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INSTAGRAM ADS:
A HISTORY

INTRODUCTION

Instagram users have multiplied dramatically since the
platform’s creation in 2010. From the launch of the
network right up until now, numerous new features and
evolutions have been introduced, in terms of design,
search functions, filter choices and of course, advertising
options.

As Instagram’s community of users has grown, the
social platform has evolved to accommodate the ever
expanding need for brand advertising. This timeline
shows the major milestones that Instagram has seen
over the years when it comes to Ads and the number of
active users on the platform.
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In addition to an Instagram marketing strategy, Ads can
be used to complement any kind of ongoing content
posting schedule. Understandably, the sheer size of the

| N STACI RAM A DS potential audience for a brand using the platform is one

of the main advantages of using Instagram. The other

A POW E R FU L TOO L major advantage is the type of content which can be

shared.

TO COM PLEM E NT As we know, Instagram is the leading platform for

visual content, and visual messages are assimilated at
YOU R ST RATEGY a much faster rate than text, meaning that any kind of
quality brand marketing has a natural advantage on this
platform.

Since Instagram Ads do not appear on your account,
there is much more freedom when it comes to style of
content and type of message. Furthermore, the potential
of these Ads is outstanding in comparison to normal
Instagram posts, simply because the target audience

is selected in such a way as to attain new followers

and reach users you wouldn't necessarily have run into
otherwise. Despite the fact that advertising comes at a
price, the benefits of Instagram Ads can be notable.
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On Instagram, there are:

A FEW an S00M
STATISTICS

active monthly users

. 80OM

photos posted per day

With this kind of activity happening every day on the
platform, what better place to advertise your brand?
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As with any kind of advertising venture, there are some
guaranteed benefits and some potential downfalls that
you have to watch out for. Essentially, the success of
your Instagram Ad is in your hands: you are responsible
for the outcome of your advertising experience.

The pros of advertising on Instagram:

What are the main benefits?

TH E P RO @ Generate leads for your business
8’ C O N S @ Great exposure to a targeted audience

@ Opportunity to drive traffic to a website/blog/
ecommerce site

@ Pay-per-click basis

The cons of advertising on Instagram:
What problems could | encounter?

@ A badly targeted audience could cause your Ad to
get lost in a sea of unconcerned or indifferent users

@ A non inviting CTA (call-to-action) could cause
users to just keep scrolling

@ A low quality image or video will not engage users

10
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HOW TO KNOW
THE BEST TIME

TO START ADVERTISING
ON INSTAGRAM

CHAPTER I: WHY ADVERTISE ON INSTAGRAM?

Before you even think about running an Ad on Instagram,
you need to be sure of a few things.

11
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CHAPTER I: WHY ADVERTISE ON INSTAGRAM?

DO YOUR HOMEWORK

You want your first Instagram advertising experience to
be a good one, and a fruitful one, so make sure to put
all the odds on your side before diving in. You need to
have a working knowledge of the platform and at the
very least have encountered an Ad in your own personal
Instagram feed, so you understand what your Ad will
resemble. The best time to start advertising is when you
have a clear idea in your head of what you want your
advertisement to achieve, and are able to back it up.
Before then, you could be setting yourself up for failure.
Just like on Facebook or any other platform, an Ad that
has been badly thought out will not do the brand any
favours!

For example, | have a brand new business, and | want

to find new customers and grow my brand. | think
Instagram Ads will help me to achieve my goals.

Wrong! Instagram Ads can help you to develop the
reputation your brand has already achieved through
other channels, i.e. social media. But you won't get great
success from spending money on advertising for a brand
that won't convert because its message doesn't deliver.
Spend some time getting a feel for your brand’s voice
and perfecting your website, social media accounts,
blog, etc. so that when the time comes for advertising,
your new customers get a great user experience!

The best practice is to begin running social media Ads
once your business is starting to really take off, as the
extra help from the advertising will accentuate and
complement all your hard work up until now. If you are
happy with what your business has to offer your future
clients, go onto the next step!
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PREREQUISITES
FOR ADVERTISING
ON INSTAGRAM

CHAPTER I: WHY ADVERTISE ON INSTAGRAM?

In order to begin your endeavour into Instagram
Advertising, it is important to first make sure you have all
the tools you'll need.

