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What Is? 

It’s a mobile, desktop 
and Internet-based pho-
to sharing application 
and service that allows 
users to share pictu-
res and videos either 
publicly, or privately to 
pre-approved followers.

Brief History
It was created by Kevin 
Systrom and Mike Krieger.
Was launched in Oct. 2010 
as a free mobile app ex-
clusively for the iOS 
operating system;
On Dec. 2010 hits one mi-
llion users, later in Apr. 2012 
Instagram for Android was 
released and also in Apr. 
2012 Facebook buys Insta-
gram for  one billion dollars.

The Interface
Instagram is a friendly used platform with many features 
such as sharing photos and videos, editing,  geotags, ins-
tastories, explore content, direct messages and much more

Isntagram Stories

800
Million
Monthly 

users

4.2
Billion
Likes per 

day

95
Million
Posts per 

day

95
Billion 

photos per 
day



2 3

Fashion Brands Visibility

Reach the company’s audience.

Generate online sales & engage 
the audience

Make people conscious about the 
company’s brand

Fashion Campaign

Tell your story through a clean, simple and beautiful 
creative canvas. Photos can be in square or lands-
cape format.

Get the same visually immersive quality as pho-
to ads—with the added power of sight, sound 
and motion. 

Stories about your brand or products shown 
between the stories of the accounts people 
followed.

Bring another layer of depth to campaig-
ns where people can swipe to view ad-
ditional photos or videos in a single ad.

Why Instagram for your business

Use the same data as Face-
book 

Direct Interaction with com-
pany’s clients.

Generate awareness and 
increase the sales

Higher engagement (0.84% 
vs 0.53% for Facebook)

800 million monthly active 
users

Target Audience
Understanding Instagram’s demogra-
phics is important for targeting the au-
dience  and deliver an assertive message. 
The primary users are the young people be-
tween 18 -24 years old, so this is the perfect 
platform to reach the younger demographic of 
millenials and even the up and coming Gen-Z.
Also it is important to underline that is a pu-
blic that is confident, creative and influent.
The principal interests of this pu-
blic are: Healthy Lifstyle, traveling, fas-
hion, photography and sport and fitness

Comparable Platforms
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Isntagram News
At December 19th of 2017, Instagram added two new 
features to their platform. The new features are the abi-
lity to follow hashtags, and the “recommended 
for you”. Both changes have favourable and un-
fortunate implications. Here’s a summary of them: 

1. Clutter will Increase: 
The both changes will increase clutter to the feeds, 
consequently, the users must scroll through to reach 
all organic content. In addition, since 2016, brands 
have to pay to be seen on the platform. So, posts 
that are no backed by a robust paid Instagram stra-
tegy are likely to be further buried. Additionally, there 
is no limit on how many hashtag-related posts appears in a user’s feed. 
2. More Discoverability
Instagram relates that the “Recommended for you” section would not have sponso-
red posts. With the new ability to follow hashtags, marketers can capitalize on tren-
ding conversations. For instance, if a company use a specific hashtag on their post, 
when the user follows this hashtag, they might see the company post in his or her feed.

3. Hashtag Abuse
Marketers don’t need big follower counts or social media budgets to do so, so it’s likely that they 
will add more trending hashtags to their posts as well as to their Instagram Stories, which could 
lead to hashtag abuse. Brands and influencers will have to start strategizing about their orga-
nic Instagram content almost like they would an SEO strategy. In addition, the image, copy and 
especially hashtag usages should serve a specific strategic purpose to maximize organic reach

On February of 2018, Instagram is offering brands a new shopping-enabled ad unit as 
it moves further into the e-commerce space. They started testing ads that blend videos 
and product catalogs where consumers can complete purchases without leaving. Ins-
tagram calls them “collection” campaigns. This feature leads to better results across 
the board.  Additionally, E-commerce is becoming a big opportunity on Instagram and slowly the pla-
tform is bringing the power to purchase inside the apps. For instance, fashion and beauty brands Bir-
chbox and Revolve are the first marketers to try “collection” ads on Instagram. There are 200 million 
people following fashion-related accounts on Instagram, according to an Instagram spokeswoman. 
Moreover, Instagram has around 2 million advertisers and 25 million businesses. Finally, “About two-
thirds of the visits to Instagram business profiles are from people who don’t yet follow them. This is how 
many businesses are finding new customers.” said Sheryl Sandberg, Facebook’s chief operating officer.

Fashion Brands on Instagram

Nike

Nike is without a doubt a top brand, if not the top 
brand, on Instagram. It uses the social media 
platform to connect with its audience in a uni-
que, effective way. Out of all the Interbrand 
Top 100 brands, Nike has the most followers.

