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Introduction

re you ready to have some fun? We hope you are! Because Instagram is all

about entertainment and creating exciting content. Because you’ve chosen

this book, we know you’re ready to get down to business to create an
Instagram account that will not only help you grow your business but also be
something you enjoy!

With more and more people joining Instagram every day, the social media app
continues to grow at unprecedented rates. But with that growth comes a lot of
noise and saturation from people who don’t quite understand how to use the plat-
form effectively. After reading this book, however, you’ll have the tools and tactics
necessary to build a successful Instagram profile.

About This Book

The purpose of Instagram For Business For Dummies is simply to help you use Insta-
gram effectively. As you can see by the number of pages in this book, that purpose
is easier said than done! In fact, some people think that Instagram marketing
means just uploading a photo to Instagram.

Instagram really is as simple as uploading a photo. But for strategic business use,
you should employ a number of marketing and traffic-generating tactics, which
we explore in this book. And as Instagram adds more features to the platform,
such as multi-image posts and Instagram Stories, understanding how to create
this additional content is just as important.

We take you through every step of creating and uploading content to Instagram,
writing effective captions that get your audience to take action, finding hashtags
that help you get more exposure, building your audience, and using all the fun
features built into Instagram.
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Foolish Assumptions

When writing this book, we assumed that you

¥ Have a business or are getting ready to start a business

¥ Have a website for your business

3 Know your target customer audience and know that they're using Instagram
¥ Want to use Instagram effectively to drive real business results

¥ Don't want to look like an amateur, even if you're new to using Instagram

3 Are committed to devoting time and energy to build a presence on Instagram
that will reflect your brand

Instagram is an interactive and community-focused platform. We hope that you
understand this and are looking forward to building a community around your
brand.

If these assumptions are correct, this is the right book for you! We’re confident
that the tactics and information here will help you achieve your goals.

Icons Used in This Book

2

TIP

©

REMEMBER

(= =)
T
TECHNICAL
STUFF

To make things easier and ensure that you don’t miss important details, we have
various icons throughout this book. Here’s what the different icons look like and
mean.

The Tip icon is a small piece of expert advice that will save you time and make
your experience on Instagram easier to master.

Because we cover a lot of details and information, every now and then we throw in
a Remember icon to remind you of important details we’ve already covered. We
know you’re reading every juicy detail of the book; the Remember icon just helps
resurface some of those tidbits.

Who doesn’t love a little geek-fest on technical jargon? Okay, a lot of people! But
that’s why we’ve pulled out these paragraphs so that you can understand the
technical aspects of using Instagram without getting overwhelmed.

Instagram For Business For Dummies



extra moments to understand the effect of what we’re saying. You’re not going to
blow up your Instagram account or do anything irreparable, but we want to save
warning  You from any headaches we can.

‘ Yes, this book has a few warnings. When you see a Warning icon, please take a few

Beyond the Book

In addition to what you’re reading right now, this book also comes with a
free, access-anywhere cheat sheet that provides a handy list of Instagram lingo,
steps for sharing posts directly, and more. To view the cheat sheet, simply go to
www.dummies.com and type Instagram for Business For Dummies Cheat Sheet in
the Search box.

Where to Go from Here

The first few chapters dive into how to set up a new Instagram account. If you
already have an Instagram account, you can skip the first chapter, but we encour-
age you to check out Chapter 2 because it contains information on how to set up
an effective profile. Don’t worry, you can easily update or edit anything you’ve
already started!

After that, we have a ton of information on creating better content and getting
strategic with your Instagram content. If you want to focus on specific areas, look
at the Table of Contents for guidance.

If you run into trouble, check out Chapters 15 and 16, which are dedicated to
troubleshooting Instagram issues. And if you are looking for inspiration, read

Chapters 17 and 18.

It’s time to jump into all the fun of Instagram that we’ve been talking about!
Enjoy the book.
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Creating Your
Profile



IN THIS PART ...

Install Instagram on your smartphone, tablet, or
Windows computer.

Set up your Instagram business profile to draw
followers like moths to a flame (or whatever trite

saying applies).

Prepare your business goals for your Instagram profile
so you can reach the most customers.



IN THIS CHAPTER

» Finding Instagram apps for your
device or computer

» Deploying Instagram apps on
Windows and Mac computers

» Installing Instagram apps on mobile
devices

» Using Instagram on the web

» Launching Instagram on your
computer or mobile device

Chapter 1
Installing Instagram

he good people at the Instagram division of Facebook realized long ago that

many people use Instagram with all their computing devices, not just

smartphones. What’s more, they knew that if business owners were going
to adopt Instagram as the de facto photo-sharing app, Instagram had to be avail-
able everywhere: on smartphones, tablets, computers, and even the Instagram
website.

If you haven’t installed Instagram yet, this is the chapter you need to read. We
start by showing you where to find Instagram on the web, and then you find out
how to install the Instagram app on computers, smartphones, and tablets.

Next, you see how to use Instagram on the web in case you’re using a computer or
device that either doesn’t or can’t have Instagram installed, such as a company
smartphone that allows only company-approved apps. Finally, you launch the
Instagram app on your computer or device so you can scratch that itch and start
Instagramming.

CHAPTER 1 Installing Instagram 7/



Moving Instagram to the Launch Pad

TIP

FIGURE 1-1:

Get the Windows
Instagram app
by clicking Get at
the top right.

Facebook had the good sense to keep the Instagram website intact, so you don’t
have to go through the Facebook website to get to all that Instagram goodness. As
soon as you type www.instagram.com in your browser and press Enter (or Return),
the Instagram website kindly checks your computer to see whether it has Insta-
gram installed.

If the website reports that it’s having trouble checking your system for Instagram,
you need to enable cookies in your web browser settings. After you enable cookies,
refresh the Instagram website page and it will check your system.

If you don’t have Instagram installed, you’ll see a brightly colored bar at the top
of the page, where Instagram (having detected the operating system you’re using)
invites you to visit the applicable app store to download the latest version, such as
the Windows example shown in Figure 1-1.

Instagram
Find it orfree on the Windows Store

ABOUTUS SUPPORT BLOG PRESS APl JOBS PRIVACY TERMS DIRECTORY LANGUAGE
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So what happens if Instagram finds that the app is installed? If you’re using Win-
dows or a Mac, the app screen will appear in a new window or tab. On your smart-
phone or tablet, the app opens and appears on your screen.

If your workplace has a BYOD (Bring Your Own Device) policy, pass this book
around to the people in your company so they can refer to the appropriate section
in this chapter for installing Instagram on their computer or device.

Installing on a Computer

TIP

Instagram was designed for a smartphone, but in a business setting you’ll be
more likely to view it at your desk while you’re working. Otherwise, you’ll have to
keep looking from your computer screen to your smartphone.

Fortunately, the Instagram app is available for Windows and the Mac, so you can
view, like, and comment on photos and videos from other Instagram users. How-
ever, you can’t use your computer’s webcam to take pictures or shoot video.

Feel free to skip ahead to the “No App? No Problem: Instagram Is on the Web”
section to learn how to use the Instagram website. (This information should go in
your brain’s “be prepared” file.) Then continue reading to the end of the chapter
to learn how to log in to Instagram.

Installing on a Windows PC (sort of)

The Windows version of Instagram is a Windows 10 app. As any Windows 10 user
knows, Microsoft is trying to make Windows the best of both worlds by offering
apps that can run on both Windows on computers and the Windows Mobile 10
operating system. (Good luck trying to find anyone using Windows Mobile 10 on a
smartphone.)

Windows PC users can install the Instagram app from the Windows Store or the
Instagram website. Here’s how to install the app from the Windows Store:

1. click the Start icon in the taskbar.

2. Click Store in the list of programs or click the Start tile in the Start menu.

3. IntheSearch box, type Instagram.

4. Inthelist that appears below the Search box, click Instagram.

CHAPTER 1 Installing Instagram 9



Click Install to the
right of the bland
Instagram icon.

10

Click the Install button, as shown in Figure 1-2.

After the Windows Store installs the Instagram app on your computer, the
Install button in the Store window changes to Launch.

Click Launch to start the app.

Apps  Games Music Movies& TV Books

Instagram
Instagram

deododok ok 119

You own this product.

Install Share

Screenshots pcw

soo.grean

|

FIGURE 1-2: Peop\e also like

® [ 2]

More
ESRAB

Description

Instagram is a simple way to capture and share the world's moments. Fallow your
friends and family to see what they're up to, and discover accounts from all over
the world that are sharing things you love. Join the community of over 500 million
people and express yourself by sharing all the moments of your day—the
highlights and everything in between, 100,

Use Instagram to:

Post photos and videos you want to keep on your profile grid, Edit them
with filters and creative tools, and combine multiple clips into one video.

Share multiple photos and videos (as many as you want!) to your stary....

More

Available on
g 0
PC Mobile

£ Show all

If you prefer to install the Windows app from the Instagram website, follow these
steps:

1.
2.

3.
4.

Navigate to the Instagram website.

Click the Get button in the upper-right corner of the Instagram web page.

The Store window appears in front of your browser window.

Click the Install button (refer to Figure 1-2).

After installation, start the app by clicking the Launch button.

Now you can skip ahead of the rest of the class and start Instagramming by going
to the “Starting to Gram Instantly” section.
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WARNING

Installing on a Mac (sort of)

Instagram doesn’t have a Mac version of its app available to download, as you’ll
discover if you search for Instagram in the App Store. If you try to download the
app from iTunes by clicking Get on the Instagram app page, you’ll see the Get but-
ton change to Downloading for a few seconds, and then the button will change
back to Get.

The only way you can access Instagram is on its website. And if you use a web
browser other than Safari, you’ll only be able to view, like, and comment on
photos and videos. Fortunately, you can bamboozle the Instagram website into
thinking you’re accessing the website on the iPhone so you can upload photos.

You can only upload photos from your Mac from the bamboozled Instagram
website. You can’t take photos, shoot videos, or upload videos.

An article by Lewis Painter on the Macworld UK website (www.macworld.co.uk/
how-to/mac-software/how-use-instagram-on-mac-2017-3641569/) tells you
how to do this. But rather than make you go to the website for this information,
we tell you how here:

1. Open Safari.

2. Choose Safari~> Preferences or press Command+, (comma).

3. Click the Show Develop Menu in Menu Bar check box, shown at the
bottom of Figure 1-3.

4. Close the window.
The Develop option now appears in the menu bar.

5. click Develop, move the mouse pointer over User Agent, and then click
Safari—iOS 10—iPhone in the side menu.

6. Open the Instagram website and log in.
The Instagram home screen appears, as shown in Figure 1-4.
7. click the camera icon.
The File window opens so you can navigate to your desired folder and add

photo(s) to your Instagram profile.

If you click the Open in App button (above the camera icon, as shown in Figure 1-4),
Safari will tell you that it can’t open the specified address. Close this button by
clicking the X in the button.
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FIGURE 1-3:
Display the
Develop menu in
the Safari menu
bar by clicking
the check box at
the bottom.

FIGURE 1-4:

To upload a
photo, click the
camera icon.
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Alas and alack, after you upload your photos, you’ll find that the photo-editing
options in Safari are more limited than those in the iPhone app. (And remember
that you can’t upload videos to Instagram on Safari.)

If you’d rather upload photos to Instagram by using an app, check out the two
apps that the Instagram website lists: Flume and Uplet. A discussion of third-
party apps is beyond the scope of this book, so please visit the website for that
information.
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Now that you have Instagram doing your bidding on your Mac, start using Insta-
gram by moving ahead to the “Starting to Gram Instantly” section.

Installing on Instagram’s Native Platform

The first version of Instagram, which was available for download on October 6,
2010, was for iPhone users. It was a wise decision: The popularity of the iPhone
combined with Instagram’s ease of use when it came to sharing photos resulted in
more than one million registered Instagram users by the end of 2010. You can
install the iPhone app not only on your iPhone but also on your iPad if you prefer
to use your tablet.

Installing on an iPhone

It’s easy to download Instagram from the App Store to your iPhone:

1.

2.
3.
4,

Tap the App Store icon.

Tap the magnifying glass icon at the

bottom of the screen.

Tap the Search icon in the lower-right

corner of the screen.

Tap the Search box, at the top of the

screen, and start typing the word
Instagram.

After you type the first few letters,
Instagram appears at the top of the
results list.

Tap Instagram in the results list.

The app information appears on the
screen, as shown in Figure 1-5.

Tap Get.

If you need to sign into the App Store,

type your password in the Sign In to

iTunes Store window and then tap Buy. (If
you use Touch ID instead of typing your
password, place the appropriate finger or

thumb on the Home button.)

Wil AT&T = 9:32 PM

Q_ instagram

Instagram
@ Photo & Video
\ Fokk ok

@ e T
d@ M

DEVELOPER
Instagram, Inc.

Today Game: ops Updates

~©)

4 % @)+

Search

FIGURE 1-5:
The Instagram app on an iPhone.
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7. Tap Open.

The next time you want to open Instagram, swipe to the Home screen that has
room for icons — because that’s where you’ll find the Instagram icon.

Now Instagram is ready for you to start using it, so move ahead to the “Starting
to Gram Instantly” section.

Installing on an iPad

Instagram has yet to create a native app for the iPad, which is another one of life’s
great mysteries (but not at the level of where missing socks go). However, you can
use the iPhone app on the iPad.

Here’s how to install Instagram on an iPad:

1. Tap the App Store icon.
2. Tap the Search icon in the lower-right corner of the screen.

3. Tap the Search box, at the top of the screen, and start typing the word
Instagram.

After you type the first two or three letters, Instagram appears at the top of the
results list.

. Tap Instagram in the results list.

In the upper-left corner of the screen, tap Supports.

Tap iPhone Only, as shown in Figure 1-6.

NoO U A

. Tap Get (see Figure 1-7).

If you need to sign into the App Store, type your password in the Sign In to
iTunes Store window. Then tap Buy. Or, if you use Touch ID, place the appro-
priate finger or thumb on the Home button instead.

8. Tap Open.

Now that you’ve installed Instagram on your iPad, go straight to the “Starting to
Gram Instantly” section to learn how to start using Instagram.
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FIGURE 1-6: FIGURE 1-7:
Yes, tap iPhone only when you're installing The Instagram app is in the upper-left corner.

Instagram on your iPad.

Instagram Has Android Covered, Too

After Instagram was satisfied with the development of its app on the iPhone,
staffers turned their attention to developing Instagram for the Android platform.

On the first day the app was released, in April 2012, more than a million users
downloaded it.

Here’s how to install Instagram from the Google Play Store:

1. Tap the Play Store icon on the Home screen.

If the Play Store icon isn't on a Home screen, tap Apps on the Home screen and
then tap Play Store in the Apps screen.

2. Tap the Search box at the top of the screen, and start typing the word
Instagram.

After you type, Instagram appears in the results list.
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3. Tap Instagram in the results list.

The app information screen shown
in Figure 1-8 appears.

4, Tap Install.
5. Tap Open.
It's time to start Instagramming, so

skip ahead to the “Starting to Gram
Instantly” section.

No App? No Problem:
Instagram Is on the Web

16

REMEMBER

If your company doesn’t allow you to
install unauthorized apps on company
smartphones, you can still access the
Instagram website on your smart-
phone or computer, but there is less
functionality.

Instagram
Instagram
X Teen

.
I 45)
D00

Cownlaods  40,100.841 &

INSTALL

Designed for phones Gontains ads

Instagram - Like, capture and share the world’s moments

READ MORE

FIGURE 1-8:
Tap Read More to (you guessed it) read more
about Instagram.

Open the Instagram website by typing www.instagram.com in your browser’s
address bar. You can log in to Instagram on the web in one of two ways:

3 Instagram username and password: Type your Instagram username in the
Username box and then type your password in the Password box. Then click

or tap Log In.

3 Facebook account: If you prefer to use your Facebook account, click or tap
Log In with Facebook. (If your browser doesn't have your Facebook account
information stored in a cookie, the Facebook window appears on your screen
so you can type your username and password.) Then click or tap the Log In As

button.

If you haven’t created an Instagram account yet, bookmark this page and read
Chapter 2 to learn how to create an effective profile.

After you log in, you see the home page with the latest photos and videos from
users you follow. The top of the screen, shown in Figure 1-9, features the Insta-
gram logo at the left, the Search box in the center, and three icons to the right of

the Search box:
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FIGURE 1-9:
The Search box
is at the top of
the page.

3 Compass icon: Opens the Discover People page so you can view a list of
other users whom Instagram thinks you may want to follow. To follow a user,
click the Follow button.

¥ Heart icon: Displays a list of notifications, such as when someone comments
on one of your photos or videos.

3 Person icon: Displays your Profile page.
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nasa This is a dwarf spiral galaxy named NGC 5949, Thanks to its proximity to Earth — it sits
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ely_dent @

o 1 vage siva n kP

ant to discous with universe

If you’re on the Discover People or Profile pages, you can return to the home page
by clicking the Instagram icon (camera) or the Instagram logo.

Scroll down the screen to see photos and videos from other Instagram users you
follow. Below the photo, you can click the heart icon to like the photo. You can also
add a comment by clicking Add a Comment (see Figure 1-10), typing the com-
ment, and then pressing Enter.
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FIGURE 1-10:

You can view
comments from
other users below
the photos.
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L

jenbourn
Hagen Park
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Note the icon with three dots to the right of Add a Comment. Click this icon to
open a pop-up menu that enables you to report the photo or video as inappropri-
ate, embed the photo on a website, or cancel the action and close the menu.

Starting to Gram Instantly

If you’ve installed the Instagram app on your Windows PC or smartphone, you
should use those versions instead of the tablet versions or the website because
they have more functionality. And if you have a choice between using a PC or a
smartphone, remember that iPhone and Android smartphone versions of Insta-
gram have the most functionality of all.

18 PART 1 Creating Your Profile



REMEMBER

FIGURE 1-11:
The Instagram
appisinthel
section of the
apps list.

TIP

You can also use the smartphone version of the Instagram app on your iPad or
Android tablet.

Starting Instagram on a computer

To open Instagram on your Windows PC, click the Start icon in the taskbar and
then click Instagram in the apps list, as shown in Figure 1-11. Alternatively, you
can click the Instagram icon in the Start menu.
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After you launch the app for the first time, it will ask you to sign in using your
Instagram username and password or to log in with your Facebook account.

If you don’t have an Instagram account, click the Sign Up link at the bottom of the
window. The signup screen asks you to log in with Facebook or create an Insta-
gram account by clicking the Sign Up with Phone or Email link. From there, you’ll
be able to use the signup wizard to create an account.

Want to launch Instagram from your taskbar? Simply right-click the Instagram
icon in the taskbar, and click Pin to Taskbar.
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Starting Instagram on a mobile device

If you’re using Instagram on an iPhone,
iPad, or Android device, you can start the
app by tapping its icon, as shown in
Figure 1_12. Facebook Linkedin Twitter

[ ]
! i i m =.=
If you’re using Instagram on an iPhone or

Pages Man... . Messenger Connected

iPad, you’ll be asked to turn on Instagram @

notifications in the Please Turn On Notifica-
tiOI'IS Wil’ldOW. If you don’t turn them On, Pinterest Instagram Hootsuite . StumbleUpon

you won’t know, for example, if one of your e
followers likes a photo you posted. Turn on n a @

InStagram nOtiﬁcationS by tapping OK in the iCloud Drive Dropbox OneDrive WordPress
window. Next, you see the Instagram Would @ ﬂ @

Like to Send You Notifications window. This

seems redundant, but Instagram is asking GoToMeeting  Office Mobile  OneNote
you to send your notifications with sounds | B kindle n
and alerts. If you want to do this, tap Allow kera (7

KCRA Kindle Books

in the window. Otherwise, tap Don’t Allow

in the window. : —
Cm= 0O

If you’re using an Android smartphone or
tablet, you won’t see a notification window.
Instead, you’ll see your home screen. You FIGURE 1-12:

can change the notification settings in Ins-  The Instagram icon appears in the third
tagram for Android, as you discover in " oficons on this iPhone.

Chapter 15.

Safari Settings
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IN THIS CHAPTER

» Deciding what info to use in your
profile

» Creating an effective bio

» Upgrading to a business profile

Chapterz
Setting Up Your Profile

fter you install the Instagram app on your mobile device, the first major
task you face is setting up your profile. Your profile should accurately rep-
resent your business brand — and appeal to your target audience.

In this chapter, we show you how to set up the different components of your pro-
file. Although a profile has several components, establishing the right username
immediately is the most important. Proper selection at the beginning ensures that
you don’t have to make unwanted changes in the future or compensate for an
irrelevant username as your business grows. If you set up your Instagram profile
foundations to align with your brand, you’ll be able to edit additional components
as you grow and better drive business results from your Instagram account.

Professional Profile Practices

Your Instagram profile is both your first impression to potential customers and new
visitors as well as your consistent branded message to your existing audience.
Your profile should be recognizable to your audience and showcase the value you
provide as a business. See Figure 2-1.

Instagram profiles are comprised of the following six components: username,
profile photo, name, bio, website URL, and business address (optional). In addi-
tion, profiles that have upgraded to a business account have contact buttons. We
talk more about all these elements in the coming sections.
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FIGURE 2-1: ° AP,

The Instagram \ORKWORK
profile consists of
these standard
components.

Your profile should be consistent with the branding and messaging you use on
other online marketing platforms, but it should also align with the styling and
formatting that appeals to Instagram users. Note too that you need to format your
profile according to Instagram’s formatting and character restrictions. These lim-
its and restrictions are discussed in more detail later in this chapter.

Choosing a name and username for
your business

Your name and username are two of the most important components of your Ins-
tagram profile because they are the only two searchable criteria of your profile.
When users type a keyword or name in the search field on Instagram, the app
looks at only the username and name fields of accounts to determine if an account
is relevant to that search query.

The username is the string of characters at the top of profile. The name is the bold
text below the profile photo. If you want your business to be found by a keyword

or phrase, be sure to include it in either the name or username for your account.
REMEMBER
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TIP

Choosing the best username

You must select a username when you set up Username Name
a new Instagram account. Your Instagram |

username is how you are recognized on Ins-
tagram: All activity, from the content you
post to how you engage with others, is asso-

& rachels.fit.kitchen

. . ; 201
ciated with your username. The username is ik
at the top of the profile, as shown in 2 [+

Figure 2-2.
Rachel | Plant based | Fitness

Your username is the Component of your Ausllahanilvmg in ® Boston, USA &% | Sharing my

Instagram URL that defines your account. love of photography one tasty plant based meal at a
time & & w1

It’s delineated with the @ symbol when

referring to you as a user. The URL for your Email

Instagram account is

http://instagram.com/yourusername

When you interact on Instagram, the user-
name appears as

yourusername

An Instagram username is limited to 30

characters and must contain only letters,

numbers, periods, and underscores. You FIGURE2-2: o

can’t include symbols or other punctuation "¢ Username of your accountis listed
at the top of your profile.

marks as a part of your username.

Choose a username that represents your brand, is recognizable, and, if possible,
distinguishes what you do. Your username might be simply your business name
or an adapted version of your business name, such as @louboutinworld, instead
of Christian Louboutin. Or you might also include a word or two that describes
your business industry or niche to further define who you are, such as
@yorkelee_ prints.

Choosing a username that is different than your business name may confuse Ins-
tagram users as to whether or not your account is the official account for your
business. It’s best to keep variations as minimal as possible to avoid confusion.

During the registration portion of your Instagram account, you’re prompted to
select your username. If the username you selected is available, a check mark will
appear. If someone is using that username, an X will appear in the username field.
Keep selecting alternatives until you find an available username.
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TIP

Usernames are provided on a first-come basis. If you're signing up for a new
Instagram account using the web version, Instagram will populate an available
username for you. Delete this username and type one that represents your brand.
If the username you want to use is unavailable, you can use alternative options by
adding periods or underscores to the username, by using abbreviations, or by add-
ing another word.

There is little you can do to have an existing username transferred to your account
if it’s in use or was previously used by another account. If another account is using
your registered trademark as its username, visit https://help.instagram.
com/101826856646059 for information on how to file a claim of trademark
violation.

It’s good practice to read your username objectively before finalizing it. When you
combine more than one word into a single username, without spacing, the
arrangement of the letters may read differently or inappropriately to others. For
example, @yourusername might be read as “You Ruse R Name” instead of “Your
Username.” When this is the case, consider adding periods or underscores
to separate the words within the username as follows: @your.username or
@your__username.

After you select a username, all content linking to your profile is associated with
the username’s URL. If you want to change the username at some point, your URL
would change and you would need to update all backlinks and links to that profile
accordingly. This is why it’s best to choose the right username when setting up
your profile.

If you do want to change your username, follow these easy steps:

1. Goto your profile on Instagram on either your mobile device or your
computer.

2. Tap or click Edit Profile.

3. Inthe Username field, type the new username.

4. save your changes.

To do so, tap the check mark, Done, Save, or Submit button (depending on the
device you're using).

Choosing the best name

Your Instagram name is visible only when someone visits your profile directly. The
name appears in bold below the profile photo (refer to Figure 2-2).
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TIP

Your profile will perform better in searches and look more professional if the
name and username are different. Having a name that’s different from your user-
name provides double the opportunity for keywords and searchable criteria in the
Instagram app. Power users on Instagram take the time to craft good username
and name components.

Unlike your username, which is one word, your name should be in proper sentence
structure with capital letters and spacing. Your name (like your username) is lim-
ited to 30 characters, including spaces.

You can use your actual name or business name as your name on Instagram. Or
you may choose to use an abbreviation or a commonly recognized description of
your business. For example, if your business is a pizza restaurant called Farm
Fresh Pizza, your username might be farm.fresh.pizza and your name might be
Best Pizzeria in Boston.

You can be found in more searches on Instagram if you include a keyword or
phrase in your name or username or both. If you didn’t put a defining keyword in
your username, you should include one in your name field, in addition to your
actual name. For example, in Figure 2-2, Rachel added the keywords Plant Based
and Fitness to her name field.

The name on your profile is not tied to your URL or other defining aspects of Ins-
tagram, so you can change it at any time. Consider adding or changing keywords,
as necessary, to appeal to your target audience on Instagram.

If you want to change your name, do the following:

1. Goto your Instagram profile, and tap or click Edit Profile.
2. Inthe Name field, type the new name.
3. save your changes.

To do so, tap the check mark, Done, Save, or Submit button (depending on the
device you're using).

Choosing a profile photo that
attracts customers

The profile photo on your account, as well as your username, is associated with all
your activity. When you post anything to Instagram or engage with other users in
any way, your profile photo is visible.
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TIP

Your profile photo should represent your brand and be recognizable to others. If
your company is actively using other social media platforms, its Instagram profile
photo should be the same as the one used on other platforms. In this way, you
create cohesion across your online media and assure your customers that they
found the correct account when searching for you.

Profile photos on Instagram are cropped to a circle, so your photo should fit prop-
erly within that crop. Don’t use a logo or an image that loses valuable content
when cropped to a circle.

The profile photo on your profile page appears larger than anywhere else on Ins-
tagram. When interacting with others, the profile photo is a thumbnail (small)
version. Choose an image that isn’t too busy, overwhelming, or cluttered with
text, because the image will become difficult to decipher as a thumbnail.

The best profile photos are high resolution so that they have a clear object of
focus, contain a simple background, and don’t pixelate. (In a pixelated photo, a
low-resolution image is enlarged too much and the individual square pixels
become obvious, making the image blurry.)

Writing a Bio That Draws in Followers

26

Your Instagram bio is a short description on your profile that tells people about
your business. This description is similar to a 30-second elevator speech and is
how you convince new visitors to follow your account.

Most people will read your bio only the first time they visit your profile. Your bio
is the first impression you give to new viewers and should accurately convey the
message you want to share.

Deciding what information to include

Before you start writing your bio, choose at least two or three key aspects of your
business to highlight. These should be traits that will connect emotionally, in
some way, with your ideal target audience, such as the examples shown in
Figure 2-3.

You also need to determine the voice and style of your bio. If your brand is known
for being humorous and witty, your Instagram bio should reflect that same style
through words and relevant emojis. In contrast, if your brand is professional and
classy, your bio should not be silly and humorous.
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FIGURE 2-3:
Effective
Instagram bios
immediately
convey value to
the visitor.
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To market effectively on Instagram, you
must know your target audience and how
they’re using Instagram. Your bio should be
written in a way that connects with the peo-
ple in that specific demographic. Determine
the characteristics that you most want to
connect with in that audience and write your
bio accordingly. For example, in Figure 2-4,
the target audience is people who want to
learn about video marketing and how to cre-
ate their own videos. The bio is written to
appeal to that audience.

The Instagram bio is limited to 150 charac-
ters, including spaces. The bio is designed to
be one single paragraph of information, but
you can use formatting techniques to add
spaces and line breaks.

Because Instagram was designed to be used
on a mobile device, it’s best to format your
bio on a mobile device so that you retain the
correct formatting and alignment. No mat-
ter what formatting you create, your bio on
a desktop or computer device will always be
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FIGURE 2-4:

The Instagram bio for @owen.video is
designed to appeal to people interested
in video marketing.

one long paragraph spanning the width of the browser, unlike the vertical align-

ment seen on mobile devices.
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Include the emojis and symbols on your device’s keyboard in your bio to create
visual appeal and to better connect with your audience. To add emojis, you must
open the emoji keyboard on your mobile device. An iOS user should tap the smiley
face icon at the bottom of the keyboard. An Android user can tap the smiley face
button to the left of the spacebar. (If you don’t see a smiley face, tap and hold
down on the microphone icon to display a pop-up menu, where you can select the
smiley face icon.) Instagram is a visual platform, and having icons in the bio helps
yours stand out from others. You have many emojis to choose from. If the tradi-
tional funny face and cartoonish emojis don’t translate to your brand’s style, use
simple emoji symbols such as squares, diamonds, triangles, and arrows to add
color and visual content without detracting from your professional style.

Hashtags aren’t clickable in the Instagram =
bio on mobile devices, so including a hashtag

sandiegophotos

in your bio description is irrelevant. The 2013 684k 65
exception is if you have a unique branded posts  followers following
hashtag that you want people to associate Message A
with your brand. For example, @sandiego et
photos encourages followers to use the Media/News Company
. America's Finest Community
#MySDPhoto haghtag to have thfflr photos e e
showcased on their account (see Figure 2-5). #MySDPhoto
. . LikeusonFB Y

They use this for branding purposes, because | /== " = ol
the hashtag is still not clickable. We talk all ovied by lupitaromeroti, paulbradieysmith

. . meganpowers_sd + 24 more
about using hashtags on Instagram in

Chapter 8. Email

Formatting your bio

You can edit or create your bio by tapping
the Edit Profile button in your Instagram
profile. In the Edit Profile screen, shown in
Figure 2-6, go to the Bio field and insert the
text for your bio. Save any changes when [ cyge 2.5

you’re finished. Please note that Figure 2-6 A hashtag in your Instagram bio can be
shows the setup for a business profile. helpful for branding but is not clickable.

Android users can format a bio completely in Instagram. If you want to include
line breaks and spacing, tap the Return or Enter key (on the keyboard of your
mobile device) at the end of the line. Make sure that you don’t have an extra space
after the final character on the line and that the last character on the line is not an
emoji. Otherwise, the breaks you inserted with the Return or Enter key will not
appear in your published text.
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TIP

i0S users can format a bio in Instagram, but
line breaks will not be retained. Instead, it’s
best to open a note app on your device and
use it to craft your bio description, including
all formatting. Then copy the bio, open Ins-
tagram again, select Edit Profile, and paste
the description in the Bio field. As with
Android users, you must ensure that no
extra space appears after the final character
on the line and that the last character on the
line is not an emoji.

Your bio can be edited and rewritten as often
as you want. It’s a best practice to review
your bio every six months and verify that

X Edit Profile

’ 1
‘ =

Change Photo
Jenn Herman |l Instagram Expert
jenns_trends

http://jennstrends.social/blog

BUSINESS INFORMATION

Jenn's Trends

the information is still accurate and rele-
vant. If something should be revised, go
through the editing steps used to set up your
initial bio to change the text.

Consulting Agency

Contact Options

PRIVATE INEQORMATION

If you run marketing campaigns or have
seasonal content or promotions, you can
update your bio to align with these events.

FIGURE 2-6:
Add your bio in the Edit Profile screen.

Using a call to action to drive
website traffic

The last line of your bio should be a call to action (CTA) that directs visitors to click
the URL listed below it. (We cover this URL setup in the next section.) The call to
action should be clear and actionable but also specific to the action you’re asking
visitors to do.

Do not simply write Visit our website or Click below. Instead, use something like Get
your free ebook here or Shop our new styles now. Include a down-arrow emoji at the
end of the CTA that points to where the URL will appear in the bio (refer to the
examples in Figure 2-3).

As with the rest of your bio, the CTA can be edited as often as you like. Experiment

with different wording to determine which drives the best number of clicks to
your website.
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Choosing a website link that
encourages clicks

The most effective way to generate website traffic from Instagram is to use the
only clickable URL on the platform — the link in your bio.

You can maximize your website traffic by ensuring that the URL in your bio takes
visitors to the exact page you’re promoting. For example, if you’re promoting an
opportunity to sign up for your newsletter but the link goes to your website home
page where there’s no place to sign up, you’ll lose potential registrants. In this
case, you want the link to go directly to the website page where the signup form is
located, making it easy for your Instagram audience to sign up quickly.

Your URL can be updated or changed as frequently as you like. You might have a
default web page for your profile but change it to coincide with a promotion or
campaign you’re running on Instagram. After that campaign is complete, you can
change the link back to your default.

To accurately track your Instagram traffic, you need to do more than upload a
direct link to your website. If someone clicks the link in your bio from Instagram
on the desktop, Google Analytics records it as referral traffic from Instagram.
When someone taps the link in Instagram on a mobile device, a new browser is
opened. Google Analytics doesn’t properly track that traffic for you. Instead, it
considers opening the new browser direct traffic, not social media referral traffic.

Although Google Analytics is tracking that traffic for you, it’s categorizing it
alongside all other direct traffic to your site, not as a click-through from Insta-
gram. As a result, you may look at your website traffic and be convinced that Ins-
tagram is not driving any significant traffic, when it may be sending much more
traffic than you’re aware of.

To correct this, use a link shortener that provides trackable data on the number of
clicks. The link shorteners Bitly, goo.gl, and Rebrandly are the most reliable and
safe options. Each provides a data analysis of each link to allow you to track how
many clicks you’re generating.

To use a link shortener, follow these simple steps:

1. Find your long-form URL (the direct link from your website) and copy it.
2. Open the link shortener website of your choice.
3. Pastethe long-form URL in the link shortener website.

The link shortener generates a short link.
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TIP

4. customize the short URL to match your branding or page.

5. Copy the short URL and paste it as your URL in your Instagram bio.

Most link shorteners generate a link with random letters and numbers, such
as http://bit.ly/2X4y6. This doesn’t look professional, and visitors might
find the link confusing or might question the link’s validity. You can simply cus-
tomize the link to reflect your brand. For example, if your long-form URL is
http://jennstrends.com/blog, the short-form one might be http://bit.ly/
JTBlog or http://bit.ly/JennsTrendsBlog.

Taking Advantage of a Business
Profile Upgrade

TIP

In late 2016, Instagram introduced business profiles to Instagram. Before this
feature rolled out, all profiles on Instagram looked identical. Now brands have the
capability to stand out from regular accounts and can benefit from a variety of
features available only to business profiles.

By upgrading to a business profile on Instagram, you get features such as the
following:

¥ Easy-to-access contact buttons that make it easy for your customers to email
you, call you, or get directions to your location

¥ Anindustry listing that informs visitors what you do as a business

¥ In-app analytics to best monitor what is and isn't working in your content
strategy

¥ The ability to boost posts from your Instagram profile and run ads on
Instagram

¥ The ability to manage your Instagram comments and engagement through
your Facebook page

As mentioned, you are allowed only one clickable link (in your bio). The contact
button feature means people can call or email you, providing you additional ways
to connect directly with your customers and close more sales!

To upgrade to a business profile on Instagram, you must have a Facebook business
page to which you can connect. Instagram advertising is managed through the
Facebook Business Manager, and even if you don’t plan to run ads, Instagram
requires you to connect to a Facebook business page.
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& You can connect only one Facebook page to one Instagram profile. If you manage
multiple Instagram accounts and want to upgrade them all, they must each con-
wARNING  hect to a separate Facebook page.

Now that you’ve set up your Instagram account, as outlined in this chapter, you
can easily upgrade your account to a business profile, following a few steps out-
lined next.

Connecting to a Facebook page

As mentioned, you need to have a Facebook business page if you want to upgrade
to an Instagram business profile. Then you follow a few easy steps to connect your
Instagram account to your Facebook business page and set up your contact
information.

To upgrade your Instagram account to a business account, do the following:

1.

Log in to Instagram on your mobile device, and tap Edit Profile.
The Edit Profile screen appears, as shown in Figure 2-7.

Select the Upgrade to Business Profile option or the Try Instagram
Business Tools option.

Tap your way through the screens that highlight the value of business
profiles.

When prompted, tap Continue to connect to a Facebook page.
Select your Facebook page.

If you manage only one Facebook page, that page is selected automatically. If
you manage multiple Facebook pages, they will appear in the list of options.
Select the page to which you want to connect.

Information from your Facebook page, including your email address, phone
number, and location, is imported, as shown in Figure 2-8.

The contact info uploaded to the Instagram setup screen determines which contact
buttons (Email, Phone, and Directions) appear on your profile. For example, if you
don'tinclude a phone number, the Call Contact button will not appear.

Update or add information as necessary.

For example, if your information does not populate a phone number but you
would like to include the Call contact button, you can add your phone number
to that field in the Contact Options screen.

You can edit this information at any time, in case you want to add or delete a
contact option later.
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X Edit Profile Vv

Change Photo
Jenn Herman

highheelseveryday

Putting my best foot forward - in heels % -
everyday.

These are my random musings as a single
mom M and entrepreneur &

% Try Instagram Business Tools

PRIVATE INFORMATION

Add Phone Number

Not Specified

[ 20 T 0 72%m 8:53 PM

& Contact Options
Business Information

jenn@jennstrends.com

Phone

FIGURE 2-7:
The Edit Profile screen has an option for
upgrading to a business profile.

7. save your information.

FIGURE 2-8:
Edit your contact information to populate
the contact buttons on your profile.

Tap the check mark in the top-right corner of the Contact Options screen.

Your Instagram account is now set up as a business profile!

Navigating your business profile

Now that you’ve upgraded to a business profile, you’ll see some new features on

your profile, as shown in Figure 2-9.

Business profile features allow you to make the most out of your Instagram
account by tracking your account analytics, promoting your posts, and providing
information to your audience about how to contact you:

3 The bar graph (in the top-right corner) is where you'll find your profile
analytics. As you post content and build your audience, new information will

be recorded in your analytics.
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¥ The Promote button allows you to create a paid advertising campaign based
on content in your profile.

¥ The industry tag associated with your Facebook page transfers over to your
Instagram account and is listed in gray below your name.

¥ The contact buttons you set up when upgrading your account appear on your
profile, making it easy for your audience to contact you. (An Email contact
button appears in Figure 2-9.)

After upgrading your account, your new business profile appears to people visiting
your profile. If they’re following you, they can tap the Message button to message
you (via direct message) from your profile. They also see your contact buttons and
industry listing. Figure 2-10 shows how a business profile looks to others.

Even though you have these additional features as a business profile, your profile
characteristics, such as your username, name, bio, and URL, remain the same.

G 2@ FHF.a069%M9:01 PM ] 30 T4 69%H9:01 PM
jenns_trends ~ il D +-° : & jenns_trends :
“1 S 2010 142k 559 « S 2010 14.2k 559

posts followers  following posts followers  following
€ =0 Promote Edit Profile ¢ <= Message 1%=5

Jenn Herman il Instagram Expert
Consulting Agency

Forefront Blogger on Instagram Marketing
TOP 10 Social Media Blog: 2016 & 15 & '14
L Consultant & Speaker

Fur Mom®%® & New Mom *

Read blog posts here 1J
jennstrends.social/blog

Jenn Herman |l Instagram Expert

Consulting Agency

Forefront Blogger on Instagram Marketing

TOP 10 Social Media Blog: 2016 & '15 &'14

w4 Consultant & Speaker

Fur Mom®® & New Mom *

Read blog posts here [

jennstrends.social/blog

Followed by hmyklegard, jd_ohio, jamielpalmer + 15 more
Email

Email

FIGURE 2-9: FIGURE 2-10:

Business profiles provide features not Instagram users view your business
available to a regular Instagram profile with these added features.
account.
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IN THIS CHAPTER

» Establishing business goals and social
media team roles

» Researching your competition for
ideas for posts

» Choosing the best scheduling and
analytics platforms for your business
needs

Chapter 3

Hitting Your Target
Audience

ou can take fabulous photos and create cute graphics to promote your busi-

ness on Instagram all day long, but putting a plan in place is crucial for true

success. If it seems like there’s no rhyme or reason to the posts from some
businesses, it’s because there isn’t. But you are different. You want to do it right,
which is why you’re reading this book.

