in the industry who 
has a lot of followers and working 
with them to promote a product, both 
parties can benefit.

Fashion blogger Caroline Voigt is 
one of these influencers. 

Gifts and Followers

Fitness and Finance

$90K 
GROSS REVENUE

1.6M 
FOLLOWERS 

 $5M 
GROSS REVENUE   

8K FOLLOWERS

“I’ll post about the giveaway and the brand 
to my account for my followers to see.”

Caroline Voigt
Fashion Blogger/Influencer

”
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7Take Pictures, 
Get Human

Figuring out what to post on 
Instagram can be the hardest part 
of an Instagram marketing strategy. 
Jennifer Dopazo of Candelita Studio 
suggests that brands need to stay 
human to be successful. That means 
going behind-the-scenes. 

Dopazo says that the clothing brand, 
Zara, does this particularly well. 
“Zara posts  traditional images of 
models in spring dresses or suit 
jackets, but also shares images of 
the photographers who capture 
those pictures.”

Getting Human

“By sharing a secret glimpse into the human 
side of your business, your posts cut through 
the marketing noise and make people feel 
like they’re part of something special.”

Jennifer Dopazo
Candelita Studio

”
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8Get Fans to
Contribute

To that end, Arctica Race accepts fan 
photo submissions and makes it a 
point to feature all of them. 

Irkett says that this makes it easy 
to create new content that really 
resonates with the target audience.

Arctica Race is a ski racing apparel 
brand based in the Midwest. Alex 
Irkett, marketing consultant, says 
that Instagram is one of the most 
effective marketing platforms for the 
brands. 

“Ski racing is a very niche market. 
Instead of expecting hundreds of 
thousands of followers, our goal on 
Instagram is to inspire participation 
and engagement,” he explains.

Crowd-Sourced Content

Just by following customers on 
Instagram, you can start building a 
following of your own. 

Instagram is a network where 
connections, comments, and mutual 
engagement matter a lot.  If brands 
show interest in what followers are 
doing, followers will return the favor. 

Mutual Engagement
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9Combine Instagram 
With Email

Instagram might be the most 
engaging channel, but email 
marketing is still the best digital 
marketing channel for ROI. 

By embedding live social media 
feeds within the emails, it’s possible 
to combine the engagement of 
Instagram and the ROI of email 
campaigns.

Hyatt recently did this in an email 
campaign by pulling real-time, 
user-generated Instagram content 
focused on @Hyatt within the email. 

This doesn’t just make the email 
more engaging, it also bridges the 
two channels and amplifies the 
impact of both. 

A Recipe for InstaEmail
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10Integrate Your 
Contacts

Here’s how: So you know when to post and how 
often to post. You know how to build 
relationships with influencers and get 
them to help promote your brand. 

But how do you build an Instagram 
following from the outset? 

Brett Farmiloe, the founder of 
Markitors, has a unique solution: 
integrate the contacts from your 
other channels into Instagram. 

Omnichannel Growth Hacking

Export Customer Phone 
Numbers & Contact Info 
From Your Databases

Import the List into Your 
Gmail Account

Log into Instagram on 
Your Phone 

Use Instagram’s “Follow 
All Contacts” Feature

1

2

3

4



Instagram, like any other digital marketing channel, shouldn’t be 
done in a vacuum. By driving traffic back to the brand website or 
a specific landing page, companies can ensure that Instagram 
followers end up browsing the site and converting. 

Email can be a great way to start building a following on 
Instagram and making the most of the content that you’re posting 
there. 

By matching the engagement of Instagram and the ROI of email 
marketing, you can effectively bridge the gap between social and 
email, driving brand awareness and sales. 

Want to get started? 
Contact us at contact@movableink.com to learn more about 
Movable Ink and how we can integrate Instagram and email 
through contextually relevant emails that are personalized for 
each customer. 

Instagram, 
Sans Isolation
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Founded in 2010, Movable Ink pioneered the application of 
contextual marketing to email. Movable Ink clients can use any 
email service provider to deliver dynamic content that changes, 
in real-time, according to the context of each individual customer. 
More than 250 innovative brands including The Wall Street 
Journal, eBay, Finish Line, and Saks Fifth Avenue use Movable 
Ink to Market in the Moment and optimize their email campaigns 
to drive ROI. The company is headquartered in New York City 
with an office in London.

Contact

contact@movableink.com 
1-800-270-6033
movableink.com

blog.movableink.com
pinterest.com/movableink
twitter.com/movableink

mailto:contact%40movableink.com%20%20?subject=
http://movableink.com
http://blog.movableink.com
http://pinterest.com/movableink
http://twitter.com/movableink