#Justdoit:
Inspiring quotes.
Captures important life´s stories.
Strong Community

Giving Shouts-outs:
Highlight their sharing.
Reposting.
Inviting the members of 
their community to follow 
each other.

PHOTOiD:
Design & Focus on their audien-
ces.
They bring them into the con-
tent creation.
Inspiring action with the brand.

Instagram as a Marketing tool not only 
helps all big brands that want to kee-
ping up on the Top but the new com-
panies that want to be recognized by 
the Fashion Industry. This is what did 
the Australian Entrepreneur Erin Dee-
ring who is one of only eight women 
listed on the BRW Young Rich list for 
this year, raking in $36 million from 
her online bikini company Triangl.
The company has exploded in popu-
larity in just three years after using big 
influencers. One of the most effecti-
ve marketing  strategy on Instagram 
is publicity from celebrities like Miley 

Influencers:
Getting the right in-
fluencers to promote  the 
brand.
Providing with free 
swimsuits in exchange for 
a post of them.

#trianglgirls:
Building a community 
around your brand
Self-confident women.
Inspiring action with the 
brand.
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Conclusion

Even though Instagram was created only for individual users, for the time being, has beco-
me an essential marketing tool for businesses. The reason of that, is because the interface 
is simple and friendly use at the same time that has many features. Mostly Instagram users 
are young people from 18 to 34, it is neutral gender and reach worldwide targets. Instagram 
is not the most popular platform yet, but due to it’s updates is growing in a sustainable way.

Instagram offers a big variety of ways for com-
panies to generate engagement with their cus-
tomers by promoting and advertising. The most 
effective way to promote through Instagram 
for fashion companies is photo Ads and carou-
sel Ads.  Those get more attention from the fo-
llowers because they focus on the product they 
want to promote. They make it stand out with a 
photo that is attractive plus a concise text, to at-
tract the buyer they are targeting. The price to pay for Ads on the platform depends on 
the objective and goals the company wants to reach. There are many factors to con-
sider such as bidding type, target customer, and others, consequently, costs will vary. 

The photo sharing application is in a constant improvement of their features. On December 
2017 was launched the feature “Recommended for you” and also the ability to follow a has-
htag. The first feature shows 3 to 5, non sponsored posts based on what the person likes, 
the second one allow brands to appear more on the person feed if they used the correct and 
relevant hashtag.  Also, on February 2018, Instagram gave a huge step by launching a feature 
which allows the users to buy a product inside the platform. This new utility is called “Co-

llections Ads” and will reach a large number of 
suppressed potential clients inside the platform.

Instagram as marketing tool not only helps all 
big brands as Nike that want to keeping up 
on the top but the new companies like Trian-
gl that want to be recognized and be suc-
cessful in the fashion industry. Brands can 
sell their products without spending any mo-
ney by focusing on influencers that fit their 
target audience and building a commu-

nity around the brand and sharing their products in unique views. Brands must use 
the platform to inspire, also thank their audience for all the participation. They also 
bring their community together by inviting the members to follow each other. They 
do those points to engage their audience rather than just promoting their products.

ADAGE.COM FEBRUARY 6, 2018 
http://adage.com/article/digital/instagram-brands-sell-collection-ads/312273/

“Instagram Gives Brands New Way To Sell In ‘Collection’ Ads”

Instagram is offering brands a new shopping-enabled ad unit as it moves further into the e-commerce space.

On Tuesday, the photo- and video-sharing app, owned by Facebook, started testing ads that 
blend videos and product catalogs where consumers can complete purchases without lea-
ving. Instagram calls them “collection” campaigns, and they were first tested on Facebook.
“They bring together video and direct-response in a compelling way that leads to better re-
sults across the board,” says Phillip Huynh, paid social director at 360i. “I would anticipate the 
same success on Instagram, just like every time something is ported over from Facebook.”

Facebook typically uses its different properties as testing grounds before expan-
ding ads and services across the platform, like it did with Canvas ads, the full-screen, 
multimedia ad units that began on Facebook and now also run on Instagram.

E-commerce is becoming a big opportunity on Instagram, and a competitive category 
in its rivalry with Snapchat. Both platforms offer features to brands that link to purcha-
ses outside the apps, and both are slowly bringing the power to purchase inside the apps.

Last week, Snapchat introduced its first “store,” a channel in its media section that sells Snap-
chat merchandise. It could eventually lead to sales opportunities for brands and advertisers.
Fashion and beauty brands Birchbox and Revolve are the first marketers to try “co-
llection” ads on Instagram. There are 200 million people following fashion-related ac-
counts on Instagram, according to an Instagram spokeswoman.: Collection on IG - B

Instagram, meanwhile, is becoming an important driver for the future of Facebook’s business. 
Last week, Facebook’s earnings report showed that the number of people on the social ne-
twork had declined in North America for the first time, and that people were even spending less 
time on the platform. Executives like Sheryl Sandberg focused on the potential for Instagram.