In this chapter, you start by determining your business goals and deciding whether
you need a team to fulfill them. Then you find out how to gather post ideas by
researching your competition, figuring out post types, and putting your content
into an organized content schedule. Finally, the chapter gets more techie, showing
you how to schedule and analyze your posts to save time and create a more suc-
cessful campaign.
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Organizing Your Marketing
Goals and Roles

36

Before you dive deeply into how to take the perfect Insta-awesome photo, you
should establish your business goals for the account. Instagram is a wonderful
platform, but it’s best to know your business reasons for joining before you start
posting. Here are some of the top reasons why businesses join Instagram:

3 Brand awareness: Make your brand recognized by potential customers.
3 Engagement: Meet and interact with your potential customers.

¥ Increase web traffic: Drive traffic to your website or blog.

3 Content distribution: Disseminate useful information about your product.
¥ Lead generation: Collect data for list building and sales prospecting.

3 Community building: Gather a community of people who love and engage
with your brand.

3 Customer support: Answer questions, field complaints, and accept
compliments.

Assembling your Instagram team

You might have only one business reason for using Instagram, or you might have
all seven! The number of reasons you choose dictates the roles and responsibilities
in managing the account. And your budget plays a big role in determining whether
you or a team shoulder those responsibilities. Regardless of the number of people,
certain functions must be established for your business to be successful on
Instagram.

Social media manager

Generally, the social media manager is responsible for the account’s big picture. In
regards to your business goals, the social media manager plans the strategy of the
account and might assist in hiring team members for the other roles (discussed
next). The social media manager also creates the account, manages passwords,
and sets up the profile page. Details on how to do all these tasks are in Chapters 1
and 2. If you’re a one-person team, you’ll take on the role of social media man-
ager and all the other roles described in this section.
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Content creator

The content creator creates and organizes all content to be shared in the account.
It’s best if the content creator has experience with photography and graphic
design because Instagram is visual and success on the platform requires profes-
sional imagery. The content creator may also be responsible for posting, schedul -
ing, and storing posts to be shared later. Details about creating a content calendar
are detailed later in this chapter.

Community manager

Community managers are in charge of engagement. They should be regularly fol-
lowing other accounts, and liking and commenting on posts from other Insta-
grammers. A community manager should be actively listening to your audience
and those in the your online community so he or she can anticipate problems or
take advantage of opportunities to promote the brand. The community manager is
the PR arm of your Instagram account.

Campaign manager

Promotions, contests, and giveaways are used to attract more followers. The cam-
paign manager manages them all. A promotion might include paid advertising or
working with other accounts for shared exposure. The campaign manager works
closely with the content creator, often providing a storyboard of ideas.

Analytics manager

The analytics manager tracks all data in the account. Followers, post performance,
campaign results, hashtag winners, you name it — the analytics manager tracks
it. After this data is collected, the analytics manager shares it with the team so
they can make informed decisions about what is and isn’t working.

Determining your brand voice

Does your brand have a consistent voice? For instance, if someone doesn’t see
your physical branding (logo, colors, imagery), could he or she recognize that the
content was from you simply by the words that were written? Establishing a con-
sistent brand voice is important, especially if you have several content creators.

Here’s how to get started:

3 Review several samples of your content and pull the pieces that you feel
best represent what you (and your team, if you have one) want to
convey as your brand. Figure out what they all have in common. Also note

CHAPTER 3 Hitting Your Target Audience 37



which items don't fit so you'll know what you don't want your brand voice to
sound like.

3 Choose three words that best describe your brand from the pile of
sample content. For instance, a daycare might choose nurturing, diverse, and
joyful. Then further break down how these words will be expressed by your
brand. For example:

Nurturing: Loving, safe, cuddly, warm, kind, patient
Diverse: Multiple programs, cultural awareness, inclusive
Joyful: Happy, fun, musical, laughter

¥ If you have a team, ensure that they are on board with the brand voice
and the associated words. Show them your favorite pieces of content that
embody these words so they have a good understanding about how you want
them used.

3 Review your brand voice at least every six months to make sure it's still
working. Look over a large sample of content to see how your brand voice
has been carried out, and adjust anything that isn't working. You may even
discover a new word that you'd like to incorporate!

Envisioning your look

After you have an understanding of your brand’s voice, it’s time to work on your
brand’s look. Although most people consider the logo the main element of a brand,
you need to consider a lot more. In the context of Instagram, usually your content,
not the logo, is the focal point of your profile. However, your logo makes a good
starting point upon which to base other elements.

Alogo is a distinctive symbol that the public can easily identify as part of your brand.
Think of some of the brands you see regularly, such as Target, Apple, and Starbucks.
One look at those logos and you instantly know which company is represented.

Logos can be designed in a variety of ways:

¥ As an object that's easily associated with the product or service, such as the
smoking wine bottle from Smoking Gun Wines (see Figure 3-1, left).

¥ Asan abstract symbol that isn't obviously related with the product or service,
such as the symbol that Marketing Specialist uses with the company name
(see Figure 3-1, center).

3 As awordmark logo, in which the name of the business is the logo setin a
consistent font and color, such as the Jenn's Trends logo (see Figure 3-1, right).

38 PART 1 Creating Your Profile



FIGURE 3-1:
These logo types
illustrate an easily
associated
product or
service (left),

an abstract
symbol (center),
and a wordmark
logo (left).

[
L . (/0% _
arketlng SpECIaI[St TRENDS in social media

management

<5

The company’s color palette, brand voice, company’s values and, of course, brand
name should all be integrated with the logo. A professional graphic designer can
work with you to select colors, advise on fonts that enhance your brand voice, and
assist in drawing or selecting visual objects to represent your brand. A graphic
designer is also familiar with the different file types necessary for print versus
online and should provide the logo in several formats for different uses. We recom-
mend that you use a professional for this instead of creating a logo on your own.

After your logo is created, you’ll likely have one or two colors established with
your brand. It’s nice to develop a fuller color palette of complementary colors that
you can use in your marketing content. Remember to consider your brand voice
when selecting these colors. Most colors illicit a mood (for example, blue is calm-
ing and red can mean anger), so do some research or have your graphic designer
help create a full color palette when he or she develops your logo.

Next, focus on creating a consistent style for your images. Choices for your images
can vary by using the following:

¥ Photography, illustrations, videos, or any combination thereof: In Figure 3-2,
left, @kailochic uses photography exclusively as its Instagram style. In
Figure 3-2, center, @webvideoads uses video as its style.

¥ Text overlays on all, some, or no images: In Figure 3-2, right, @mollymarshall
marketing uses text overlays on all her images.

3 Only certain colors: @laurabriedis.design uses pink, blue, and purple as the
dominant colors in all the images chosen for her Instagram style, as you can
see in Figure 3-3, left.

¥ Only certain subject matter: In Figure 3-3, right, @bruce_the_office_cat
features one cat hanging around the office as the main subject in all its
images.
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By setting your business goals, assembling your team (even if that team is just
you), determining your brand voice, and envisioning your look, you’ve provided a
good foundation. Now you’re ready to start thinking about your posts. Read on to
find out how to find post ideas.
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Gathering Post Ideas

TIP

If you’ve completed the steps outlined earlier in this chapter, you can now get
down to the fun part: finding post ideas! Researching your competition, deciding
on a post type, and creating a content calendar are covered next to keep you on the

path to an awesome Instagram page!

Researching your competition

Chances are you already have a good idea about who your competition is offline,
especially if your business serves customers locally. If you have several business
names to research, finding them on Instagram is fairly easy if they each have an

account.

Here are two easy ways to find the Instagram accounts of your competitors:

¥ Go to their websites and see whether they
have a link to their Instagram accounts.
If so, click the link or Instagram icon.

¥ Go to Instagram directly and click the
magnifying glass at the bottom of the
page to display the Search field. Type the
business name in the Search field (see
Figure 3-4) and see whether the business
appears. Tap the name to go to the
account.

If you’re using the second research method,
several accounts might have similar names.
If you can’t distinguish which one is the
correct account, use the first method to ver-
ify that you’ve found the correct one.

After you locate a competitor’s Instagram
account, look at its profile page. Some
businesses take more care with their pro-
file page than others. Ask yourself the
following:

¥ Does it have an easily identifiable
username?

#0000 AT&T = 11:22 AM ¥ .

graphicsandmore] Cancel
Top eople aces

sl graphicsandmore

l@ Graphics and More « Followin

@ graphicdesignerdyou
& Graphicsandmore

#graphicsandmore

@ graphics_and_more

H zZzxcvbnm®

123 @ ) space
© Graphics and More
FIGURE 3-4:

Type a business name in the Search
field, and look for its Instagram account
in the list that appears.
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¥ Does it have an Instagram story running? bit.ly/2tFi0aY
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Look at what your competitor has done. Can Call
you learn any lessons, good or bad, for your
own profile? For more information about
creating a winning profile, see Chapter 2.

Email Directions

Next, tap the last photo that the competi- ;! E

tor’s account posted. Take note of the image (D Q . @ .
and caption. Does the post

FIGURE 3-5:
A business profile can display buttons

» Have an intriguing image, for Call, Email, and Directions.

video, or photo?
¥ Use text overlays that might include a quote, phrase, or statistic?
¥ Use filters? If so, is one filter used consistently?
¥ Have a caption? If so, does it make you want to know more?

¥ Use hashtags? If so, how many?

Go through this set of questions with several of your competitor’s posts. Note
which of them received the highest engagement, including likes and comments.
Also note the posts that received low engagement.

If you’d like to get more technical, set up an Excel spreadsheet using the preced-
ing questions as column headings and note similarities between winning and los-
ing posts. Repeat the process with other competitors. Then use the information to
craft posts that are more attractive to your target audience.

This process doesn’t need to be restricted to competitor research alone. Feel free
to see what other brands are doing successfully on Instagram and determine

whether their techniques can be translated to your business.
TIP
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Determining post content

If you did the research described in the last section, you’ll have a good idea of what
content is working (and what’s not) for your competitors and other brands. Now
that you have the data you need, plus the work you’ve done on your brand, you’re
ready to go!

You should now know the following:

»
»
»
»
»
»
»

Your brand voice

Your color palette

Whether you'll be using photography, illustrations, video, or all three
Whether text overlays will be used sometimes, always, or never
Whether you'll be using a filter, and which one

Your caption style

How many hashtags you'll use (for information on hashtag research, head to
Chapter 8)

If you’re still struggling for content ideas, think about the following quick,
effective content ideas for your posts:

»
»
»
»

»
»

How-to articles related to your industry (by using a link in the bio)
Product or service success stories and testimonials (by using a link in the bio)
Case studies (by using a link in the bio)

Weekly hashtag themes, such as #TBT (Throwback Thursday) or #WCW
(Woman Crush Wednesday)

Holidays

Behind-the-scenes photos of your staff

For more post ideas, see Chapter 18.

TIP After you have the type of content for your posts figured out, the next step is cre-
ating a content calendar.
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Creating a content calendar

A content calendar is an excellent way to get your content organized. It forces you
to think strategically, which is far better than putting last-minute random con-
tent on your profile. It also provides an easy way to share plans with your team
and offers a complete snapshot at the end of the year for planning the next year.
An Instagram content calendar should

¥ Include one to six months of planning.
¥ Tie in with your other marketing functions and campaigns.

¥ Account for holidays (including wacky ones such as #NationalDonutDay) if you
choose to celebrate them.

3 Account for major industry events.

¥ Include dates of product or service launches.

¥ Include space for regularly scheduled tips, articles, and how-to's.
¥ Save space for curated content from others.

¥ Set aside dates for tying in Instagram stories and video with your regular
Instagram posts.

3 Note whether a post will be a paid ad and how much you'll spend.

If you want to start simply, set up a content calendar in Excel or Google Sheets.
Create a worksheet for each month of the year, and then type each day of the week
across the top. On the left, separate the rows by weeks, for instance July 2 — July
8, 2018, as shown in Figure 3-6. Add a row below each date if you also plan to do
Instagram stories on a regular basis.

c17

fx

J A B C D E F G H
Days/Weeks Monday Tuesday |Wednesday| Thursday Friday Saturday Sunday

July 2 - July 8, 2018 Posts

Stories

July 9 - July 15, 2018 Posts

Stories

July 16 - July 22, 2018 Posts

Stories

July 23 - July 29, 2018 Posts

Stories

FIGURE 3-6:

A simple content
calendar set

up in Excel.
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FIGURE 3-7:

This content
calendar shows a
one-month plan
for an outdoor
equipment
retailer.

After you set up the framework, start filling in known items, such as holidays,
events, promotions, and contests you’ve planned. You’ll be surprised how quickly
your content calendar fills up, but there will still be several empty spaces. These
empty spaces are the perfect spot for setting dates for tips, articles, how-to’s,
infographics, and curated content from others. See Figure 3-7 for an example of a
content calendar for an outdoor equipment retailer.

e & ] B C D E F [ H
1 | Days/Weeks Monday Tuesday |Wednesday Thursday |Friday Saturday |sunday
2 |July 2 - July 8, 2018 Posts Campfire smores 4th of July \Best hiking article | Tent sale promo | Mt. Lassen photo 25% off tents tod. ay|
3 |Stories Boomerang of campfire| Fireworks \Jax on hike ‘Walk-through of best tents in store C'mon down to the sale!
4 |July9-July 15, 2018 Posts | Lake Tahoe phaoto Mountain biking event photos |2D% off hiking equip |Mt. Zion photo
5 |Stories Boating on Tahoe video| Behind the Scenes of biking event |F\cs of hiking shoes on sale
6 |July 16 - July 22, 2018 Posts |#GoCamping prome with user generated photas all week
7 |Stories Send us your camping photos! Camper takeover!
2 [July 23 - July 29, 2018 Posts | Backpack sale | [Fall camping article [#FreeCarabinerDay | Backpack sale
9 |Stories Sarah modeling backpacks \Leaves falling video - get ready for Fall | Carabiners falling from bin video

If you’ve been on other social media platforms for a while, you may have tons of
this content waiting to be reformatted for Instagram. But if you’re new to social
media, a brainstorming session is helpful for thinking of creative new posts.

Now that you have a plan, you can move on to creating the content. Chapters 4
and 5 have in-depth information about taking photos and creating videos. If you
plan on creating posts with text overlays or other designed images, dozens of apps
make it quick and easy for anyone. Here are some to try out:

3 Adobe Spark (https://spark.adobe.com/): Social media graphic templates
to repurpose, including one for Instagram Stories

¥ Canva (www.canva.com): Social media graphic templates, photography, fonts,
and images available for free or $1

¥ PicLab (http://museworks.co/piclab/): Features for creating photo
collages and specialty sticker overlays

¥ Typic (www.typicapp.com/): Includes filters, creative text overlays, and
stickers

¥ WordSwag (http://wordswag.co/): Backgrounds and free photography
plus several fonts and suggested famous quotes available for text overlays

In the next section, you find out about the best places to store and schedule all of
this glorious content.
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FIGURE 3-8:
Third-party
schedulers such
as Hootsuite send
a notification to
your phone at
your scheduled
post’s time (left)
and then allows
you to publish
the stored image
and text (right).

Evaluating third-party scheduling
and analytics platforms

Excel and Google Sheets are excellent tools for planning the timing, topics, and
titles of posts, but they’re not meant to be used to store images for posting later.
Luckily, several platforms allow you to store, schedule, and analyze your Insta-
gram posts. But unlike Facebook or Twitter, Instagram has a tricky little clause in
its terms and conditions that doesn’t allow you to schedule a post; Instagram

prefers that people post in the moment.

Several platforms offer a work-around for this snag — allowing you to upload and
store your image and caption in advance without publishing it for you. The steps
are similar on all platforms:

1. The platform sends you a push notification on your phone (see Figure 3-8, left)

when your scheduled posting time arrives.

2. The platform shows you the image and caption, automatically brings the image

into Instagram, and copies the caption text (see Figure 3-8, right).

3. Youcanselecta filter, and then the final share screen appears where you can

paste the caption.

4, Tag people or a location, or share to your other networks, and then tap Share.

00000 AT&T &

PV

Monday, July 10

§ HOOTSUITE
Publish to @graphicsandmore on

Instagram
Slide for more

Press home to open
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These steps aren’t as convenient as scheduling for Facebook or Twitter, where you
can set it and forget it, but it’s what’s available for now!

Another function that many third-party platforms offer (and many businesses
overlook) is analytics. You can learn quite a bit about your customers’ preferences
by paying attention to data.

For instance, simply looking at which posts received the highest likes or com-
ments in the last month unveils big clues about what you should post next. You’ll
probably notice that certain images or background colors work better. Data can
also reveal which time of day is best to post, or whether certain hashtags attract
more people. For specifics on Instagram analytics, head to Chapter 14.

As of this writing, the most common third-party platforms that enable Instagram
post scheduling (with push notifications) and analytics are

¥ Buffer
¥ Hootsuite
» Later

¥ Planoly

3 Sprout Social
Other services included on most of the platforms listed follow:

¥ Connections to other networks, such as Facebook, Twitter, LinkedIn,
and Google+

¥ Engagement (commenting, liking, following) with other accounts

¥ The capability to share scheduled posts with other members of your team
and track approvals

¥ The capability to manage multiple accounts at once on a dashboard, such as
the one in Figure 3-9

Do your homework by looking at the services available and comparing the pricing
on each platform. (Pricing structures vary wildly.) Some platforms are robust but
may have more than you’ll realistically use. Imagine how you would use the plat-
form on a daily basis, look at your budget, and then make your choice.
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The Marketing Specialist Ocorayowalker Sarah McKeon, Wellness Coray Waker ﬂ livetrue lovelife
Jun 27 - The Marketing Specialist Coach @szranthefitarmer
. X 3 days 560 Gcoreyenalker
Ifyou are using a content marketing strategy, Tomorraweat  2:40pm wallstreettriathlete
write content worth reading. | have scaled Excitement and Enthusiasm are 2 of my a1 Media Day! “
back the number of posts per week | am favarie feelings. #E% Happy Soclal Media Day!
creating, but the... @ motivationagent
Read More I love the excirement of planning new
adventures, of planning meals to ook, or... e S o
. = digital_media_suites
FIGURE 3-9: Read More = gical media.

Many platforms,
such as
Hootsuite, offer
a dashboard so
you can see
multiple streams
of content in
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one place.
If you use multiple social media networks for your business, choose a platform
that uses a dashboard, such as Hootsuite or Sprout Social, so you can view all your
accounts easily.
TIP
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Narrative



IN THIS PART ...

Take a photo in the Instagram app on your
smartphone or tablet.

Share photos from your Camera Roll, Gallery, or
computer hard drive.

Record one or more video clips in the Instagram app
on your smartphone or tablet.

Add more to the story with photo or video
descriptions.



IN THIS CHAPTER

» Taking a photo

» Using the photo-editing tools
» Adding descriptions and more

» Creating a post with multiple photos

Chapter 4

Taking and Posting
Great Photos

ow that you have all your Instagram ducks in a row, it’s time for those
ducks to start walking around . . . and take some photos.

In this chapter, you find out how to take photos with Instagram, use editing tools
to make your photos look their best, and then share photos stored on your iPhone,
iPad, or Android smartphone or tablet with your followers and on other social
networks.

You can upload photos only in the Instagram app on your smartphone or tablet.

rememeer Al figures in this chapter were taken using the iPhone app, because that’s Insta-
gram’s native platform. Don’t worry, Android users — we note any differences
between the iPhone and Android apps.
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Taking Your Best Shot

Before you can post a photo on Instagram, you  Return to your Instagram feed
need to tell the app where to get the photo. In
this section, we cover taking a photo. For

Viewer Flash

details on selecting from your existing photos,

1
see the “Uploading Photos from Your Camera | “™ alieth

Roll” section, later in the chapter.

When you first log in to Instagram, you’ll - . 2
see your feed on the screen. Tap the + icon at o 2 ‘SJ: 3
the bottom of the screen. When prompted, Hq e,
allow Instagram access to your phone’s e

camera. Next, you’ll see the Photo screen A

shown in Figure 4-1. \\—-‘—/

The good news is that you have to go through
this process only once. The next time you
open Instagram and tap the + icon, you
won’t have to enable camera access.

Note the following elements in the Photo
screen:

¥ The viewer appears in the top part of

the screen. Library Photo Video
¥ The switch cameras icon (two circular |
arrows) is in the bottom-left corner of Switch cameras Shutter
the viewer. Tap the icon to switch © Soap & Sprinkles
between your smartphone’s front and FIGURE 4-1:
back cameras. Now you can take your picture.

¥ The flash icon (lightning bolt in a circle) appears in the bottom-right corner of
the viewer. Tap the flash icon to toggle the following flash modes:

Off: This mode is the default. The icon circle appears hollow.
On: The circle is white and the lightning bolt appears hollow.
Auto-detect: The circle is white with an A inside.

¥ The shutter button is the large gray circle in the bottom half of the screen.

3 The Cancel button, in the upper-left corner, returns to your Instagram feed.

When you’re ready to take a photo, tap the shutter button. Your phone makes a

camera shutter sound, as it does when you use the phone’s Camera app.
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Improving Your Best Shot

TIP

©

REMEMBER

The photo you’ve just taken appears in < .
the viewer of the Filter screen, as shown in
Figure 4-2. The screen contains the follow-

ing four sections, from top to bottom: £ ! ﬁ“ "

¥ The top menu bar, with a < (back) icon on “‘%

the left, the Lux icon in the center (which
you learn about later in this chapter), and
the Next link on the right

Next

¥ The viewer, which displays your photo

3 Arow of filter thumbnail images so you
can see what your photo will look like
with a filter applied

¥ The bottom menu bar, with a Filter menu
option (selected by default) and the Edit ,t@;/ T \@i @%\%r’w

i :}iﬂﬁ > = =
‘el NSO Y Yo Y
k3 ) Wl h 7o &
Not interested in editing your photo? Simply
tap the back icon in the upper-left corner to Filter Edit
save your photo and take a new one, if you © Soap & Sprinkies
want.
FIGURE 4-2:

The Filter screen.

Applying a filter

Below your photo in the viewer is a row of filters. Each filter includes a thumbnail
image so you can see the filter’s effect on your photo.

Swipe from right to left in the row of thumbnail images to view all 23 filters, from
Clarendon to Nashville. (Normal is the default image, without a filter.) Tap a filter
thumbnail image, and the photo in the viewer changes to show you the photo with
that filter applied.

To return to the original photo, tap the Normal thumbnail (refer to Figure 4-2).
To continue processing the photo with a filter, either tap Edit at the bottom-right
corner of the screen to edit your photo further, or tap Next in the upper-right
corner of the screen to add a description to your photo. (You learn how to add a
description in the “Enriching Your Photo” section, later in this chapter.)

What happens when a filter is not quite to your liking and you’d like to tweak it?
You can change the intensity of any filter (except Normal) by tapping the filter
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thumbnail image again. A slider appears; move it to the left and right to change
the intensity. The photo in the viewer changes to reflect the selected intensity.
The default intensity for each filter is 100. (And yes, we checked each one.) When
you’ve set the intensity to just the right amount, tap Done. If you’re still not satis-
fied and want to return the photo to its original intensity, tap Cancel.

@ Keep in mind that any filter settings will revert to the default after you leave this
screen.

REMEMBER
If you want to see how the photo with a filter compares to the original photo, tap

and hold down on the viewer to view the original photo. Release your finger to see
the photo with the applied filter.

TIP

Changing the order of filters

Too many filters or your favorite ones are Manege Fiters —
too far down in the list? No problem. Swipe
to the end of the filter list, and you’ll see a g Clarendon ©)
Manage icon. Tap the icon to open the Man-
age Filters screen, shown in Figure 4-3, £ Gingham ®
where you can perform three tasks: change _
the order of filters in the row, add filters, g Moon ©
and disable filters. N
L’ Lark @
The filters on the Manage Filters screen _
&
appear in the same order as they do in the &l Reves ©
Filter screen. You can change the order of =
filters as follows: & 2
1 ' H = Slumber @
. Tap and hold down on a filter name in il
the list. =
g Crema @
The filter name gets larger after you hold
down on the name for about a second. B wowio ©
2. Move the name in the list. —
| Aden ©
As you move the filter name, other filter
names helpfully move out of the way so FIGURE 4.3:

you can see where your selected filter will Swipe up and down in the Manage
appear in the list. Filters screen to view the entire list of

) ) . filters.
3. When the filter is where you want it,
release your finger.

The filter name appears in your desired location in the list.

That’s all there is to it! To return to the Filter screen, tap Done.
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Adding a filter

When you swipe up and down in the list of filters on the Manage Filters screen,
you’ll see several filter names that appear dimmed. These filters are disabled, but
it’s easy to add any of them to the Filter screen.

Simply tap a dimmed filter name. The name turns black, which means the filter is
active, and you see a check mark to the right of your newly activated filter name.
Tap Done, and you return to the Filter screen, where you see your new filter in the
row of filters.

Disabling a filter

If you decide that you don’t want to include one or more filters in the Filter screen,
you can disable it by tapping the filter name in the list on the Manage Filters
screen. The check mark to the right of the name disappears and the filter name is
gray. (To add it back, just tap the disabled filter name again.)

When you’re finished, tap Done.

Tweaking with the
editing tools

When you’ve finished experimenting with
filters, view Instagram’s editing tools by
tapping Edit at the bottom of the screen. A
row of editing tools appears below the
viewer, as shown in Figure 4-4.

Swipe from right to left in the row of editing
tools to see all 13 tools. Tap a tool to open it
below the viewer.

What you see below the viewer depends on the

tool you tapped. For example, when you tap

the Brightness tool, a slider appears so you s :;:j: O A
. b Ny

can increase or decrease the photo’s bright-

ness. No matter what tool you use, the photo

in the viewer reflects the changes you make.

Adjust Brightness Contrast Structure

Filter Edit
Here’s what you can do with each tool: © Soap & Sprinkles
. ‘ . FIGURE 4-4:
» Adjust: You can adjust your photo in The tool name appears above each tool

several ways by using the Adjust tool. icon.
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A row of three icons and an associated
slider bar appear below the photo, as
shown in Figure 4-5, so you can make the
following changes:

® Change the vertical or horizontal
perspective of the photo by tapping
the left or right icon, respectively,
below the photo. After you tap the
icon, it's highlighted in black. The slider
bar is a series of vertical lines. Swipe
left and right in the slider bar to see
the change reflected in the photo. As
you slide, the highlighted icon above
the slider bar is replaced with a box
that shows you the change amount
measured in degrees.

® |[f the object in your photo appears
tilted, tap the straighten icon in the
middle of the icon row. Then swipe left
and right in the slider bar to tilt the
photo so that the object appears
straight. As you swipe in the slider bar,
a box appears in place of the straighten
icon and shows you the number of
degrees you're tilting the photo.

# § TAR ;‘\j;'is]"tE N O

=135 Q

Cancel Done

© Soap & Sprinkles

FIGURE 4-5:
Use the slider bar in the Adjust screen to
change the photo's perspective.

® Rotate the photo 90 degrees counterclockwise by tapping the rotate icon in
the upper-right corner of the screen. Keep tapping the rotate icon to
continue to rotate the photo in the viewer.

® Crop the photo to a specific area by first zooming in (touch the photo and
spread your thumb and index finger apart) in the viewer. Then hold down
on the photo and drag it in the viewer until you see the part of the photo
you want to post on your Instagram feed. If you decide you don't want to
crop the photo, zoom back out to the photo’s original size by pinching your
thumb and index finger together in the viewer.

3 Brightness: In the slider bar below the viewer, slide the dot to the left to
darken the photo or to the right to make the photo brighter. As you move the
slider bar, the photo in the viewer darkens or brightens accordingly.

¥ Contrast: In the slider bar, make the light areas of your photo even lighter by
sliding the dot to the left. Make the dark areas even darker so the focus is on
the lighter areas of your photo by sliding the dot to the right.
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TIP

¥ Lux tool: At the top center of the Filter and Edit screens is an icon that looks
like a half-light, half-dark sun. Tap it to open the Lux tool, which you can use
to quickly change the exposure level and brightness instead of using the
separate Brightness and Contrast editing tools. Move the slider to change the
exposure level and brightness. When you're finished, tap Done to save your

»

»

»

»

changes, or tap Cancel to discard them.

If you want to undo any edits you've made, tap the Lux icon and then move
the slider to its default location, 50. (The default setting for the Brightness and
Contrast editing tools, however, is 0.) When you're done, tap Done. If you've
undone any edits in tools other than Lux, you won't see the gray dot below

the tool button.

Structure: This tool enhances the details in the photo, such as adding color in
an area that appears washed out in the original. In the slider bar, slide the dot
to the right to see how the tool increases the details of the photo in the
viewer. If you think the photo is too detailed, slide to the left to make the

photo fuzzier.

Warmth: In the slider bar below the
viewer, slide the dot to the right to make
the colors warmer by adding orange
tones or to the left to make the colors
cooler by adding blue tones.

Saturation: In the slider bar, slide the dot
to the right or left to increase or decrease,
respectively, the intensity of all colors in
your photo.

Color: You can change the color of your
photo’s shadows or highlights or both, as
well as change the intensity of the tint.
Eight colors are available: yellow, orange,
red, pink, purple, blue, cyan, or green, as
you see in Figure 4-6.

® To change the color of shadows in your
photo: Tap Shadows, if necessary (it's
the default), and then tap one of the
color dots.

® To change the highlight color: Tap
Highlights, and then tap one of the
eight color dots, which are the same
colors as those used for shadows.

Shadows

Highlights

® ® ¢ ¢ 0 @ © O

Cancel Done

© Soap & Sprinkles

FIGURE 4-6:
Tap the color dot to select a color for
your photo shadow.

CHAPTER 4 Taking and Posting Great Photos 57



To change the tint intensity for the shadow or highlight color: Tap the color dot
twice. In the slider bar that appears below the viewer, slide the dot to the
left or right to decrease or increase the intensity, respectively. When the
intensity looks good to you, release your finger from the dot and then tap
Done to return to the Color page.

¥ Fade: Do you want your photo to look like it's been sitting in a shoebox for
years . .. or decades? In the slider bar, slide the dot to the right to fade the
color from your photo or to the left to add color.

3 Highlights: In the slider bar, slide the dot to the right to increase the bright-
ness in bright areas of the photo. Slide to the left to darken the bright areas in
the photo.

3 Shadows: In the slider bar, slide the dot to the right to lighten the dark areas
in your photo. Slide to the left to darken the dark areas.

¥ Vignette: This tool allows you to darken the edges of the photo so people will
focus on the center of the photo. In the slider bar, slide the dot to the right to
darken the photo edges.

¥ Tilt Shift: You can blur the outer edges of your photo and keep the center in
clear focus so people will automatically look at the focused area. Tap Radial
below the viewer to blur all four edges of the photo and keep the center
focused. Tap Linear to blur just the top and bottom edges of the photo.

You can change the size of the “unblurred” area of the picture by tapping the
center of the photo with your thumb and forefinger. Then spread them apart
to make the area larger or together to make the area smaller. Tap Off if you
don't like the changes and want to keep your entire photo in focus.

¥ Sharpen: This tool sharpens features that aren't visible in the original photo,
such as the texture on a wall. In the slider bar, slide the dot to the right and
left to make the photo less and more fuzzy, respectively.

After you finish making changes to your photo, apply your effect by tapping Done.
Or discard the effect by tapping Cancel.

After you apply an effect, a gray dot appears below the effect’s icon as a reminder
that your photo now sports that effect.

REMEMBER

Saving your changes (or not)

When you’ve finished using the editing tools and filters, you can do one of three
things:
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¥ Discard your changes and return to the Photo screen by tapping the left
arrow icon in the upper-left corner and then tapping Discard in the

pop-up menu.

3 Save your changes and continue editing by tapping the left arrow icon and

then tapping Save Draft in the pop-up menu.

3 Add a description to the photo by tapping Next in the upper-right corner.
The New Post screen appears, where you can add a caption and location, tag
friends, and decide if you want to share the photo on other social networks.

(See the next section.)

To follow along with the example in this chapter, tap Next.

Enriching Your Photo

©

REMEMBER

TIP

After you tap Next in the Edit screen, the
New Post screen appears, as shown in
Figure 4-7. (This screen is called Followers
on an Android smartphone.) In this screen,
you can add a caption to your photo, tag
people who appear in the photo, include the
photo’s location, share the photo on other
social media networks, and turn comment-
ing on and off.

Describing your photo

To add a description to your photo, tap in
the top section where it says Write a caption.
A keyboard appears at the bottom of the
screen.

Captions can’t exceed 2,200 characters.
You’ll know you’ve reached the limit when
you keep typing and no characters appear in
the caption box.

To add a blank line between paragraphs, tap
the Return key after the last character of

<

.‘
-

Tag People

Eric Butow
Twitter

Tumblr

New Post v

Add Location

Butow Communications Group

Share

Jackson Ranc

FIGURE 4-7:

Add details to your photo here.

text. If you tap Return after a blank space after the last character, Instagram won’t
format your paragraph correctly when you post your photo. You can read more
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WARNING

about formatting your caption (and the pitfalls) for the iPhone and Android
smartphones at www. jennstrends. com/how-to-format-instagram-captions/.

When you’ve finished writing, tap OK in the upper-right corner of the screen. The
text of your caption appears in the caption box.

To edit the caption, tap in the caption box and make your changes. When you’re
finished, tap OK.

It's good to have options

Below the caption box are five options to identify people in your photo, add a loca-
tion to your photo, share your photo on other social networks, and turn comment-
ing on and off (under the Advanced Settings link at the bottom).

Tagging people
When you tag people, you add their Instagram usernames to your photo so they
know that you posted a photo with them in it. Instagram enables you to tag up to
20 people in a single photo. To tag a person in your photo, do the following:
1. onthe New Post (or Followers) screen, tap Tag People.

The Tag People screen appears.
2. Tap the photo to tag.

The Search screen appears.

3. Inthe Search for a Name box, type the name of the person you want to
tag, and then tap the Search key in the keyboard.

A list of people appears below the box.

4, Swipe up and down in the list until you find the person you want to tag,
and then tap the person’s name.

You can tag only people who appear in the list.
5. Repeat this process to tag more people.

6. When you've finished tagging people, tap Done in the upper-right corner
of the screen.

Be sure that you tag only people who are in the photo. If you tag someone who
isn’t in the photo, the tagged person may report you to Instagram, and then you
may be subject to “deleted content, disabled accounts, or other restrictions” per
Instagram’s Community Guidelines. However, if the photo contains a logo or
product, you can tag the brand or company associated with the product or logo.
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REMEMBER

TIP

Adding your location

You can include your current location in the photo’s description. Tap Add Loca-
tion. Your smartphone or tablet asks if the Instagram app can use your location if
it’s the first time you are adding a location. Tap Allow in the pop-up window to
continue.

In the Locations screen that appears, swipe up and down in the list of nearby loca-
tions. If you don’t find your location, tap the Search box at the top of the screen
and start typing. As you type, results that most closely match your search term(s)
appear in the list. When you find the location in the list, tap the location name.

If you want to delete the location, tap the delete icon (X) to the right of the loca-
tion. After you delete the location, you see Add Location again on the screen.

After you allow the Instagram app to use your location, the next time you open the
New Post (or Followers) window, you’ll see a row of potential locations below Add
Location. Swipe up in the row to view more locations. Tap the location name to
select it as your location. You can still add a location by tapping Add Location and
either selecting a location from the list or by typing the location in the Search box
and then selecting the location in the list.

Facebook

Tap the dot to toggle the Facebook switch from left to right to log into Facebook
and post your photo to your Facebook newsfeed as well as to Instagram. If this is
the first time you’re posting to Facebook, you'll be asked to allow Facebook to
access your Instagram account.

If your shared post links to your personal account, the post is shared only with
your Facebook friends. When your shared post links to your business account, the
post is shared with the people who follow your Facebook business profile.

Twitter

If you want to tweet the same Instagram photo you’re preparing, tap the dot to
toggle the Twitter switch from left to right to log into your Twitter account. After
you log in, you can share your photo and caption in a tweet. Remember that
Twitter will cut off any caption that exceeds 280 characters. If this is the first time
you are posting to Twitter from Instagram, you will have to allow Twitter access
to your account.
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REMEMBER

Tumblr

You can post your photo to your Tumblr account as well by tapping the Tumblr dot
to toggle from left to right. Tumblr opens so you can log into your account, and
then you return to Instagram. When you share your photo and related information
in Instagram, you’ll share it to your Tumblr feed as well.

You have to tap the toggle dot every time you want to share on Facebook, Twitter,
and Tumblr.

Turning commenting on and off

Before you share your photo, you may not want to take the time to read or respond
to comments. You can block your followers from leaving comments about your
photo. Begin by tapping the Advanced Settings option at the bottom of the New
Post screen (refer to Figure 4-7). In the Advanced Settings screen, tap the Turn Off
Commenting dot to toggle from left to right. To return to the New Post screen, tap
the left arrow in the upper-left corner.

SHARING ON FACEBOOK IS NATURAL

Consider editing your caption before you share a photo or video on Facebook (as well
as Twitter and Tumblr, for that matter). When you remove Instagram hashtags and
tweak your caption for your Facebook audience, you'll have a much better chance of
reaching more people on Facebook. For example, suppose you have a photo you've
posted on Instagram and want to post also on Facebook with the #tbt (throwback
Thursday) hashtag. Simply remove the Instagram hashtags and then add the #tbt
hashtag. Now when you post your Instagram photo on Facebook, people searching
for posts with the #tbt hashtag can find your post.

When you share your Instagram photo or video on Facebook, it appears in your
Facebook newsfeed. The post includes the caption in your Instagram photo or video, as
well as the photo thumbnail or video cover frame. View a photo by tapping it. Play the
video by tapping the play icon in the center of the video cover frame.

If you view your photo on the Facebook website on your computer, you can click
Instagram above the caption to view the original post on the Instagram website in
another browser tab. When you finish viewing the original post and want to get back to
using Facebook, close the Instagram tab.
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Posting Your Photos: Ta Da!

Your photo or photos are now ready to share [+ T-Mobite e 2:01PM 72% 0
with the Instagram world, so all you have to < Rost <
do is tap Share in the upper-right corner of | 4  capandsprinkies

the New Post screen.

After you post a photo, the home screen
appears with your photo at the top, as shown
in Figure 4-8. If you’ve posted several pho-
tos in one post, you’ll be able to swipe in
your post to view them all. Slicker than a box
of rocks.

Instagram automatically uploads your photo

06“ in the best re.solution possible. When you
take a photo with a smartphone or tablet that

TecHnicaL  runs iOS or Android, resolution isn’t an issue. S —

STUFF However, if you upload a photo from your .
Camera Roll (on the iPhone) or Gallery (on an Qv : W
Android smartphone), check your image set- |~
tings in a photo-editing app such as Image
Size (iPhone and iPad) or Photo & Picture ) Q ) @
Resizer (Android smartphones and tablets).
In the app, see that the photo has a width
between 320 and 1,080 pixels with an aspect ~ FIGURE 4-8:
ratio between 1.91:1 and 4:5. For example, if "¢ 1/4in the upper-right of the photo

. . . . indicates that this post has several

the photo width is 1,080 pixels, the height photos.
can be between 566 pixels (1.91:1 ratio) and
1,350 pixels (4:5 ratio). If your photo height is too low or high, Instagram will auto-
matically crop it to fit the aspect ratio. The moral of this story is to check and crop
your photos before Instagram does it for you (probably to your annoyance).

© Soap & Sprinkles

Uploading Photos from Your Camera Roll

Do you have some photos you’ve already shot that you’d like to share with your
followers? It’s easy to select one or more photos and then share them on your
Instagram feed. Here’s how to upload photos from your camera:.