13
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ol 1

It's a good idea to You need to have a
have an active Instagram distinct brand and a

Believe it or not, it isn't actually necessary to have
an Instagram account to be able to advertise on the

account too, although it is product to sell network. Since the whole advertising process is handled
not mandatory

via Facebook, you do, on the other hand, need to have

a Facebook page. You can simply use the name of your

company’s Facebook page and it will appear on your

Instagram Ad (except for it will not be clickable). If you

choose to advertise in this way, be aware that you will

not be able to comment on your Ad as a business,

| nstag ram 2 although you will still be able to moderate the comments
left on the Ad.

You need to
have a landing

page for your Advertisi Nng You need to

CTA (Call To have some good
Action) button quality brand Once you are sure you have what you need, you can

e start thinking about your goals and the design of your

ﬂ Instagram Ad.

Not sure how to make a great Facebook page? Click
here to learn how.

You need to
have a Facebook
page to set up an
Instagram Ad


http://blog.hubspot.com/blog/tabid/6307/bid/5492/How-to-Create-a-Facebook-Business-Page-in-5-Simple-Steps-With-Video.aspx%23sm.001v4rrhe1137ecltc92hdt00547x

CHAPTER I

DEFINING
YOUR GOALS
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When creating an Ad, the first criteria you will need to fill
in is your campaign objective.

The first and foremost priority is to determine what you
want your Ad to achieve. Whether you're looking to
increase traffic to your website, get more engagement

C H OOS | N G YO U R on your Facebook posts or generate new leads for your

brand, the campaign objective is the essential key to

O BJ ECTIVES getting the job done.

Defining this goal should be simple enough, as it
depends on the particular aspects of marketing you wish
to improve for your business. If you're trying out Ads for
the first time, go for a simple objective as it will be easier
to track its performance while your campaign is running.
If you go for leads generation, for example, the process
is longer and generally the results will be less impressive
(for a first time) than if you were to select website clicks
as an objective.
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N THE 11 OPTIONS
that Facebook and Instagram provide J

11. LEAD GENERATION 1. CLICKS TO WEBSITE
This objective will Q This objective will sendlusers
collect new leads for to your company website,
your business. increasing your traffic.
10. VIDEO VIEWS
This objective will encourage 2. WEBSITE CONVERSIONS
users to view your video. This objective will encourage
users to adopt your product or
service via your company website.

9. OFFER CLAIMS

This objective will aim to
get users to claim your
promo offer.

3. PAGE POST ENGAGEMENT

This objective will boost your
Facebook posts by encouraging
users to engage with them.

11

options that Facebook and

8. EVENT RESPONSES Instagram provide:

This objective will raise B
the number of attendees

at your event. 4. PAGE LIKES

This objective will aim to
increase the number of likes
on your Facebook Page.

7. LOCAL AWARENESS 5. APP INSTALLS

This objective will reach out This objective will encourage

to users located near to your users to download your app.

RS 6. APP ENGAGEMENT

This objective aims to
increase the engagement
within your app.
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CHAPTER II: DEFINING YOUR GOALS

If you are running an ad via Facebook and wish for it to
appear on Instagram as well, you can select any of these
11 proposed objectives.

If your Ad will run purely on Instagram, there is a smaller
choice of objectives, all of which are perfectly suited to
the platform using the different Ad format options:

Q 2 F113 3 ¥

CLICKS TO WEBSITE WEBSITE CONVERSIONS MOBILE APP INSTALLS
achievable using photo, achievable using photo, achievable using photo,
video or carousel format video or carousel format video or carousel format

- e 6 &

MOBILE APP VIDEO VIEWS REACH AND FREQUENCY
ENGAGEMENT achievable using video achievable using photo,
achievable using photo, format video or carousel format
video or carousel format

= - )

PAGE POST ENGAGEMENT MASS AWARENESS
achievable using photo or achievable using photo,
video format video or carousel format

DYNAMIC ADS NOW AVAILABLE FOR INSTAGRAM

Instagram recently made retargeted Ads available on the
platform, following in the footsteps of its parent network,
Facebook.

Retargeted or “Dynamic” Ads are shown to specific

users at specific times, and take advantage of users’
browsing history. Basically, if you choose to opt for
Dynamic Ads, an Instagram user who has browsed your
company’s website will see Ads for that website appear
in their Instagram feed shortly afterward, improving your
chances of that potential customer returning to your site.

Selecting your Ad format

There are 3 options when it comes to the design of your
Instagram Ad:

m

1. STILL PHOTO FORMAT 2. VIDEO FORMAT 3. CAROUSEL FORMAT

Carousel format allows you to integrate multiple images
or videos into one Ad. Users simply swipe left and right
to view the different media.
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Which type of content would best suit
my brand?