Facebook has more than 5 million advertisers, while Instagram has around than 2 mi-
llion. There are 70 million businesses on Facebook and 25 million on Instagram.
Facebook wants to give more advertisers the ability to easily extend campaig-
ns from one platform to the next, and drive more of the advertisers to all its properties.
“Instagram is a business’s visual shop on mobile, and we’re seeing more people seek out busi-
nesses there,” said Sheryl Sandberg, Facebook’s chief operating officer, during the earnings call 
with analysts last week. “About two-thirds of the visits to Instagram business profiles are from 
people who don’t yet follow them. This is how many businesses are finding new customers.”
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Annexes: Business Articles 

DIGIDAY DECEMBER 19, 2017 
https://digiday.com/marketing/instagrams-new-features-will-impact-orga-
nic-reach/

“How Instagram’s new features will impact organic reach”

Last week, Instagram added two features that will alter the content in users’ feeds: The ability to fo-
llow hashtags will surface hashtag-focused posts, and a “Recommended for you” section will show 
posts friends have liked. When it comes to organic reach on the platform, both changes have favo-
rable and unfortunate implications for brands, publishers and influencers. Here’s a rundown of them:

Clutter(mess) will increase
Both changes will add increased clutter to Instagram feeds, resulting in more content users must 
scroll through to reach all organic content. Ever since 2016, when Instagram switched from a chro-
nological algorithm to one that tailors posts for each specific user, brands have to pay to be seen. 
Instagram said the new changes will not impact where paid ads will appear within user feeds, so 
posts that are not backed by a robust paid Instagram strategy are likely to be further buried.
The new hashtag-related posts will follow the platform’s same algorithm. If a user follows a certain 
hashtag, say “#photography,” Instagram will determine which posts to show the user in their feed 
based on the recency and quality of the posts. There is no limit on how many hashtag-related posts 
appear in a user’s feed, said an Instagram spokesperson.
Meanwhile, the new “Recommended for you” section, which will include three to five posts, will 
appear after a user has viewed all of their new posts. Consequently, users who open and close the 
app more often will see the “Recommended for you” section more frequently than those that do not.

More discoverability
Both updates could improve discoverability on the platform in general, even as organic posts fall to 
the bottom of feeds. Take the “Recommended for you” feature.
“If Instagram follows Facebook,” said Samantha Skey, president and chief revenue officer at She-
Knows Media, “I imagine we’ll see plenty of sponsored posts, which could make for strong adver-
tising as it captures a trusted referral.” For the time being, Instagram said it has no plans to place 
sponsored posts in the “Recommended for you” section.
With the new ability to follow hashtags, marketers can capitalize on trending conversations. For ins-
tance, on Dec. 15, Target used #StarWars in a post to appear next to other posts that reference the 
opening of “The Last Jedi” movie. Now, if a user follows #StarWars, they might see Target’s post in 
his or her feed.
  “For years, brands that had a right to be seen alongside certain hashtag-related content were 
buried by the algorithm,” said Matt Lang, senior digital strategist at digital agency Rain. “But now, 
they’ll have a chance to surface.”
Letting users follow hashtags could also boost influencers, said Kamiu Lee, vp of business and de-
velopment strategy at influencer platform Activate by Bloglovin’.
Hashtags could encourage publishers to create communities related to their own brands and has-
htags that audiences will want to follow, said Amy Ramirez, Instagram manager at travel publisher 
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Culture Trip.

Hashtag abuse
Marketers don’t need big follower counts or social media budgets to do so, so it’s likely 
that they will add more trending hashtags to their posts as well as to their Instagram 
Stories, which could lead to hashtag abuse.
“The real challenge on all of us [is] determining which hashtags are actually relevant and 
can add value to conversations,” said Amanda Peters, group strategy director at Wun-
derman.
Allie Arends, social media engagement supervisor at Space150, said brands and influen-
cers will have to start strategizing about their organic Instagram content almost like they 
would an SEO strategy. “The image, copy and especially hashtag usages should serve a 
specific strategic purpose to maximize organic reach,” she said.
Still, there’s no guarantee brands’ and influencers’ hashtagged posts will appear in 
users’ feeds. Lang said advertisers shouldn’t be surprised if Instagram decides to enac-
t(act out, achieve) another algorithm that prioritizes which posts get featured for a speci-
fic hashtag that is being followed.
Either way, advertisers look forward to seeing which hashtags users end up following. 
Scott Lindenbaum, evp and director of digital strategy at Deutsch, said this kind of per-
sonal interest data could help make ads more relevant.  
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