1. Tap the + icon at the bottom of the home screen.

The Photo screen appears.
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2. Tap Library.

The Camera Roll screen appears, as Select multiple photos
shown in Figure 4-9. (Android users see

the Gallery screen.) The most recent Resize photo Layout app
photo you saved to your smartphone Boomerang app
appears in the viewer. Thumbnail-sized

photos appear below the viewer. R — T ok

3. Swipe in the thumbnail photos to view
other photos. When you find one you
like, tap it.

The selected photo appears in the viewer.
Instagram automatically crops your photo
to the size of the viewer.

4, (Optional) View the photo in its original
size by tapping the resize icon (labeled
in Figure 4-9).

5. Tap Next.

6. (Optional) Apply filters and edit your
photo as described earlier.

7. Tap Next.
The New Post (or Followers) screen
appears.
8. (Optional) Write a caption, tag people, Library Photo Video

add a location, change advanced
settings and recipients, and share your

photo on other social networks. FIGURE 4-9:
The thumbnail of the selected photo

For details, bookmark this page and read appears dimmed.
the earlier section, “Enriching Your Photo.”

© Soap & Sprinkles

9. when you're ready to share your photos, tap Share.

there’s a trick you can use to upload one or more photos from your Mac to your
Instagram profile. Bookmark this page and go back to Chapter 1 to learn all about
rememeer  it. (Windows users, you’re out of luck.)

@ If you have an Apple Mac desktop or laptop and you use the Safari web browser,

Did you notice in Figure 4-9 the icons for the Boomerang and Layout apps? You
use the Boomerang app to create and post mini-videos on your feed. Your camera
takes a burst of photos, and Boomerang stitches them together, creating a quick
video clip that plays backward and forward — like a Boomerang flies . . . get it?
(See Chapter 10 for details on using Boomerang.)
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You can use the Layout app to combine multiple photos into one photo and post
the combined photo on your feed without having to swipe back and forth between

photos.

Uploading Multiple Photos to One Post

©

REMEMBER

You don’t need to have one post for each photo. Instead, you can add as many as
ten photos in your Camera Roll (or Gallery if you use an Android smartphone) to a

single post.

Selecting multiple photos

To choose more than one photo to add to a post, do the following:

1. Inthemain Instagram feed screen, tap the +icon.
2. Tap Library, in the lower-left corner of the screen.

The most recent photo in your Camera Roll (or Gallery) appears in the viewer.

W

4, Tap the select multiple icon (labeled in Figure 4-9).

The selected thumbnail appears dimmed, with a blue number 1, as shown in
Figure 4-10.

5. Tap another thumbnail.

The photo appears in the viewer, and a number 2 appears next to the thumb-
nail. That number shows you the order in which your followers will see the
photos in your post.

If you select a photo but then decide that you don't want to include it, just tap
the thumbnail photo. The order of your photos will change if you selected
more than two photos. To deselect all photos, tap the blue select multiple icon
in the lower-right corner of the viewer.

6. continue tapping thumbnails as needed.

In Figure 4-11, we've chosen three photos. The numbers reflect the order in
which we selected each photo.

7. When you have finished selecting photos, tap Next.

The Edit screen appears.

Edit the photos by tapping Next in the upper-right corner of the screen.

CHAPTER 4 Taking and Posting Great Photos
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Cancel Camera Roll v Next Cancel Camera Roll v

Princess Peaches smells oh so sweet!

FIGURE 4-10: FIGURE 4-11:
The select multiple icon in the viewer is The most recently selected photo
blue and the other viewer icons have appears in the viewer.

disappeared.

correct order. (Yes, this is something Instagram needs to work on.) For example,
suppose you select five photos and want to move photos 3 and 4 to positions 4 and

TIP 5, respectively. First deselect photos 3 and 4. At this point, the former photo 5
becomes photo 3. Then select the former photo 3, which becomes photo 4, and
then select the former photo 4, which becomes photo 5.

‘ To reorder the photos, you have to deselect them and then reselect them in the

Applying filters and adding photos

After you have selected your photos and tapped Next, the Edit screen appears, as
shown in Figure 4-12. The top of the screen displays the photo you’re editing.

A row of filter types appears below the photo. Swipe from right to left in the row

to view all the filters. To apply a filter to all photos in the group, tap the thumbnail
image under the filter name.
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At the right side of the screen, you see part <
of the next photo in your photo group. To
see the other photos, swipe left. To add
another photo to your post, swipe to the end :
of the row, tap the +icon, and then select the e " \\‘ﬂ
photo from the Camera Roll screen, as ifL I’” )‘\hj“‘y 'd
described in the “Uploading Photos from W ‘ﬁ:j;' -
-—

Your Camera Roll” section earlier in this ﬂ C iy
chapter. A4

Next

Editing photos o ¥ q
individually o

To edit a photo, tap it in the row of photos. e e
The selected photo appears in the center of ® ‘
your screen. Now you can do the following: [ NS

3 Add a filter: Swipe right to left in the filter
row, and then tap the filter thumbnail
image. Get all the details in the “Adding a
filter” section.

FIGURE 4-12:
3 Change the exposure and brightness The filter name appears above the filter
levels at once: Tap the Lux icon (half- thumbnail image.

light, half-dark sun) at the top of the screen. Learn more about using the Lux
tool in the “Tweaking with the editing tools” section.

¥ Perform other editing tasks: Tap Edit, and then follow the instructions in the

“Tweaking with the editing tools” section.

Tap Done in the upper-right corner when you’re finished.

Adding information and sharing
your photos

When your photos are the way you want them, tap Next in the upper-right corner
of the Edit screen.

In the New Post screen, you can write a caption, tag people, add a location, share

your photo on other social networks, and turn commenting on and off as described
earlier in the “Enriching Your Photo” section.
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You can’t write a caption for each photo when you have multiple photos in your
post. So when you write your description, the caption should describe all your

TIP photos, not just one.

When you’ve finished editing your photos, it’s time to share them. Tap Share in
the upper-right corner of the New Post screen.
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IN THIS CHAPTER

» Recording video on your smartphone
or tablet

» Uploading videos
» Adding descriptions

» Sharing your video on Instagram

Chapter 5

Recording and Posting
Great Videos

f you’ve checked your competitors on Instagram and other social-networking

websites (you have, haven’t you?), you’ve noticed that they’re creating

and producing short videos to promote their business. And if they haven’t,
producing videos of your own is an opportunity to have an advantage over
your competition. After all, digital video advertising is expected to grow at
double-digit rates every year through 2020 (www.emarketer.com/Article/
Digital-Video-Advertising-Grow-Annual-Double-Digit-Rates/1014105).

Instagram added video to its smartphone apps in 2013. Sorry, Windows and Mac
users; you can’t upload video to Instagram from your computers.

In this chapter, you learn how to record video in the Instagram app by using a
smartphone or a tablet. Then you discover how to edit your video with Insta-

gram’s built-in editing tools and add a description.

Finally, you find out how to share your video on Instagram and start bringing in
viewers and, maybe, customers.
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Recording Your Day

REMEMBER

REMEMBER
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Instagram gives you the flexibility to record videos that are as short as 3 seconds
or as long as 60 seconds. If you find that 60 seconds is too limiting, use the video
as a teaser (think of it as your own movie preview) to get people to click through
to your website or to another video website such as YouTube.

Before you record a video, you should know your audience: People younger than
35 prefer 10-second videos, and people 35 and older prefer 30-second spots (www .
adweek.com/digital/new-study-shows-millennials-prefer—-short-mobile-
videos-while-older-crowds-long-form-170739/). Learn more about reaching
your audience in Chapter 3.

Filming with a smartphone or tablet

When you’re ready to start recording a video
on your iPhone, iPad, Android smartphone,
or Android tablet, open the Instagram
app (if it’s not open already) and then tap
the + icon at the bottom of the home screen.
In the Library or Photo screen that appears,
tap Video.

The Instagram apps on the iPhone, iPad,
Android smartphones, and Android tablets
all work the same.

"Instagram” Would Like to
Access the Camera

This lets you take photos and record
video.

The first time you open the Video screen, Don't Allow ‘ OK

a pop-up window appears, as shown in
Figure 5-1. Instagram wants to access the
microphone on your smartphone so it can
record videos with sound. Access the micro-

phone by tapping OK.

The next time you open the Video screen,
you won’t see this pop-up window. Library Photo Video
If you want to turn your microphone off and
on in Instagram, access your smartphone’s FIGURE5-1:
settings, open the Instagram settings entry, !fyouwantto recordsilentvideos, tap
and then turn the microphone on or off. Don't Allow.

The Video screen has the following elements, all labeled in Figure 5-2:
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FIGURE 5-2:
Tap Cancel if
you decide you
don't want to
record a video.

Return to your Instagram feed

[
Cancel Video

Viewer

Switch cameras

0:01

— Shutter

Minimum 3-second recording time

Recording bar

»

»

»

»

»

The viewer, which is in the upper part of the screen, displays what your
smartphone sees through its camera lens.

The switch cameras icon is in the lower-left corner of the viewer. Tap this icon
to switch between the front and back cameras.

The recording bar is one of two bars just below the viewer and on the left. The
recording bar represents how long you've been recording. When the record-
ing bar is blinking, you can start recording either at the beginning of a video or
after a video clip. (You find out about recording multiple video clips in the next
section.)

The 3-second recording time bar indicates when the video is 3 seconds long.
When the recording bar passes the 3-second spot, you can save your video.

The record button is the large gray circle in the bottom half of the screen.

CHAPTER 5 Recording and Posting Great Videos
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Start recording by tapping and holding down
on the record button. The recording bar
expands as you record. (If you reach the
60-second limit, the bar spans the width of
the screen and Instagram stops recording.)
The amount of time you’ve been recording
appears above the record button, as shown in
Figure 5-3. When you’ve finished recording,
release your finger from the record button.

Cancel Video Next

If you record for only one or two seconds,
the recording bar is solid for the time you
recorded. Between the recording bar and the
minimum bar, you’ll see a blinking record-
ing bar. That blinking bar tells you how 0:07
many more seconds you have to meet the
minimum recording time to save your video.

Recording multiple
video clips

To save time, you can record multiple clips in
one recording. For example, suppose you’re
recording a video of your new restaurant.
After filming the inside of the restaurant, you don’t want to spend precious video
time recording your move to the outside to show the exterior of the building.

FIGURE 5-3:
The black recording bar appears directly
below the viewer.

After you record your first clip, release your finger. When you’re ready to start
recording again, tap and hold down on the record button again. You may repeat
this process as many times as you want within the 60-second limit for a video.
The timer above the record button continues from the time you paused the
recording.

The recording bar places a white line between each clip. In this way, you can see

how many clips you have. Figure 5-3, for example, has three clips of varying
times.

Deleting video clips

If you decide that you want to delete the last video clip you recorded, tap Delete at
the bottom of the screen (refer to Figure 5-2). The color of the Delete button and
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the recording bar changes to red. Then tap Delete again. The Delete option disap-
pears and the blinking recording bar appears so you can record a new video clip.

If you want to delete more clips, just repeat this process. Easy like Sunday
morning.

Checking out your video

After you record your video, you’ll want to
review it before posting. From the Video
screen, tap Next. You see the Filter screen,
which you learn about in the next section.

If you haven’t recorded for the minimum 3
seconds, you’ll see a pop-up above the min-
imum bar when you tap Next. This pop-up
warning  points to the minimum bar and tells you to
record at least to that point. After a few sec-
onds, the pop-up disappears and you can

record another clip.

& = Next

The video starts playing in the viewer. To
stop playing the video, tap anywhere in the
viewer. To resume, tap the play button, in
the middle of the viewer, as shown in

Normal Clarendon Amaro M

Figure 5-4.
You can toggle video sound on or off by tap-
ping the speaker icon at the top of the page. FILTER COVER
If you’ve stopped your video, the video will
TP start playing after you turn the video sound FIGURE 5-4:
on or off. Begin playing the video by tapping the

play icon.

Improving Your Video

You can improve your video in several ways: add a filter, change the cover frame,
and trim the video. In this section, you start by applying a filter to your video in
the Filter screen.
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Applying a filter

Below the viewer is a row of filters. (The Normal, Clarendon, and Amaro filters
are shown in Figure 5-4.) The thumbnail image below each filter shows you the
filter’s effect on your video.

Swipe in the row of thumbnails to view all 23 filters. (Normal is the default, so it
isn’t considered a filter.) Tap a filter’s thumbnail, and the video with the applied
filter plays in the viewer.

You can change the intensity of any filter by tapping the filter’s thumbnail, and
then moving the slider to the left and right. (The default intensity is 100.) As you
move the slider, the video reflects the change. When you’ve finished selecting an
intensity, tap Done.

a filter. If you want to return the video to its original state, tap the Normal

thumbnail.
REMEMBER

@ The video continues to play when you apply a new filter or change the intensity of

Changing the cover frame

Instagram uses the first frame from your
video to produce a cover frame, which is the
frame that appears at the start of your video.
You can change the cover frame as follows:

1. IntheFilter screen, tap Cover.

The default cover frame appears in the
viewer and also below the viewer in a
white focus box. The other frames appear
next to the focus box and are dimmed, as
shown in Figure 5-5.

2. Tap and hold down on the frame in the
focus box, and then drag the frame
within the row.

As you drag, the focus box moves to i |
another frame in your video and you see 4 J \ , \

this new cover frame in the viewer.

3. When you find a cover frame you like,

release your finger. RILIER COVER
4, Tap Next. FIGURE 5-5:
Frames that aren't selected appear
dimmed.
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TIP

The cover frame will appear in your Instagram
feed, so be sure that the frame you select isn’t
blurry. You want to make a good impression
on your followers as well as your potential
customers.

Adding details

In the screen that displays your video (refer to
Figure 5-4), tap Next. The New Post screen
appears, as shown in Figure 5-6.

In this screen, you can add a caption, include a
location where the video was recorded, share
the video on other social media networks, and
turn commenting on and off. The process for
adding all this good stuff is described in Chap-
ter 4. (Note, however, that you can’t tag people
in videos, so you can skip the instructions about
tagging in Chapter 4.)

Posting Your Video

When you’re ready to post your video, tap Share
in the upper-right corner of the New Post
screen. After a few seconds, your video appears
on the Instagram home screen, as shown in
Figure 5-7.

The video starts playing as soon as you view it
and will play continuously every time you view
the post. The video plays without sound, but
you can turn on the sound by tapping the video
icon in the lower-left corner of the video. Cool
beans.

Q%@ YF .4 57% @ 5:44 PM

& Share To Share

3 €

Cod

Add Location
Edwards Mira Mesa Sta.. Scripps Ranch, San Diego

Share To

Facebook

Twitter

Tumblr

FIGURE 5-6:
Your video frame appears as a
thumbnail in the upper-right corner.

= 3@ 7Tl 50% @ 5:55 PM

& Video

¢ tt, jenns_trends

Qv H

208 views - Liked by k_rudman1 and thelightlaughed

View Insights

FIGURE 5-7:
The video plays on the home screen.
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Uploading a Stored Video

76

It’s easy to upload a video that you’ve
already recorded and stored on your iPhone,
iPad, or Android smartphone or tablet. Sim-
ply follow these steps:

1. Tap the + icon at the bottom of the
Instagram feed screen.

2. Ifthe Library screen is not displayed,
tap Library.

3. Select the video you want to upload by
tapping its thumbnail image in the
Camera Roll or Gallery screen, as
shown in Figure 5-8.

The video plays continuously in the
viewer. Stop playback by tapping any-
where in the viewer.

Instagram automatically crops your video
to the size of the viewer, but you can
resize the video to its original size by
TP tapping the resize icon (labeled in
Figure 5-8).

4, (Optional) Apply a filter, change the
cover frame, and trim your video.

These tasks are described in the
“Improving Your Video” section.

n

Tap Next.

Select up to 10 videos to
share in one post

Video run time

X  Gallery ~

GALLERY PHOTO VIDEO

FIGURE 5-8:

The selected video thumbnail image
is faded so you know it's the video
playing in the viewer.

6. (Optional) Add a caption and a location, specify other social networks
where you want to share your video, and turn commenting on or off.

These tasks are the same for photos and videos. For details, see the section on

enriching photos in Chapter 4.
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Uploading Multiple Videos from
an iPhone or iPad

If you’ve already taken videos with your iPhone or iPad and saved them to your
Camera Roll, you can upload them to a single Instagram video and share it with
your followers. Sorry, Android users; this feature isn’t available on Android smart-
phones yet.

Follow these steps to upload multiple clips into one Instagram video:

1. Tap the +icon in the Instagram feed screen.
2. Ifthe Library screen isn’t displayed, tap Library.

3. Sselect the first video you want to upload by tapping its thumbnail image
in the Camera Roll screen. Then tap Next.

The Filter screen appears.

4, Tap Trim, at the bottom of the screen.

The Trim screen appears, and your
selected video plays in the viewer, as
shown in Figure 5-9.

5. Tap the +icon, and then tap the
thumbnail for the video that you want
to add to the first video.

The selected video now sports a 2, which
tells you that this is the second clip that
will appear in the video. This second clip
plays continuously in the viewer; to stop
playing, tap anywhere in the viewer.

6. Repeat Step 5 until you've added all
the video clips you want.

As you add each clip, Instagram assigns it
a number indicating its order in the video.

7. Tap Done.

The Trim screen appears, with thumbnails
of your video clip in the order in which Filter Trim Cover
they will appear in the video. You can add
more clips at this point, if you want. (Tap FIGURE 5-9:

the +icon, tap the clip’s thumbnail, and The + icon appears to the right of the
then tap Done.) video thumbnail image.
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The viewer displays all the clips playing continuously so you can see how they
will appear to your followers. To stop video playback, tap anywhere in the

viewer.

& If you add a clip that puts your video over the 60-second limit, Instagram will
automatically trim the last clip so that your entire video lasts for exactly 60
seconds.

WARNING
8. (Optional) To remove a clip from your video:

a. Tap and hold down on the clip’s thumbnail. The viewer is replaced by an X
inside a box.

b. Drag the thumbnail to the X.
0. (Optional) Apply a filter or change the cover or both.

These tasks are described in the “Improving Your Video” section, earlier in the
chapter.

10. Tap Next.
The New Post (Followers) screen appears.

11. (Optional) Type a caption, add a location, share your photo on other
social networks, and turn commenting on or off.

For more information, read the section on enriching photos in Chapter 4. All
the information there applies also not only to photos but also to videos, with
the exception of tagging people. (You can't tag people in a video.)

When you upload a video with multiple clips, you can’t change the orientation of
the clips to landscape or portrait. Each clip appears in its original orientation, so

keep that in mind when you want to create a video with multiple clips.
REMEMBER
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Garden



IN THIS PART ...

Post your photos and videos and review comments
written by your followers.

Find your tribe of Instagram friends to follow and who
will follow you back.

Create and add hashtags to your posts.



IN THIS CHAPTER

» Thinking about what you should
share on Instagram

» Using links to share posts
» Sending direct messages

» Getting, reviewing, and responding to
comments

» Reporting inappropriate comments

Chapter 6

Commenting and Direct
Messaging

his chapter tells you all about sharing your Instagram photos and videos.
What’s more, you’ll find out how to encourage people to comment on your
posts and how to send a direct message to a commenter.

You start by thinking about what you should and shouldn’t share. Next, you dis-
cover how to use a link to invite other Instagram users to comment on your posts
as well as how to send a direct message to other users. And if you conclude that a
comment is inappropriate, you can use Instagram’s built-in reporting tool to send
feedback and information to the Instagram staff so they can investigate.

Before You Share, Stop and Think

Instagram provides guidelines that protect and nurture not only the larger Insta-
gram community but also you and your business. Every social network, Instagram
included, presumes that when you use its service you agree to its terms of use and
any other guidelines that social network may set.
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REMEMBER

As with any social network, you need to be careful about what you post on Insta-
gram because — as you’ve probably heard many times before — what’s posted on
the Internet stays on the Internet . . . forever.

When you share photos and videos on Instagram, you strive to promote your busi-
ness in the best possible light. However, you must also abide by Instagram’s Com-
munity Guidelines.

If you run afoul of the Community Guidelines, you may be reported to Instagram.
The company works hard to make sure that its users are posting photos and videos
that meet its standards. If yours don’t, Instagram might delete your post, disable
your account, or put in place what it ominously calls “other restrictions.”

To read the latest version of the guidelines, visit the Community Guidelines page
at https://help.instagram.com/477434105621119/.

Following are the most important points in the Community Guidelines:

3 Share only photos and videos that you've taken. If you're using someone
else’s photo or video, be sure to get permission in writing, either online (such
as in an email message) or on paper (such as in an Adobe Acrobat document.)

3 Don't use services that allow you to buy followers or run automated
tasks to collect likes, followers, or shares. Instagram considers such tactics
marketing spam and will shut down accounts to curb the problem.

3 Post photos and videos that are appropriate for a general audience.
Instagram doesn't allow nudity except in specific cases. In addition, don't post
graphic photos or videos.

3 Follow the law. This point should be self-evident. If it isn't, perhaps you
should follow Obi-Wan Kenobi's advice and go home to rethink your life.

Sharing on Other Social Media Sites

82

It’s easy to share photos and videos on Instagram as well as from Instagram to
Facebook, Twitter, and Tumblr. We describe how do those tasks in Chapter 4.

Of course, many other social-networking sites are available. In this section, you
learn how to create a link that you can embed into other social network posts or
email messages.
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Copying and pasting a link to another
social network

Instagram’s capability to share directly with other social networks is limited to
Facebook, Twitter, and Tumblr. But other networks, especially business networks
such as LinkedIn, are also worthy of your Instagram posts.

Fortunately, Instagram makes it easy for you to get a web address (URL) link to
your post that you can copy and paste to other social networks. Here’s how:

1. onthe Instagram home screen, tap your profile icon, in the lower-right
corner.
The Profile screen appears.

2. Swipe up and down in your Profile screen, if necessary, to find the posted
photo or video you want to link to.

3. Tap the photo thumbnail or video frame.

The Post screen appears. If you tapped a video frame, the video plays in the
Post screen automatically.

4, Tap the menu icon (three dots), which appears at the top right.
The menu shown in Figure 6-1 appears.

5. Tap Share (iPhone or iPad users) or Copy Share URL (Android users).
The Share Post (iPhone or iPad) or Share (Android) screen appears.

6. iPhone and iPad users, tap Copy Link.

A message appears for a few seconds, telling you that the link has been copied
to the clipboard. Now you can paste the link into a post on another social-
networking website or in an email message, as shown in the next section.

To view the post before you send it, click or tap the photo or video. On a smart-
phone or tablet, you see the original Instagram post. On a computer, you see the
post on the Instagram website in a separate browser tab.

Embedding your photo or video
on a web page

If you want to share photos or videos on a web page or in a blog post, you can
embed them from the Instagram website on your computer.

When you embed a photo or video, you can click or tap the photo or video to open
the original post in the Instagram app on your smartphone or tablet.
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Archive

Share

Edit

Archive

Delete
Turn Off Commenting

Turn Off Commenting

Edit
Copy Share URL

FIGURE 6-1: Share
The Post menu
on an iPhone or

X Delete
iPad (left) and on
an Android

smartphone or Cancel
tablet (right).

If you’re using a web browser on your computer, the original Instagram post will
appear in a separate browser tab. (You may need to log into Instagram to view the
post.) When you finish viewing the original post, close the tab to return to the web
page you were viewing.

To embed a photo or video, do the following:

1. on your computer, log into the Instagram website if you haven't done
so already.

2. Cclick the profile icon (silhouette of a person), in the upper-right corner.
The Profile screen appears.

3. Click the photo or video you want to share.

The screen displays your photo or video and caption, as well as any comments
and likes.

4. Click the menu icon (three dots), at the bottom right of the image, and
then click Embed (see Figure 6-2).

If you decide that you don't want to embed your code, close the window by
clicking anywhere outside the pop-up window or by pressing the Esc key.

84  PART 3 Planting Your Garden



FIGURE 6-2:
You can embed
your photo or
video here.

REMEMBER

5.

If you don’t want a caption included with the photo or video, deselect
(clear) the Include Caption check box.

6. Cclick the Copy Embed Code button.

8) Esie Butew [Bericbutow) - X

€ Da instagram.com/p/E¥Icheio

3
i3
q
-
Y
mn

Go ta post

Embed

Cancel

Now you can use your favorite website design program to paste the embedded
code in a blog post or on a web page.

When you embed one of your Instagram photos or videos on a website or in a blog

post, anyone who has access to that website or blog post will be able to see your
photo or video.

CHAPTER 6 Commenting and Direct Messaging 85



Sending Photos and Videos Privately

You’'re not restricted to posting photos and videos to your profile. You can use the
Instagram Direct service to send a private message to a single follower or a group
of 2 to 15 followers.

You can send the following items in an Instagram Direct message:

¥ Photos or videos taken with your smartphone or tablet camera
¥ Photos or videos uploaded to your smartphone or tablet
3 Anplain old text message

¥ Ahashtag, which your recipient can tap or click to view posts that contain that
hashtag

¥ Alocation, which your recipient can tap or click to see posts that include that
location

Excited? Even a little? In this section, you
discover how to send an Instagram direct
message on the iPhone and iPad, on your
Android smartphone or tablet, or in the
Windows app.

0000 ATET 7 12:58 AM 7 % 100% =9 #

< Direct +

Replying toadirect | &0
message by sending @ . N
a photo

If you’re already having a private message
conversation in Instagram Direct, you can
respond by sending a photo (sorry, no
videos) to one or more of your followers.
Here’s how:

)

1. Tap or click the Instagram Direct icon,
‘; which appears in the upper-right
corner (and is shown in the margin).

The Direct screen appears, as shown B} camera

in Figure 6-3. The most recent direct

message conversations appear in the FIGURE 6-3:

list, with the most recent conversation Responding to a private message in
at the top. Instagram Direct.
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2.

4.

Tap or click the camera icon to the right of the user name in the list.

The Camera screen appears with the front camera active. In the Windows app,
your webcam becomes active so you can take a photo of yourself. You may be

prompted to enable access to your camera or microphone or both.

Take a photo by tapping or clicking the white shutter button at the

bottom of the screen or window.

You can switch between the front and back camera on your iPhone, iPad,

Android smartphone, or Android tablet by tapping the switch icon (shown in

the margin).

Tap Send.

Starting a new conversation
by sending a photo
When you want to start a new conversation, you don’t have to type a message.

Instead, you can take a photo and send it to the other person. You can even type a
brief caption that will appear on top of your photo.

1.

In the Direct screen, tap or click
Camera.

If you need to get to the Direct screen,
first tap or click the Direct icon from the
Instagram home screen or window.

Take a photo by tapping or clicking the
white shutter button.

The switch cameras icon appears to the
right of the white button so you can
switch between the front and rear
cameras, if necessary.

If you want to add text in front of your
photo, tap or click the text (Aa) icon.

Type your message, and then tap Done.

Tap or click Next.

The Send To screen appears, as shown in
Figure 6-4.

Select your recipients by swiping in the
recipient list and then tapping or
clicking one or more usernames.

danonfilm
Yaniel Lyd
k?Irinas?wa
fa.nsasticannie
m_uffinlml'!ler
|D-rirl:l\ff’:
raventahara

1 lahe
tert?p?rapink

pamiveywb
>am Ive

)03008CE®

robz_lyfe

#0000 ATET 7 3:34 AM 7 % 100% B #

< Send To New Group

FIGURE 6-4:
Select the recipients here.
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TIP

After you tap or click a username, a blue circle with a check mark appears to
the right and the username appears in the To box above the list.

You can search for a recipient by tapping the Search box above the list and
typing your search terms. As you type, the usernames that most closely match
your terms appear in the results list. When you find the name of the recipients
you're looking for, tap or click their names in the list.

Tap or click Send.

The Direct screen appears and contains the message you sent to the recipient
at the top of the conversation list.

Starting a new text conversation
and adding a photo

If you prefer to start your conversation with a text message but also want to take
a photo or upload a photo or video from your Camera Roll or Gallery, Instagram
makes it easy for you to do that, too. Follow these steps:

1.

2.

3.

o

If the Direct screen isn't open, tap or click the Instagram Direct icon in
the upper-right corner.

Tap or click the add (+) icon.
The New Message screen appears.

Swipe or scroll in the list to find the recipients, and then tap or click their
usernames.

A blue check mark appears to the right of each recipient name after you tap or
click it. You can also search for one or more recipients as described in the
preceding section.

Tap or click Next.

If you're an iPhone, an iPad, or a Windows user and have selected more
than one recipient, do the following:

If you want to name this group (so you can send future private messages to all
followers in the group), tap the Name This Group box to open the keyboard.
Type your name, and then tap the keyboard'’s Done key.

If you don’t want to name the group, tap or click the X.

If you want to take a photo on your camera (or webcam if you're using
the Windows app), tap or click the camera icon in the lower-left corner of
the screen (or window).

Follow the instructions for taking a photo in the preceding section.
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7. iPhone, iPad, or Android users: If you want to upload a photo or video
from your Camera Roll or Gallery:

a. Tap the mountain range icon. The Camera Roll or Gallery window appears.

b. Swipe in the Camera Roll or Gallery and then tap the thumbnail of the photo or
video you want to add. Your selected photo or video appears in the window.
If you selected a video, the video plays continuously.

¢. Upload the photo or video to your message by tapping the blue up arrow at the
bottom of the screen.

If you change your mind, close the window by tapping the back icon (<).

8. Towritea message, tap the Write a Message box, type your message,
and then tap Send.

Your message appears in the Message screen.
9. Return to the Direct screen by tapping or clicking the <icon.

The message you just sent appears at the top of the list. Each message entry in
the list shows you the recipients or group name, followed by a brief summary
of the last message in the conversation and how long ago the last response
was sent.

View your message on the screen by tapping the message entry. You can also
send a follow-up photo to the recipient by tapping the camera icon to the right
of the message or group recipient’s name and then taking a photo in the
camera viewer screen.

10. Return to the Instagram home screen by tapping or clicking the <icon.

& Direct messages are private, and Instagram means it — you can’t do several things
with a direct message that you can do with a public message:

WARNING
¥ You can't share photos or videos sent with Instagram Direct to other social

networking websites.

¥ Any hashtags or locations you add to your private message aren't searchable
in Instagram.

¥ Your messages won't appear in the feed screen or in your profile.

Resuming a previous conversation

If you’ve had a previous conversation with one or more recipients, you can tap the
individual or group name in the Direct screen to view your past conversation(s)
and write a new message to start a new conversation. The Message screen appears
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and you see all the text, photos, and videos you sent previously to that recipient or
that group.

Swipe or scroll to view your entire conversation. You can also type a new message,
as described previously.

Garnering Comments

90

TIP

After you post a photo or video, any of your followers can comment on it. In this
section, we describe two tried-and-true methods to encourage your followers to
respond: Include a caption and mention your followers.

Including a caption

A caption adds context to your video and lets people know what they’re seeing. If
you don’t add a caption, your viewers might be confused, and that reflects badly
on your business. For example, if you show a photo of your new product but you
don’t tell viewers what it is and why it’s helpful, they may think you don’t know
what you’re doing and you’ll be left wondering why you’re not getting any
attention.

After you create a post and edit your photo or video, you add the caption in the
New Post (iPhone or iPad) or Followers (Android) screen.

Do you need more details? Bookmark this page and flip to the section on enriching
photos in Chapter 4. The information about adding captions to photos applies also
to videos.

Instagram truncates all captions after about three lines of text. If there’s more
text to read, a More link appears at the end of the truncated text. To read the entire
caption, you have to tap or click the link.

How much text should be in your caption? It’s generally a good idea to communi-
cate too much rather than too little, so consider writing one to three short para-
graphs. Make sure that the first few lines are enticing enough that your viewer
will want to tap or click the More link and read your entire caption.

Mentioning your followers

When one of your followers posts a photo or video, you can leave a like by tapping
or clicking the heart icon to the right of the photo or video. To really get a
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follower’s attention, however, you need to write a comment that includes the per-
son’s username preceded by the @ symbol. For example, you might type this:

| really like your new business cards, @sideshowbob!

After you mention someone in a comment, that person will receive a notification
in his or her feed. And perhaps the person you complimented will be more inter-
ested in both finding your latest posts and commenting on them. That, in turn,
increases your profile’s visibility to other Instagram users when they search for
new and interesting profiles.

Reviewing Your Comments

When you get a comment or a like, a notification appears in your feed. You can see
how many comments and likes you have for a post by tapping the profile icon in
the lower-right corner of the Instagram home screen, swiping until you see the
thumbnail of the photo or video you posted, and then tapping the image.

Now you see 00000 AT&T = 4:15 AM @ 7 % 100% ¢
4 Comments
¥ The Photo screen if your post contains % erichutow The books I've written in whole or in
part since 2000.

only one photo

. . " temperapink Accomplishments &
3 The Post screen if your post contains @ v
more than one photo

. . . suecanfieldsocialmediasvs
3 The Video screen if your post contains @ o Ren

avideo

Likes and comments appear below the photo
or video. Tap one of the comments or tap the
comment icon (cartoon bubble) below the
photo or video to open the Comments screen
shown in Figure 6-5.

If you want to like the comment without
replying to it, tap the like icon (white heart)
to the right of the comment. After you
tap the icon, the heart turns red and one
more like appears for the comment. Return
to the Photo, Post, or Video screen by tap- [, ,occ ..

ping the back icon (<) in the upper-left yqur caption appears at the top of the
corner. Comments.
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If you want to view all your notifications, tap the heart icon at the bottom of the
Post, Photo, or Video screen. Then tap the You tab at the top of the Notifications
screen if the tab isn’t already active. You’ll see as many as 100 of your most recent

rememser  Dotifications as you swipe in the list. You can view a user’s profile by tapping the
username in a notification (the username is in bold).

Deciding to respond or delete

You can reply to a comment in two ways, depending on whether you’re using the
iPhone or iPad, an Android smartphone or tablet, or a computer running
Windows.

You can’t delete or respond to comments on the Instagram website, though you
can add another comment preceded by @name, where name is the username of the

person you’re replying to.
REMEMBER

iPhone, iPad, and Windows users

If you’re using an iPhone, an iPad, or a Win-  [=ccoatar = FUTAM | © 1 100% s
dows PC, you can reply to a comment by | < Comments
tapping (or clicking) Reply below the

% ericbutow The books I've written in whole or in

comment. part since 2000.

ccomplishments & v -

A second way to reply is to use the comment AERO
options. iPhone and iPad users tap and hold |”
down on the comment and then swipe left to e‘) suecanfieldsocialmediasvs v
display the options shown in Figure 6-6. e

Windows users should click and hold down
on the comment and then move the mouse
pointer to the left.

There are three options, from left to right:

3 Left arrow: Reply to the commenter.

3 Exclamation mark: Report the com-
menter to Instagram. (You find out more
about reporting commenters later in this
chapter.) If you delete your own com-
ment, the exclamation mark doesn't
appear in the menu. You can report only FIGURE 6-6:

one commenter at a time. The comment options push the
comment to the left.

¥ Trash can: Delete the comment.
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WARNING

After you delete a comment, a red bar appears at the top of the Comments
screen so you can undo the deletion. If you don't tap the bar within five
seconds, the comment is deleted permanently.

If you want to close the comment menu without making any changes, tap and
hold down on the comment to the left of the menu and swipe to the right. Win-
dows users should click and hold down on the comment and then move the pointer
to the right.

When you reply to the commenter using either method (tapping Reply or tapping
the left arrow in the comment options), a comment area appears, with the user-
name of the commenter entered automatically. Now you can type your reply and
then tap (or click) Post to the right of the comment area.

Have you changed your mind about writing a reply? Tap (or click) the back icon (<)
in the upper-left corner of the screen and you’ll return to the Photo screen.

Android smartphone and tablet users

Android smartphone and tablet users can
reply to a comment by tapping Reply below

th.e comment. The comment area appears X 1Selected ® T
with the commenter’s username entered
automatically. After you type your com- % ericbutow Construction of the Salesforce

Tower is coming along.

ment, tap the blue check mark button to the
right of the comment area or tap the Send

@ elevateitnow @ericbutow Wow! That's
key on the keyboard.

pretty cool. ¢
10w 1like Reply
If you want to one or more comments —
either your comments or someone else’s
comments — tap the comment(s). A blue
menu bar appears at the top of the screen
(see Figure 6-7) that contains the following
icons you can tap:

¥ X: Close the menu bar without making
any changes.

3 Exclamation point: Report the com-
menter. (You learn more about reporting
commenters later in this chapter.) If you v .
tap more than one comment or you delete
your own comment, the exclamation mark

) FIGURE 6-7:
doesn't appear in the menu. You can The number of selected comments
report only one commenter at a time. appears in the blue bar.
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WARNING

¥ Trash can: Delete the comment(s).

After you delete a comment, a red bar appears at the top of the Comments
screen so you can undo the deletion. If you don't tap the bar within five
seconds, the comment is deleted permanently.

You can close the menu bar by tapping all the selected comments to deselect them.

Mac and website users

Mac users can use only the Instagram website. If you’re using a Mac, another
computer, or another device to access the website, you can delete only comments
written by someone else — not your own comments.

Here’s how to delete a comment:

1. clickor tap on the profile icon in the upper-right corner of the web page.

2. scrollor swipe until you see the thumbnail of the photo or video that
contains the comments.

3. Cclickor tap the thumbnail.
The list of comments appears.
4. clickor tap the X to the right of the comment, and then tap Delete Comment.

The comment disappears from the list.

Reporting Commenters When All Else Fails

94

AN

WARNING

Instagram asks that you resolve disputes between you and another person who
posts a photo, video, or comment that you think may violate Instagram’s Com-
munity Guidelines. For example, if someone’s comment contains inaccurate
information about you, you can post a comment or send a private Instagram Direct
message and ask the commenter to remove the comment.

If the commenter won’t cooperate or the comment is clearly a violation of the
Community Guidelines (such as a threat of violence), Instagram strongly recom-
mends that you don’t escalate the situation yourself. Instead, report the user to
Instagram and have Instagram staffers review the situation.

If you refuse to heed Instagram’s warning and decide to attack the commenter
with nasty comments of your own, you may find yourself in trouble if the com-
menter reports you for harassment.
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REMEMBER

Reporting a commenter

Before you report a commenter, review the latest Community Guidelines at
https://help.instagram.com/477434105621119/?helpref=hc_~fnav. If you still
believe the commenter must be reported to Instagram for further action, you can
use Instagram’s built-in reporting tools.

You can report a user only from your iPhone, iPad, Android smartphone or tablet,
or the Windows app. You can’t report a user from the Instagram website.

Reporting from an iPhone, an iPad, or the Windows app

If you’re reading comments on your iPhone, iPad, or in the Windows app and you
come across a comment that violates the Community Guidelines, tap (or click) and
hold down on the comment in the list and then swipe (or drag) to the left.

The gray report button appears to the right of the comment. Tap (or click) the
button to open the menu at the bottom of the screen, and then select the Spam or
Scam option or the Abusive Content option.

If you select Spam or Scam, the menu closes and the comment disappears from
the Comments screen so you can continue to read comments. When you tap (or
click) Abusive Content, the Report Comment screen opens. You can decide how to
report the comment and take any additional steps or get more information. For
example, if you choose I Don’t Like the Comment, the Blocking People page
appears so you can learn how to block commenters.

Reporting from an Android smartphone or tablet

When you see a comment on your Android smartphone or tablet that you think
violates the Community Guidelines, tap and hold down on the comment in the list.

The comment gets a light blue background, and a blue bar at the top of the screen
tells you that the comment is selected. Tap the exclamation point to open the
menu, and then tap one of the reporting options: Spam or Scam, or Abusive
Content.

When you tap Spam or Scam, the menu closes and the comment disappears. Now
you can get back to reading other comments. When you tap Abusive Content, the
Report Comment screen opens so you can decide how to report the comment and
take any additional steps or get more information. For example, if you tap This
Comment Shouldn’t Be on Instagram, you see a list of reasons that you can choose
from, such as nudity or pornography.
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Blocking a commenter

If a commenter is obnoxious, that alone isn’t a reason to report the commenter to
Instagram but you can block the commenter. Then you no longer have to read
anything from that user again. As on other networking sites such as Facebook and
LinkedIn, Instagram doesn’t tell users that they’ve been blocked.