REASONS TO CHOOSE PHOTO

Organic looking photos work best for this type of
advertisment. It's important not to forget that Instagram
is all about using high-quality images, so be careful not
to make your Ad look too much like an Ad: it needs to
be beautiful above all else! So don’t push your products,
don't over-brand your images, and remember: if you nail
the photo, you nail the Ad.

DECIDING ON AD
CONTENT TYPE

DESIGN RECOMMENDATIONS

Image ratio: 1:1

Image size: 1,080 x 1,080 pixels

Your image may not include more than 20% text

Caption: Text only, 125 characters recommended

TECHNICAL REQUIREMENTS
Image ratio: 1.9:1to 1:1

Minimum resolution: 600 x 315 pixels (1.9:1 landscape) /
600 x 600 pixels (square)

Caption: Text only, max. 2,200 characters
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CHAPTER II: DEFINING YOUR GOALS

We love this Ad from @diadoraofficial for its high-quality,
native-looking image that pulls the viewer in and makes
us want to explore further...

REASONS TO CHOOSE VIDEO

A multi-clip video is a great way to showcase many
quality images at once. If you have lots to show or if itis
relevant to your brand to showcase your work through
clips: depicting a tutorial or a recipe for example, with
steps to follow. A video must be understood even if the
sound is off, or users will quickly lose interest.

DESIGN RECOMMENDATIONS
Aspect ratio: 1:1

File type: .mp4 container ideally with leading mov atom,
no edit lists

Video: H.264 video compression, high-profile

preferred, square pixels, fixed frame rate, progressive
scan

Audio: Stereo AAC audio compression, 128 kbps+
preferred

Caption: Text only, 125 characters recommended

TECHNICAL REQUIREMENTS
Caption length text: Text only, max. 2,200 characters
Video aspect ratio: 1.9:1to 1:1

Minimum resolution: 600 x 315 pixels (1.9:1 landscape) /
600 x 600 pixels (square)

Minimum length: 2.5 seconds
Maximum length: 60 seconds

File type: .mp4


https://www.instagram.com/diadoraofficial/
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Supported video codecs: H.264, VP8
Supported audio codecs: AAC, Vorbis
Maximum size: 1.75 GB
Frame rate: 30 fps max

Bit rate: No limit to bit rate file if you're using two-pass
encoding, as long as your file doesn’t exceed 1 GB.

Otherwise, 8 megabits per second for 1080p and
4 megabits per second for 720p

Thumbnail image ratio: Should match the aspect ratio of
your video. Your thumbnail image may not include more
than 20% text.

Here is Facebook and Instagram'’s policy on text in
images and videos:
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A STEP BY STEP GUIDE
TO SETTING UP
AN INSTAGRAM AD

CHAPTER III: SETTING UP YOUR INSTAGRAM AD

Once you have chosen your campaign'’s objective, you
can begin designing your Ad. Select a photo or a video
from your device and add it to the campaign.

Both Instagram and Facebook allow precision cropping
on images.
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For the Ad to appear on Instagram, you must now
connect your business’ Instagram account to Ads
Manager. To do this, simple click on “Add an account”
under Instagram Accounts.

Now, you can get on with the specifics of your Ad.

THINGS TO REMEMBER
e Be sure to only select hashtags which are relevant
to your brand or to the offer you are proposing to
your audience.
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e Target your audience according to the offer and
the location of your business. The more countries
you select, the more impressions you will get on
your Ad. However, the more specific you make your
target audience, the more chance of an effective
CPC (cost per click) on your Ad. You can see the
potential reach of your Ad in the sidebar (see visuals
below).

SIDEBAR
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CHAPTER IIIl: SETTING UP YOUR INSTAGRAM AD

The budget you set for your Instagram Ad depends on
whether you want to run the Ad for a specific period

of time or set a lifetime budget for the Ad. For the first
option, you set the start and end dates for the ad and
define its daily budget based on how many clicks that
day’'s ad is worth. The second option allows you to set an
overall ad budget, and then the ad will run for as many
days as it takes for the budget to run out. Facebook
recommends the lifetime budget option. There are also
options to show your Ads at specific times (as opposed
to all day long) if you wish to do so, and you can even
choose to be charged for every impression rather than
every click if reach and visibility are more important to
you than clicks and conversions.
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Rules and regulations

There are a number of rules to respect when creating an
Ad for Facebook or Instagram. All Ads are reviewed by
Facebook before they are launched onto either of the
platforms.