You can block a user only in the Instagram

app on your smartphone or tablet. You can’t

block a user on the Instagram website.
REMEMBER

Here’s how to block a user:

1. Inthe comments below the photo or Block
from the Comments screen, tap the
username of the commenter. Report

The username is the first text you see in
the comment and is in bold text.

Hide Your Story
2. Inthe commenter's profile page, tap SopyRilic VR
the three dots in the upper-right
corner of the screen.

Share this Profile

The menu shown in Figure 6-8 appears. Send Message

3. Tap Block. Turn on Post Notifications

Tap or click the < icon to return to the Com- Cancel
ments screen. The blocked user’s comments
no longer appear on the screen. To unblock FIGURE 6.5

someone, follow the same steps, except tap Use this ménu to block someone from
Unblock in Step 3. commenting.
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IN THIS CHAPTER

» Searching for friends from Facebook
and your contact list

» Finding new friends through the
Explore and Search functions

» Following your industry for ideas and
information

» Locating your Insta-tribe for ideas,
support, and encouragement

» Deciding when to follow back

Chapter 7
Finding People to Follow

rowing your Instagram following is one of the hottest topics on Instagram.

If you’ve spent any time there, surely you’ve encountered sales pitches to

buy followers or purchase a crazy software program to increase likes and
follows. Don’t do it. Yes, it looks good having a big following, especially when
starting out. However, any followers you buy are likely fake accounts, or people
who would never buy from you.

In this chapter, you discover how to find followers the right way. First, you follow
your Facebook friends who have Instagram accounts, and then you learn how
Instagram can access the contact list on your phone to find more followers. Next,
you discover ways to explore and search for followers in the Instagram app. Then
you look to your competitors’ and industry colleagues’ follower lists for more
ideas. You also learn how to develop an Insta-tribe — an online family that helps
and supports you along the way. Finally, after you start getting followers, find out
who is worth following back and when it’s best not to bother.
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Where Are My Peeps?

If you’re new to Instagram, you may be wondering where to start. Instagram (and
its daddy, Facebook) is happy to help you make connections. You can find people
in a few different ways, as you discover in this section.

Finding your Facebook friends

Facebook has a vested interest in making Instagram grow, so it tries to encourage
you to round up your Facebook friends and bring them over to Instagram. It’s an
easy way for you to find people.

To find friends on Facebook, follow these steps:

1. Goto your Instagram profile page by 0000 ATET = 9:20 AM 7 -
tapping your photo at the bottom right 2
of your phone’s screen.

Discover People

Suggested Facebook Contacts

2. Tap the person with a plus (and
possibly a red number) at the top left. 311 Friends Follow All

3. Tap the Facebook link at the top of
your screen.

eckhart3235

Lori Eckhart

4. confirm your Facebook login by
tapping OK.

intendbetter
Intend Better

The screen displays how many Facebook

friends you have on Instagram (see SHestamariat:

Shasta Marina

€00e e

Figure 7-1).
5. Tap either Follow All or Follow. téﬂif{%}i
To follow every one of your Facebook
friends on Instagram, tap Follow All. If kimlear20
you'd rather be more selective, especially NS
because you'll likely be promoting your =
product or service, you may want to e\ Q @
follow friends one by one. Simply tap ]
Follow next to each friend you'd like to FIGURE 7-1:
connect with, and keep scrolling and Instagram displays all Facebook friends
following! who are available to follow on Instagram.

Requested after you tap Follow. They need to approve you before you can view

Some of your friends may have set their accounts to private. In this case, you see
their profile and posts.

TIP
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WARNING

Syncing your contact list

Instagram can also connect you with the contacts stored on your phone or tablet.
After you activate this feature, your contacts are periodically synced with Insta-
gram’s servers. Instagram does not follow anyone on your behalf, and you can
disconnect your contacts at any time so that Instagram cannot access them.

This feature may be best as a one-and-done in the beginning versus a constant
connection for privacy purposes.

To connect your contacts, follow these steps:

1. Goto your Instagram profile page by tapping your photo at the bottom
right of your phone’s screen.

2. Tap the small person with a plus (and 0000 ATET = 9:21 AM 7 -
possibly a red number) at the top left. o Discover People
3' Tap the Contacts link. Suggested Facebook Contacts
The next screen tells you that Instagram
83 Contacts Follow All

will find people you know, and you're
given the option to follow them. srwenloirss

Melissa Crangle

4. To proceed, tap Connect Contacts.

Another pop-up asks whether Instagram
can access your contacts.

cindyrose117

o o Follow
Cindy Rosada

5. Tap Allow Access. dknightwoodley

Danyelle Knight

A pop-up appears asking you to allow
Instagram access to your Contacts. This is
your last chance to cancel your decision to
allow Instagram to access your contacts.

aizkids
Jerry Link

9 babysamsmom
The pop-up goes away, and the Contacts

screen appears, as shown in Figure 7-2. 0 Q Q

7. Followall your contacts on Instagram

—_—

6. Tap OK.

. . FIGURE 7-2:
by tapping Follow All, or cl‘.loose which Instagram can pull contacts from your
contacts to follow by tapping Follow phone’s saved contacts for you to select
next to each one. to follow.

If you change your mind at some point and want to disallow Instagram’s access to
your contacts, tap the wheel icon on your profile page, scroll down to Settings, and
then tap Contacts. Tap the Connect Contacts toggle to return it to white, which
terminates Instagram’s access.
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Finding New Friends

Now that you’ve found all your Facebook friends and contacts on Instagram, it’s
time to get more strategic about following the people who might have a genuine
interest in your business. Instagram offers several options for exploring, search-
ing, and suggesting new followers to you.

Exploring the Explore function

Instagram loves growth . . . the more people you engage with, the more users they
get. And to keep those people, Instagram offers many ways to engage with them.
One way is through the Explore page. The Explore page offers photo, graphic, and
video posts that Instagram thinks might be interesting to you. No one knows the
exact algorithm, but they usually present a variety of posts that have received at
least 1,000 likes mixed in with posts that other people you follow have liked.

Here’s how to use the Explore page:

1. Tap the magnifying glass at the bottom  [eeccoatar = 9:40 AM 7 W
of any screen.

Several photos, videos, and stories are A
presented, as shown in Figure 7-3. EF \g

If you're trying to get your posts displayed El Dorado H... missmiss..&  shyfx &
on the Explore page, note that the =

Instagram algorithm rarely selects
TP graphics such as charts or infographs. It
tends to favor photos or videos.

2. Tap any photo or video that interests
you.

Now you can scroll down to see the rest
of the Explore page.

3. Tap the Instagram username at the top
of any post that interests you.

4. Look around the page. If you like what
you see:

a. Like one or more photos: Double-tap
each individual photo or tap the
heart icon.

FIGURE 7-3:
The Explore page displays stories,
videos, and posts you might like.
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b. Leave a comment: Tap the photo, and then tap the comment bubble below the
photo. Enter your text, and tap the blue Post link.

¢. To follow a user: Tap the blue Follow button at the top of the user’s profile page.

After you follow this page, Instagram offers several other accounts that it
thinks you'd enjoy following. We detail this method of finding accounts to
follow in the “Letting Instagram suggest users to you" section, later in this

chapter.

This method of finding followers is time consuming. Also, popular accounts may
not be looking to follow many new people, so there’s no guarantee that you’ll get
a reciprocal follow. However, it’s always worth a shot and is a nice addition to

your follower strategy.

Searching the Search feature

Another great way to find new accounts to follow is through searching Instagram.
Instagram offers four ways to search: Top, People, Tags, and Places.

To try out the Search feature, tap the mag-
nifying glass on any page. The Explore page
appears, as described in the preceding sec-
tion. Tap the Search field at the top of the
page. Top, People, Tags, and Places are now
available for your choosing, as shown in
Figure 7-4.

The Top feature shows you accounts that you
interact with often, followed by accounts
you most recently interacted with. To find
new followers, search for an industry or a
keyword that relates to your business or
target customer. For instance, typing real
estate presents several accounts that have
real estate in their username or in their pro-
file title. Scroll through those that are inter-
esting, and follow those you like!

The People feature can be used in a similar
manner to the Top feature, but you may also
choose to search by someone’s name. If
you have a customer list, try searching for
people by name. For those that pop up, scroll
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Cancel

@

FIGURE 7-4:

Search by Top, People, Tags, and Places.
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through to their account and follow them if they seem to be active. Personal
accounts are more likely to be private, so you will need to request access.

The Tags feature allows you to search by hashtag. Start simply by choosing your
industry and see what appears. For example, if you're a dog trainer, start with
#dogtraining. If you get too many results to be useful, add your city or state, such
as #dogtrainingsacramento. Scroll through the accounts and tap the ones that call
out to you. Then follow the ones that seem active and engaging. In the next
chapter, hashtags are discussed in detail, and we explain more about this feature.

The Places feature enables you to search by location. If you’re currently near your
business location, the easiest way to start is to tap Near Current Location. Several
nearby locations then pop up for your choosing. Tap a location near you, and then
all the posts that marked that location on their post pop up. Tap some posts that
catch your eye, and follow the ones you like.

On all the accounts you follow, make sure to
like several posts and leave a meaningful
comment or two (not just an emoji). This |**c°ATET = SE AN T3
technique greatly increases the odds that 4 elevateitnow

the account will follow you back.

1,481 8344 804
ollowers ]

Message Qv v

Letting Instagram
suggest users to you

As mentioned, Instagram is on a mission to

grow. Therefore, its main goal is making its %
users happy by making their accounts grow.

Suggestions for You See All

SO AME l
W

Digital Growth... socialfamefr Nikh

When you follow someone, an algorithm
kicks in and displays other similar accounts
that you may like following. In Figure 7-5, &5 _ _ .
we decide to follow @elevateitnow, a
marketing and creative agency. Instagram m m .
then presents many other social-media- _ )

. . Marketing|Creative Agency | .
marketing business accounts, and we can jital/Online Marketing Agency
decide whether or not to follow them. Mnica ) & Creativity=Life!

& a @ O @

You might be wondering why you’d want to
follow. They might not follow you back (but

i > FIGURE 7-5:
they will if they’re smart). In the next sec- After you follow an account,
tion, you learn more about the benefits of |nstagram presents similar accounts
keeping tabs on the competition. you might like.
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Following Your Industry

Watching your industry’s Instagram accounts can help you build your following in
several ways. In this section, you find out how to benefit from the earlier work of
your competitors and industry icons. First, if your business serves only local cus-
tomers, look at your direct, local competition. Then look more globally at bigger
brands in the same industry to see the tactics they use.

Following industry hashtags is also highly productive. Does your industry hold
several large conferences a year? Conferences are usually associated with a
hashtag. Savvy Instagram business accounts incorporate the conference hashtag
in their posts so consider searching for the hashtag to find other accounts to
interact with. These accounts could be competitors or potential customers. If
you’re attending the event, search through the conference hashtag and follow
accounts, like photos, comment, and perhaps direct message other attendees to
set in-person meetings with potential customers or business partners.

Watching your competition

One of the best ways to find new followers is by researching your competitors’
Instagram accounts and interacting with their followers. If they’re interested in
your competitor’s business, they might be interested in your offerings as well.
Your competitors’ follower lists are like a ready-made target audience waiting just
for you!

Engaging with your competitors’ followers is easy. Here’s how:

1. Makealist of your top competitors.
2. Use the Search function to find one of them on Instagram.

For details on searching, see the “Searching the Search feature” section, earlier
in the chapter.

3. Gotoa competitor’s account, and tap the number above followers (at the
top right of its profile page).

In Figure 7-6, the followers number is 2,615.

You see everyone following the competitor, as shown in Figure 7-7.
4. Dpothe following for each follower account that looks interesting:

a. Tap the account.

b. Like several photos and comment on at least one post.

¢. Follow the account.
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5. Repeat Steps 3 and 4 for all the competitors in your list.

Keep regularly engaging with these accounts, and you might just win them
over to following you or becoming a customer.

The Marketing Specialist

Marketing Consultant

@ Free daily tips on social media, branding
and email marketing

- Sacramento, CA | small biz specialist
Instagram for Business Book Announcement
bit.ly/2tFi0aY

2795 E Bidwell St, Ste 100, Folsom, California

ee000 ATRT & 9:53 AM 7 m 00000 AT&T = 9:53 AM 7 m
< coreycwalker < Followers
665 2,615 1,881 Q Search
posts follo following
Message 2y v dogsofpedalersfork

Dogs of Pedalers Fo...

i.dineshnandakumar
DineshNandakumar

khammontree97
Kane

elifernandam
Eli Fernanda Madur...

shapeshifters_series
Shapeshifters

0300220

Followed by animalflare and dignityhealthsac
livetrue.lovelife
Call Email Directions Camerol
™ . - wallstreettriathlete
f— @ Jason Macaluso
"START weITING, _——— motivationagent
THE isras pass | = _@&=m Motivation Agent
o Q C ® o Q O @
FIGURE 7-6: FIGURE 7-7:

You can see a competitor’s followers by
tapping its number of followers.

Tap your competitor's follower accounts
to decide if you'd like to follow them.

Getting noticed by big brands

Following big brands such as Target, Maybelline, or Yoplait provides unique
ideas for content or promotions done in a fresh way, but it can also yield more
followers for you. How? Some big brands re-post user-generated content (content
created by regular folks like you and us) from their customers, and when they do,
that account can hit the jackpot on followers.

To get noticed by a big brand, follow these tips:
1. Makealistof top brands that would mesh well with your brand. For example,

if you sell virtual assistant services, you might make a list of various companies
that sell planners, specialty pens, and desk accessories.
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Check whether the company re-posts images from other users by scrolling
through several months of posts. Some companies are strict about their brand,
and post only what has been designed by their design department. If this is the

case, cross them off the list.

After you find a brand that does re-post user-generated content, study the
posts it shares from other accounts. Do they typically like flat lays (photos
where products are neatly arranged on a background and photographed from
above); photos with people, animals, or sports; a consistent filter? You might
notice a pattern in what has been selected. Put your own flair on your content

while making it fit the other account’s style.

Style your photo according to the
instructions in Step 3, and include the
company’s product with the brand label
prominently displayed. Do not include
other brands in the photo.

Add brand hashtags. Big brands often
have a specific hashtag they associate
with all their posts. For example, Coca-
Cola uses #ShareaCoke as its branded
hashtag on Instagram posts. If you're
trying to get featured on @Cocacola,

use the #ShareaCoke hashtag along with
other hashtags that relate to the

soda brand.

Mention the brand using its Instagram
username in your written post. For
instance, @coreycwalker used the
hashtag #madeonterra in a post where
she used the brand'’s cupcake toppersin a
photo. She was then featured on the
@madeonterra Instagram page and was
tagged back. Now @madeonterra
followers might visit @coreycwalker's
page to see what else she posts. See
Figure 7-8 for the post featured on the
@madeonterra account.
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madeonterra Thanks @coreycwalker for
sending us a pic of your beautiful cupcakes
using our #madeonterra #cupcaketoppers!

» Q B 9O @

© Made on Terra

FIGURE 7-8:

Sometimes brands re-post user-
generated content like this one by
@madeonterra.
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Deciding Whom to Follow Back

After you’ve employed the techniques described previously in this chapter, you’ll
begin to get more followers. It’s a great feeling to see that number go up on your
profile page, and your next decision is whether to follow those accounts back if
you were not already following them. In this next section, you discover how to
view your followers and decide who is best to follow back.

Viewing and following your followers

So you are starting to see more followers on your account. Now it’s time to learn
a simple method to follow them back. You’re not required or even expected to fol-
low someone back, but searching through your followers often yields great cus-
tomer prospects. New followers appear in your notifications, but if you don’t
check your notifications often, it’s worth checking out your follower list every few
days to see whom you might want to follow back.

Checking your follower list is easy:

1. Goto your profile page and click the #0000 ATET = 5:51PM 7% -
number above followers. 4 Followers
All of your followers appear, with the () femaleentrepreneu... m
most recent followers at the top. As SR
shown in Figure 7-9, followers you have @ mojomarketingag m
not followed back have a blue Follow it
button to the right that you can click to 2 glftedlblrandlrrzg .\ Following
follow. If you're already following them, i
it says Following. qa tintin.wynn m
< rinTin
2. Upless you recogng the username, e.‘ coffadtwuseerdin m
click that name to view the user’s & Lara Kiniris
profile page. ' albaneseandrea m
5 Andrea

3. i you think that the user is a potential

customer or partner, click the blue @ 5“"?"?""‘““5‘ o, Following
Follow button on his or her profile

page. Otherwise, use the arrow on the . "}‘js"c"cens":gdea' N Folow |
top left of the page to go back to your

follower list and try again. @) meve [ Follow |

4. Like afew posts and leave a meaning- i 9 O

ful comment.

FIGURE 7-9:
In this way, the follower is more likely to Followers you haven't followed back
engage with you in the future. have a blue Follow button to the right.
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Reciprocating a follow or not

Now that you know a simple method for following back, the question is whether
the account is worthy of following back. Some accounts have a habit of following
accounts but then unfollowing them if they didn’t follow back. You might see your
numbers rise by 25, just to fall back by 22 the next day. It’s a frustrating game that
you should avoid.

Do follow back the following:

¥ Accounts of friends, local businesses, and other people you know and like in
real life (or as the kids say, “IRL")

¥ Accounts in your industry, especially competitors! If they're checking up on
you, it's wise to see what they're doing

¥ Accounts of businesses you do business with or other related associates
¥ Accounts that provide content inspiration, even if they're not in your industry

3 Accounts of people you have met on other networks, such as Facebook
groups, Twitter, or LinkedIn

¥ Accounts that you find personally interesting and satisfying to view and
interact with, even if they're not directly tied to your business

Not every account you follow back needs to be your ultimate moneymaker.
Instagram is still meant to be fun; it doesn’t have to be dry and boring, even if
your business is unexciting. Plus, you never know who is a friend of a friend or a
cousin of someone who could be an amazing connection. Connecting with others
on Instagram could be the first step in a business match made in heaven!

Don’t follow back:

¥ Everyone who follows you because you feel some sort of obligation.

¥ Spammy accounts whose profile probably lists only a few posts and who often
sell follower services.

3 Accounts that use bots to leave automated comments. (Nothing is worse than
having someone write “Love it!” when you post that your dog just died.)

¥ Accounts that contain content you have no interest in personally or
professionally.

¥ Accounts that follow you for a few days, then unfollow you, and then follow
you again a week later. They often use the #follow4follow hashtag. Stay away!
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okay to unfollow people too. Maybe they stopped posting, or their content no lon-
ger interests you. Clean up your feed every so often to ensure that you’re viewing
TIP the best content for you and your business.

‘ You may discover your own rules for following accounts. Keep in mind that it’s

Finding Your Insta-Tribe

108

If you compare all the popular social networks — Facebook, Twitter, LinkedIn,
Snapchat, and Instagram — the one that takes the cake on community engage-
ment is Instagram. This section explains how to use hashtags influencers, inter-
action, and Instagram pods to find your ultimate Insta-tribe!

Finding or creating a community
you vibe with

If you’ve been on Instagram for a while,
you’ve probably seen posts talking about e Cancel
community and finding your tribe. But what
does that mean? A community, or tribe, is a
supportive group of people talking about #babyshower

and interacting with you and your brand on SRR
Instagram. They offer advice, give a heads
up about changes on Instagram or your
industry, provide support, promote your
business when it makes sense, and leave
comments that can help boost your posts. If
executed well, your community is market- #babybump

ing gold. hlRIER RO

00000 ATET 7 5:54 PM = f .

Tags Place

#baby
)9,829,165 pi

#babygirl

. . . . . #babyboy
Your first step is finding a community that 26,104,28¢

fits with your brand. An easy way to do this
is through hashtags. If you sell high-end
baby dresses, for example, searching #baby
yields several other relevant hashtags such #babyshoes

as #babyshower, #babygirl, #babybump, = X
#babyboy, #babybrother, and #babyshoes. 2 Q @ ‘B

#babybrother

)OS

FIGURE 7-10:
All of these hashtags are large, so by select- o hashtags to see Instagranm’'s

ing one and creating a new search (as shown  syggestions of other more specific
in Figure 7-10), you can find more specific hashtags.
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hashtags, such as #babygirlstuff, #babygirlnation, #babygirlootd, and #babygirl-
fashion. Search for people who use these niche hashtags often. Then follow them
and interact with them daily by commenting and liking their posts.

While you’re commenting on their posts, you’ll probably start seeing other people
showing up frequently on the same accounts. Follow, like, and comment on those
accounts too, and before you know it, your tribe is developing!

To further solidify your relationship, send them a quick direct message to intro-
duce yourself and your business. (Direct messages are covered in Chapter 6.)
Because you’re just meeting, it’s not the time to make a sales pitch. Let the rela-
tionship flow naturally and tell them how much you enjoy the conversations
you’ve had.

After you’re in a community, certain influencers and brands may bubble to the
surface. These accounts are excellent to interact with because the audience you’re
trying to reach sees them often. Leaving meaningful or humorous comments reg-
ularly on an influencer or a big brand account can help your following and can lead
to a relationship with that influencer or brand.

You may also find your tribe completely away from Instagram. For example, Face-
book groups catering to niche markets often have Instagram tribes that coincide
with the group. They might have their own unique hashtags to easily identify
them on Instagram. You may also discover them by following the admin of the
group, and seeing the same people interacting on Instagram.

Not finding the tribe you’re seeking? Start your own! Run a contest or campaign
asking people to submit a photo that goes with your hashtag. For example, if
you’re a graphic designer, you could start a challenge using #graphicdesignotd,
where designers post what they worked on that day. People love challenges like
this because it provides post inspiration and an excuse to show off their work!
Keep checking the hashtag for submissions, and thank everyone for participating.
Then follow them, and keep coming back regularly, commenting and liking their
posts. All of a sudden, a tribe is forming!

With any of these methods for finding or creating your tribe, the most important
element is engagement. By liking and commenting often, you get the same in
return. Tribe members get to know each other on a deeper level by watching for
those special posts every day. The friendships can lead to business connections,
conference buddies, and more. Like the old saying goes: The more you give, the
more you get back!
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Deciding whether Instagram
pods are beneficial

When Instagram changed from displaying posts chronologically to using an algo-
rithm based on users’ likes to show posts, many marketers panicked. It seemed
like Facebook all over again — pushing people toward advertising to get their
posts shown. To combat this, many savvy marketers turned to Instagram pods.
A pod is a group of 10 to 20 accounts that usually have something in common.
Maybe they’re all photographers, or DIY crafters, or mommy bloggers. They all
have the main goal of getting more engagement.

This is how a pod works:

¥ Instagrammers recruit several other

accounts via Instagram DM (direct *0000 ATET = 5:56 PM 7 % -
message) or a Facebook group. (See < Girls On Fire MM ®
Chapter 6 for details on direct
messaging.) @ .

¥ The people in the pod post their content ‘g R

on Instagram, and then share that post
via a group DM set up for the pod

R TFollowing Industry, Hashtags
members, as shown in Figure 7-11. : g Incuairy- Hashiag

3 Pod members then click through to the
person’s Instagram account, liking and
commenting on the post as soon as
possible to help boost the post in
Instagram’s algorithm. Likes and com-
ments within the first hour of a post do
the most work to get a post shown more
often in Instagram feeds.

ToGet More Followers

coreycwalker Is there a big
conference for your industry

¥ Pod members have a responsibility to
engage as often and as quickly as
possible on other pod members’ posts
to boost engagement. Some people
find the responsibility overwhelming,

L 4=

FIGURE 7-11:

particularly if members of the pod post
several times a day.
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Does it work? Is it worth the time? The data is not clear. If you have an active
group, the comments should help your engagement and likes somewhat. However,
participating in a pod can be a huge time commitment and can leave you feeling
tethered to your phone waiting for the next post. It’s hard to run a business
that way.

Often people join a pod, use it for a while, form a few good friendships, and then
break up at some point due to the time commitment. You may find your Insta-
tribe during this process and still interact with the same accounts from your pod
after the breakup but without the pressure of commenting on-demand.

If you’d like to try a pod, start small, with no more than 15 accounts. If you like the
results and can keep up, try a larger one. However, your pod should never detract
from your larger audience. If you find that you have time to comment on only the
same few accounts in your pod, it’s best to let the pod go and get back to interact-
ing with your audience as a whole.
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IN THIS CHAPTER

» Learning what a hashtag is and how
to use it

» Following the rules of hashtags for
great results

» Finding which hashtags are the best
for your brand

» Creating hashtags for your brand,
contest, or promotion

Chapter 8

Wielding the Power of
the Hashtag

ou are starting to create cool content and have followed many people, but

for some reason, your photos are garnering only a few likes. Want a solu-

tion to this problem? The answer is hashtags. Hashtags give your posts
more reach by making them searchable to anyone, not just those in your immedi-
ate network. In fact, a study by Simply Measured (www.simplymeasured.com)
found that adding just one hashtag to Instagram posts yielded an average 12.6
percent increase in engagement (likes and comments).

In this chapter, you learn how to place hashtags and discover the best practices of
using hashtags. You also find out how to research hashtags that apply to your
business and create branded hashtags for your Instagram account. If you’re inter-
ested in learning about hashtags for Instagram Stories, we suggest getting the
basics about hashtags here first and then reading Chapters 9 and 10.

Investigating Hashtags

To get started, we discuss what hashtags are and why it’s important to use
them on Instagram. Hashtags always start with the # sign (found on the bottom
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right of your mobile phone keyboard when typing, or by pressing Shift-3 on a
desktop computer keyboard) followed by a word, a phrase, a number, or an emoji
with no spaces, such as #sundayvibes or #instamood.

Characters such as § and % as well as periods and underscores do not work in

hashtags.
REMEMBER . . . .
To add a hashtag to your photo, image, or video, follow these instructions:
1. Takeor upload a photo, image, or video. Tap Next.
2. Add afilter if you want. Tap Next.
3. Type or copy and paste your caption in the Write a Caption field.
4. Add hashtags using one of the following methods:
® Before you share your post: Type or cut and paste up to 30 hashtags after
your text in the caption, as shown in Figure 8-1, left, and then tap Share at the
top right of the screen.
® After you've shared your post: Tap the Comment bubble, and type or cut and
paste up to 30 hashtags in the comment field, as shown in Figure 8-1, right.
Tap Post.
00000 ATRT & 11:09 AM 1% 00000 ATRT & 11:25 AM 13
< Photo &,
View Insights Promote
coreycwalker The decor in Vegas hotels is O Q v I:I
3|WE§VIS so ilzlter_estrilng.' I love this Oﬂi at : coreycwalker Rainbow text! Learn how by
@arialv. What is the most amazing hotel .
you've ever been to? watching my Story't today! 7
FIGURE 8-1: #vegas #lasvegas #lasvegasstrip #bicycles cpreycwalker ﬁralnpcwtext
Hashtags can go #bicyclecasino #bicyclebuiltfortwo #hotelart #mstagramgtorles #instagram101
g g #hotelstyle #instagraminspo #newfeature
in the caption i #socialmedial01 #socialmediatips #stories
(left) or below the A Femprencyr
caption in the A Q ) € o Q )
comments (right). . . 3
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No functional difference exists between placing your hashtags in the caption or in
the comments. Which method you use is your personal preference.

After you add a hashtag to your caption or
comment, the hashtag becomes a searchable
link that takes you to a page of all the posts
using that hashtag (a hashtag hub) when
tapped. Figure 8-2 shows the hashtag hub for
#bicyclebuiltfortwo.

Hashtags are added to a hashtag hub chron-
ologically, based on when the photo was
posted, not when the hashtag posts. Going
back days later and adding hashtags to a post
will not bump your post back up in the
hashtag hub.

People search hashtags to find content for a
variety of reasons, such as to find a product,
to learn how to do something, to follow a
brand, or even to watch videos of a certain
theme. We go over how to search hashtags
later, in the “Researching the Right Hashtags”
section.

If you have a private account, only users who
are your approved followers will see your
posts, even with a hashtag. If you’re trying
to get a wider audience, set your account to
public so anyone can search for your content
via hashtags.

ee000 ATRT & 11:53 AM 3%

< #bicyclebuiltfortwo Y

TOP POSTS

FIGURE 8-2:

When you tap a hashtag, you see a page
with other recent posts that use that
hashtag.

Following Hashtag Best Practices

Hashtags seem simple enough, right? But there’s more to them than meets the
eye, and any serious Instagrammer will tell you to follow certain do’s and don’ts
when using hashtags. In this section, we detail best practices for using hashtags.

Placing hashtags so you don’t annoy people

If you’re familiar with using hashtags on Facebook or Twitter, you’re probably
used to putting a couple of hashtags directly in your post. On Instagram, however,
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WARNING

you can use up to 30 hashtags in a caption. Use one of the following tactics to keep

your captions uncluttered:

3 Type hashtags after the text in your caption. Refer to Figure 8-1, left.

Some people type period, return, period, return several times to move the
hashtags farther down out of the way of the caption text.

3 Place hashtags in the comment directly below your caption. Refer to

Figure 8-1, right.

Knowing how many hashtags are best

Although Instagram allows 30 hashtags per
post, some studies report that using that
many hashtags looks spammy and do not
advise the practice. See Figure 8-3 for an
example.

A study done by TrackMaven (https://
trackmaven.com/resources/hashtag-
best-practices/) looked at hashtag usage
for accounts with 1,000 or fewer followers
and found that 9 to 12 hashtags were the
optimal amount to get the most engage-
ment. After 12 hashtags, engagement
dropped off. That said, see what works for
your account by trying varying amounts of
hashtags and logging the results.

If you use more than 30 hashtags in a cap-
tion or a comment on your post, Instagram
will not post the accompanying photo or
video. Make sure to count all hashtags you
use, especially if you use one or two in your

#0000 ATET =

<

4:07 PM

Comments

to websites on biz accounts with TOK
followers or more. Guess I'll have to

wait a while on that one! &

Double tap if you use Instagram
Stories for your business! @

coreycwalker #instagramstories
#snapchat #instagrampro
#instagramtips #socialmedia
#socialmediaexpert
#socialmediamanager
#socialmediaspecialist
#socialmediatips
#socialmediaplan
#socialmediacontent
#marketing #marketingexpert
#marketingconsultant
#marketingtips
#marketingspecialist
#digitalmarketing #digitalmedia
#digitalspecialist #entrepreneur
#fempreneur #ladyboss
#selfemployed #businessowner
#bizowner #biztips
#sacramento #eldoradohills
#folsom

T % a2%C>

caption and then a full list in a comment
below to ensure that your photo or video
will post.

FIGURE 8-3:
This many hashtags can look spammy.

The TrackMaven study also found that longer hashtags perform better than short
ones. The optimal character length for a hashtag was 21 characters. With 25 or
more characters, engagement quickly declined.

Q

TIP
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Popular hashtags and when to use them

Believe it or not, hashtags, just like students in high school, can be popular and
not so popular. There are good reasons to use some of both hashtag types. In addi-

tion, you should avoid some hashtags.

Here are some popular hashtags:

¥ #beautiful
¥ #cute

¥ #fashion

» #happy

¥ #instagood
» #love

» #me

¥ #photooftheday
¥ #picoftheday
» #selfie

¥ #tbt

Although these hashtags are seen by a large
population on the hashtag hub (but proba-
bly not your target audience), the post may
be shown for only a few moments. Those
hashtags are used by millions of people
daily, so they’re quickly replaced by the next
post using that hashtag.

When Instagram’s algorithm detects a
popular post (with quick engagement), it
appears in the Top Posts section at the top of
the hashtag hub (see Figure 8-4). These
posts stay up longer. Top Posts is a coveted
position because it is the first thing anyone
sees when searching a hashtag. It’s also a
badge of honor because the best performing
posts are shown there.

The popular hashtags should be used only if
they apply to your post. Throwing a bunch

#0000 AT&T = 11:57 AM 7%
< @ v
‘*9

#instagram101

TOP POSTS

“Inves! in joursell,
11 pays the best

Interesl”

MOST RECENT ),235

H QB O @

FIGURE 8-4:

The Top Posts area displays the most
popular posts using a particular
hashtag.
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of hashtags that don’t apply to your photo or video may get it seen briefly, but it’s
a bad practice because people searching that hashtag won’t find what they’re
looking for and might be ticked off that you used it.

An unlimited number of hashtags are available, and many will perform much
better for you than popular hashtags because they’re more specific to your
business. For instance, a solar company might choose #solar, #solarenergy,
#solarpanels, #renewableenergy, #poweredbythesun, #savemoneyandenergy,
#renewables, #sunpowered, and #saynotofossilfuels.

One effective tactic is to mix hashtags that receive a lot of traffic with hashtags
that get little traffic. With this method, your post is seen briefly right away by
many people searching for the popular hashtags. Meanwhile, your less popular
hashtags are seen by fewer (yet more targeted) people for a longer time and have
a better chance of making it into Top Posts. Your post may even stay there for a
few days! We discuss how to research hashtags later in the section, “Researching
the Right Hashtags.”

You should avoid some popular hashtags, such as any that encourage following
(#follow, #followsfollow, #followforfollow, #followforlikes, #followme). People
who have no interest in your business will end up following and then unfollowing
you. It’s a big waste of time. Hashtags that reference sexual activity or body parts
are generally blocked too, and don’t normally belong on a business post anyway.

Storing hashtags for later

If you plan on using hashtags regularly, typing them into your phone by hand will
quickly become tedious. Following are a few work-arounds for this problem:

3 Notes: The Notes app is preloaded on iPhones, and similar apps like
ColorNote or Evernote are available for download on Android phones. Create
a new note for different categories or products, and then list up to 30
hashtags, as shown in Figure 8-5, left. Before you tap Share on your post, go
over to your note and copy the desired hashtags. Tap Share and open a
comment to paste the hashtags.

3 Email: Another easy solution is to email yourself lists of hashtags. Simply
open a new email, use the hashtag category in the Subject line, and then type
up to 30 hashtags, as shown in Figure 8-5, middle. Create several emails with
different hashtag lists, and then store them in a special email folder to retrieve
and cut and paste quickly and easily.

¥ Tailwind: A complete all-in-one solution, the Tailwind app (see Figure 8-5,
right) offers hashtag saving, plus content management for Instagram
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FIGURE 8-5:

Store hashtags in
a notes app (left),
an email message
(middle), or the
Tailwind app.

Q

TIP

and Pinterest. You can upload your content, schedule it, get hashtag sugges-
tions, save hashtag lists for later, and measure analytics. Unlike the Notes app
or email, Tailwind is not free. Accounts including hashtag saving start at

$9.99 a month.

#0000 AT&T T 10:16 AM

#instagramtips #instagramsuccess
#hashtags #instagramcontent
#socialsuccess #socialmedia
#socialmediaexpert
#socialmediatips
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#0000 AT&T T
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Local marketing
Today at 10:23 AM

#marketingspecialist
#digitalmarketing #digitalmedia
#digitalspecialist #entrepreneur
#fempreneur #ladyboss
#selfemployed #businessowner
#bizowner #biztips #sacramento
#eldoradohills #folsom

Sent from my iPhone

73 ED

#0/30

Create Hashtag List

Name Your List
Local Marketing

Add Your Hashtags tH

#digitalmarketing p

Cancel

Save Hashtag List

© Tailwind

If you regularly string together the same hashtags, use predictive text on your
phone to populate a set of hashtags. That way, you won’t need to store them in a

separate location.

Tracking hashtag analytics

If you’d like in-depth reporting about which hashtags are performing best for
you, many apps can help. The three most popular apps for hashtag analytics

follow:

¥ Iconosquare (https://pro.iconosquare.com): This all-in-one app can not
only monitor hashtag performance but also serve as your content manage-
ment system to store, schedule, and post content. For hashtags specifically,
you can see how each hashtag you use affects engagement (as shown in
Figure 8-6); discover your most influential posts by hashtag; view the most
influential people using a particular hashtag; and see the location of most of
the people who are viewing a hashtag. Iconosquare tracks Instagram only and
starts at $261/year if you include the hashtag-tracking features.
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FIGURE 8-6:
Iconosquare
offers several
ways to track
hashtag analytics.
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tgif
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social
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colorful
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1.50% 2.00% 2.50% 3.00%
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»
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© Iconosquare

Sprout Social (https://sproutsocial.com): Sprout Social's Instagram
integration includes scheduling, engagement tools, and access to rich
analytics. Using Sprout’s all-in-one platform you can plan content and post to
your Instagram profile, respond to comments on your posts, and monitor and
engage with people. You can also see your outbound hashtag performance,
which rates your most used hashtags and your most engaged hashtags, as
shown in Figure 8-7. Finally, you can search hashtags to see campaign results
for contests that collect user-generated content tagged with your branded
hashtag. Sprout Social is a robust solution and starts at $99/month.

Tailwind: Tailwind is a content management system tailored to Instagram
and Pinterest only. It provides many ways to track hashtags, including the
following: daily activity, engagement, and trends (see Figure 8-8); popular
topics and hashtags related to your brand; which photos are getting the most
likes and comments by hashtag; where hashtags are working better geo-
graphically; and suggestions for related hashtags to use. Unfortunately, these
features are available only at the Enterprise level (price not listed), which may
be more than you want to spend if you're a small-business owner.

As you can see, hashtag analytics apps are available, but they often require an
investment. Start using Instagram and decide how closely you’ll be monitoring
hashtags, and then decide whether an analytic app is worth the expense.
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FIGURE 8-7:
Sprout Social can
display your most

used and most
engaged
hashtags.

FIGURE 8-8:
Tailwind offers
several in-depth
hashtag analytics,
but only at the
Enterprise level.

OQutbound Hashtag Performance
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Researching the Right Hashtags

You’ve been given the best practices about where to put, store, and analyze
hashtags, but how can you find the right ones? In this section, we discuss several
ways to research hashtags for your posts, including checking out the competition,
finding related hashtags, and looking at influencer hashtags.

Checking out the competition

If you’re looking for robust competitive hashtag analysis, Iconosquare and Sprout
Social offer tools to dive into the competition’s hashtags for a price. A free app

CHAPTER 8 Wielding the Power of the Hashtag 121



122

that will let you search hashtags and easily see the results on a dashboard is Tag-
board (www . tagboard. com). You can also search hashtags quickly using Instagram
itself as detailed next.

Follow these steps to research your competitors’ hashtags:

1. create alist of your top competitors, including their Instagram user-
name, in Excel or another spreadsheet program.

Create a spreadsheet with columns for competitor names and hashtags. You
can also include product or service categories if that makes sense for your
business. See Figure 8-9 for an example. (This process is detailed in Chapter 7
in the section about watching your competition.)

FIGURE 8-9: _ A : C D
Track your 1 |Competitor Hashtags
competitors’ 2 Competitor Category Hashtags High Likes
hashtags Bob's Grocery Vegetables #summersbest #locallygrown Y
. . Horganic #organicveggies
ina 5|mple #pesticidefree Htomatoes
spreadsheet 3 #broccoli #lettuce
to generate 4
new ideas. =

2. Log in to your Instagram account on your desktop by going to www.
instagram.com/username and entering your username and password.

You must access Instagram on your desktop computer because you can't copy
and paste your competitor's hashtags from your mobile device.

3. Referto your competitor list and type a username in the Search box at
the top of the Instagram screen.

4. Click one of the competitor's images, and view the hashtags.
Copy and paste the hashtags into the Excel spreadsheet.

5. Go through at least five images, copying and pasting any new hashtags
you find.

Note on the spreadsheet any images that received a lot of likes. You won't be
able to tell if the image’s popularity is due to the image or the hashtags, but
include the information just in case.

6. Repeat Steps 3-5 for all competitors on your list.

Compare hashtags that they're all using, and add them to your business's
hashtag list. Also note hashtags on posts in which multiple competitors
received a lot of likes.
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7. Goto your Instagram mobile app and get more information about the

popularity or the hashtags in your list:

a. Tap the magnifying glass at the bottom of your Instagram app screen, and then

tap inside the Search box.

b. On the next page that appears, tap Tags.

¢. Enter one of the hashtags from your competitor list. The hashtag you entered
will appear first, with the number of posts that have used it, plus other
related hashtags and how often they've been used.

Use this information to mix some high-use and low-use hashtags, increasing

the chance that your post will be seen.

Manual tracking is not an exact science, but it will expose you to new hashtags.
And you might find a hashtag that propels the views to your account.

Picking up on related hashtags

You can find related hashtags for your
business in a number of ways. One easy
method using Instagram mobile is to tap
any hashtag you’ve already used on one of
your posts. That hashtag hub appears, with
related hashtags shown at the top. For
example, Figure 8-10 shows the hashtag
#mompreneur.

You can also search other hashtags by tap-
ping the magnifying glass at the bottom of
your Instagram profile, typing a hashtag in
the Search field at the top of the screen, and
tapping Search.

Two additional free resources for related
hashtags are RiteTag (www.ritetag.com)
and Hashtagify (www.hashtagify.me). With
RiteTag, shown in Figure 8-11, you enter a
hashtag, and it generates other suggested
hashtags. It separates the hashtags into hot
now hashtags, which are seen quickly (and
go away quickly), hashtags that are seen
over time, and hashtags to avoid because
no one is viewing them. RiteTag is a handy
tool!

*0000 ATRT = 10:05 AM o e 3
@
#mompreneur

ated: #momboss  #momtrepreneur  #momprg

TOP POSTS

IDONTEVEN TRIPIN 6 INCH
HEELS. WHAT MAKES YOU |
‘THINK I M GOING TO TRIP

OVER YOU?

FIGURE 8-10:
Instagram offers suggested related
hashtags in the mobile app.
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When you enter a hashtag in Hashtagify, it generates a fun spoke-wheel visual of
the all-time top-ten related hashtags for the word or phrase you entered, as
shown in Figure 8-12. You also see recent posts by other accounts that have used
that hashtag. These might be good competitors to watch!

All-time Top 10 Hashtags related to #mompreneur Top Recent Media

Amy Edge
BY @ AmyEdgeVBM
If they can't respect your hustle. Tell them to
pardon your back. #wahm #mombiz
#mompreneur
9:01 AM - Sep 9, 2017

o u O °

(Ot Mompreneurs®
@TheMomprensurT™

Learn how to make clients happy with your
‘website - tips on our blog thx to #Mompreneur
member @erin_gleig >>
themompreneur.com/blog/how-to-ma. ..

6:30 AM - Sep 6, 2017

FIGURE 8-12:

Hashtagify R
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10 haShtagS {f» Mompreneurs® ¢
related to the @TheMompreneurTM
hashtag you e e
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Whether you use Instagram’s hashtag suggestions, RiteTag or Hashtagify, make
sure you store the results. You can use a simple Excel spreadsheet or one of the
methods described earlier, in the “Storing hashtags for later” section.
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FIGURE 8-13:
Searching for a
popular hashtag
can reveal
influencers

who may have
more hashtag
ideas for you.

Discovering what the cool kids are doing
(influencer hashtags)

Another way to find great hashtags is to research what the influencers for your
industry are using. Influencers are key people that your target audience follows and
whose opinions are highly regarded. Most industries have a few key people who
are popular and widely followed. If you don’t know who those people are, follow
these steps to find them:

1. choose one of the hashtags that you or a competitor uses that is specific
to your business.
For example, choose #sandiegorestaurant instead of #restaurant.

2. Doa Google search of that hashtag.
For example, in Figure 8-13, we typed #sandiegorestaurant on instagram.

3. Cclick through to the posts that appear on Instagram. If a username is
frequently featured:

a. Note the username, and check to see how the number of likes and how many
followers the account has.

b. If the username seems like a good influencer for your industry, write down some
of the other hashtags the account is using to reach your audience. Add these
hashtags to your saved hashtag lists.

GO gle #sandiegorestaurant on instagram !; Q

All Images Videos News Maps More Settings Tools

About 9,770 results (0.58 seconds)

Images about #sandiegorestaurant on Instagram - Pictaram.org
www.pictaram.org/hashtag/sandiegorestaurant +
Check out #sandiegorestaurant photos & videos on Instagram: latest posts and popular posts...

606 (@606b0b) * Instagram photos and videos

https://instagram.com/606b0b/ +

After kayaking@Galaxy tace in la jolla #sandiegorestaurant #sandiegolife #taces #afterkayaking - A L
SWUBREEES L w4 @Bing Haus #sandiegolife ...

#sandiegorestaurant Instagram hashtag * Instagram photos and ...
https://webgram.co/tag/sandiegorestaurant v

#sandiegorestaurant. We LOVED having @skyboundent at Harbor House for the last three days!! Hope
everyone enjoys the last day of #comiccon2017 ...
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Creating a Branded Hashtag
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Surely you've seen the hashtag #YesWeCan, or #ShareaCoke, right? These are
examples of branded hashtags. A branded hashtag may start as a campaign slogan
and then morph over to easily become a branded hashtag. But sometimes it’s not
that simple, and you’ll need to do more research before launching a branded
hashtag.

Here are the steps for creating a branded hashtag for your business:

1. start by making a list of all hashtags that relate to your brand, including any
slogans you use regularly.

2. Searchthat hashtag on Twitter and Instagram to make sure it's not already
being used by someone else or for something unsavory.

3. Sharethe hashtag with several people to see ensure that it makes sense and
the letters don't run together to form new words. For instance, the ill-fated
hashtag for Kids Exchange, a consignment store for kids' clothes, was #kidsex-
change, which could be misread as “kid sex change.”

4. Usethe hashtag on your Instagram posts (and other social media), Power Point
presentations, flyers, ads, and packaging to get people accustomed to seeing it
and using it to tag their posts about your product or service.

Branded hashtags offer an easy way for followers to search for their favorite
brands on Instagram. After you have true fans, they’ll start using your hashtag on
their posts, to showcase your product or service in their post or simply to interact
with you. Be sure to check your branded hashtag often so you can respond and
react to posts that include it!

In the next two sections, you discover best practices for using a hashtag for
a promotion or contest, and how to gather user-generated content through
hashtags.

As documented in a study by TrackMaven, a longer hashtag (21 to 24 characters)
is better, but make sure it’s something that is easy to remember and spell. Don’t
use weird abbreviations or terms that people might find confusing.

Hashtag your promotion or contest

If you’re launching a promotion or contest, it’s important to use a unique hashtag
so you can easily follow the activity of users interacting with you. (See Chapter 13
for details on setting up an Instagram contest from start to finish.)
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If you already have a branded hashtag for your business, you should choose a new
hashtag for this promotion or contest only. Follow the guidelines just mentioned
for creating a branded hashtag, but make it specific to this contest. If your branded
hashtag has already gone viral, you could just add contest to the end of it, such as
#JustDoltContest, to capitalize on your already known brand.

Start using the hashtag on all posts, material, and websites related to the promo-
tion or contest. Give followers instructions for using the hashtag in their posts, as
shown in Figure 8-14.

After your promotion or contest is underway, check the hashtag often (by tapping
it) to monitor the conversation or gather contest entries or both. Another simple
way to view hashtags is to tap the magnifying glass at the bottom of your Insta-
gram mobile app, and then type the hashtag in the Search box. A page with just
those hashtags will appear, as shown in Figure 8-15, for you to view, respond to,
and collect as contest entries.

ee000 AT&T 5 10:34 AM LY =) eec00 AT&T 5 10:49 AM < W

Photo < < #learnfromjenn Y

TOP POSTS

with me.

©oQv O

Liked by lorri.ratzlaff,
mollymarshallmarketing and 142 others

jenns_trends Join me to win a 30 minute
consultation! Here's how to enter:

Attend my LIVE session at #SMMW17 at
11:15 am on Friday, March 24th.

Take a photo during the live session -
creativity helps! Upload the image to
Instagram by Monday, March 27th.

. TAG me (not @ mention) in the photo
and use both
hashtags #LearnFromJenn and #SMMW17
Entries accepted until Monday, March 27,

h A B 9 @

© Jenn Herman

FIGURE 8-15:
FIGURE 8-14: Search results for the hashtag
@jenns_trends tells followers that they #learnfromjenn.

can enter her contest by using the
hashtags #LearnfromJenn and
#SMMW?17 in their entry posts.
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FIGURE 8-16:
Use Tagboard to
search and view

user-generated
content easily.
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Gathering user-generated content

When you’re running a promotion or contest, you might ask followers to submit a
piece of their own content to enter the contest. In Figure 8-14, for example,
@jenns__trends tells her followers to take a photo during her live conference ses-
sion and upload the image by Monday.

User-generated content paired with your promotion or contest hashtag is an
excellent way to expand the reach of your promotion or contest. The followers
who submit content are now spreading the hashtag among their followers.
Depending on the size of your brand or how viral the contest, this method can
increase your reach exponentially.

Check the hashtag by tapping the magnifying glass at the bottom of your Insta-
gram mobile app, and then typing the hashtag in the Search area. Refer to
Figure 8-15 for an example of what the results look like.

Another way to track hashtags is with Tagboard (www.tagboard.com). This app
gives a more easily viewed presentation of all the posts submitted with a certain
hashtag, as shown in Figure 8-16. Most other all-in-one content-management
systems we describe, such as Sprout Social, Iconosquare, and Tailwind, also enable
you to search for your hashtags to view submitted content.

Finally, after you find the user-generated content via your hashtag, repost it or
notify the winner or both! If your initial instructions did not include a phrase
about the follower granting permission to use the image as a condition of submit-
ting it, make sure you contact the person to get permission to repost. For official
language about contest submissions and permissions, refer to Chapter 13’s section
on defining rules or conditions.
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IN THIS PART ...

Share and advertise your Instagram Stories.
Create a winning Instagram ad for your business.

Test your ad and get insights about its popularity on
Instagram and Facebook.

Produce a winning Instagram contest to bring fun to
your followers.

Mix your Instagram profile into your social marketing
recipe.



IN THIS CHAPTER

» Learning the basics of creating an
Instagram Story

» Discovering the best content for
Stories

» Advertising your Story

Chapter 9

Sharing with Instagram
Stories

hroughout this book, we discuss many features in Instagram’s original
newsfeed. But did you know that the Instagram mobile app also has a com-
pletely different section called Instagram Stories?

Instagram Stories were introduced in the latter half of 2016 in an attempt to get
more users to post content. The lure was that the content disappears within
24 hours, allowing those that had been meticulously curating their semi-permanent
Instagram feed to hang loose a bit. Users now have a place on Instagram where
they can be more spontaneous, by, say, taking a quick behind-the-scenes photo
or shooting a 15-second video explaining something they did that day.

In this chapter, you learn all about Instagram Stories and discover which type of
content is best. In the next chapter, you find out about enhancements you can add

to your Stories.

Instagram Stories are a great complement to your regular Instagram feed, so
don’t skip out on this chapter!
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Checking Out Instagram Stories

FIGURE 9-1:

View Stories by
tapping a profile
picture at the top
of your newsfeed
(left). Stories
open up
full-screen on
your phone
(right).

Before you start creating your own Story, it’s helpful to learn about how Insta-
gram Stories started and watch a few Stories others have created.

It’s no secret that Instagram Stories are a copycat of Snapchat’s Stories; Insta-
gram didn’t even bother to change the name! Snapchat was garnering a lot of
growth and success with its Stories, particularly in the teens and twenties demo-
graphic. Instagram (and its daddy, Facebook) took the feature that most people
liked best about Snapchat — Stories — and built it into Instagram. The addition
of Stories and their fun filters (although not as robust as Snapchat’s), added to
Instagram’s explosive growth.

Now that we have the short history of Instagram Stories out of the way, let’s talk
about where to find them. Instagram Stories are located in a bar at the top of your
newsfeed and are represented by a multicolored ring around the profile picture of
the Story’s creator, as shown in Figure 9-1, left. Tap the profile picture, and the
Story opens full-screen. Unlike on a regular posts, you can’t like or comment
publicly. You can, however, send a direct message, as shown in Figure 9-1, right.
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New Stories (personalized for you) are shown first. By scrolling left, you can see
all Stories that the people you follow have published in the last 24 hours. The post
vanishes 24 hours after it was posted.

Instagram always takes you to the content you haven’t seen in that person’s Story.
For instance, if you watched two out of five Stories by someone, Instagram would
play the third Story in the sequence when you came back within the 24-hour
window of the post. Each person’s Story has white dashes at the top that indicate
the number of Stories for that person that day.

Here’s how you navigate between Stories:

¥ To skip an individual Story, tap on the right of the screen.
¥ To skip an entire profile's Stories sequence, swipe left.
3 To see the previous Story, tap in the upper-left corner of the screen.

¥ To pause a Story, tap and hold down on the screen.

Getting Started

Instagram Stories are a fun little add-on to Instagram and there are tons of fea-
tures to explore! In this section, find out about the nuts and bolts of creating a
basic Story either within the app or by taking and then uploading a photo or video.
In the next chapter, you discover the more advanced features: text, stickers,
hashtags, filters, and more.

Creating an Instagram Story in the app

Creating an Instagram Story in the app is simple: You can take photos or record a
15-second video. We go into more detail about adding stickers, hashtags, and fil-
ters in the next chapter.

To get started creating a photo or video Story, follow these steps:
1. From your newsfeed (home screen), swipe right or tap the camera icon at

the top left of the screen.

You can also tap your profile picture with the blue plus sign in the row of
stories at the top of your screen.

Make sure the setting at the bottom of the screen is Normal, as shown in
Figure 9-2.
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2. Takea photo or a video:

® To take a photo, hold the phone up
vertically and tap the white circle (refer
to Figure 9-2).

® To take a video, hold down on the white
circle. A colorful bar outlines the circle to
help you know when your 15 seconds
(the maximum time) is up.

If you want the phone in selfie mode
(camera facing you versus away from
you), tap the two arrows located to the
right of the white circle before you tap
the white circle.

You can film a video that shows in reverse
@ by using the Rewind setting. At the bottom
of the screen, swipe left from the Normal
TIP setting until you see Rewind. Tap and hold
down on the white button to record.

LIVE NORMAL BOOMERANG
3. Toretake the photo or video, tap the o

X at the top left of the screen, and
repeat Step 2.

FIGURE 9-2:
Tap or hold down on the white circle to

4. To add a photo filter to your photo or take a photo or video, respectively.

video, swipe right on the photo until
you reach the filter option you want.

5. you'd like to save the photo or video, tap Save.

You can then access it from your camera roll to email, text, or post on other
social media.

You have another opportunity to save the photo or video later, after it posts,
which we discuss in the “Saving Your Story” section of this chapter.

If you'd like to save all your Stories automatically every time, tap the gear icon
(Settings) on the Stories screen, slide Save Shared Photos to the right, and then
tap Done.

TIP

6. Make the Story available:

® To make the Story available to all your followers, tap Your Story at the bottom
of the screen. It will post at the top of your followers’ newsfeed.
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TIP

TIP

To send the Story as a direct message
(DM) that disappears after the person
views it, tap Next. The screen shown in
Figure 9-3 appears. Select the people to
whom you want to send the DM, and
then tap Send.

For details about sending DMs, skip to
the section in this chapter titled “Using
Direct Messages to Send a Story.”

To film a video without the hassle of holding
down the button the entire time, use the
Hands-Free setting. Swiping left from
the Normal setting until you reach Hands-
Free. You can then record video by tap-
ping the white circle with the colorful box
inside. Filming will stop automatically after
15 seconds.

When you use the Boomerang setting, Ins-
tagram takes a burst of photos and stitches
them together to create a mini video that
then plays forward and backward — like a
boomerang.

4 Send To

B Your Story

ﬂ

D DIREC

elevaleunow

|nsp|red51rategy
D onal

0
@
@ o
e
e

web\ndeoads
kaltlyn patterson

= thedaydesigner

r__

New Group

FIGURE 9-3:

Send your Story as a disappearing
message to an individual user or a group.

Uploading a photo or video

from your camera roll

Sometimes, you may prefer to upload a photo or video stored on your camera roll

instead of capturing it in the Instagram app.

In the past, Instagram Stories would load only photos or videos taken in the last
24 hours. Luckily, that has changed, and you can now access your entire camera
roll. When you swipe up or tap the small photo icon to load a photo or video, you
see photos from the last 24 hours first. If you keep scrolling up, you’ll see your
entire camera roll, and can load older items by tapping them.

Follow these steps to upload a photo or video to Instagram Stories:

1. Swipe right from the newsfeed or tap the camera icon at the top of the

newsfeed to access Instagram Stories.
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FIGURE 9-4:
Swipe up from
the bottom of
the Instagram

Stories screen to
see available

Swipe up from the bottom of the screen or tap the box with a small photo
thumbnail at the bottom left.

Thumbnails of all available photos and videos are displayed at the bottom of the
screen, as shown in Figure 9-4.

Tap the photo or video you'd like to post.

To add a photo filter to your photo or video, swipe right until you reach
the filter option you want.

Tap Your Story to post your Story, or tap Next to send it as a direct
message to an individual or group.

See Step 6 in the preceding section for details on direct messages.

LAST 24 HOURS

SendTo  Mew Grou

MewGrop O

photos to post.

Saving Your Story

Sometimes Stories are so good, you can’t bear the thought of them disappearing
forever. Well, you’re in luck. You can save them to enjoy later and to repost on
other social media networks in the following three ways:

»

»

»

Save before you post your Story. After you create or upload a photo or
video, tap Save, located at the bottom left of the screen (see Figure 9-5).
You must do this before you tap Your Story or Next.

Save after you've posted your Story (within the 24-hour window). Go to
the newsfeed or your profile page and tap your profile picture. If you have an
active Story, it will appear. Tap the right side of the screen until you see the
Story you want to save. Tap the three small dots at the bottom right of the
screen, and then tap Save (see Figure 9-6).

Automatically save all your Stories to your camera roll. Tap the gear icon
(Settings) at the top left of the Stories page. On the Story Settings screen, slide
Save Shared Photos to the right, and then tap Done.
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Delete

Save...

Share as Post...

: _ Story Settings
£ —
Save Your Story ance
FIGURE 9-5: FIGURE 9-6:
You can save your Story before you You can save your story after you've
post it. posted it as well.

Using Direct Messages to Send a Story

Would you prefer to send a quick message to a client, prospective client, colleague,
or group of people instead of posting in the general Stories area for your entire
following to see? A direct message (DM) is the answer.

Follow these steps to send a Story via a direct message:

1. create your Story in the app or upload a photo or video.
Directions for both are in the beginning of this section.

2. Tap Next at the bottom right of your screen.
The Send To screen appears.

3. Sselect individuals to send the Story to by tapping the circle to the right of
their username, as shown in Figure 9-7.

You can still add the Story for all your followers to view by tapping Your Story on
this new page instead of sending it via DM.

4, Tap Send.
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Alternatively, you can create a group to and then send them a direct message with

your Story:

. Tap Next.

AWN =

. Create your Story in the app or upload a photo or video.

. (Optional) In the Name Group field, type a group name.

In Figure 9-8, Marketing Friends is a group name.

Tap New Group, at the top of the Send To screen (refer to Figure 9-7).

If you type a group name, you can reuse the group later, which is handy if you
send DMs to the same set of people often. The group name will be available to
you in the Suggested area the next time you send a Story via DM.

5. Tap the circle by the usernames you'd like to add to the group, as shown

in Figure 9-8 (right).

6. Tap Create at the top of the screen to create the new group.

The group is then available for you, preselected on the next page.

7. Tap Send.

Your Story

9 ¢ )

SEND DIRECT
It will disappear after they've seen it

elevateitnow

Marketing|Creative Ag

inspiredstrategy

Inspirational Strategies

mbteselle

Mary Beth Teselle

webvideoads

Web Video Ad Space

_kaitlyn_patterson
Kaitlyn

20& Qe

5

Send To New Group

™ donnamoritz, martinholsin...

FIGURE 9-7:

Send a direct message to individuals.
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You can also send a direct message to a
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Determining the Best Content to Share

Instagram Stories was designed to be a looser, less perfect area of Instagram. Many
Instagrammers agonize over choosing the right photo or caption for their news-
feed so their aesthetic is maintained flawlessly. Instagram Stories allows those
users to offer a less polished version of themselves or their business. In this sec-
tion, we detail some of the common ways businesses use Instagram Stories to pro-
mote their brand, products, and services.

Talking to your
audience

The popularity of video has surged in the last
few years, so what better way to grab your
audience’s attention than talking to them
via Instagram Stories? Talking directly to
your audience gives them a familiarity with
you and your business that can’t be matched
through still images. See Figure 9-9.

A problem with a Story video is that the
maximum 15-second length means you
have to combine videos for a longer conver-
sation, which can result in a choppy video
from all the stops and starts. The Storeo app
(available as a free download in the iOS App

—

Store) solves this issue. You upload one long e ke
video to its app, and it slices the video into
the 15-second clips required by Instagram.
The result is a Story video that flows more
smoothly, with little disruption between audience of residential contractors
each clip. through Instagram Stories videos.

FIGURE 9-9:
@MartinHolsinger talks to his target

Providing before-and-after and series shots

Stories are meant to be played in a series continuously, so before-and-after
images or a series of photos work well to draw in followers. Using before and after
labels or using small bits of text on a series can encourage followers to stick with
your Story until the end.

Hairstylists, home decorators, stagers, remodelers, plastic surgeons, makeup

artists, and landscapers have a great time creating before-and-after images in
Instagram Stories, as you can see in Figure 9-10.
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FIGURE 9-10:
@egglestonde-
signs uses
before-and-
after shots to
show her home
staging skills.

FIGURE 9-11:
@glwheeler76
showcases

her jewelry in a
fun series with
a call to action
at the end.

* egglestondesigns 3m

Before After

Send Message Send Message

© Eggleston Designs

Products and services can also be showcased in a creative series that keeps follow-
ers on a path to see what’s next. See the example shown in Figure 9-11.

Whether using before-and-after photos or a series, add a graphic or video at the
end, giving followers a call to action based on the information you’ve shared.

Send Message send Message

© Lucy Wheeler
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Peeking behind the scenes

Because many Instagrammers are involved in launches, events, conferences,
podcasts, and other exciting activities, behind-the-scenes Stories are a great way
to let your audience in on how the magic really happens.

Whether it’s showing the types of equipment used (see Figure 9-12), hanging
decorations for an exclusive party, or interviewing speakers backstage before a
conference starts, followers love to get to know more about how your business
works through behind-the-scenes Stories.

Showing your travels

There’s something so interesting about traveling to other places via Instagram
Stories. You can watch someone sipping coffee in Vienna, and then in the next
moment see another person at a convention in Minnesota.

Business people will often chronicle their travel to conferences or meetings, or
showecase the luxury vacation they earned by working hard at their business all
year, as shown in Figure 9-13.

© BRIAN ISOCIALFANZ FANZO

Send Message

© Brian Fanzo

FIGURE 9-13:
FIGURE 9-12: @coreycwalker shows her followers
@isocialfanz shows his followers her conference travel to Cape Cod.

the equipment he uses to record
his Instagram Stories.
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Advertising Your Story

142

Although we always encourage engagement as a way to organically grow your
following and new customers, sometimes it’s not enough. Or maybe you’re plan-
ning a promotion or an event that you want
to tell your target audience right away.
That’s when advertising your Stories makes
perfect sense.

You can run a campaign solely on Instagram
Stories, or use it to complement a campaign
you’re running via the newsfeed. Just like an
Instagram ad on the newsfeed, you can
choose a target audience that is not follow-
ing you already. For more information about
the specs of an Instagram Stories ad and the
available action links, see Chapter 11.

An Instagram Stories ad is labeled Sponsored
at the top left and has an action link at the
bottom of the page (Learn More in
Figure 9-14). Users swipe up on the action
link to go to the website you’ve chosen.

At this time, you can advertise on Instagram
Stories only through Facebook Ads Man-
ager, not through the Instagram mobile app. FIGURE 9.14:

We detail exact steps for creating an Insta- |5tagram Stories ads have a call to
gram Stories ad in Chapter 12. action at the bottom of the screen.

Learn More
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IN THIS CHAPTER

» Designing graphics for your Stories

» Using text, stickers, hashtags, links
and face filters

» Sharing with Instagram LIVE

Chapter 10

Making Your Story
More Fun

n Chapter 9, we show you how to create and share a basic Instagram Story.

There is so much more you can add to your Stories to make them come alive and
get seen by more people!

Instagram Stories has rolled out a number of additions to enhance the Stories you
create. In this chapter, we discuss how to create your own graphics; add text,

username tags, stickers, hashtags, geolocation tags, and website links; and use
Boomerang and face filters.

In addition, you find out how to use Instagram LIVE, including how to prepare for,
promote, save, and repurpose your broadcast.

Creating Graphics for Stories

If you enjoy posting graphics versus photos, you’ll be happy to hear that you can
use graphics in Instagram Stories. Create your graphic in Illustrator or Photoshop,
making sure the graphic is 1,080 pixels wide x 1,920 pixels high. Export the
graphic as a .jpg, and email it to yourself.
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Next, open the email on your phone, and download it to your camera roll. Then
upload the graphic to Instagram Stories in the same way you upload a photo.
(For details on uploading to Stories, see Chapter 9.)

If you don’t have Illustrator or Photoshop, we recommend using Adobe Spark
(https://spark.adobe.com/) to create your graphics. It's much simpler for
someone without design experience to use. Adobe Spark is available on your phone
(which saves the step of emailing the graphic) and includes Instagram Stories
templates, which you can alter. You can also create your own design.

To create an Instagram Story graphic on your phone using Adobe Spark, follow
these instructions:

1. Download the Adobe Spark app from the App Store and create a
username and password.

You can also log in through Facebook or Google. The app is free to use, but
some photos and illustrations cost $1 each, and are clearly marked in the app.

2. Choosea design:

Tap a category at the top of the screen, such as Lifestyle, Business, School, or
Travel, as shown in Figure 10-1. Make a selection in the list of designs in that
category that appear.

Tap a design in the Featured section.
3. Tap Remix.
The screen shown in Figure 10-2 appears.
4, Change the design by tapping the options below the image:

Add: Add text or a new photo by tapping on your choice. Then either

type new text and tap Done, or select photo library to access your photos,
access the camera roll to take a photo, or search free photos to use a stock
photo. Tap the photo you would like to use and it will be added to your
design.

Design: Change the look and feel of your post by tapping Design, and then
choosing one of the other suggested designs. Your photo or background
will remain the same, but the font and filter will change. Tap Done after
you find a design you like. Premium paid customers can also add their own
fonts and filters in the Brand section, and add those to a design.

Palette: In the Palette section, you can change the color scheme of your
image and text. Several color palettes are available. To change the color
palette, simply tap a new palette. Tap Done to save the palette to your
design.
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Add Design Palette
Resize Layout Effects
Templates
FIGURE 10-1: FIGURE 10-2:
Adobe Spark offers categories and Customize a template design’s photo,
featured designs that you can alter. layout, and more.

® Resize: Resize your design according to its use. You can choose correct
sizing for a Facebook ad, Instagram, Instagram Stories, YouTube, and
more. Tap the size you want, and then tap Done.

® Layout: Alter the layout of your image by changing the grid. (This change
will typically prompt you to upload more photos, depending on the layout
you select.) Tap the grid you like, and then tap Done. To add more photos,
tap Add and following the instructions detailed earlier in this section about
adding photos.

o Effects: Change filters by selecting one of the filters at the bottom of the
screen, or choose Animation and select how you would like to animate
your images. After you select a filter or an animation, tap Done.

5. When you're satisfied with your graphic, tap Share. Then choose Save
Post as either Video or Image (no animation) to save the graphic to your
camera roll.

On the next screen, do not tap the Instagram icon. Selecting that will send the
graphic to your main Instagram newsfeed, not to Instagram Stories.
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6. Upload the graphic just as you would upload a photo to Instagram
Stories.

For details on uploading a photo to Stories, see Chapter 9.

future images, it may be easier to use My Posts to alter one of your own designs if
you normally stick to similar colors, styles, and fonts for your brand. The editing

TIP features and sharing process are the same as using one of Adobe Spark’s
templates.

‘ When you create an image in Adobe Spark, it saves the image in My Posts. For

Canva (www .canva.com) is another popular app that allows you to create graphics
based on its templates. However, it doesn’t have a template sized exactly for Ins-
tagram Stories.

Adding Text and Username Tags

Adding text to your photo or video can add context (and often humor) to your
Story. You can also tag another user using text. Follow these steps to add text or
username tags:

1. Takea photo or video in Instagram Stories, or upload a photo or
video there.

2. Tap Aa at the top right of your screen, as shown in Figure 10-3, left.
A new screen with a keyboard appears.

3. Type your word or phrase (emojis work here too), as shown in
Figure 10-3, right.

You can change the text color and size:

To change the text color from white, the default, tap a colored circle. Scroll left
or right to reveal more color choices or tap and hold down on a color circle to
reveal another color selection palette.

To change the type size, find the slider on the left side of the page and move it
up or down.

4. you want to tag someone, type @username and select the person from
the suggested profiles.

The person will be notified that you tagged him or her in your Story.
5. Tap Done.
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FIGURE 10-3:

To add text, tap
Aain the
top-right of the
screen (left) and
then use the
keyboard (right).

TIP
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Draw Text color Block text
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Save Your Story return

6. (Optional) Make further changes:

® Move the text by tapping and holding down on the text and then sliding it to its
new position.

® Change the type size by placing two fingers on the text and sliding your fingers
apart or together.

® Change the angle of the text by placing two fingers on the text and twisting left
or right.

7. sharethe Story by tapping Your Story; save it by tapping Save; or send it
as a DM by tapping Next, selecting the recipients, and tapping Send.

To create block text (white text that has a color boxed behind it), tap the A at the
top of the keyboard screen (labeled in Figure 10-3, right). Tapping the A again
makes the background transparent, and tapping again removes the transparency.
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Drawing on Your Story

Another popular feature of Instagram Stories is the drawing tool. You can use your
finger to draw arrows, to circle something, to write words, or to draw anything
else you’d like!

Follow these steps to draw on a Story:

1. Takea photo or video in Instagram Stories, or upload a photo or video there.
2. Tap the pen icon at the top right of the screen (refer to Figure 10-3, left).
3. Tap a drawing tool, at the top of the screen.

From left to right, the tools are as follows:

® Magic marker: Draws like a fat magic
marker.

® Highlighter: Draws like a highlighter
and is slightly transparent.

® Neon: Draws like a neon light with an
outline of the color you select.

® Fraser: Erases anything you draw. Use
your finger to rub across the drawing
to erase. Erasing will not affect your
photo or video.

® Heart: Draws like a piece of chalk.

4. start drawing! You can use your finger
or a stylus.

See what each drawing tool's line looks
like in Figure 10-4. You can change the
color or line width as follows:

® To change the color of any drawing tool
(except the eraser), tap a colored circle
(at the bottom of the screen).

® To change the line width, tap the circle to

. FIGURE 10-4:
the left of the other colored circles, and You can draw with a magic marker,

move the slider up or down. highlighter, neon, and chalk.

5. When you have finished drawing, tap
Done at the top right of the screen.

You can still go back and erase or add to your drawing by tapping the pen tool
again.
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6. share the Story by tapping Your Story; save it by tapping Save; or send it
as a DM by tapping Next, selecting the recipients, and tapping Send.

When you have text that is hard to read over a busy photo or video, make the text
stand out by scribbling behind it. Or, if you’d like to create a solid color back-
ground that covers the entire screen, take a photo of anything, tap the drawing

TIP tool, select a color, and then tap and hold down anywhere on the screen.

Stickers and Tags

The sticker page is available after you take
or upload a photo or video. Simply tap the
square smiley face at the top of the screen
(refer to Figure 10-3). Stickers are an easy
way to add color and fun to your photos or
videos. Instagram changes its stickers based
on the day or holiday. For instance, on Sun-
days, you’ll see SundayFunday stickers, as
shown in Figure 10-5. Leading up to Hal-
loween, you’ll see pumpkins, witches, and
goblins.

The sticker page is also where you can
find location geotags, the temperature and
time for your location, hashtags, and photo
stickers.

To add a sticker, simply follow these steps:

1. Takea photo or video in Instagram
Stories, or upload a photo or video

there.
FIGURE 10-5:
2. Tap the icon for stickers (labeled in You can choose from a variety of
10-3, left.) stickers.

A screen with stickers appears. Three screens are available, as indicated by
the dots near the top of the screen. Tap the left dot to access recently used
stickers. The middle dot displays the main screen with the latest and most
popular stickers, as well as geotags, hashtags, selfie photos, temperature, and
time. The right dot displays a page of stickers of hats and glasses. Swipe up on
any sticker page to see more.
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FIGURE 10-6:

You can add your
location (left), a
hashtag (middle),
or a selfie photo
(right) to your

150

Story.

Save

T

ap the sticker you want to add.

If you tapped the Location sticker: Tap one of the locations that are presented
to you.

That location is added as a geotag to your Story, and your Story is added
to all other Stories currently using that geotag. This is a great way to get
your Story seen by local people who don't necessarily follow you. See
Figure 10-6 (left).

If you tapped the #Hashtag sticker: Type your hashtag using the keyboard that
appears. Then tap Done.

As you type, Instagram offers suggestions for your tag; you can select one
if you want. Your Story is added to all other Stories currently using that
hashtag. Now anyone who searches that hashtag can see your Story. See
Figure 10-6 (middle).

If you tapped the camera icon: Tap and hold down on the gray blob that
appears, and then move it to the desired location. Hold your phone up to your
face; your face appears inside the gray blob. If you want a white circle around
your face, tap the gray blob. When ready, tap the white circle below the gray
blob or the large white circle to add a selfie photo sticker to your photo or
video. See 10-6 (right).

S 5N CHCOCHTAILS

-
& .

Your Story

Save  Your Story Save  Your Story
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4.

5.

Adjust the position, size, or angle of the sticker as desired:
Move the sticker by tapping and holding down on the sticker and then sliding it.

Change the size by placing two fingers on the sticker and then sliding your
fingers apart or together.

Change the angle of the sticker by placing two fingers on the sticker and then
twisting left or right.

Share the Story by tapping Your Story; save it by tapping Save; or send it
as a DM by tapping Next, selecting the recipients, and tapping Send.

Adding a Link to Your Website

TIP

A popular feature that is available only to business profiles with 10,000 or more
followers is adding a link to your website. This is an important addition because it
offers a direct way for businesses to send people to their website to get more
information, register for events, or make a purchase. To add a website link:

1.

2.

3.
4.

Take a photo or video in Instagram Stories, or upload a photo or video
there.

Tap the chain link icon (see Figure 10-7, left) at the top of your Story.
A new page appears.
Type your website destination (see Figure 10-7, right.)

Tap Done (iOS) or the green check mark (Android).

Your followers will see a See More link at the bottom of your Story, indicating a
website link. Make sure you add a call to action either verbally during your video
or by adding Swipe Up to See More overlay text to a still image.

Instagram doesn’t track links on Stories. To capture the analytics on your website
clicks, use a URL shortener such as Bitly (https://bitly.com) or Rebrandly
(www . rebrandly.com), and then access metrics via its dashboard.
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A chain link at the
top of your Story
means you can
add a link (left).
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Using Boomerang to Keep Fans
Coming Back

Boomerang is an app that takes a burst of photos and creates a looping backward
and forward video clip from them. An action such as twirling a pencil or blowing
a bubble becomes more exciting when played in a loop!

Boomerang is not installed automatically on your phone. Go to the App Store and
type Boomerang for Instagram in the Search bar to find it (it’s free). After you
download the app, follow these steps to use it:

1. Open Instagram Stories by swiping right or using the camera icon at the
top of the newsfeed.

2. slide the Normal setting to the left, changing it to Boomerang, as shown
in Figure 10-8.
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f 3. To switch from forward-facing video

j mode to selfie video mode and back,
tap the arrows to the right of the white
circle (and shown in the margin).

You can also use Boomerang with one
of the face filters, as described in the next
section.

4, Tap the white circle with the
Boomerang logo (infinity symbol).

You don't need to hold down the white
button as you would for video. The app is
actually taking several pictures in a rapid
burst.

5. you're not satisfied with your
Boomerang and want to try again,
tap X at the top left and repeat,
starting Step 3.

. . NORMAL  BOOMERANGY | REWIND".
6. share the Boomerang Story by tapping A
Your Story; save it by tapping Save; or
: ; FIGURE 10-8:
send it as a DM by tapping Next,
. ,y_ pping . Boomerang is to the right of the Normal
selecting the recipients, and tapping setting

Send.

Boomerang works best when recording movement. To try it out, film someone
doing a cartwheel, making funny faces in the camera, or dancing!

TIP

Making Funny Faces with Face Filters

A face filter is an app that applies a filter over your face using the camera, mak-
ing you look, for example, like a dog, an alien, or a rock star. Instagram Stories
didn’t offer face filters when it first launched, so a lot of people continued using
Snapchat for that feature, or created Snaps with filters and then loaded them to
Instagram Stories. Now, Instagram users can rejoice at the fact that their favorite
feature of Snapchat is available on Instagram!
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Here’s how it works:

1.

2.

©

REMEMBER 6.

Open Instagram Stories by swiping
right or using the camera icon at the
top of the newsfeed.

Put the camera in selfie mode by
tapping the arrows to the right of the
white circle (and shown in the margin).

Tap the smiling face to the right of the
selfie mode arrows.

Filters appear at the bottom of the screen.
Scroll to the left to see all available filters.

To apply a filter to your face, as shown
in Figure 10-9, tap the filter.

To change filters, simply tap a different
one.

Take a photo by tapping the white
button, or record a video by holding
down the white button.

FIGURE 10-9:

YPU can use filters in a.ny camera setting: Instagram Stories offer fun face filters
Live, Boomerang, Rewind, or Hands-Free.  that alter your appearance to look like

an animal, a character, and so much

To try again, tap the X at the top leftof

the page and go back to Step 4.

Share your Story by tapping Your Story; save it by tapping Save; or send it
as a DM by tapping Next, selecting the recipients, and tapping Send.

Using Instagram LIVE

154

Quickly after it launched, Instagram Stories dramatically changed the way people
used Instagram. Some users even abandoned the newsfeed and went all in on
Instagram Stories. With the popularity of Stories and the growth of Facebook
LIVE, including a live video option in Instagram Stories seemed like a natural
next step.

In this section, you learn all about how to go live, and get tips for making your
LIVE broadcast more successful before, during, and after filming.
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FIGURE 10-10:
Before going LIVE
(left), going LIVE
(middle), and
saving your
broadcast (right).

Getting started with LIVE

So,

you’re ready to go LIVE, but how do you even get to it? Its location is not

exactly obvious. Follow these steps:

1.

2.

Open Instagram Stories by swiping right or using the camera icon at the
top of the newsfeed.

At the bottom of the screen, swipe Normal to the right so you are on
LIVE.

Figure 10-10, left, shows the LIVE screen.

Live video ended

Live on Instagram Eroe\)

2au3AT

‘We'll notify some of your followers
so they don't miss it.

headinthecloudsboutigue.
“weas
£ watsonks

Bathroom selfie with toothpaste 2 g
people can watch it.

§ W jenns_trends
How important are appearances on
social media?

Start Live Video <7

LIVE NORMAL BOOI

If you want only certain people to view your LIVE broadcast, tap the gear
icon (Settings) at the top left. Tap Hide Story From, and select the
followers you want to omit.

You can also turn off notifications by tapping the bell icon at the top of the
screen. However, we recommend leaving notifications on so your followers can
be alerted that you're starting.

When you're ready to start, tap Start Live Video.

Instagram checks your connection, and then the timer counts down 3, 2, 1 and
you're on! You'll begin seeing “Username has joined” and the number of people
who have joined.

Wait a minute or two before diving into your topic so that people have
time to join. Greet as many people as possible.
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WARNING

WARNING

6.

Now that you're LIVE, you can do the following:

Turn off comments by tapping the three dots at the bottom right of the screen,
as shown in Figure 10-10, middle. However, we recommend that you keep
them turned on for more interaction.

Enter the name of your LIVE broadcast by typing it in a comment and tapping
Send. Then tap the comment and choose Pin Comment from the options menu.
This pins the name to the top of the comment feed, where it acts like

a title.

To keep track of your time, tap the pink LIVE button in the upper right. A timer
appears.

To see the names of the people who have joined, tap the number to the right of
the pink LIVE button. To kick people out of your LIVE broadcast, place an X by
their name.

N

When you're finished, tap End, and then tap End Live Video.

8. save the LIVE video by tapping Save at the top left.

Your video is saved to your camera roll so you can use it elsewhere online, as

shown in Figure 10-10, right.

You must save your LIVE broadcast immediately after recording (before you
agree to share it). After it's shared, there is no option to go back and save it.