FACEBOOK,S THINGS TO LOOK OUT FOR:
ADVE RTI SI N G PO LICI ES You need to be careful when posting anything which

could be age-restricted, like alcohol for example, by
ensuring your audience is limited to the intended age
group. There is also an image/text ratio to respect on the
image itself for Ads: an image with more than 20% text
(like a long quote for example) will be disapproved. There
are also guidelines to follow when mentioning Facebook
in an Ad.

These are the main rules that Facebook and Instagram
ask brands to respect when using their advertising
service.
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CHAPTER III: SETTING UP YOUR INSTAGRAM AD

Iconosquare & HubSpot

28
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PERFORMANCE
MEASUREMENT:
UNDERSTANDING
YOUR METRICS

CHAPTER IV: MONITORING AND MODERATING

What are these stats?

e Number of clicks: refers to the number of clicks
your Ad has received from users

o Post likes: refers to the number of likes your Ad
has achieved

e Cost per click: refers to the overall cost of each
click on your Ad

e Cost per view: refers to the overall cost per
impression of your Ad

¢ Click through rates: refers to the percentage
of clicks through to your landing page the Ad has
achieved in relation to the number of impressions

e Cost per lead: refers to the overall cost of gaining
a lead via your Ad

¢ Lead to customer conversion: refers to the
number of leads who become your customers via
your Instagram Ad

30
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CHAPTER IV: MONITORING AND MODERATING

The number of clicks and post likes you receive on your
Ad will give you an idea of the efficiency of the image
you have chosen: the more clicks, the better the image.

The cost per click (CPC), the cost per view and the cost
per lead are the figures that represent how much the
advertising process is costing you at each step: the most
important figure being the cost per lead, as this tells

you exactly how much each new lead acquired via your
campaign has cost your company. Another important
figure is the lead to customer conversion, which is the
number of leads who go on to become customers as a
direct result of this Ad.

The click through rate (CTR) is also an important figure,
as it will tell you the percentage of users who not only
saw your Ad, but who actually followed your call to
action straight through to your website or landing page.
This number will tell you how effective your image and
text choices for your Ad are at getting attention and
deserving clicks.
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HOW TO MODERATE
COMMENTS ON
DESKTOP/IN THE APP

CHAPTER IV: MONITORING AND MODERATING

Moderating comments in the app

You can moderate comments on your Instagram Ads by
searching for engagements in your notifications on the
mobile Instagram app.

32
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CHAPTER IV: MONITORING AND MODERATING

Scroll down until you see the thumbnail of your Ad,
then click on it to access the Ad as your users see it
on Instagram. You can then choose to moderate your
comments or respond to them by swiping left on each
comment.

Moderate comments on desktop

If you prefer not to moderate the comments on your
Instagram Ad via a smartphone, you can also choose to
access them via desktop. Here are the steps to follow:

IN ADS MANAGER, GO TO MANAGE ADS IN THE TOP LEFT-HAND CORNER.

SELECT THE ADVERTISING CAMPAIGN YOU WISH TO MODERATE.

SELECT THE SPECIFIC AD WITHIN YOUR CAMPAIGN THAT NEEDS

MODERATING.

CLICK ON PREVIEW (EYE ICON) TO VISUALIZE THE AD.

From here you will be able to moderate all comments on
the Ad.
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CHAPTER V: HUBSPOT INSTAGRAM ADS EXPERIMENT

To give our readers a clear idea of the kind of results they
can expect to achieve with Instagram advertising, and

I NTRO D U CTI O N to help with the choice of formats, image and copy, we

went ahead and experimented with some Instagram Ads
of our own.

Here is the experiment, as it happened from A to Z.
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GOAL OF THE EXPERIMENT

To determine a set of best practices for advertising on
Instagram.

o Over three weeks we tested three different

lead generation campaigns (offers) to the same
audience, testing three different factors:

PROTOCOL

a. Images
b. Copy
c. Type/format of ad

» The three offers we tested all had previous
success across all channels (email, social media,
blog CTAs), with similar submission rates on each
respective landing page. We also had similar images
and videos for all three offers that were tested.
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IMAGES COPY TYPE/FORMAT OF AD
WE TESTED SIX DIFFERENT WE TESTED FOUR DIFFERENT WE TESTED THREE DIFFERENT
KINDS OF IMAGES. KINDS OF COPY, USING THE TYPES OF ADS, VIDEO, STATIC
SAME IMAGE IN EACH TO KEEP IMAGE AND CAROUSEL.

VARIABLES CONSTANT.