9. To share the LIVE video with your Instagram followers for 24 hours, go to
the bottom of your screen and make sure the sharing tab is pushed to

the right showing blue, then tap Share.

Instagram LIVE has a 60-minute time limit. You’ll see a 15-second timer count-
down when your time is almost up, and then the LIVE broadcast will shut down at

the 60-minute mark. Plan your content accordingly!

Developing a game plan

Now that you know how to physically tap all the buttons to record a LIVE broad-
cast, it’s time to talk strategy. We recommend going on Instagram LIVE with fore-
thought about what you’ll be doing. Here are a few tips to help you execute the

best Instagram LIVE possible:

3 Think of a topic that will interest your audience. Some ideas to consider:

Announce a new product, discuss industry news, teach a class, or offer a

Q&A session.

3 Jot down several talking points, but don't memorize or look overly
rehearsed. LIVE broadcasts are supposed to be a bit off the cuff.
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TIP

3 Think about some common questions you might get asked, and prepare
your answers. You can also ask people to submit questions beforehand.

3 Do atest video on your regular camera app where you plan to do the
LIVE broadcast, and at the same time of day. Check the lighting and the
background. Make sure that you can get a decent signal in that location.

3 Promote your LIVE broadcast ahead of time via Instagram, your blog,

your email list, and other social networks.

¥ Be as interactive as possible with your followers during the broadcast.

3 Save your broadcast so you can repurpose it to other online media, and
then publish your broadcast so it's available for 24 hours.

It’s often helpful to have a tripod to hold your camera steady and in place while
filming LIVE. Arkon Mounts (www.arkon.com/) has several tripods available for

under $50.

Alerting your fans

To help get more viewers to your LIVE video,
promote it. You can do this in a variety of
ways, but the most obvious route is through
Instagram itself. Post a graphic or a video in
your Instagram newsfeed and Stories stat-
ing the topic, date, and time, as shown in
Figure 10-11. If you have an email newsletter
or blog, you’ll want to promote it there too.
Finally, reach out to your other social media
networks, and post information about the
LIVE video there, making sure to include
your Instagram handle.

Instagram sends a notification to your fol-
lowers (unless they have turned off this fea-
ture) to let them know you are LIVE. Your
profile pic will be labeled LIVE in the bar at
the top of the newsfeed so people can jump
in from there too.

e jenns_trends 22h

Wednesday
@ 7:30 pm ET

Send Message

FIGURE 10-11:
Post graphics on Instagram before your
LIVE broadcast to promote it.
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Acknowledging LIVE followers

While you’re waiting for more people to view your LIVE video, acknowledge with
excitement the people who are joining you. Use their name and thank them for
participating. After a few minutes, you can start speaking about the topic.

People will likely comment while you’re talking. It’s nice to answer questions and
comments as they arise, but sometimes it’s not practical if you’re trying to explain
something. In this case, let them know that you are happy to take comments and
questions, and will address them at the end.

Saving and repurposing LIVE broadcasts

After you’ve completed your LIVE broadcast, don’t forget to save it! After you’ve
tapped End Live Video, tap Save in the screen that appears (refer to Figure 10-10,
right). The broadcast is saved to your camera.

When you save your Instagram LIVE broadcast, it becomes a regular video that you
can use any way you’d like. Here are some places to reuse it:

3 On your website

¥ Inablog post

¥ Inyour email newsletter as a free replay, or as a teaser for your next LIVE
broadcast

3 Onyour YouTube channel, then share the link to it on LinkedIn and Twitter

3 Onyour Facebook business page

You can also edit the video to create 1-minute or less sound bites, and upload them
directly to Instagram, Facebook, LinkedIn, and Twitter. Or create a graphic about
the video for Instagram, and then link to the video (on YouTube or your website)
via the link in the bio on your Instagram profile page.

You can reuse LIVE content in so many creative ways — don’t let it go to waste!
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IN THIS CHAPTER

» Deciding which ad type is best for
your campaign

» Selecting the correct target audience

» Understanding design requirements

Chapter 11
Planning a Winning Ad

ith over 700 million people using Instagram each month and 80 percent

of those following a business on Instagram, advertising on Instagram

is a no-brainer. The demographics are shifting older too — Instagram
is no longer just a playground for teens and Gen Y. If you’re seeking Gen X or even
some Baby Boomers customers, Instagram is quickly becoming a hotspot for
them too.

In this chapter, we discuss choosing an ad type, the design elements needed for a
good Instagram post, and selecting your target audience, which may include those
Baby Boomers!

You must have your Instagram account set up as a business profile to create ads.
For more information about this easy (and free) upgrade, refer to Chapter 2.

REMEMBER

Selecting the Right Ad Type

Four types of Instagram ads are available:

3 Photo: A stunning simple square or landscape photo with a call to action link.

¥ Video: Up to one minute of square or landscape video, including sound and
call to action link.
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3 Carousel: Two to ten photos or videos or both that users can swipe through
to get in-depth information. Includes one call to action link for the entire
sequence.

¥ Stories: Photos or videos in this newer section of Instagram to complement
other content in your regular feed.

INSTAGRAM DEMOGRAPHICS

Pew Research Center conducted a social media report in November 2016 that outlined
key usage demographics. Usage by age range follows:

® 18-29 years: 59%

® 30-39 years: 33%

® 50-64 years: 18%

® 65+ years: 8%
As you can see, Instagram is still a strong platform for younger audiences, but the num-
bers for older adults (with more money to spend) are increasing rapidly. Women are
more prevalent users on Instagram than men: 38 percent of women use Instagram,
while only 26 percent of men use it. Users are slightly higher in the cities (39 percent),

but that is changing too, with 31 percent of adults living in rural areas and 28 percent of
adults living in suburban areas using Instagram.

The reasons for using Instagram for your advertising platform are even better:

® Demographics are highly targetable via Facebook’s extensive shared database.

® The cost of entry is low. You can run a successful ad campaign for less than $20 if
you use the right creative and targeting strategy!

® You can reach a new set of customers who haven't discovered your profile yet.

® |t's the perfect tool to drive traffic to your website, opt-in piece, or other link of your
choice.
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TIP

Ads can be used separately or blended together to create a well-rounded campaign
that delights different audience preferences. A huge advantage of Instagram ads is
that they allow call-to-action links directly below the image.

All ads display Sponsored in the top-right corner of the image to let users know
that they are seeing a paid ad.

Normally, the only link available to you on Instagram is in the bio on your profile
page. Having a call-to-action link below the image is a big deal!

Photo ad

A photo ad, like the one in Figure 11-1, is the  [ecoco ataT = 7:20 AM T
simplest ad type, using only one photo or < T Otian ¢

image in square or landscape format. Photo
(and video) ads offer two objectives to choose ﬁ coreycwalker
from when you create them in the Instagram
app. You can choose Get More Profile and
Website Views or Reach People Near an
Address. Depending on which objective you
choose, different call-to-action links are \
available.

For the Get More Profile and Website Views
objective, your call-to-action link choices
are as follows:

¥ Book Now
¥ Contact Us
¥ Learn More

3 Shop Now

» Sign Up

FIGURE 11-1:

This photo ad has a Learn More
call-to-action link that links to the
Each option allows you to link to a website company’s website.

or your Instagram business profile.

¥ Watch More

The Reach People Near an Address objective provides the following call-to-action
link choices:

¥ Get Directions

¥ Call Now
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Get Directions enables you to enter an address and offers step-by-step directions
from the user’s location to the address you entered. Call Now allows you to enter
a phone number, and provides a link to call when tapped.

If you use Facebook Ads Manager to create your Instagram photo (or video) ad,
many more objectives are available: brand awareness, reach, traffic, app installs,
engagement, conversions, video views, product catalog sales, store visits, and lead
generation. Depending on the objective of your ad, you may need to use Ads Man-
ager for a more targeted approach.

We walk through creating the ad in Instagram’s mobile app and Facebook in the
next chapter.

Video ad

Avideo ad enables you to boost your message

#0000 ATRT = 11:34 AM T8 A7% T

with the power of a one-minute video. Video | ) ‘IW.,Tngnam N4
is becoming more popular and mainstream.
It can capture your audience’s attention in a Soverve

ponsored

stronger way than a still photo can. Tell a
quick story, show how to use your product,
ask your audience a question — you can
engage with your audience in so many ways
through video. ~

Video ads provide the same objectives and

call-to-action links described in the pre-

ceding section, “Photo ads.” Figure 11-2
shows an example of a video ad with a Sign ©Qvy A

Up call-to-action link. If recording video is | 17 likes
£ ch 1 h _soverve Tired of the same ole newsletter
new to you, refer to aPter 5 to learn how with no real value? Want to improve your
to film, edit, and post videos on Instagram. online marketing strategy and build a
community around your brand? It all starts
with two monthly emails at bit.ly/
SVJoinTheTribe to receive: 4/ Digital
Marketing News

A QB O @

© soverve

Carousel ad

You use a carousel ad to tell a visual story
with two to ten still images or videos or
both. Instead of relying on one image or FIGURE 11-2:

video, the carousel allows your audience to  This video ad has a Sign Up call-to-action
be walked through an event, with step-by- link that links to the company’s website.
step instructions, demonstrations of your

product, before-and-after presentations, or

even one long, scrolling panoramic image.
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TIP

When you create a carousel ad, you can select the order in which the images or
videos are shown. If you don’t need them to follow a particular order, you can tell
Instagram to arrange them to show the highest performing image or video first.

Always choose an engaging image or video as your first piece of content in a
carousel. Users likely won’t bother scrolling through the carousel if the main
image in the feed doesn’t appeal to them.

A carousel ad is square and allows only one  [esoco aTaT = 4:39 PM 7% 8%
caption and comment feed for the entire | ¢ Post C
sequence (not separate captions and com-

ments for each photo). In the newsfeed, ﬂ coreycwalker

Geneva, Switzerland >

users briefly see a black oval with 1/# (where
# is the number of images or videos in the
carousel) in the top right of your carousel.
They also see blue dots at the bottom of the
image that represent the number of images
or videos in the carousel, as shown in
Figure 11-3. This way, they know to scroll
left to see the entire carousel.

You can’t create a carousel ad in the Insta-
gram mobile app. This type of ad is available
only in Facebook Ad Manager and Power
Editor.

View Insights

The ad objectives for carousel ads are brand QY - N
awareness, reach, traffic, app installs, engage-
ment, conversions, video views, product cata- ) Q @
log sales, store visits, and lead generation.

FIGURE 11-3:
The 7/5 in the top-right corner of the

sto ries ad image and the five dots below the image

tell you that this carousel ad has five

i ideos.
The newest Instagram ad feature — and one Images orvideos

that is gaining in popularity — is the ability to run ads through Instagram Stories.
The easiest way to create a Stories ad is by using Facebook’s Ad Manager, but you
can also create them with Facebook’s Power Editor. Unfortunately, there is no way
to create a Stories ad with the Instagram mobile app.

You can use photos or videos in a Stories ad, but they must be in vertical format
(versus the more common square in the newsfeed), with a suggested size of
1,080 x 1,920 pixels. This size offers the best resolution and fit to the screen.
(However, if necessary, Instagram will resize your image to fit the screen.) Other
dimensions may stretch or cut off parts of your photo or video.
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Stories ads offer a large variety of call-to-
action links:

¥ Get Showtimes
3 Book Now
¥ Download
¥ Learn More

3 Shop Now

¥ Send Message
¥ Sign Up
¥ Watch More

When users swipe up on the call-to-action
link, they go to a website you chose when set-
ting up the ad. Figure 11-4 shows an example
of a Stories ad with a Learn More call to action.

FIGURE 11-4:

USi ng a n Effective InsFagratht%ries ads ?ar\:e acallto
Ad Strategy |

Now that you have learned about the different ad types available, it’s time to get
down to the nitty-gritty of designing the ad, from size specs to audience types
and more.

Design requirements

The design requirements vary for each ad type we discussed previously in the
chapter. In this section, we outline all the specs you need to create an ad in the
correct size.

For photo, video, and carousel ads, use the following specs:

¥ Image ratio: 1:1 (square), 1.91:1 (landscape), 4:5 (vertical). Carousel ads
accommodate only square images and videos.

¥ Image size minimum: 600 x 600 pixels (square), 600 x 315 pixels (landscape),
600 x 750 pixels (vertical).
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»
»
»
»
»

Image size maximum: 1,936 x 1,936 pixels (all shapes).

Caption text: 125 characters recommended, up to 300 characters.
Video length: 60 seconds.

File type: .png or .jpg for photos, and .mp4 or .mov for videos.

File size max: 30MB for photos, 4GB for videos.

Some of the specs for Instagram Stories ads are different:

»
»
»
»
»
»

Image ratio: 4:5 (vertical only) or 9:16 for photos

Image size minimum: 600 x 1,067

Image size maximum: 1,080 x 1,920 pixels

Video length: 15 seconds

File type: .png or .jpg for photos, .mp4 or .mov for videos

File size max: 30MB for photos, 4GB for videos

Selecting your target audience

A wide variety of options are available to target your perfect audience. You have
basic choices such as location and age, but you can also get specific and use peo-
ple’s interests, page likes, income levels, and more. Here are some of the many
options available to you:

»
»
»
»
»

»
»
»
»
»

Location
Gender
Age range
Languages

Interests (health, guinea pigs, video games, floral design, specific Facebook
pages, like Trader Joe's or 24 Hour Fitness, you hame it)

Employers

Income level

Homeowner or renter

Single, married, divorced, widowed, in a relationship

Children or no children
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¥ Connections (whether they are fans of your page, use your app, and so forth)

¥ Custom audiences (advanced feature that looks at people you already know
using information you provide to Facebook to build a targeted audience)

¥ Lookalike audiences (subset of a custom audience that creates a new targeted
audience that is similar to your existing custom audience)

Jot down a wider target audience using your
ideal location, gender, and age first, and then
write ideas for a narrower audience using /\ Your audience is
more specific interests and demographics. [ ‘ defined.

Audience Size

When building the ad in Facebook’s Ads
Manager or Power Editor, you can see Potential Reach: 1,100,000 people
whether your selections are too broad or
specific by checking a meter that changes as ) )

. . . Estimated Daily Resulis
you add or subtract characteristics. It will | geacn
also give you an estimated daily reach based 4,500 - 17,000 (of ¢
on your targeting selections and your budget,
as shown in Figure 11-5. Link Clicks

37 - 200

If you find the audience is too broad, try
adding a specific interest. If your audience is
too narrow, there may not be enough people
to see the ad. In this case, eliminate inter-
ests that are extremely niche to help your ) .
ad’s daily reach. Were these estimates helpful?

Chapter 12 details how to create the audi- frgure 11-5:

ence in Facebook Ads Manager or Power The meter displays the ad's estimated
Editor. daily reach based on the demographics,
interests, and budget you select.

Choosing ad images wisely

If you’ve been cruising around on Instagram for a while, you’ve surely noticed
accounts that are simply amazing. The best accounts normally stick to a theme,
use consistent colors or filters, and style their images in a certain way to create a
unique brand look.

After you have your page’s brand determined, it’s important to choose an image
for your ad that best represents your overall look. It should be obvious that the ad
belongs with the rest of your images (or videos). In this section, we go over several
ways to choose the best images for your ad.
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REMEMBER

Your ad will likely go to people who have never seen your profile page before.
Choose a strong image that draws people into your account so they want to keep

seeing more.

Use people

Using people in your ad helps to make a
connection with your audience. Studies
have found that candid photos versus
perfectly staged photos perform better.
And photos where the person is not
looking at the camera, like the photo in
Figure 11-6, perform the best. The
theory is that it’s easier for your audi-
ence to imagine themselves as that
person if they are not posing for the
camera.

Choose a pop of color

Your image should look like it belongs
with the rest of your profile, but you
also want your image to stand out and
stop the scroll. A great way to achieve
this is by incorporating a pop of bright
color, as shown in Figure 11-7. The eye
can’t help but get drawn toward a
bright image and stop at least briefly to
find out what it is.

Create a mood

Creating a mood with your photo helps
your audience picture themselves in
the situation. Images that convey trust,
security, and coziness tend to work
best. (See Figure 11-8.) If these terms
don’t fit with your brand, choose a
word that does, and try to find an image
that expresses that feeling.
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FIGURE 11-6:
Using people in your ad helps to forge a
connection with your audience.

FIGURE 11-7:
A pop of bright color will get your ad noticed.
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Lighting

There is nothing worse than a photo that is too dark, has weird shadows, or is
washed out, as shown in Figure 11-9. Luckily, even photos that weren’t taken in
the best circumstances can often be fixed — and you don’t have to be a Photoshop
expert! For more in-depth coverage of great editing tools, refer to Chapter 4. If you
can’t get the image to look just right, choose an image with better lighting for
your ad, and save that image for your regular feed.

FIGURE 11-8:
The smile of this doctor conveys warmth
and trust.

Clarity

There is actually something worse
than bad lighting — photos that are
blurry or grainy are the worst. Unlike
bad lighting, it’s almost impossible to
fix a blurry or grainy photo. Your
images should be at least 72 dpi for
online use. Choosing a low quality
image for an ad sets a bad impression
right from the start. It leaves your
audience wondering what other details
might get overlooked if they work
with you or buy your product. See
Figure 11-10.
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FIGURE 11-9:
Photos with bad lighting should never be
used as an ad.

FIGURE 11-10:
Blurry or grainy photos are almost impossible
to fix. Never use them in an ad.



TIP

If you have the time and resources to do a photo shoot, creating a custom image
that fits your brand is best. If that isn’t possible, check out stock photo companies
such as iStock (www.istockphoto.com) or Adobe Stock (https://stock.adobe.
com), which offer affordable royalty-free images at a reasonable rate.

A caption can speak (less than) 1,000 words

Although you can usually squeeze in 2,200 characters in a normal Instagram cap-
tion, Instagram ads require that you keep your captions short and sweet with a
300-character limit. Because only the first two to three lines are shown — people
have to click the More link to see the rest — it’s best to put your most important
message at the beginning.

Here are some other tips to create a winning ad caption:

3 Don't go in for the sale right away. This audience is likely new to you. Let
them get to know you by offering something of value to them for free, such as
a checklist, email program, or sample product.

¥ Ask questions. Create more engagement by asking your audience a question,
and they will feel more inclined to comment.

¥ Tell them to tag a friend. Another good engagement tip is to tell people to
“Tag a friend who might like to see this, win this, wear this, and so on.” When
paired with an great image, your target audience will start sharing away!

¥ Provide details. If the image doesn't instantly explain what your product or
service is, use the caption to create deeper context with the image.

3 Use only a few hashtags. Although up to 30 hashtags in a comment below
the initial caption are often used for a regular post, your ad doesn’t work that
way. Choose 1 to 3 hashtags that get to the heart of your message and place
them in the caption. This is a great time to use a specialty hashtag created just
for your brand.

3 Include a call to action. Last, but certainly not least, always include a call to
action (CTA). This is the number-one thing you want people to do when they
see your ad. Phrases such as Tap the Learn More button for a free download or
Sign up this week for our bonus offer tell your audience exactly what they
should do next to continue a relationship with you. Don't forget this crucial
piece of the puzzle!
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IN THIS CHAPTER

» Learning different ways to create an
Instagram ad

» Testing ad types, images, and
audiences to maximize effectiveness

» Measuring your ad’s results

Chapter 12

Creating an Effective
Instagram Ad

TIP

fter you decide what type of ad will work best for you, it’s time to find out

how to create the ad. In this chapter, we walk through the various ways

you can create an Instagram ad, including creating it directly through
Instagram’s mobile app and two options from Facebook (Ads Manager and Power
Editor). If you’re planning on running the same creative campaign on Facebook,
it’s helpful to understand Facebook Ads Manager or Power Editor so your
Instagram and Facebook campaigns are synced.

Facebook optimizes campaigns run on both platforms. Whichever platform is per-
forming better (based on the objective you set) will get more ads shown.

We also cover the important topics of testing your ads and measuring the results.
By making simple tweaks based on the data uncovered through testing and mea-
suring, you can make a huge difference in the effectiveness of ongoing and new
campaigns.
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Using the Instagram Mobile App
to Create an Ad

172

Photo ads and video ads can be created by using the Instagram mobile app.
Carousel and Stories ads must be created by using Facebook Ads Manager,
Facebook Power Editor, or Instagram’s API (an area that developers use and that
is beyond the scope of this book).

Here are the steps for creating a photo or video ad by using the Instagram
mobile app:

1. Post your photo or video with a caption, hashtags, and a location to
Instagram as you normally would for a general post.
2. Click the blue Promote button, as shown in Figure 12-1.

A pop-up appears, asking whether you want to Choose what you want this
promotion to do.

3. Tofollow along with this example, choose Get More Profile and Website Visits.

The Create Promotion page shown in Figure 12-2 appears.

®0000 AT&T 7 8:04 AM = - 0000 ATRT 7 8:05 AM 7 % -
< Photo C Cancel Create Promotion
@ coreycwalker Details Preview
The Marketing Specialist > —
Objective >
Destination >
Action Button >

EST. REACH 2.4K - 6.4K

Audience >
Budget 2
Duration >

7- V| Isights 7
Qv N
a Q @

Create Promotion
Ter

you agree to
vertising

FIGURE 12-1: FIGURE 12-2:
Click the blue Promote button to The Create Promotion page offers
start the ad process. several options.
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4.

Tailor your campaign.

Objective: This field displays the option you just chose, either Get More
Profile and Website Visits or Reach People Near an Address. You can
change the objective by tapping the Objective field and choosing the other
available option.

Destination: This field displays the website currently linked to your Instagram
profile page. To change this to another website or to your Instagram profile
page, tap the Destination field and type the new website address or tap the
other available destination. Your chosen destination will sport a blue arrow.

Action Button: Choose a link phrase by tapping the Action Button field to
display a list of call-to-action link phrases. Select a link phrase, and then tap
Done.

Audience: This field displays Automatic when Instagram chooses an audience
for you. To create your own audience (which we recommend), tap the
Audience field and then tap Create Your Own. On the next page, New
Audience, name your audience, choose a location, interests, and age ranges,
and decide whether you want to target men, women, or both. Then tap Done.

Budget: Choose a budget by tapping the Budget field and selecting a total
budget for your entire campaign. You can select an amount suggested by
Instagram, or tap Set Your Own to choose a different amount. Instagram
informs you how your budget breaks down into a daily budget based on

the Duration (up next). After you've selected a budget, tap Done.

Duration: Change the duration of your campaign by tapping the Duration
field and selecting a suggested duration or by tapping the Set Your Own
field and selecting a different duration. Then tap Done.

5. after you have selected all your choices on the Create Promotion page,

click Create Promotion.

That's it — pretty easy, right?

Using Facebook to Create an Ad

©

REMEMBER

Facebook offers two ways to create Instagram ads: Ads Manager and Power Editor.

Facebook Ads Manager, which is the default, is easier to use than Power Editor. If

you’re unfamiliar with Facebook ads, we suggest that you start by using Ads
Manager.

You must have a Facebook business page and an ad account to run ads on

Instagram.

CHAPTER 12 Creating an Effective Instagram Ad 173



Creating a photo, video, or carousel ad in
Ads Manager

To create a photo, video, or carousel Instagram ad by using Ads Manager, follow
these steps:

1. Goto your Facebook business page. Click the small triangle at the top
right of the screen and choose Create Ads from the drop-down menu. You
can also type www . facebook . com/ads/manager.

The Ads Manager page appears, as shown in Figure 12-3.

2. Choose your objective for the campaign and enter your campaign name.

Campaign: Choose your objective. Help: Choosing an Objective  Use Existing Campaign|
Awareness Consideration Conversion
Brand awareness o Traffic Conversions
Reach Engagement Product catalog sales
App installs Store visits
FIGURE 12-3:
The first step in Video views
the process is
. Lead 1
choosing your eac generation
objective.

3. Choose where you would like to drive traffic. To follow along with the
example (and keep things simple), choose Website or Messenger.

The Ad Set page appears.
4. Inthe Ad Set Name field, type a name for your new ad set.

The name should represent your target audience. We entered Women 30-55 in
California, as shown in Figure 12-4.

5. In the Locations drop-down (under the Audience heading), do the
following:

a. Choose whether you want to include people who live there, have recently been
there, or have traveled there. Most often you want people who live there, but
sometimes you might want to target people who have been there recently,
such as a promotion to bring them back to your location.

b. Type the cities, states, or countries that you are targeting. You can click the city,
state, or country to display a drop-down and slider. Then choose a 10- to
50-mile radius around the city, depending how far from the city’s center you
want to target.
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Ad Set Name Women 30-55 in California

Audience
Learn more

Create New Use a Saved Audience ¥

Custom Audiences
Exclude | Create New v

Locations People who live in this location

@ California

@ Include Browse

Your audience location has been changed from United States to
California. Undo Change

FIGURE 12-4:
Choose your s0 aca
audience by el f

location first.

6. In the next area, choose the age, gender, and language of the people
you're targeting.

7. In the Detailed Targeting area, shown in Figure 12-5, choose interests or
employers of people that relate to your brand.

You can also list other Facebook business pages that relate to or compete with
yours. For instance, if you own a weight-loss center, you might target people
who like the Weight Watchers Facebook business page. You can also exclude
people with certain interests or who like certain pages if you think they would
be a bad fit for your ad.

8. (Optional) In the Connections area, add different connection types, such
as people who already like your Facebook page.

9. Click Save Audience.

You can use this audience again in future campaigns and avoid the setup
process. You are now shown a summary of your choices and are taken to the
Placements and Budget & Schedule section.

10. choose where you want to run your ad:
To run your ad on Instagram and Facebook: Choose Automatic Placements.

To run your ad only on Instagram: Deselect everything except Instagram, as
shown in Figure 12-6.
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FIGURE 12-5:
Pinpoint people
based on their
interests,
employers,
pages they like,
and more.

FIGURE 12-6:
Deselect all
options except
Instagram if you
want to run an
Instagram-only
campaign.

A\

WARNING

Ad Set Name

Women 30-55 in California

Age 0w - 5w

Gender All Men m

Languages English

Detalled Targeting €& |NCLUDE people who match at least ONE of the following

Demographics > Work = Employers
Network Marketing

Interests > Additional Interests
Alex and Ani
MLM
Multi-level marketing
Scentsy
Stella & Dot

Team Beachbody

Suggastions

Exclude People or Narrow Audience

Browse

A P (

Your ads will automatically be shown to your audience in the places they're likely to perform best. For this
objective, placements may include Facebook, Instagram, Audience Network and Messenger. Learn more.

Edit Placements

Remaving placements may reduce the number of people you reach and may make it less likely that you'll
meet your goals. Leamn more.

Device Types All Devices (Recommended) +

Platforms » Facebook
~  Instagram
Feed
Storles
b Audience Network

Messenger

You should already have an idea of how much you can spend for the entire

campaign, and the length of the campaign.

a. Choose Daily Budget (the default setting) and enter your daily campaign

spending amount in the field.
Enter the daily amount, not the entire campaign amount.

b. Choose the days you would like to run the campaign.
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FIGURE 12-7:

To run an ad on
your Instagram
page, add your
official page here
using the Add an
Account button.

12. click show Advanced Settings.

13. Inthe Optimization for Delivery drop-down menu, choose Link Clicks.
Leave all other fields at their default settings.

14. click continue.

The Page & Post page appears, with two options: Select an Existing Post and
Create New Ad. Carousel ads must be created as a new ad.

15. you want to use an existing post (on your Facebook business page):

a. Select Use Existing Post, and then select the Facebook business page that is
connected to your Instagram page.

If you haven't added your Instagram account to Facebook Ads Manager yet
(see Figure 12-7), click Add an Account, log in to that account, and accept
the request.

b. Use the Select a Page Post drop-down menu to select the post you want to use,
and it appears to the right for your review. If it is okay as is, click Confirm to
submit the ad. If you need to make any changes to it, unfortunately you
must edit it on your Facebook business page.

Ad Name Post: "Sales Effort Geing Round and Round - MLM®

Create New Ad Use Existing Post

Page & Post Ad Preview 1of1Ad
Preview the image and text from your Page post. Leam more.
Mobile News Feed ~ 1of 11
Connect Facebook Page
Your business is represented in ads by its Facebook Page.
[l The Marketing Specialist ~ o+ @ The Marketing Specialist
Sponsored -

Instagram Account

This Facebook Page will represent your business in Instagram
ads, of you can add an Instagram account.

Do your sales efforts on Instagram feel a lot like
a carousel? Going round and round, but stuck
in the same circle? {>Here's a tip that might
Kl The Marketing Specialist (Page) v = OR help - include a call to action (CTA) on your

posts.
(©) Add an Account

Instagram may be... More

Select a Page Post

[l Timeline Photos - Do your sales eff... ~
Enter Post ID
Hide Advanced Options +

URL Parameters (optional)

Ex: keyl=value1&key2=value2

16.f you instead want to create a new ad:
a. Choose Create New Ad at the top of the Page & Post Page.

b. Choose whether you would like to create a carousel, single image, single video,
slide show, or collection.
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TIP

FIGURE 12-8:
Torunanadin
Instagram Stories,
deselect every
option except
Instagram Stories
in the Edit
Placements area.

¢. Depending on which option you chose, upload an image, a video, or multiple
images and videos.

d. Enter your caption text, choose a call-to-action button, and enter the website in
which you'd like to link the ad.

e. Check the preview on the right, and then click Confirm to process the ad.

If you don't have an Instagram account yet (maybe you are doing your
homework first by reading this book), you can use your Facebook business
page and it will represent you on Instagram using your Facebook business
page name.

Running an Instagram Stories ad
in Ads Manager

At the time this book was written, Instagram Stories could be created only in
Facebook Ads Manager, not in the mobile app.

To run a Stories ad by using Facebook Ads Manager, follow these steps:

1. Follow Steps 1-9 in the preceding section on creating a photo, video, or
carousel ad.

2. In the Placements section, shown in Figure 12-8, select Edit Placements,
and then select only Instagram Stories as your placement.

Automatic Placements (Recommended)

Leam more.

® Edit Placements

Leam more.
Device Types All Devices (Recommended) «

Platforms Facebook
r Instagram
Feed
Stories
Audience Network

Messenger
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WARNING

Scroll down to the Budget & Schedule section.

You should already have an idea of how much you can spend for the entire
campaign, and the length of the campaign.

Choose Daily Budget (the default setting), enter your daily campaign-
spending amount, and choose the days you want to run the campaign.

Be sure to enter the daily amount for the campaign, not the entire campaign
amount.

In the Optimization for Delivery drop-down list, choose Link Clicks.
Leave all other fields at their default settings.
Click Continue.

The Page & Post page appears, where you can upload your ad. When choosing
a Stories ad, you have only one option: Create New Ad.

Upload a photo or an image, or upload a video.

Because Stories are vertical, the recommended image size is 1,080 x 1,920 pixels
for an image, or filming in the vertical format on your phone for video.

Type your caption text, choose a call-to-action button, and enter the
website in which you'd like to link the ad.

When everything looks good in the preview on the right, click Confirm to
process the ad.

Running an ad in Power Editor

Facebook Power Editor was introduced as a way for larger advertisers to upload
and manage multiple ads at once. If you’re new to the ad game, we suggest stick-
ing with the easier-to-use Instagram mobile app or Facebook Ads Manager.

If you’re confident in your Facebook Ads Manager skills and want to give Power
Editor a try, these instructions are for you!

1.

Go to www . facebook . com/powereditor and click Create Campaign.

Unlike Ads Manager, Power Editor doesn’t have a drop-down on Facebook. The
screen shown in Figure 12-9 appears.
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2. In the first section on the Create New Campaign ¢

page:
. Campaign Name Instagram for Dummies
a. Inthe Campaign Name
ﬁe/dl type acam- Buying Type | Auction #
palgn name. Campaign Objective k Traffic «

b. Leave the Buying Type as
Auction so that Facebook
will get the best price
for your ad.

Create New Ad Set =

Ad Set Name March Book Signing

¢. Choose your campaign
objective. You can choose
from the following: Brand
Awareness, Reach,
Traffic, App Installs, Video
Views, Lead Generation,

Create New Ad +

Ad Name San Diego location shot| ‘

Creating 1 campaigr 1ad

Post Engagement, Page —
Likes, Event Responses,
Messages, Conversions, FIGURE 12-9:

Product Catalog Sales, or  Name your campaign, ad set, and ad.
Store Visits. To follow

along with the example, choose Traffic.
3. Type a name for your ad set.

If you have only one ad set under the campaign name, you can give it the same
name as the campaign. If you have multiple ad sets under one campaign, be
specific when naming. For example, the campaign might be “Jenni’s
Thanksgiving Fundraising Campaign,” and then the ad set would be a subset
that includes targeting, placement, budget, and schedule. You might have
several ad sets with different targeting, placement, budget and schedules, but
they can all be under the same campaign. (You can go back to Create
Campaign at any time and choose Existing Campaign, choose Create New Ad
Set, and type a new name.)

4, Type your ad name.

If you have multiple ads under one campaign or ad set, be specific when
naming. Similar to the ad set, you can have multiple ad names that can include
different pieces of creative or post text.

5. Click Save to Draft.

Another screen pops up confirming your choices and asks for a campaign-
spending limit.
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6. Enter your campaign limit, and click the Ad Set Link to the right.
The next page asks for the same information as the one in Ads Manager.
7. Complete the information on the Creating the Ad Set page.

Enter the budget and schedule, locations, age, gender, languages, detailed
targeting, and connection types. For detailed information about this section,
refer to the directions in Steps 5 through 8 in the “Creating a photo, video, or
carousal ad in Ads Manager” section, earlier in this chapter.

8. Click Save This Audience.

The next section that appears, Placements, is also the same as the one in Ads
Manager.

9. Decide where to run your ad:

To run the ad on all available ad sections on Instagram and Facebook, leave
Automatic Placements selected.

To run the ad only on Instagram, select Edit Placements and deselect everything
except Instagram Feed.

To run a Stories ad, select only Instagram Stories.

10. inthe Optimization & Delivery section, leave everything as automatically
selected. Click the 1 Ad link
on the top right of the

pop-up.
The Ads page appears.

Identity

Your business is represented in ads by its Facebook Page or an
Instagram account.

11. Make sure the correct g

Facebook and Instagram i The Marketing Specialist v

accounts are listed in the or Don't Connect a Facebook Page (will disable News Feed ads).

Identity section.
The Instagram account below is connected to the selected
|f another account appears Facebook Page. Manage connections in Page settings.

for Facebook, choose BY coreyewalker ~
another page in the
drop-down list. Take a look FIGURE 12-10:

at Figure 12-10, which shows  choose the Facebook and Instagram accounts where
the Identity area. your ads will be running.

12. In the next section, choose
whether to use an existing post or create an ad:

If you've already created and posted the image and text on Facebook, click Use
Existing Post and then choose the post from the Page Post drop-down list. (See
Figure 12-11.) The ad appears in the Ad Preview section to the right.
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FIGURE 12-11:
You can use an
existing Facebook
post as an ad.

Create Ad  Use Existing Post

Page Post
Do you have an iPhone 77 Are you using its phot... v +

Enter Post 1D

Your Instagram ad will render Facebook mentions as
regular text.

Tracking
URL Parameters (optional)
Ex: key1=value1&key2=value2

Pixel Tracking

Track all conversions from my Facebook pixel
+ Do not track conversions

Oftline Tracking

Mobile News Feed ~ 10of 10

<@ The Marketing Specialist
\ Sponsored

Do you have an iPhane 77 Are you using its
photo/video capabilities to the full extent? Take
a look at this cool page from Apple that shows
how to shoot, edit and more on an iPhone 7.
Now | just need to upgrade... =
https:/fwww.apple.com/iphone/photography-
how-to/

How to shoot

on iPhor

® [fyou want to create
the ad in Power Editor,
select Create Ad. (See
Figure 12-12.) Select one
of the three options.
From here, you can add
images and videos, a
website URL, text, a
headline, and a newsfeed
link description, and
choose your call-to-action
link. A preview of your
ad appears on the right.

Create Ad  Use Existing Post

o [ Ad withan image or video

| [ [ Ad with multiple images or videos in a carousel
[Recommended)
Show multiple images or videos for the same price. Learn
more.

B collection [NEW)

Feature a collection of items that open into a fullscreen
mobile experience. Learn more.

FIGURE 12-12:
Choose the type of ad you're creating.

13. click the arrow at the top left of the Create Ad page to go to the main

Power Editor dashboard.

Your ad campaign information is saved as a draft for your review.

14. click the blue Review Draft Items button at the top right of the page.

The Review Draft Items screen appears with the name of your campaign, as

shown in Figure 12-13.

15. click the green Confirm button.

If there are no problems, an approval notice appears, and your ad is ready to
run! If there are problems, you are notified, along with instructions for
correcting them. You can always return to your ad from the dashboard and

click Edit to make changes.
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Review Draft ltems
Select the draft items you want to confirm.
Campaign 1 Ad Set 1 Ad 1
” Campaign Name Change
v Instagram for Business for Dummies NEW
FIGURE 12-13:
Power Editor
reviews your Terms and Advertising Guidelines
campaign to — m
check for errors.

You can make an ad inactive before it’s finished running by going to the main
dashboard, scrolling to your ad set, and sliding the blue tab to the left of the ad’s

name, turning it grey.
TIP

Monitoring your Instagram ad

After you finish your ad placement, be sure to monitor your Instagram notifica-
tions and engage with your audience!

You’ll start seeing many more notifications than you normally would — don’t
ignore them. Tap the heart at the bottom of your screen to see all notifications,
and then tap the image from your ad to access your ad’s post. From there, you can
respond to comments and questions. It may be tempting to tap the heart icon to
simply like a comment, but it’s best to add a short comment. Doing so makes a
difference to the people receiving a personal acknowledgment from you, and it
may lead to further conversation about how you or your product might help them.

A/B Testing

After you have designed your first ad and created that perfect caption, you may
want to consider A/B testing. In A/B testing, you schedule two or more ads, switch-
ing one of the ad elements to test which version performs better. In this way, you
can hone in on what your audience prefers. Marketers often choose a small budget
and time frame to A/B test, and then spend more money and time on the winner
of the test.
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TIP

Here are some examples of A/B tests:

¥ Use the same image in two ads, switching out the caption. This could be a
complete switch, or you could switch only hashtags, or switch only the call to
action, or switch between asking a question and telling users to tag a friend.

¥ Use differentimages in two ads, keeping the same caption.

¥ Use the same image and caption, switching the call-to-action ad link from, say,
Learn More to Sign Up or Shop Now.

¥ Use the same image, caption and call-to-action link, switching your audience
to test who responds to the ad more frequently.

Anything that can be swapped out can be tested, but be sure you know the type of
results you’re looking for. The goal of the test is simply to find the best converting
image, caption, call to action, or audience so you can put your ad budget toward
the winner.

Run the test during the same time period with a similar audience if you’re testing
the ad image, caption, or call-to-action link to prevent seasonality from affecting
your results.

You can run the A/B test by scheduling the two ads separately in the Instagram
mobile app and then monitoring the results. Creating the ad in the mobile app is
discussed in detail previously, in the “Using the Instagram Mobile App to Create
an Ad” section, and results measurement is discussed next.

Facebook offers a way to split-test your Instagram ads via the Facebook Ads Manager
(see Figure 12-14), but it won’t let you A/B test in the ways discussed earlier.
The split test uses the same image, caption, and call-to-action link, and then
allows you to test the way
Facebook delivers it. You
can test audiences, opti-

mizations (link clicks ver- @
sus conversion objectives),
or placements (such as
running only on Insta-
gram versus Only on your v/ Create Split Test: Use this ad campaign to test ad set strategies [NEW
Facebook feed or mobile).
To split-test an ad in
Facebook Ads Manager,

click the Split Test box m
after you’ve selected your

objective and follow the FIGURE 12-14:
instructions. You can split-test your ad.

Lead generation

Collect lead information from people interested in your business.

Campaign Name Split Test - Lead generation
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If you would like to use Ads Manager to A/B test your image, caption, or call-to-
action link, you’ll need to set up the ads twice in Ads Manager and manually
monitor the results.

Measuring Your Ad Results

After you’ve created and placed an ad, the next task is to measure your ad results.
Many businesses overlook this step, but you’re smarter than they are! Tracking
the effectiveness of a campaign sets you up for future success and saves you
money and loads of time. Why would you want to keep running an ad that barely
converts to a sale when you could be running a winner?

In this section, you discover how to measure your ad results using Instagram and
Facebook Ads Manager.

Viewing Insights via
Instagram

Insights include data from your posts about
impressions, reach, likes, comments, and
more. They are easy to receive via the mobile
app. Follow these steps to access them:

1.

2.

On your Instagram profile page, tap
the Insights bar graph icon at the top
middle of your phone screen.

Scroll down to the Promotions area,
shown in Figure 12-15.

Click the See More link, if necessary, to
see your results.

If your promotion is still in progress, you
don't need to click the See More link. Any
promotions that have run are listed with a
thumbnail photo of the ad.

Review the link clicks that your
promotion received (listed to the right
of the thumbnail) and jot down that
information to store with other

data later.
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#0000 AT&T & 8:39 AM 7 % 61% @
£ Insights
Thursdays
12a 3a 5 9 12¢ 3 6p 9p
)ROMOTIONS See More

Your active promotions will be shown

ere

Create a new promotion

What do these mean? v

O QA ® 9 @

FIGURE 12-15:

The Promotions area of Instagram
shows only active campaigns in this
area.
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5. Tap anywhere in the field where your promotion is listed to view the ad
as it was originally shown to your audience (see Figure 12-16).

6. Tap View Results.

The Results page appears, as shown in Figure 12-17, with a smaller version

of the image, your impressions, reach, likes, comments, and saves. It also
displays the total post engagement for your ad versus what one of your typical
unpaid posts gets.

#0000 ATRT 7 8:42 AM 7} 60% > #0000 ATRT 7 8:45 AM 7 % 60%ED
< Promotion & < Insights
T,,
a coreycwalker [l
dosted on 05/11/17, 12:50pm
292 220
- Impressions Reach
294 213 |0
Likes Comments Saved

107 86
Total post Average
t engagemen
Learn More > ¢
& Q V) & Q <
FIGURE 12-16: FIGURE 12-17:
Instagram shows you what your ad The Results page shows you key
looks like on this screen. information about your promotion’s
performance.

Now that you’ve collected this data, store it in a spreadsheet so you can compare
@ it to one of your typical post’s results as well as future campaigns. This data is
important to use for comparison if you plan on A/B testing other images, captions,

TIP text, audiences, or even ad types.
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FIGURE 12-18:
The Facebook
Ads Manager
dashboard shows
an overview of
your ad's results.

FIGURE 12-19:
Click View Charts
under your
campaign name
to see further
campaign results.

Viewing Insights via Facebook Ads Manager

Ads Manager provides more data on your Instagram ad than Instagram’s mobile
app. You can see campaign results in Facebook Ads Manager whether you created
the ad in Facebook or in Instagram. If you’re tracking results closely, Facebook
Ads Manager is the better bet because it shows more information about the money
you spent and the cost per result. It also allows you to export the data to a .csv or
xls file.

Follow these steps to view your results in Facebook Ads Manager:

1. GotoAds Manager by clicking Manage Ads in the drop-down list to the
right of your Facebook page or by typing www . facebook . com/ads/
manager.

All current and completed ads appear on the dashboard.

2. Viewa summary of the results by looking to the right of your campaign
name, as shown in Figure 12-18.

Scroll right to see everything!

E= Account Overview Campalgns B2 Ad Sets B ads
+ Create Campaign  ~ Creste Rule = Columns: Performance ~ | Breskdown~  Export *

Campaign Name Delivery @ +  Results © Reach O Cast per Result Amount Spent © Ends ©

@ Marating Spaciaist Fal 2017 283 1407 sui2 | 4520 ong

3. Drill down into the campaign by hovering your cursor over the campaign
name and clicking View Charts.

Figure 12-19 shows the Charts screen.

@ Account Overview Campaigns B8 Ad Sets for 1 Campaign B3 Ads for 1 Campaign

PN LR T LY (5)  Charts for Campaign: Marketing Specialist Fall 2017

Campaign Name al

Performance Demographics [ Placement
v @) Marketing Specialist Fall 2017
'd
& Post: Meroy Hospital of Folsom has startod fs.* 1,407 Reach ~ 363 Results: Post Engagements ~  $45.20 Amount Spent
@)  Post:"Atthe Dignity Health Neurological Instiute.. 16K
200
@)  Post: "Briliant way to combat the abandoned onil.. *®
20
@D Post:"We are proud 10 announce thal Woodiand . 500 10
@) Post: "For Nurses Week, who better 10 tell us wh... 0 —
Facebook Instagram Audience Notwork Messengor
@) instagram for Business for Dummies
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4, Toggle between all three Chart screen options (Performance,
Demographics, and Placement) to get the information you need.

5. (Optional) To export the results of your campaign:

a. Click the box to the left of your campaign name.
b. At the top right of the screen, under Filters, click Filter by Selection.
¢. Click Export.

That's all there is to it! Check your web traffic and any other conversions taking
place on your website. Include this information with your other Instagram
campaign results data so they're part of your final data analysis.
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IN THIS CHAPTER

» Understanding the benefits of
contests on Instagram

» Learning the rules and regulations
for contests

» Following the steps to a rewarding
contest

» Executing a contest successfully

» Finalizing the contest

Chapter 13

Creating a Winning
Contest

ow that you’re comfortable with using Instagram, it’s time to focus on

increasing your audience and creating more results for your business. One

of the most effective ways to do this on Instagram is by running
contests.

In this chapter, we explain how Instagram contests can be valuable to your busi-

ness. We also show you the steps to follow to create a successful Instagram con-
test from start to finish.

Exploring the Benefits of Hosting
Instagram Contests

Contests are common on social media, and you’ve likely seen many of them in
your own social media feeds. So many businesses use contests because they know
how valuable they are.

CHAPTER 13 Creating a Winning Contest 189



OLAOD,
TECHNICAL
STUFF

Instagram has some of the highest levels of engagement of any social media plat-
form. And running contests or promotions on the platform can drastically increase
that engagement for your business. Instagram contests typically require entrants
to both like and comment on a photo, thereby increasing engagement on the post.

This increased engagement benefits you: When your followers interact with more
of your content, your posts appear higher in their feeds due to the Instagram
algorithm.

Instagram employs an algorithm that sorts through all content created by each
person that a user follows. This content is then re-sorted in the user’s feed, with
the content the user is most likely to engage with near the top of the user’s feed.
Multiple components affect the algorithm, including how often a user interacts
with an account’s content, the type of content the user typically interacts with,
the time the user spends on Instagram, and a piece’s popularity with other users.

We talk more about contest entry requirements later in this chapter. Here, we
describe ways that different requirements can benefit your business.

Contests on Instagram often require entrants to follow the account, which
increases your followers. In addition, some contests require participants to take a
photo and upload it to their account. Each participant sharing content about the
company provides reach to new audiences. The company also gets access to a
variety of user-generated content that it can repurpose. (For more on user-
generated content, see Chapter 8.)

Finally, Instagram contests are simple to implement and administer. This allows
you to get many positive results without an overwhelming commitment or cost,
increasing your return on investment.

Following the Rules and Restrictions
for Running Contests

190

When running a contest, you need to be aware of several federal and state rules
and regulations, far beyond Instagram’s requirements. We recommend that you
investigate local and national regulations regarding contests, giveaways, promo-
tions, and lotteries before running any contest on social media.

For example, in California, contest and sweepstake laws are defined in CA Bus &
Prof Code § 17539. An Internet search for your state’s contest or sweepstake laws
will help you find the proper rules and regulations. In the US, the Federal Trade
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Commission (FTC) regulates disclosure of endorsements (www.ftc.gov/tips-
advice/business-center/guidance/ftcs—endorsement-guides-what-people-
are-asking) and the Federal Communications Commission (FCC) regulates the
broadcasting of contests (www.fcc.gov/consumers/guides/broadcasting-
contests-lotteries-and-solicitation-funds and www.fcc.gov/general/
broadcast-contests).

While these laws and regulations will give you good guidance, they may be updated
or revised at any time. It is always in your best interest to review legal counsel for
the most accurate legal advice related to running contests.

Each social media platform has its own rules and restrictions for running con-
tests, and Instagram is no exception. Here, we outline the specific details you need
to be aware of for Instagram contests.

Although these rules apply at the time this book was published, they can evolve at
any point. Read about the current regulations for Instagram contests and promo-

tions at https://help. instagram.com/179379842258600.

Listing the official
contest rules

Instagram requires that you include the
official contest rules in your contest post.
These official rules of entry typically include
the requirements to enter, the date and
time (include the timezone) the contest
ends, how winners will be chosen and noti-
fied, and any restrictions for entry.

You can simply list these rules of entry
directly in your post caption on Instagram.
Figure 13-1 is an example of how to for-
mat your contest caption to include this
information.

If you have more detailed contest rules and
terms of entry, or legal disclaimers for your
entry requirements, you can include a refer-
ence to a website link or a notification to
click the link in your profile for full contest
rules. Figure 13-2 provides an example of
what these more detailed rules and terms of
entry might look like.

CHAPTER 13 Creating a Winning Contest
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dinner at two of Nantucket's finest restaurants, the
Boarding House and Pearl, a Sailing Cruise on the
Endeavor, ice cream from the Juice Bar, provisions
from Bartlett's Farm, clothing from In the Pink, North
River Qutfitter and Vis-a-Vis and organic products
from Fare Isle, a nautical doll from Dancey Pants
Disco, a one hour film session with Border Free
Travels, a tour of the Island and your own Private
Concierge from Enjoy Nantucket.

ENTER TO WIN BY FOLLOWING THE STEPS BELOW

1_] Follow us and all other hosts of the giveaway
2| "Like" this photo

3_| Tap the photo to see where to go next and to see
all the great prizes you'll receive. Once you're back
here, you've completed the loopts 4| Optional: tag
a friend you'd take on your ultimate Nantucket
Getaway

Rules: Open to to the U.S., Canada AND
internationally. Entries to the giveaway will be
accepted until 04/13 at 6pm EST. The winner will be
chosen at random and announced on 04/14.

Per Instagram rules, we must mention that this is in
no way sponsored, administered, or associated with
Instagram, Inc. By entering, entrants confirm that they
are 13 years of age, release Instagram of
responsibility, and agree to Instagram's terms of use.

Q e

FIGURE 13-1:
Include your contest rules and terms of
entry directly in the post caption.
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https://help.instagram.com/179379842258600

FIGURE 13-2:
Detailed contest
rules may be
referenced as a
link to a website
or a source for
information.

Qv H

174,863 likes

adidasoriginals If you caught the hidden number in
our Snapchat Story yesterday, there's still time to
enter the contest to win 1 of 100 #NMD Pitch Black
sneakers. If you've not heard back, keep texting!
We've added additional lines and our system is
working through all the entries. The contest closes at
23:59 UTC, July 31st. Good luck... *!

For personal security reasons, please do not
comment with your own phone number.

See the link in bio for full terms and conditions.

Q 3

Lol o N
224,644 views

forever21 Contest alert! !’ ¥’ Win a $100 gift card
for a new wardrobe. How to enter: Follow all 3 F21
Instagram channels (@Forever21, @Forever21Men,
(@Forever21Plus), comment why you LOVE Forever
21, and use the #F21Contest. 3 winners will be
chosen. USA Only. For Official Rules
http://bit.ly/2fwgGAt

Q 3

Releasing Instagram

Instagram requires that you include a short paragraph in each contest post that
relieves it of any involvement or participation in the contest.

of any involvement

Here is a sample of the verbiage to include, which you can change as needed: “Per
Instagram rules, this promotion is in no way sponsored, administered, or associ-
ated with Instagram, Inc. By entering, entrants confirm that they are 13+ years of
age, release Instagram of responsibility, and agree to Instagram’s terms of use.”

Planning a Successful Contest

192

¥ State your contest goals.

¥ Choose a prize.
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No one wants to put time and energy into something that falls flat on its face or
doesn’t drive results.

A successful contest on Instagram has the following 11 key components:



¥ Establish entry requirements.

¥ Define rules or conditions.

¥ Determine the contest’s length.

¥ Figure out the promotion schedule.

¥ Choose a hashtag.

¥ Design the contest's images.

¥ Craft post captions.

¥ Decide how winners will be chosen and notified.

3 Outline who will respond to contest engagement.

We cover them all in this section so that you’ll have the information you need to
run a rewarding contest.

Stating your contest goals

Your Instagram contest needs to be designed to serve your business in some way.
To successfully execute a contest, you first need to know what you want as a result
from the contest.

Businesses typically run a contest for one or more of the following reasons:

¥ Increase engagement on their posts
3 Add followers to their Instagram account
¥ Increase visits to their website as well as opt-ins or signups for something

¥ Gain user-generated content that they can repurpose

It’s best to choose one key goal for a single contest, but some companies choose
several. For example, more followers might be their primary goal, with increasing
engagement as a secondary goal.

After you know why you’re running your contest, you’re ready to move on with
planning.

Choosing a prize

To get people to participate, you have to provide something of value that they

would like to win. Prizes can range from low value to extremely high value,
depending on your resources and goals.
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Your prize should always be related to your business! Giving away an iPad or other
generic prize doesn’t attract your ideal audience and creates unnecessary interest
in your contest. Instead, choose one or your own products or services that would
appeal to your target audience.

Your prize should be commensurate with the level of participation to enter. For
example, if the prize is valued at $10, a simple “like a photo” contest is appropri-
ate. By comparison, asking people to take a photo, post it to their account, and use
your hashtag to promote you requires a considerable amount of work and effort,
so the prize should be significantly more valuable.

You also need to decide how many winners will be awarded. Will more than one
person win the same prize? Or will one winner get the grand prize and one or more
additional winners receive a smaller prize? If you want to offer different levels of
prizes, you need to determine what they are.

Establishing entry requirements

To be entered into the contest, participants
have to do something. Some of the most
common entry requirements follow:

¥ Following your account Liked by watsonks, stephanie.carls and 91 others
jenns_trends Join me to win a 30 minute
¥ Liking the photo you posted consultation! Here's how to enter: .« Attend my LIVE

session at #HUG17 at 4:15 pm on Thursday, February
2nd.

» Mentlonmg one or more people in the « Take a photo during the live session - creativity

comments helps! Upload the image to Instagram by Saturday,
February 4th
» Posting a photo with a specific hashtag i ome o @ o R Mephy B s

both hashtags #LearnFromJenn and #HUG17

» Fllllng out a formon your website Entries accepted until Saturday, February 4, 2017.
Entries open to attendees of the live event on
February 2, 2017. Entrant profile must be public.

You may even choose to have them complete N

. Winner will be announced on Monday, February 6,
two or three of these requirements as a full 2017. One winner will be chosen.
entry into the contest. Flgure 13-3 ShOWS Per Instagram rules, this is in no way sponsored,

one contest that ]_‘equires mu]tiple compo- administered, or associated with Instagram, Inc. By

entering, entrants confirm they are 13+ years of age,
nents to enter. release Instagram of responsibility, and agree to
Instagram's terms of use.

It’s best to limit the number of criteria for ®
entry to two or three steps. The more com-
plicated you make the entry process, the
fewer participants.

FIGURE 13-3:
A contest may include multiple criteria
to submit a complete entry.
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Defining the rules or conditions

We mentioned Instagram’s contest rules, as well as the need to follow any local,
state, and federal regulations. You also need to determine your own rules for
entry.

Add any criteria related to age restrictions, geographical restrictions, content to be
shared in photographs, and limits to quantities awarded in the contest.

Determining the contest’s length

You have many things to consider when determining the length of your contest.
The first factor is how many days or weeks the contest will run. Typically, for the
best performance, contests that are longer than 3 days and less than 2 weeks
are best.

For contests that require entrants to post a photo or create content, it’s best to let
the contest run longer in order to give them time to create and upload their entries.

Knowing your contest duration, you then need to determine the exact day and
time the contest will both begin and end so that you can include this in your
contest details and your planning calendar.

Figuring out the promotion schedule

Now that you know how long the contest will run and when it will start and end,
you need to determine how often you will promote the contest on Instagram.

You always want to promote the contest on the first day and then again on the last
day to remind people to enter before time runs out. Depending on the length of the
contest, however, you might want to promote the contest also one or more times
throughout to keep momentum and to reach more people.

Choosing a hashtag

It’s advantageous to use a unique hashtag for each contest because it helps you
track the contest on Instagram and allows your audience to easily participate.

When every participant uses the same hashtag to identify his or her post or entry,

you can view the submissions in the hashtag search gallery on Instagram or by
using a third-party tool such as Tagboard (http://tagboard.com).
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FIGURE 13-4:
Contest
hashtags for
different brands
demonstrate
the unique
qualities of
each contest.

Q

TIP
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Having a unique hashtag for each contest also allows you to monitor participation
in each contest and compare those contests to determine which ones perform best
or drive the best engagement.

Choosing the right hashtag may take a little time. When selecting your contest
hashtag, consider the following:

3 The hashtag should be unique to the individual contest.

3 The hashtag should be related to your brand or the specific topic of the
contest or both.

¥ The hashtag can be longer than usual to add distinguishing context.

Figure 13-4 shows three examples of unique hashtags that different accounts uti-
lized in their contests. You can see how each one used a hashtag related to the
contest theme.

& Photo 20 sandiegozoo

SPONSORED BY
. GEORGE'S CAMERA

oQv Al

43 likes
sdcitybeat Summer = CityBeat's photo contest!
Photo Contest RULES:

—————
I petco I

—— et
make a scene
photo contest

October 1-26

Enter to win by submitting your photos online at:
www.SDCityBeat.com (under FREE STUFF) » Photos
must be San Diego-centric

+ Subject matter and location must be in San Diego
County. + Photos must have been taken in 2016 or
2017. - Contestants are limited to one submission
each.

Instagram Contest RULES

Entering is simple:

Sl Y

1. Upload a photo to your Instagram aceount
2. Hashtag "#citybeatphoto”

While this is part of our main photo contest,
photos entered in the larger competition
may not be used in the Instagram contest.

The submission deadline for both contests is 5pm on
Wednesday, August 23 - Winners will be announced
in the August 30 issue of CityBeat!

£
* sf0/000 grand Prize’)
#Ha\ IO\(vgeRToge‘fheng‘n. eﬁﬂz
Qv H

1,852 likes
petco Hello, October! € ** Our "Make a Scene”
contest has begun! Enter for your chance to win a

Qv H
Liked by delightfullysocial, piercafe and 5,066 others
sandiegozoo Our #MountainLions get new digs by
Skyfari West tomorrow, just in time for Nighttime
Zoo: #Koalafornia Dreamin'. Don't forget to document
your Nighttime Zoo experience with #NighttimeZoo
to enter to win a behind the scenes tour of the

Q % Q & Q y %

Include your contest hashtag as a text overlay on the images promoting the
contest. Doing so will make the post image stand out on Instagram and build
awareness of the contest.

Designing contest images

To promote your contest on Instagram in accordance with the schedule you deter-
mined in the previous steps, you need to create at least one image to post as the

PART 4 Making Your Garden Grow



REMEMBER

TIP

contest notification. You can create more
than one image to keep the momentum going
and content fresh in the Instagram feed.

The images should be related to the con-
test’s theme. For example, if you’re creating
a back-to-school contest, your post image
might be school supplies or an apple on a
teacher’s desk. The images should set the
tone for the theme and the purpose of the
contest, as shown in Figure 13-5.

One of the images may also include an
example or preview of the prize. For exam-
ple, if the prize is a box of your products, a
well-staged photo of the box and its com-
ponents will get your audience excited for
what they could win and help encourage
them to participate.

© fashionniagara
= Fashion Outlets of Niagara Falls USA

Qv A

6 likes
fashionniagara IT'S YOUR LAST CHANCE TO WIN A
$50 GIFT CARD!

Show us your favorite new purse, backpack, T-shirt or
other great Fashion Outlets find by posting a photo
using #ShareFashionably as a comment on Facebook
by 9/1. We'll donate $5 per submission to Boys and
Girls Club of Niagara Falls.

Minui 1 namamannt

You can also include a text box or text details Q 3
on your image to highlight the contest or
provide contest details. In Figure 13-4, the FIGURE 13.5:

Your images should match the theme of

@Petco contest post includes details about
your contest.

the dates, the prize, and the contest hashtag.

Crafting post captions for the contest

Your post caption should let people know you are running a contest and also get
them excited about the contest and encourage them to participate. Write a post
caption for each post of the contest in advance. This enables you to share a cohe-
sive message throughout the contest and ensures that you don’t omit necessary or
important information.

If you plan to run contests frequently, draft a caption template for contest posts
and save it on your mobile device. This way, you can open it each time you plan to

run a contest, and update the information for the current contest details.

Your caption should include the following:

¥ Astatement that you are running a contest

¥ Prize details
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¥ Your contest entry requirements

¥ Legal disclosures

We talk about the legal disclosure requirements previously in this chapter. You
want to include all those details in your post captions.

Refer to Figures 13-1 and 13-3 for great examples of incorporating all these details
into a contest caption.

Deciding how winners will be
chosen and notified

How you will determine winners depends on how the contest was structured and
how the entries were submitted. The two most common ways to choose a winner
are using judges and through random selection.

If your plan is to have someone judge the entries to determine a winner, you need
to clearly state the winning criteria. For example, if you require entrants to submit
photos of their pets with your product, two obvious criteria are that the photo
must include both a pet and your product. Additional criteria may include creativ-
ity, unique animals, or content that is most closely aligned with your brand theme
and styling.

After you decide how the winners will be chosen, outline how you will notify them.
It’s best to notify the winners directly and privately first. You can do this by send-
ing them a direct message on Instagram (see Chapter 6 for details on direct mes-
saging). Or if they submitted entries by including an email address, you can email
their notification. You might also post a comment on their original post on their
Instagram account, if that’s an option.

After you notify the winners privately, you might want to post something on your
Instagram account, announcing the winners of the contest. This step isn’t neces-
sary and many brands do not do this. For smaller brands, however, the transpar-
ency of announcing winners can build trust with your audience that you are
actually awarding prizes to real people.

Outlining who will respond to
contest engagement

If you’re the only one managing your Instagram account, all contest management
will fall on you. If you have more than one person on your team, though, clearly
outline who is responsible for reviewing and responding to contest engagement.
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Throughout the contest, people will request clarification about entry require-
ments, ask about the prize, or otherwise want more information on the contest.
Someone on your team must be able to respond to these questions quickly and
accurately.

You also need someone to monitor the entrants and ensure that they are valid
entries. Depending on the entrant requirements you established, this task might
include the following:

3 Monitoring your post for comments and usernames listed in the comments
3 Monitoring the contest hashtag for post entries made on participants’ accounts

¥ Verifying that each entrant s, in fact, following your account

Monitoring and validating are time-consuming. Be sure to factor in enough time
to review entrants before announcing a winner.

TIP

Executing a Winning Contest

Now that you have everything in place to run the contest successfully, it’s time to
execute it.

If you’ve completed all the prepatory steps outlined in this chapter, the contest
execution will be fairly smooth. However, things can always pop up or go unex-
pectedly, so be prepared to be flexible throughout the contest period.

The first thing to do is to post your first contest announcement image and cap-
tion, based on the timeline you established for the contest. After that post goes up
on Instagram, actively cross-promote the contest to your audience. Share the
contest image to other social media sites for your business and encourage those
followers to join you on Instagram to enter the contest. Send an email to your
email list, informing the recipients about the contest and asking them to submit
their entry on Instagram. If you have a physical business location, encourage your
customers who come in to participate as well.

As the contest gets going, ensure that you are monitoring and readily responding
to comments and questions.
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In accordance with the contest time frame you established, post subsequent con-
test posts and reminders to your Instagram account throughout the duration of
the contest. Post your final contest post on the last day of the contest and get
ready to wrap it up!

Following Up

200
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TIP

After the contest has reached the end date and time, you need to close out the
contest, announce the winners, and review the entire contest.

After the contest is officially closed, go back to your contest posts on Instagram
and edit the caption to add “Contest Closed” or a similar statement at the top of
the caption. This ensures that anyone reading your post after the contest entry
period understands that the contest is over and won’t attempt to participate.

Now that you have all your entrants, you need to select a winner. Whether you’re
selecting a randomly generated winner or having the entries judged, choose your
individual winner, multiple winner, or winners for different prize levels.

Next, you have to notify the winners. Follow the plan you put in place to notify
them directly first. Then make a public post on your profile, if you choose to do so,
announcing the winners.

If you must deliver prizes to the winners, coordinate the delivery with them. Do so
through private messaging or email communications.

If you’re shipping winners a physical package, send them the tracking number of
the package so that they can confirm when it will arrive.

After the contest is completed, review your contest analytics. Some of the infor-
mation to review and measure follows:

3 Number of new followers on your Instagram account

3 Number of people who participated

3 Number of likes and comments on your contest posts

3 Amount of traffic generated to your website during the contest period

3 Number of conversions through opt-ins or sales during the contest or as a
result of the contest
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To determine what contest strategies and tactics performed best for you and your
business, compare the results from multiple contests. Each time you run a con-
test, track the analytics just mentioned and compare them to previous contests.

See if the following factors contributed to an increase in participation or
conversions:

3 Duration of the contest
3 Number of posts promoting the contest

¥ Prize

¥ Types of images promoting the contest

Contests on Instagram can provide big benefits when executed properly. Remem-
ber, though, that time and repeated contests are necessary to deliver significant
results. This is why it helps to plan and to track each contest.
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IN THIS CHAPTER

» Using Instagram with other
marketing tactics

» Incorporating Instagram into your
website

» Publicizing events and promotions

» Tracking your progress with analytics
tools

Chapter 14

Connecting Your
Marketing Dots

f you’ve read any of the previous chapters, you’ve already discovered many

expert tips for using Instagram for your business. However, most people who

have success with Instagram don’t use it in a vacuum. It’s important to know
where and how to place Instagram in your total marketing mix to get the best
results. In this chapter, we discuss incorporating Instagram with your other social
media, website, and offline activities, as well as how to monitor your Instagram
stats to ensure that you’re on the right track.

Incorporating Instagram in Your
Marketing Mix

Let’s face it, Instagram is awesome, right? We sure think so. But it should be just
one of many tactics in your marketing plan. Businesses that are truly successful
use Instagram as part of their overall mix, not as their entire focus.
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Here are some other marketing avenues to consider:

¥ Facebook, Twitter, LinkedIn, Pinterest, Google+, and YouTube

¥ Email and blogs

¥ Webinars

» SEO

¥ Google AdWords

¥ Review sites such as Yelp, Angie's List, and TripAdvisor

¥ Industry forums, conferences, speaking engagements, and events
¥ Local events (chamber, rotary, neighborhood)

3 One-on-one appointments

¥ Direct mail and telesales

That list is not all encompassing, but we hope it gets you brainstorming. Your
industry or company may offer more ways to market your business. The most
important point is to choose the best vehicles for the audience you’re trying to
reach. Instagram may be the perfect target, but you can get Instagram traffic from
other places, online and offline. Let’s get started!

Connecting Instagram to Other
Social Networks

An easy way to get more Instagram content views is to connect your other social
networks to your Instagram account. Currently, the US-based networks that you
can link to Instagram are Facebook, Twitter, and Tumblr. Adding linked accounts
is a snap:

1. From your Instagram profile page, tap the gear icon, which is next to the
Edit Profile button.

The Options page appears.

204  PART 4 Making Your Garden Grow



2. Scroll down to Settings and tap Linked Accounts (see Figure 14-1, left).
The Share Settings screen appears, as shown in Figure 14-1, right.

3. Tap Facebook.

4. Authorize Instagram to share photos on your Facebook page.

You're automatically redirected back to the Share Settings page in Instagram.
Note that the Facebook icon has changed from gray to blue, now that it's
linked.

5. Repeat this process for all other networks that you want to link to
Instagram.

6. Toreturnto your profile page, tap your profile picture at the bottom
right of the screen.

00000 ATET 7 2:40 PM LY W) 00000 AT&T T 2:46 PM LY )
£ Options £ Share Settings
SETTINGS
Linked Accounts 5 F] Facebook The Marketing... »
Contacts N W Twitter marketing_gal >
Language > t  Tumbir >
Push Notification Settings > & FREE >
/4 Ameba >
FIGURE 14-1: Cellular Data Use S
Access Linked ® =v3«q s
S - - 7
Accounts from Comments ’
the Options page - N VKontakte >
Save Original Phot O >
(left), and then ave Original Photos
use the Share £ OKuru >
Settings page SUPPORT
to conngct Help Center >
Instagram with
Facebook,

Twitter, or o - Q O o Q Q

Tumblr (right).
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. . New Post Sh

After you save the Linked Accounts settings, < SR ki
you won’t need to touch that area again ‘a Celebrating 12 years of
unless you want to add another social The Marketing
network. You can now share an image or Specialist! @
video that you post on Instagram directly to _
the other networks you set up. Here’s how: £y TegPedple
1. Upload your image or video along with © Sacramento, California

a caption as you would for a normal o

post.

Fl The Marketing Special... O

2. If you would like to tag people or add a

location, do that next. W Twitter
3. At the bottom of the page, tap the t  Tumblr

slider to move it to the right for each

network to which you want to post

your Instagram post.

The tab for each selected network turns

blue. See Figure 14-2.
4, Tap Share at the top of the screen.

h | d h FIGURE 14-2:

€ post goes to Instagram and any other gy, your Instagram post to other
network you selected. platforms by tapping the appropriate

social network tab.
That’s it!

Including Instagram on Your Website

You can incorporate Instagram directly on your website in several ways. The main
three tactics we discuss are as follows:

¥ Linking a button on your website to Instagram

¥ Allowing users to share your articles or blog posts on their social media
accounts

3 Embedding your Instagram feed on your website

how your website was built. If you did not build your website, ask your webmaster
for help if needed.

@ Exact instructions for adding these items to your website may differ depending on

TIP
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Linking your website to your

Instagram page

If you have a website, all your busi-
ness’s social networks should be
linked to your website so your pro-
spective customers can easily find and
follow you on Instagram, Facebook,
and more. See Figure 14-3 for an
example. Most website builders, such
as Wix, SquareSpace, and GoDaddy,
offer a variety of social media icons
that you can easily drop in. For Insta-
gram specifically, you need to link the
icon to your Instagram web address:
http://www.instagram.com/
yourusername.

f ©OW¥in

Ready for a consultation?

FIGURE 14-3:
Add links to your social media profile on your
website.

If your website was not built on a website builder platform, you can still add a link

to Instagram. Here’s how:

1. poa Google search for an Instagram icon available for downloading.

Many are available for free.

2. Download the icon that best fits your website's design, and save it to

your computer.

3. Goto your website’s content management system or backend.

Details for this process are beyond the scope of the book. Consult your

webmaster for help if needed.

4. Addthe Instagram social media icon to your page as you would for any

other image.

5. Linkthe Instagram icon to http://www. instagram.com/yourusername.

That’s all there is to it. Repeat the process for all active business social media

accounts.

Make sure you size the social media icons correctly (all the same size, not too large
or small) before you upload them to your site. The standard size for social media

icons is 32 x 32 pixels.
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Allowing others to share your
content via Instagram

You’ve likely noticed and used social media share buttons, which typically appear
at the top or bottom of a web article or blog, as shown in Figure 14-4. Share
buttons enable you to share that content via your Facebook, Twitter, LinkedIn,
Pinterest, and several other social networks — except Instagram. Unfortunately,
Instagram’s current terms of service do not allow you to add a Share This button
on your website.

How to Create a Social Media Content
Calendar

I’'m going to admit that this blog post is
actually inspired by one of my readers and a
member of Jenn's Friends. The gitl is
dedicated to putting lessons into action and
building her business. I'm henestly so proud
of her. But the other day, she totally
impressed me when she sent me a video in
FIGURE 14-4: an Instagram direct message showing me
her social media content calendar. She had

Social media
the big ol’ desk blotter type calendar with all
share buttons for
R the types of posts she would do each day
a VarIEty of of the month. Oh, and it was color coded,

networks are which I'm a huge fan of!
available at the

Poromore | HNKEEED I EEEY) D) G < .2

web article.

We still encourage you to add your other social networks to further your content
reach. Most website builders have share button widgets so you can easily share
your content. If you have a custom website, here are some websites that work
similarly and offer share button solutions at no or low monthly costs:

¥ AddThis, atwww.addthis.com
3 AddToAny, at www.addtoany . com

9 ShareThis, at www.sharethis.com
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FIGURE 14-5:
This website has
its Instagram
feed embedded
on one of its
web pages.

Q

TIP

Embedding your Instagram
feed on your website

Looking to entice your website viewers to check out your Instagram profile? Add
your Instagram feed to one of your website’s pages, as shown in Figure 14-5.
Users click an individual image to be taken to that image on your Instagram pro-
file. It’s a great way to tempt people to go to your account.

My career in marketing started 20 years ago, working in the corporate world as an
account coordinator, then marketing assistant, corporate communications specialist and
finally senior marketing specialist. Hence the name...The Marketing Specialist

specialize in marketing, including graphic design and copywriting, but my passion is really
in the digital space.

My typical workday starts with a big cup of coffee and a thorough review of blogs,
participation in Facebook groups and generally keeping abreast of the latest social media
marketing trends. | always ensure my clients are getting the latest technology so they
know all the options available to showcase their business online.

| truly enjoy helping small businesses increase their bottom line through targeted,
effective digital marketing solutions. And unlike some agencies, your project won't get
assigned to a junior employee. | handle all client work myself and take pride in every
post! Please visit me at any (or alll) of my social media accounts below for free daily tips
to improve your business online.

PEDAL TO 12 yet N H_é!mttu‘g_.g
; — should come
TREPEE with a pause
button

Before you embed your Instagram feed on your website, think through your
strategy. Would you rather have your audience stay on your website or go over to
Instagram? Make sure you aren’t luring them away from the place you want
them to be!

Similar to the social media icons discussed earlier in this section, many website
builder companies offer widgets or apps to easily insert your Instagram feed on
your website. Follow their instructions for adding the Instagram feed widget.
You'll need to know your Instagram web address for this task (http://www.
instagram.com/yourusername).

If you have a custom or WordPress website, you can add the Instagram feed by
using one of several widgets, such as the following:

¥ Juicer, atwww. juicer.io
¥ POWTr, atwww.powr .io/plugins/instagram-feed

¥ SnapWidget, athttps://snapwidget.com/
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All three have free options for smaller accounts and follow similar directions:

account.

com/yourusername.

O U1 A WN=

. Sign up on their website by providing an email and password.
. Choose Instagram as the social media network.

. Signin to your Instagram account and allow the app to access your
Provide your Instagram account’s web address: http: //www. instagram.
Click Embed in Your Site (or something similar, such as Generate Embed

Code) to generate the embed code.

Copy and paste the embed code on the backend of your website on the

web page where you would like the feed to appear.

If you’re unfamiliar with your website’s HTML code, provide the embed code to
your webmaster to copy and paste in the correct spot on your website.

TIP

Promoting Instagram on Printed Materials
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It’s handy to use online
methods to send prospec-
tive customers to Insta-
gram because they can
easily click through to
your profile. However, it’s
still important to advertise
your account on printed
materials, as shown in
Figure 14-6. You never

N\arketmg Specialist

916.555.8671 Ed The Marketing Specialist

hello@themarketingspecialist.com  (G] @marketing_gal
wwwTheMarketingSpecialist.com [ @marketing_gal

FIGURE 14-6:
The bottom of this flyer shows several ways to contact the
business, including through Instagram.

know when a flyer or brochure might be someone’s ticket to visiting your Insta-

gram account.

Use the official Instagram icon (a high-resolution icon is available for free down-
load at https://en.instagram-brand.com/) along with @yourusername on
printed items such as the following:

9 Business cards
¥ Postcards

¥ Flyers
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¥ Brochures
¥ Posters

¥ In-store signage

Make sure any social media icons you use are high-resolution files that will print
@ correctly. Never use blurry or pixelated icons. If you need help creating your print
- materials, hire an experienced graphic designer.
Incorporate the Instagram logo and your username as often as you can to remind
potential customers to find you there. In the next section, we discuss how you can
integrate Instagram into your promotions, both online and offline.

Incorporating Instagram into
an Event or Promotion

If you have an upcoming event or promotion, Instagram can be a fabulous way to
advertise. Before going too far into this section, we recommend you read
Chapter 13 thoroughly first. All the legal details and do’s and don’ts for Instagram
contests are covered there.

After you know the ins and outs of running a contest on Instagram, it’s time to
look at it from a slightly different angle. Sometimes you can use Instagram as a
supplement to other marketing tactics such as email marketing or direct mail to
promote your event or promotion.

Here are some ways you can use Instagram to increase attendance at an event:

¥ Create an official event hashtag for consistent use throughout the event's
promotion and the event itself. (See Chapter 8 for details on using hashtags.)

¥ Create custom graphics with text overlays announcing the event, and provide
the details in the caption, as shown in Figure 14-7. Use the link in your profile
bio as a link to more information or registration. Tell people to comment if
they are participating, and tag a friend who might also like to participate.

¥ Post photos or videos of certain aspects of the event, such as speakers,
special guests, and fun activities, as shown in Figure 14-8.

3 Post behind-the-scenes photos or videos of event prep, such as putting
together hundreds of swag bags, setting up decorations, or late-night pizza
sessions after burning the midnight oil.
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¥ Post posters, purchase space on a billboard, or hire a van advertised with your
event to drive around town. Have clear instructions asking people to take a
photo of the ad and upload it to their Instagram account using the event
hashtag.

¥ Use an influencer in your industry to help spread the word about your event.
Be prepared to pay for this!

¥ Ask people to post a photo or video that relates to your event (user-generated
content) using the event hashtag for a chance to win free tickets to the event.

#0000 ATRT 7 11:30 AM 1% 20%C #0000 AT&T = 12:46 PM LAY )
© Instagram b7/ < Video ¢,
@ coreycwalker .
Hyatt Regency Sacramento > @ coreycwalker
|
Scaling Your
s Consulting Practice
Join us for " .
Back Pain Management & Treatment Options e ﬂ
September 23 at 3pm §
Hyatt Regency Sacramento
il s .
View Insights View Insights
h Q o @ ™ Q O
FIGURE 14-7: FIGURE 14-8:
Custom graphics with text overlays can Posting photos of featured speakers can
be helpful when announcing an event get people excited about an upcoming
on Instagram. event.

To increase the reach of your event posts, use Instagram ads. You can target a
@ specific audience rather than just those who are currently following you. For more
information about Instagram planning and creating ads, read Chapters 11 and 12,

TIP respectively.
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At the event, use signs like those in
Figure 14-9, asking people to upload photos
of the event using the event hashtag. Repost
their photos, making sure you appropriately
tag them and give them photo credit.

You should also designate or hire an official
photographer to ensure that you get quality
photos of all major aspects of the event.
Posting these photos at the beginning of
the event can generate more attendees
on-the-fly if your event accepts last-minute
walk-ins. Post more photos the following
week to keep the buzz going about your
brand. And if you hold the event annually,
you can use those photos also to promote
the event the next year.

Aside from events, Instagram can be used to
promote a promotion, such as a flash sale at
your store or product giveaway:

¥ Similar to promoting an event, post
custom graphics with text overlays
announcing the promotion and provide
details in the caption, as shown in

*0000 ATRT = 12:39 PM LY W)
< Post @

b jenns_trends
“_= ' Disney California Adventure Park >

'”""4 mom

celebration
il

T

®QYvV - A
Liked by louisemcom, createwithcanvatips
and 44 others

Hh oA B 9O @

FIGURE 14-9:

Include signs with your event hashtag to
encourage people to post photos during
the event.

Figure 14-10. The link in your bio can link to more information or a sales page.

¥ Ask Instagram followers to repost your promotion post and tag you in
exchange for a reduction in the price of the product or service.

»

»

»

»

»

Create an Instagram-exclusive deal in which you provide a discount or coupon
code only to people who view the deal on Instagram. This approach provides
an easy way to track people who are coming from this network versus others.

Message new followers of your page with a free gift or discount on your
products or services.

Ask Instagram followers to post a photo or video of your product, tagging you
and using the specified hashtag, to receive a gift or product discount.

Use an influencer in your industry or someone your audience would recog-
nize, to promote your sale. Have that person offer a unique discount code so
you can track the tactic's effectiveness.