Any data that was not statistically
significant was left out of this
analysis.

Check out the Cheat Sheet at the
end of this ebook for a quick view
of the Perfect Instagram Ad!
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EXPERIMENT

CHAPTER V: HUBSPOT INSTAGRAM ADS EXPERIMENT

Part One: What we tested

In this experiment, we looked at a few key metrics
marketers use to determine the success of their ad
campaigns. This included cost per click (CPC) and click
through rate (CTR).

Ads with a high CTR and a low CPC are considered to
be high performers, since the cost is low to get people
to take the action you want them to, and the ad has a
good amount of people clicking it, suggesting the ad is
relevant.

During this experiment our objective was to get
clicks through to our website, and as direct response
marketers, we were very interested in CPC and CTR.
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IMAGE TEST

We set out to test six different types of images that
marketers may use in the Instagram ads. Check out the
formats we tested:

1. CTA 2. Stock photo
An image with a clear call to action on it : An image that looks straight out of iStock :
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3. Click-bait 5. Native

An image that really doesn’'t have much to do with the This is an image that looks like you could have posted it
offer, but is very cute : to your native Instagram feed :

4. Content 6. Words/quote

An image that shows the reader what they are actually This is an image with a quote overlay :

getting after clicking :
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CHAPTER V: HUBSPOT INSTAGRAM ADS EXPERIMENT

COPY TESTS

We tested four different types of copy for the ad
description, ranging from a straightforward title, to funny
copy related to the offer.

1. Title of offer - Self-explanatory, just the title of the
offer or blog post.

2. Offering the value/benefit - A sentence letting the
reader know what they will gain from downloading.

3. CTA - Asking them specifically to download now.
4. Funny/fluffy - A joke or quirky sentence slightly

related to the offer, playing up the entertainment factor.

The ads all had the same image for this test:

1. Title of offer

How to Use Instagram for Business: an ebook from
HubSpot and Iconosquare

2. Offering the value/benefit

Businesses using Instagram saw a 93% growth month-
over-month in 2014. Start learning how to get followers,
build an audience, and set goals.

3. CTA

Check out this great ebook from HubSpot and
lconosquare on using Instagram for business.

4. Funny/fluffy

Hey brands, 2013 called. They want their Instagram
strategy back. Looks like it's time for an update, folks.

TYPE OF MEDIA

Finally, we wanted to test the forms of media you can
chose from on Instagram.

We used creative that was very related to the offer, the
video being a person talking about the offer we were
promoting, and the images being all similar and related
to the offer.

1. Video
2. Static image
3. Carousel images (4 images).
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CHAPTER V: HUBSPOT INSTAGRAM ADS EXPERIMENT

Part Two: Takeaways from the data

1: IMAGE TAKEAWAYS
Data points:
» Images with a clear call to action are 45% less

expensive than images that are similar to stock
photos.

* Images with a clear call to action are the
least expensive type of ad, followed by images
that clearly show the piece of content being
downloaded.

» Images with a clear CTA also have the highest
CTR. The CTR of these ads is 100% higher than ads
with stock photo images.

» Stock photo images had the highest CPC and
lowest CTR.

¢ Ads with images had the highest cost per like.

» Ads with click-bait images had the lowest cost
per like.

 Click-bait images had the lowest cost per like.
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CHAPTER V: HUBSPOT INSTAGRAM ADS EXPERIMENT

Marketing Lessons:

¢ Ads that looked like a “call-to-action” or CTA
had the lowest cost per click and highest CTR. This
means these ads were the least expensive and had
the highest number of people click through to our
landing page than all the other ads, suggesting this
ad was relevant and enticing for the audience. This
implies that Instagram users completely understood
the purpose of the ad, and clicked on it because
they knew exactly what they were getting after
clicking. The lesson for marketers here is to be

very clear in your value proposition as well as your
call to action. One thing to note: Instagram is very
particular about the types of images that are in ads,
as to keep the native look and feel of Instagram.

¢ Stock photo images had the highest CPC and
lowest CTR. Lesson to marketers: This suggests
that Instagram users are not likely to click on stock
photo-like images on Instagram, and therefore
should be avoided by B2B marketers when
advertising on Instagram.

« Interestingly, native looking images (images that
could have been posted by a friend on Instagram)
had the second highest cost per click, and second
lowest CTR, meaning, they didn't perform very well
during this experiment. Our hypothesis with native
images was that they would do exceptionally well,
as they fit right in with the typical types of posts

seen on this platform. Since our hypothesis was
disproved, we can only guess why this is the case.
One potential reason is that native Instagram

images are not clickable, therefore users are not
accustomed to clicking and didn't think to do so
when seeing our ads. Lesson to marketers, make

sure your ads clearly show what you are offering
and that they are clickable, or else you may see a
poor CTR.

» We did not run a campaign specific to “liking”
each image, but we did get post likes from doing
this experiment, and we collected the data. We
were able to determine that ads with a piece of
content as an image had the highest cost per like.
Not surprisingly, the “click-bait” images had the
lowest cost per like on the post. These images

had pretty much nothing to do with the offer, but
were images designed to make people like it (think,
cute puppy or baby). While these ads were on the
more expensive side for actual clicks through to
the website, their volume of post likes was off the
chart (seriously, close to 4x more likes than all other
types!) Some people even called us out for click-
bait! Lesson to marketers: The cost of click-bait ads
is high, and the credibility you may lose by doing
this is not worth it. Stick to high quality images that
let the Instagram user know exactly what they are
getting.
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CTA example
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Content piece examples Click bait examples
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RESULTS

CHAPTER V: HUBSPOT INSTAGRAM ADS EXPERIMENT

In this section, we go over the results obained during the
Instagram Ads experiment. The results are based on the
data collected and will appear by category: image test;

copy test and video test.

Along with the results, you will see marketing lessons
where we explain the best practices for marketers

advertising on Instagram.
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Image Test Data

CTR by Image Type
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Copy Data:

« Copy that was a clear CTA had the best results. CTR for Copy Tests

e The CTR of ads with CTA wording was 17% higher
than copy that was “funny”, and the CPC was 11%
lower than ads with “funny” copy.

» Funny copy ads did have the lowest cost per post

like, at 7% cheaper than ads with CTA positioning,
but this decrease doesn't seem enough to make the I
lack of clicks and high cost worthwhile.

CTR

e Our analysis of using the title of the offer as the value e Funny
copy was inconclusive. While there was a high CTR,
there also was a high CPC. Copy Type
Marketing lessons:
J CPC for Copy Tests

» With the high CTR and low CPC for ads with copy
relating to CTA language, it is clear that images
and copy with clear calls to action will give direct

response marketers the best results and most bang

for their buck. Marketers should spend time creating

well thought out call to action-like copy when

making Instagram ads. l
e Since some of our tests were inconclusive for

copy changes, try out titles and funny copy on your Value Title Funny
own accounts, and see what performs best with
your audience.

CPC

Copy Type
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Video Data:

» Carousel and static image tests showed almost
no difference in CPC or CTR, and tests were not
statistically significant due to too similar results.

» The CPC on the video ads was significantly higher
than carousel and static image tests, with a CPC of
45% higher than static ads.

e The CTR of video ads is also the lowest of all ad
types by 38%.

e The cost per thousand impressions (CPM) is the
lowest for video ads, at 28% less than the CPM of
static image ads.

Lessons for marketers:

« If marketers are solely concerned with cost, we
suggest they use static image or carousel media
type campaigns. The cost of our video tests were
more expensive than static images and carousel
ads.

¢ Video ads don’t perform as well as static images
for direct response, with the lowest CTR. Use video
ads for purposes other than driving inexpensive
traffic to your website, such as awareness and
branding. Since the CPM was the lowest for video
ads, we can assume they would be a better fit for
branding campaigns.
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During the experiment, we learned that although video

is taking the internet by storm, it might not be the best
content for an Ad on Instagram: a platform which
continues to thrive on quality static images. We learned
that call to action (CTA) wording is essential for success,
and that cute, click-bait images are extremely effective
in terms of cost (low cost per like) but don't finish the job
when it comes to customer conversion (low CTR).

CO N C LU S I O N Adding Instagram advertising to your marketing strategy

is a smart move, especially for businesses with small
budgets, as a lot can be achieved at a low cost. In fact,
Instagram announced at the beginning of June 2016 that
it will be rolling out contact buttons for business pages
on the platform and making it easier for brands to turn
high-performing posts into Ads.

The business side of Instagram is really starting to shine
through, and we expect even more great business-driven
updates and features to arrive on the platform in the near
future.
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CHEAT SHEET
“THE PERFECT
INSTAGRAM AD”

CONCLUSION & BONUS

Using an image showing the offer you are proposing will
help your CTR rise and your CPC fall.*

Static images
work better
than video.

A clear CTA
within the
image will
increase CTR.

Caption with clear CTA wording.

* Stock images aren't as effective in this case!
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