Use Instagram Stories to offer 24-hour-only specials, as shown in Figure 14-11.
Post a notice in your store, in your email newsletters, and on your website to
let your customers know about these flash specials.
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#0000 AT&T 7 11:11 AM

Timy

N

Photo

G
I

é thedaydesigner

LABOR DAY SALE

i
Shipping

LABOR DAY SALE

*5 Shipping

Hurry! Ends Monday!
Hurry! Ends Monday!
Liked by jessicacooperphotography and 65 \l’
others
. -
thedaydesigner £ We're pumped about a See More
long weekend, and we want to make the

FIGURE 14-10:

Custom graphics with text overlays can
call attention to your promotion.

FIGURE 14-11:

Instagram Stories are the perfect place
to post 24-hour specials because the

story automatically disappears after
24 hours.

Monitoring Your Instagram Stats
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Any good marketer knows that analytics are a huge key to your marketing success.
By monitoring follower growth, engagement (likes, mentions, and comments),
website clicks, and branded hashtag growth, you can track what’s working and do
more of it. And you can stop doing the tactics that aren’t working too!

If you have an Instagram business profile, Instagram offers basic and easy to
access insights through the mobile app. In addition, several third-party apps

allow you to dig a little deeper than what Instagram offers. We go over both types
in this section.
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Using Instagram’s native analytics

As mentioned, Instagram offers several insights to track your Instagram success
by using the mobile app. To begin, tap the bar graph at the top right of your
Instagram profile page on your phone, as shown in Figure 14-12. When you do, the
Insights page shown in Figure 14-13 appears.

*8000 ATRT = 11:46 AM TR 17%C> #0000 AT&T 7 11:36 AM 7% -
+2 coreycwalker @ il D) < Insights
702 2,588 2,052 1,516 impressions
posts followers following -
-274 from last week
Promote 3
Edit Profile

The Marketing Specialist Sae Mofe: 5
Professional Service
B Free daily tips on social media, branding

and email marketing

.~ Sacramento, CA | small biz specialist
Instagram for Business Blog
www.themarketingspecialist.com/blog
2795 E Bidwell St, Ste 100, Folsom, California

Call Email Directions

STORIES () See More

® Q B O @

FIGURE 14-12: FIGURE 14-13:
The Instagram Insights icon is located at The Insights page displays results from
the top right of your profile page. the past week for your Instagram

business account.

On the Insights page, you see the following data about your account:
3 Number of impressions (number of times your account has been seen) for the
last seven days. Swipe left to see Reach.

3 Reach (number of unique accounts that saw your account) for the last seven
days. Swipe left to see Profile Views.

¥ Profile views for the last seven days.
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¥ Posts in the last seven days ranked by highest impressions. Posts are all
clickable for more data. Tap See More to see all your posts from the last year,
ranked by highest impressions.

¥ Stories in the last 7 days ranked by highest impressions. Tap See More to see
the impressions of all stories posted in the last 14 days.

¥ Times of day (for the current day) when your followers are most active. Tap
See More for more information about how many followers you have and their
demographics (gender, age, and location).

¥ Active promotion results. Tap See More to view past completed promotions
and their results, including impressions, reach, likes, comments, and total post
engagement.

Depending on your Instagram goals, you may choose to track some or all of these
analytics. Some easy metrics to track are follower growth, impressions growth,
and which posts and stories are getting the best engagement. A simple Excel
spreadsheet updated weekly, like the one in Figure 14-14, may be all you need to
notice trends and make adjustments to your tactics and post styles.

FIGURE 14-14:
This Excel
spreadsheet

shows follower eek Followers [Impressions | Best Post B. Post Impressions|B. Post Likes|B. Post Comments| Best Story. Story Impressions| story.
rowth Feb5-11, 2018 5,667 4,555 | Sunflower girl 800 189 13|Dancing sunflower 98| 5

g ' Feb 12-18, 2018 5,779 4,676 | Computer screen 855 226 17BT5 of graphic design 102 3

8

impressions Feb 19-25, 2018 5,899 4,578 | 25% Sale promo 999 207 14/25% off Boomerang 122 #beautysale
Sept 20-26, 2018 6,005 4,699 | Selfie w/dog 1,200 345 22| Dog begging 300 13| dogpark location|
growth, and data

about the best
posts and stories
for each week.

In the next section, we discuss various third-party applications that can be used
to track your Instagram data.

Best third-party apps for
Instagram analytics

Instagram’s Insights are a great tool for providing an overall view of how
your account and posts are performing. However, a number of other analytics
tools can help you dive deeper for more in-depth data. In this section, we discuss
three popular third-party analytics apps: Iconosquare, Simply Measured, and
Sprout Social.
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FIGURE 14-15:
Iconosquare
offers more
options than

Instagram
Insights for data
analysis, such as
hashtag tracking

and competitor
comparisons.

Iconosquare

If you are into Instagram more than any other social media network, Iconosquare
might be a great fit for you. Iconosquare offers analytics and content management
for Instagram only. Its strong suit is analytics, but it is also a robust content man-
agement system that enables you to research hashtags, upload content, schedule
content, and sort your content later by topic.

The analytics area, which is shown in Figure 14-15, is where you can see detailed
data about your Instagram account. Iconosquare offers all the standard data that
Instagram Insights offers, plus the following:

¥ Daily gained and lost followers

¥ Comparisons about your post's real-time performance versus previous posts

¥ Performance on each of your hashtags and various other ways to see data
about what areas of the world are using your hashtags and at what time

¥ Performance based on the filter used

3 Comparison of your performance versus your competitors’ performance

You can also handpick which data you’d like exported into a report, which can be
a huge timesaver versus creating your own spreadsheet.

Updated on Aug. 26th, 21h33.
Next update in about 14
hou

] Netify me by email

Last 7 days @

Overview

» Rolling month analysis W FOLLOWERS 22
» Contert '
( ™ Bt "J.!.‘
» Engagement 4 | w = K5
» Optimization ‘__ y
A 4 :’ m

» Community

Your scores @

TALKRATE

LOVE RATE

ew all media sorted by likes

ted by comments

SPREAD RATE
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FIGURE 14-16:
Simply Measured
offers high-level

218

analytics for
advanced
marketers.

Iconosquare is a paid subscription app, with costs ranging from $108/year for
basic functions (which you can get free on Instagram Insights) to $948/year for
more advanced functions for marketing teams. To get information on current
offerings and pricing, visit https://pro.iconosquare.com/.

Simply Measured

Even more robust than Iconosquare, Simply Measured offers all the tools in
Instagram Insights as well as these large segments:

¥ Listening: Identify influencers, better understand your target audience and
learn more about who is talking about your brand.

3 Social analytics: Track comments, likes, shares, and overall engagement in an
environment that can be filtered and exported easily into a report.

3 Content share tracking: View which of your URLs are being shared via social
media, and track web page bounces and time spent by visitors on your
website.

¥ Conversion tracking: Tracks actions on your social posts all the way through
to the end action, such as a purchase or registration.

Simply Measured offers analytics on Instagram, Twitter, Facebook, Pinterest,
LinkedIn, and YouTube but doesn’t offer content management or scheduling
components. It is strictly for analytics and is a great tool for an advanced user who
is highly focused on the return on investment. See Figure 14-16 for an example of
its interface.

Engagement

Total Engagement
1,637

Engagement as a % of Followers

63.2%

INSTAGRAM LIKES

INSTAGRAM COMMENTS
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Simply Measured is a paid subscription app that starts at $500/month. It is used
by large corporations or small businesses that are highly in tune with their
marketing data. It does have free analytics tools available at https://
simplymeasured.com/free-social-media-tools/, if you’d like to check there
first. To learn more about Simply Measured, visit https://simplymeasured.com/.

Sprout Social

If you want one app to do everything — including content creation and manage-
ment, scheduling, analytics, and reporting for most of the major social media
networks — Sprout Social has you covered. The Sprout Social dashboard is shown
in Figure 14-17.

Sprout Social offers the following services (and more) for Instagram, Facebook,
Twitter, LinkedIn, and YouTube:

¥ Plan, schedule, and post messages

¥ Store content for later use

¥ Editimages with filters or text overlays

¥ Suggest optimal send times

¥ Track post performance by likes, shares, and comments
¥ Track campaign URLs for referral traffic and conversions
¥ Watch Instagram follower growth

¥ Compare Instagram profiles with competitors

¥ Identify key influencers for your brand

¥ Track and report hashtags

3 Unlimited exports of reports and PDFs

Sprout Social starts at $99/month, which does not include all features. For full
pricing and detailed information about which analytics offerings are included in
each pricing tier, visit https://sproutsocial .com.
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FIGURE 14-17:
The Sprout Social
dashboard

offers easy-to-
understand
reporting for
Instagram and
most other social
media networks.

Q

TIP

Slelel] 5 a ol Q [ compose

PUBLISHING DISCOVER REPORTS

Reports Home 5 r This Month

Export

Group Report
Top Instagram Posts

Engagement Report

Team Report ‘Be a problem. aclver
L Task Performance MANAGE TNSTAGEAM . Q £L DDRADD HLLS, CALIFORNIA

COMMENTS VIA AR EaTH

Facebook Pages . #WORKWORKWORK

FACEBOOK

Facebook Competitors

Instagram Profiles
@coreycwalker @coreycwalker @coreycwalker

135 Engagements 131 Engagements 109 Engagements

Instagram Competitors

Sent Messages

Before investing in a monthly or yearly analytics package for any of the third-
party apps, research which data you think you’ll need. Third-party apps have a lot
of extra bells and whistles, but if you aren’t going to use them, you’re wasting
money. We suggest that you use the free analytics provided by the Instagram app
first to see whether they give you enough data to evaluate your results, and then
decide whether you need more information from a paid app.
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Why Isn’t This
Working?



IN THIS PART ...

Find relief for common issues when you use the
Instagram app.

Join a community for Instagram support, moral and
otherwise.



IN THIS CHAPTER

» Investigating app installation
problems

» Finding out what to do when you
can't login

» Fixing problems with the
Instagram app

» Eliminating error messages

Chapter 15
Insta-Diagnosing
Instagram

othing in this world is perfect, and Instagram is no different. Sometimes

weird (and frustrating) quirks happen with the app and you may find it

difficult to do certain things while using it. Have no fear, though! Help is
on the way . . . just keep reading.

In this chapter, we take you through some of the more common issues that users

report running into with Instagram and give you steps to correct (or at least get
past) them.

The latest versions of iOS for the iPhone and iPad (version 11.0.2) and Android
(version 7.0) were used to create the instructions for this chapter. If you have an
older version of i0OS or Android, your mileage may vary.

REMEMBER

Installation Issues

When Instagram won’t install for you, we’ve got your back. Instead of panicking,
read on to discover the common reasons why Instagram won’t install and sugges-
tions for resolving them. If they don’t work, take a few deep breaths because
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we’ve thought of that, too, in the “Nothing Is Working . . . Now What?” section,
later in the chapter.

Dealing with compatibility issues

If you’re receiving compatibility error messages, it may be time for you to upgrade
your operating system before you install Instagram because the app requires iOS
8 or later on an iPhone or iPad.

For Android users, the Google Play Store entry for Instagram states that compat-
ibility is dependent on the smartphone or tablet you’re using. When you download
Instagram, the Google Play Store automatically checks your smartphone or tablet
to ensure that it’s compatible.

That said, Instagram notes that some Android users receive a “Device not com-
patible” message. If you receive this message, Instagram recommends that you
clear all Google Play Store data stored on your smartphone or tablet and then try
to install Instagram again. (As of this writing, Instagram says it’s investigating
this issue with Google. By the time you read this, we hope the issue is resolved.)

Here’s how to clear all Google Play Store
data from your Android device: FRE S B KDL
< STORAGE

1. Inahomescreen or the Apps screen, )
tap the Settings icon. » Google Play Store

2. Tap Applications.

STORAGE

3. Swipe up and tap Google Play Store in E:;'
the All Apps list. Data
The Application Info screen appears. CLEAR DATA

4, Tap Storage. Cache 592 KB
The Storage screen appears, as show in CLEAR CACHE
Figure 15-1.

5. Tap the Clear Data button.

6. Tap Delete in the pop-up window that
appears.

Now you can return to the Google Play Store
and try to install Instagram again. If that
doesn’t work, check out Chapter 16 for
information on support from Instagram and  fjgure 15-1:

other online sources. Clear your Google Play Store data here.
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TIP

Checking your space

If you use your smartphone or tablet a lot, you know that storage issues are a bane
of your existence. (If it’s your only bane,
well done.) You can check the memory usage
to see how much memory space Instagram
is eating up.

iPhone and iPad

It’s easy to find out how much storage space
Instagram is using on your iPhone or iPad:

1.
2.

On your home screen, tap Settings.

Swipe up on the screen if necessary,
and then tap General in the settings
list.

The General screen appears.
Tap iPhone Storage or iPad Storage.

The iPhone Storage or iPad Storage
screen appears.

Tap Instagram. (You may need to swipe
up first.)

In the Info screen that appears, the
Documents & Data entry shows you how
much storage space Instagram is using, as
shown in Figure 15-2.

wil ATAT 7 4:34 AM 3 ()
< Back Instagram

@ Instagram

nstagram, Inc
App Size 83.3MB
Documents & Data 27.2 MB
Offload App
This will free up storage used by the app, but keep its

documents and data. Reinstalling the app will place back
your data if the app is still available in the App Store.

Delete App

This will delete the app and all related data from this
iPhone. This action can’t be undone.

FIGURE 15-2:

The storage space that the Instagram
app is taking up appears to the right of
the Documents & Data entry.

If you think Instagram is taking up too much space and the app is affecting the
performance of your iPhone or iPad, tap Offload App to free up storage space but
save your photos and profile data. If that doesn’t help, reinstalling Instagram
might. Instagram will save your data so that everything will still be there when
you reinstall.

To reinstall Instagram, tap Delete App in the Info screen. Then repeat the steps in
this section to see whether reinstalling freed up any storage space.
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Android smartphone and tablet

As with the iPhone and iPad, it’s easy to find
out how much memory the Instagram app is
using on your Android smartphone or tablet.

Here’s how:

1. onahomescreen or the Apps screen,
tap Settings.
The Settings screen appears.

2. Tap Applications.

3. Swipe up until you see the Instagram
entry in the All Apps list.

4, Tap Instagram.
The Application Info screen appears.

5. Tap Storage.

The total storage appears in the Storage
screen, as shown in Figure 15-3.

To clear all the memory that the Instagram
app is using without clearing all the app’s
data, tap the Clear Cache button.

If you think Instagram is taking up too much
space and the app is affecting the performance of your smartphone or tablet, tap
the Clear Data button in the Storage screen. Then tap Delete in the pop-up window
that appears in the center of the screen.

AT&T 2R 7 .4 98%M3:34 AM

< STORAGE

‘@' Instagram

STORAGE
Total

App
Data
CLEAR DATA
Cache 104 MB
CLEAR CACHE
FIGURE 15-3:

The storage space on an Android device.

Android clears your Instagram profile data stored on your smartphone or tablet,
any photos or videos you’ve taken in the Instagram app that you haven’t posted to
your feed, as well as all the memory that the Instagram app is using. If the app is
open, it closes automatically.

If you’ve already posted photos or videos to your Instagram account, your posts
remain in your feed. Photos and videos you’ve saved on your smartphone or tablet

are also safe.

REMEMBER
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Unfreezing an installation on
your iPhone or iPad

If the Instagram app freezes during installation and you’ve given the App Store a
reasonable amount of time to install the app, try a cold restart of your iPhone or
iPad by turning the device off and then back on.

After you restart your iPhone or iPad, try installing the Instagram app once more.
If this doesn’t work, you’ll have to contact Apple support, which is easy to access
from the Apple website. Once on the website, click or tap the Support option at the
top of the screen. On your iPhone, tap the menu icon in the upper-left corner of
the page and then tap Support.

Finding a missing app on your
iPhone or iPad

If the App Store says Instagram is installed but you don’t see it on your iPhone or
iPad, connect your phone to your computer and sync your apps using the iTunes
program on your computer.

If iTunes won’t cooperate, it’s time to contact Apple support on its website.

Resolving issues on an Android device

If you have problems installing the Instagram app on an Android device, there
may be a connectivity problem between the Google Play Store and your smart-
phone or tablet.

In this case, you’ll need to go through the Google Play troubleshooting wizard,
which will take you step-by-step through solving the problem. If the wizard
can’t help, Google will give you options for contacting its support staff members
so they can dig deeper. You can access the wizard at https://support.google.
com/googleplay/troubleshooter/6241347?hl=en.

Log-In Difficulties

If you can’t log in to the Instagram app, one of several issues may be the culprit.
You may have a problem with your username or password, or Instagram may have
disabled your account. We’ll be your guide in resolving all these problems so you
can start Instagramming.
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Checking your username

If Instagram won’t accept your username, you may have typed the username
incorrectly. This may seem silly or even insulting, but ensure that your username
is typed correctly. If you have repeated characters, it’s easy to miss one of those
characters as you type.

Did you add the @ symbol to your username? That symbol is used only to tag
people in a comment in Instagram. So ditch the @ when you type your
username.

If you still can’t add your username, someone else may have changed your user-
name. When you change your username or any other account information, you get
an email message from Instagram informing you that your information was
changed.

If you didn’t get one in your email inbox or in your junk email folder, ask one of
your friends or colleagues to log into Instagram, look at your profile, and find out
if the username was changed. If your friend or colleague knows how to take a
screenshot, have that person take a screenshot to send to you. After you review it,
you can send it to Instagram if needed.

Do you suspect that your account was hacked? Instagram has suggestions for get-
ting more help to secure your account at https://help.instagram.
com/149494825257596. This page also contains a link to contact Instagram and
explain what’s happening.

Fixing password issues

If you’ve forgotten your Instagram account password, here are some suggestions
for finding it. Or, as a last resort, resetting it so that you can get back to scratching
your Instagram itch.

If you’re using your Facebook username and password to log in to Instagram,
you’ll have to open Facebook reset your password.

Checking your password

If you use a password manager app, open it to see your username or password in
Instagram or Facebook. If you’re using your Facebook account to log in to Insta-
gram, you may want to log in to Facebook (or log out and log back in) to find out
if your Facebook password is working properly.
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Password management apps can become cranky from time to time and not work
properly, so if you find that your Facebook or Instagram password doesn’t work
when you type it, you have several options to fix the problem:

¥ Restart the password management app.

¥ Restart your computer, smartphone, or tablet, and then try logging back into
Instagram to see whether the password management app works properly.

¥ Uninstall and reinstall the management app. Before you do this, write
down all your accounts, usernames, and passwords . . . in a secure location,
of course.

Finding your saved Instagram signup message

When you sign up or change your account information, you receive an email mes-
sage that contains a link to log into your account as well as the email address you
used to log in. Be sure to click the link in the email message so you can log in with
the email address Instagram expects you to use. (The link includes your password
so you don’t have to enter it.)

If you don’t see the Instagram email in your inbox, check your junk email folder.
If you find the message, you can tell your email app that messages from Insta-
gram are not junk.

Resetting your password by email

If you don’t have the email message you received from Instagram and you can’t
remember the password (or can’t find it the password management app), you can
reset your password. Simply follow these steps:

1. Open the Instagram app, and then tap the Get Help Signing In link.

The screen shown in Figure 15-4 (iOS users) or Figure 15-5 (Android users)
appears.

2. Tap Username or Email (iOS) or Use Username or Email (Android), and
then type your Instagram username or email address.

3. Tap Send Login Link (iOS) or the send icon (Android), which is shown in
the margin.

You'll receive an email from Instagram in a few minutes.

If you mistyped your email address when you signed up for your account, you
won't receive an email message in your inbox. In this case, reset your account
information using the phone message detailed in the next step.
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AT&T 2R 7 .4100%M11:31 PM

& LogInHelp

ﬁ ACCESS YOUR ACCOUNT

Use Username or Email

Send an SMS
Trouble logging in?

Enter your username or email and we'll
send you a link to get back into your
account.

Log in with Facebook

Username Phone

HELP CENTER
Username or email Instagram Help Center
OR
ﬁ Continue as Eric Butow
Back To Log In
FIGURE 15-4: FIGURE 15-5:
Getting password help on an iPhone. Getting help on an Android smartphone.

4. Cclickor tap the Reset Your Instagram Password link in the email.
The Instagram New Password web page appears in your browser.

5. Type your new password.

Resetting your password from your
smartphone or tablet

If you don’t have access to your email account, Instagram can send you a message
on your smartphone or tablet (provided your tablet has a data plan). Here’s how:
1. Open the Instagram app, and then tap the Get Help Signing In link.

iOS users see the Trouble Logging In? screen (refer to Figure 15-4). Android
users see the Log In Help screen (refer to Figure 15-5).

2. Tap Phone (iOS) or Send an SMS (Android) and then type your phone
number.
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3. Tap Send Login Link (iOS) or the send icon (Android), which is shown in
the margin.

Your login link appears in a text message on your phone.
4, Tap the login link in the text message.
5. Type your new password.
The link in the password reset email or text messages expires, though Instagram

doesn’t say when. If nothing happens when you tap the link in the message, you’ll
need to send another password reset email or text message.

Dealing with a disabled account

Instagram won’t tell you that your account has been disabled for violation of its
Community Guidelines until you try to log in and you see a message telling you
that your account is disabled.

Now what? Enter your username and password, and then follow the onscreen
instructions to try to appeal the decision. There are no guarantees that your
account will be reinstated.

Finding Relief for Common Problems

TIP

If you run into problems uploading photos or videos, sharing with other Insta-
gram users, or receiving notifications, read on to get some suggestions for finding
solutions fast (and what to do if you can’t).

Instagram won’t share

Instagram has noted that problems exist when sharing your photos and videos
with Facebook and Tumblr. You may encounter problems sharing your Instagram
posts on Twitter, too.

If you want to learn about other sharing options, including copying a link so you
can paste it into another social networking website, see Chapter 6.

You may have problems sharing your Instagram posts on Facebook, Twitter, or

Tumblr for the simple reason that your preferred social network is down. In that
case, you just have to wait until it fixes the problem.
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If you verify on another smartphone, tablet, or computer that Facebook, Twitter,
or Tumblr is operating normally, the link between Instagram and Facebook might
have become disconnected. You can reset the link from a smartphone or tablet app
by following the instructions in this section.

If you still can’t connect after you reset your links, the Instagram or Facebook app

may have become corrupted. In that case, it’s best to remove both apps and then

reinstall them. Facebook and Instagram save your data, so you won’t have to log
rememser 1D to both apps after you reinstall them.

Here’s how to reset your linked Facebook, Twitter, or Tumblr accounts:

1. Tap the Profile icon in the lower-right corner of the screen.

The screen shown in Figure 15-6 (iOS) or Figure 15-7 (Android) appears.

©0000 ATRT 7 2:23 AM @ 7 % 100% 0+ (= N BRI 7 .4100%0 2:10 AM
18 erichutow ) "
&) erichutow ~ D 48
24 51 - 80
posts followers ollowing 30 69 126
a (1) Edit Profile e 5 posts followers  following
Eric Butow (+] Edit your profile

Author, business owner, web designer, social media
marketer

Eric Butow

Author, business owner, web designer, social media
marketer

www.butow.net/

www.butow.net/

FIGURE 15-6: FIGURE 15-7:
The Profile screen on an iPhone. The Profile screen on an Android
smartphone.
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iOS users should tap the gear icon. Android users should tap the three
dots icon.

Both icons are shown in the margin.
Swipe up and tap Linked Accounts.
The Share Settings screen appears.
Tap Facebook, Twitter, or Tumblr.
Tap Unlink Account.

Tap Yes, I'm Sure in the pop-up window that appears in the center of the
screen.

Instagram and the other app (Facebook, Twitter, or Tumblr) are now unlinked.
Tap Facebook, Twitter, or Tumblr.

This step reconnects the accounts. Try sharing your Instagram post again.

Getting Instagram to notify you

If you turned on notifications in the Instagram app but don’t see notifications on
your smartphone or tablet, check whether the Instagram app is sending you
notifications.

Checking notifications on your iPhone or iPad

Here’s how to check and set your Instagram notifications on your iPhone or iPad:

1.

2.
3.

On the home screen, tap Settings, and then tap Notifications.

The Notifications screen appears.

In the apps list, swipe up and tap Instagram.

If the Allow Notifications entry is off, slide the switch from left to right.

If the slider is green and the switch is to the right side, notifications are on.

By default, Instagram notifications appear in Notification Center and on the Lock
screen. You’ll also see a Badge App icon and hear a sound when you receive an
Instagram notification.
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Checking notifications on your Android
smartphone or tablet

Here’s how to check and set Instagram notifications on your Android smartphone
or tablet:

1. onthe home screen, tap Apps, then Settings, and then Applications.

The Applications screen appears.

N

In the apps list, swipe up and tap Instagram.

3. Swipe up the Application Info screen until you see the Notifications
option in the list.

If notifications are on, you'll see the word Allowed below the Notifications
option. If they're off, the word Blocked appears.

4. Ifnotifications are off, tap the Notifications option and then turn on
notifications.

You can also instruct Instagram to show notifications silently and make
notifications a priority. When notifications are a priority, the notification will
sound and turn on the screen when the Do Not Disturb feature is on.

Nothing Is Working . .. Now What?

When all else fails, you need to contact Instagram to report the problem. Insta-
gram will need the following information to help you:

¥ The type of smartphone or tablet you're using

¥ The operating system and version you're using on your smartphone or tablet

3 When the problem occurs and how often it occurs

You can report a problem in the Instagram app on your iPhone, iPad, Android
smartphone, or Android tablet.

Reporting a problem on your
iPhone or iPad

If you are using Instagram on an iPhone or iPad, follow these steps to report a
problem:
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1. Tap the Profile icon.
2. Tap the gear icon (shown in the margin).
Swipe up and tap Report a Problem.
The Report a Problem window appears.
4, Tap Something Isn’t Working.
The Feedback screen appears.
5. write your report.

6. Tap Send, in the upper-right corner.

Reporting a problem on your Android
smartphone or tablet

Here’s how to report a problem if you own an Android smartphone or tablet.

1. Tap the Profile icon.

2. Tap the three dots icon (shown in the margin).

3. Swipe up and tap Report a Problem.
The Report a Problem window appears.

4, Tap Report a Problem.

o

Select the feature you're having a problem with, and then tap the next
icon (right-pointing arrow), in the upper-right corner of the screen.

The Report a Problem screen appears.

o

Write your report.

7. Tap the send icon (shown in the margin).

Getting Rid of Error Messages

As with any app, you’ll occasionally get error messages in the Instagram app on
your iPhone, iPad, or Android device. And like any app, you may not understand
why you’re getting those error messages. In this section, we list four common
error messages and how you can get around them.
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Can't add a comment

If you receive an error message that states that you can’t add a comment, one of
these reasons may apply:

¥ You can'tinclude more than five tags in a comment. (You tag other Instagram
users by typing the @ symbol before the username.)

¥ You can add no more than 30 hashtags in a comment.
¥ You can't post the same comment multiple times in one post.

¥ Instagram filters out certain words and phrases, such as profanity, to meet its
Community Guidelines.

¥ You haven't updated Instagram recently to ensure that you have the most
recent version.

If none of these reasons applies to you, close and restart the Instagram app. The
next step is to turn your smartphone or tablet off and on, and then launch the
Instagram app. Still not working? You need to contact Instagram for support, as
described in the preceding section.

Can't delete comments

As of this writing, Instagram has a problem telling its users that a comment has
been deleted. This problem arises if you try to delete a comment and get an error
message that says the comment can’t be deleted.

One potential solution is to close the Instagram app, restart it, and then view your
post on the screen to see whether the comment is still there. If it is, you can close
the Instagram app and clear all Instagram data as described earlier in the
“Checking your space” section. That should clear out the deleted comment from
your post.

If the comment is still there and you still get the error message when you try to
delete the comment, your best option is to ignore it. By the time you read this, we
hope that the problem will have been fixed or at least hidden effectively.

You can delete only comments you’ve posted and comments from others about
your posts.
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WARNING

Can't refresh feed

When you refresh your feed screen by swiping down, sometimes you won’t see
new posts. That could simply mean none of your followers have posted anything
recently. However, if you can’t refresh your feed over a period of time, it could be
due to one of the following:

¥ Your Wi-Fi signal is weak, or you're in an area with heavy Wi-Fi network usage,
thus weakening the connection.

¥ You've reached the limits of your carrier's data plan. You'll need to find a Wi-Fi
network or shell out money for more data in your plan.

¥ Instagram is having some issues. You'll just have to be patient.

If all else fails, report the problem in the Instagram app as described in the
preceding section, and see whether Instagram can figure out what’s wrong with
the app.

Can’t follow anyone else

If you receive a message that says you can’t follow anyone else, check your profile
to see how many other Instagram users you’re following. If it’s 7,500, you won’t
be able to add any other followers.

Most people will never reach the 7,500 limit. If you receive this error message and
you are below (even well below) the limit, report the problem in the Instagram
app so you can work with Instagram support to solve the mystery.

There is no limit to the number of Instagram users who can follow you.

Instagram has an unadvertised limit to the number of people you can follow
per hour and per day. The maximum amount of Instagram users you can follow is
20 per hour and 480 followers per day. If you reach this limit, you’ll have to wait
until the top of the next hour or the beginning of the next day to follow
someone.
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IN THIS CHAPTER

» Referring to help info on the
Instagram app and website

» Contacting Instagram on its social
media profiles and blog

» Joining a community to get help

Chapter 16
Insta-Help Is on the Way

f you ever need help using Instagram, plenty of online resources are available to
supplement this book. In addition, the app itself contains online help that you
can refer to quickly.

What’s more, if you can’t run the Instagram app, you can find help on the Insta-
gram website, on Instagram social media profiles, and on other social-networking
and community websites.

In this chapter, you start by learning about Instagram’s online help in the app as
well as on the Instagram website. Then you find out how to contact Instagram
through its social media profiles as well as the Instagram blog. Finally, see how to
join an online community so you can get help from other Instagram users.

Taking Advantage of Instagram'’s Help

Help Center, shown in Figure 16-1, should be the first place you look for a solution
to your problem. To access Help Center on the Instagram website, go to https://
help.instagram.com/.
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Accessing Help Center

If the Instagram app is installed on a iPhone, iPad, or an Android smartphone or
tablet, and the app isn’t working, you can access Help Center not only on the website
but also on the Windows Instagram app if that app is installed. If your smartphone or
tablet app is working, you can also access Help Center from the app at any time.

On the iPhone or iPad

Here’s how to view the Help Center screen if you are using an iPhone or an iPad:

1. Tap the Profile icon, in the lower-right corner of the screen.
2. Tap the gear icon, shown in the margin.
The Options screen appears.

3. Swipe up and tap Help Center.

The Help Center screen shown in Figure 16-2 appears.
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Swipe to view all the topics. Tap a topic
title to view more information about that
topic.

When you’re finished viewing information
in Help Center, return to the Options screen
by tapping the < icon, in the upper-left
corner.

On an Android smartphone
or tablet

You view Help Center in your web browser
on your Android smartphone or tablet.
Here’s how:

1. Tap the Profile icon, in the lower-right
corner of the screen.

2. Tap the three dots icon (menu), shown
in the margin.

The Options screen appears.

3. Swipe up and tap Instagram Help
Center.

The Open With window appears.

#0000 ATAT 7

3:44 PM

= Using Instagram
= Managing Your Account
= Login & Troubleshooting
= Privacy & Safety

= Instagram for Business ]

What's New

= Keeping Instagram Safe

= Sharing Posts with Multiple Photos and
Videos

» Archiving and Updating the @WhiteHouse
Account

= Adding Stickers to Your Story

@ 7 % 100% E

FIGURE 16-2:

Swipe to view all options in Help Center.

If you already selected your default browser app in Instagram or another
app, the Help Center web page will appear in your default browser

automatically.

4, Tap Chrome to open the Help Center web page in Google Chrome,
or tap Samsung Internet to view the web page in the Samsung

Internet app.

5 you see the Default App Selected window in the center of the screen,

tap OK.

Now you see the Help Center screen in your browser app, as shown in

Figure 16-3.
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=

in Help Center, return to the Options screen
in the Instagram app by opening the Recent
Apps screen and then either closing your Q Ask a question
browser window or tapping the Instagram
tile if you plan to return to the Help Center
later. (The steps for opening the Recent o B EEE

Apps screen depend on the device, so we saMenaaliaio.GacEennt

Can’t llSt them hefe.) » Login & Troubleshooting

= Privacy & Safety
« Instagram for Business il

In the Windows app

After you open the Windows Instagram app, | hatsNew

here’s how to get to Help Center:

= Keeping Instagram Safe

= Sharing Posts with Multiple Photos and
1 . Click the Profile icon, in the lower-right Videos
corner Of the WindOW, = Archiving and Updating the @WhiteHouse

count

2. Click the gear icon, shown in the

@) . FIGURE 16-3:
margin. Help Center on an Android device.

The Profile screen appears.
3. Inthelist on the left, scroll down and click Help Center.

Help Center appears in the right pane, as shown in Figure 16-4.

Click a topic title on the left side of the pane to view more information about that
topic.

When you’ve finished viewing information in Help Center, return to the Profile
screen by clicking the < icon, in the upper-left corner.

Visiting Privacy and Safety Center

Review Instagram’s Privacy and Safety Center so you know how to use Instagram
wisely and what to do if you think someone is using Instagram in the wrong way
(which may or may not be affecting you directly).
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about what you can do if you're experiencing

In the Help Center screen, open Privacy and
Safety Center by selecting Privacy and
Safety. A list of topics appears, as shown in
Figure 16-5.

Viewing Instagram
Business web pages

The Instagram website has a dedicated busi-
ness website that you can access athttps://
business.instagram.com. The website,
shown in Figure 16-6, contains information
on setting up a new business account, pro-
moting your posts, learning how to get the
most from your business account, and more.

If you can’t access the Instagram Business
website or you prefer to work with the
mother ship (Facebook), visit the Facebook
Business website at www. facebook.com/
business/help/976240832426180.
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FIGURE 16-5:
Privacy and Safety topics on an iPhone.
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The Facebook Business website contains much of the same information as the
Instagram Business website, including details on advertising on Instagram, tar-
geting ads for the best results, and Instagram Business Tools. You may want to
look at both the Instagram Business and Facebook Business websites to ensure
that you get the most complete information about promoting your business in
Instagram effectively.

Tapping Social Media

Instagram doesn’t keep its communications limited to Instagram. It maintains
close connections with Facebook and its Facebook Business website (two billion
profiles and counting as of this writing).

Instagram also posts regularly on its Twitter profile, which is no surprise because
you can share your posts directly on Twitter from the Instagram app.

What’s more, Instagram’s blogs for both personal and business users can

help you learn more about using Instagram and become inspired to create a post
or two.
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FIGURE 16-7:

The Instagram for
Business page on
Facebook.

Sending a message on Facebook

Instagram for Business has a Facebook profile at www.facebook.com/
instagramforbusiness, shown in Figure 16-7.

Instagram for
Business @

You can view posts from Instagram by scrolling down or swiping up. You can
access the Instagram Business website by clicking or tapping the Learn More
button. As of this writing, you can even call the number on the Instagram for
Business Facebook page.

Tweeting and being tweeted

The Instagram Twitter feed, at https://twitter.com/instagram, gives you the
latest information. You can also find photos, videos, and links to Instagram posts
that Instagram thinks are interesting, as shown in Figure 16-8.

Scroll in your web browser or swipe in the Twitter app screen to view recent posts.
Click or tap links to view the Instagram post or linked article.

CHAPTER 16 Insta-Help Ison the Way 245


https://www.facebook.com/instagramforbusiness
https://www.facebook.com/instagramforbusiness
https://twitter.com/instagram

O.
Twsots  Fomowing  folwers  Lises
10.8K 4 398M 136

Tweats  Tweets & rej

o) ogrme

lies  Madia WhO 1 follow - Furecn i

v crista
100 rdesc ent butiery for £401Ps sk =
=) 8 snapenat® Gsnaoeal
@ Maroon 88 Gincioons

Instagram &
@nsiagram

Stengihening relationsivgs rough
shared experiences. Curated

L instagram® @inc
G) 8y puting uencan i

SpomgnLon e feod

Sacramento Trends
avaterian

FIGURE 16-8:
Follow the
Instagram feed
by clicking or
tapping the
Follow button in
the upper right.

some: W at VidCon s year by havg cur
st i Ao soned Came-instant-
me-1st SqUA FEAC 5ome NKNGLomments

On the left side of the screen, you can click or tap links to get help with Instagram,
read the Instagram blog, and send a tweet to Instagram. There’s no telling if
Instagram will respond, but you never know until you try . . . er, tweet.

Reading the Instagram blog

Speaking of the Instagram blog, you can view the general Instagram blog at
http://blog.instagram.com on your web browser. You can also access the blog
from one of your Instagram apps instead.

On the iPhone or iPad

Here’s how to view the Instagram blog on an iPhone or iPad:

1. Tap the Profile icon, in the lower-right corner of the screen.
2. Tap the gear icon, shown in the margin.

O The Options screen appears.
3. Swipe up and tap Blog.

The latest blog post summary appears in your browser app (see Figure 16-9).
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Swipe in the Blog screen to view all post
summaries. Tap a post summary title to
read the entire post in the Post screen.

After you’ve read a post, return to the Blog
screen by tapping <, near the top center of
the screen. Return to the Options screen
from the Blog or Post screen by tapping <, in
the upper-left corner.

On an Android smartphone
or tablet

On an Android smartphone or tablet, you
can view Instagram the blog in your web
browser. Here’s how:

1. Tap the Profile icon, in the lower-right
corner of the screen.

2. Tap the three dots icon (menu), shown
in the margin.

The Options screen appears.
3. Swipe up and tap Blog.
The Open With window appears.

*e000 ATET 7 12:07 AM @ 7 % 100% E #
&
tumblr. Open in app
\ Instagram
Cooking Colorful
Mexican-American
Recipes with
@chicanoeats
307 NOTES JULY 2017
FIGURE 16-9:

The Instagram blog within the Instagram
app on the iPhone or iPad.

If you already selected your default browser app in Instagram or another app,
the Blog web page will appear in your default browser automatically.

4, Tap Chrome to open the Help Center web page in Google Chrome, or tap
Samsung Internet to view the web page in the Samsung Internet app.

5 you see the Default App Selected window in the center of the screen,

tap OK.

Now you see the Instagram Blog page in your browser. Swipe in the screen to
view blog post summaries. Tap a topic title to view more information about that

topic.

When you’ve finished viewing the Instagram blog, return to the Options screen in
the Instagram app by opening the Recent Apps screen and then either closing your
browser window or tapping the Instagram tile if you plan to return to the Help
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Center later. (The steps for opening the Recent Apps screen depend on the device,
so we can’t list them here.)

If you have the Tumblr app, you can open the blog in Tumblr by tapping Open in
App, at the top of the screen. (If you don’t have Tumblr installed, you can get the
app from the Google Play Store by tapping Get the Tumblr App, at the bottom of
the screen.)

In the Windows app
After you open the Windows Instagram app, here’s how to get to the Instagram
blog:
1. click the Profile icon, in the lower-right corner.
2. Click the gear icon, shown in the margin.
The Profile screen appears.
3. Inthelist on the left, scroll down and click Blog.
The Instagram Blog page appears in the right pane.

Scroll up and down in the screen to view blog post summaries. Click on a topic title
to view more information about that topic.

Once you’ve read the post, return to the Instagram Blog page by clicking the
< icon, above the blog post. You can return to the Profile screen either from the
Blog or Post screen by clicking the < icon, in the upper-left corner of the screen.

Visiting the Instagram Business blog

Instagram Business also has a separate blog, but you can’t get to it from your
Instagram app. Instead, you need to go to your web browser and type https://
business.instagram.com/blog/. Or go to the Instagram Business website at
https://business.instagram.com and tap the Blog link, in the upper-right
corner.

The blog appears, as shown in Figure 16-10. Swipe or scroll to view recent post
summaries. To read a post, tap the summary title, photo, or description.
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FIGURE 16-10:

o
Business blog.

Joining a Community

Instagram makes it easy for you to join communities — and not just the ones on
its Facebook and Twitter feeds. You can join or start an InstaMeet, which is a great
way to network in person with other Instagram users to take photos, shoot videos,
and talk about Instagram.

What if you don’t want to start an InstaMeet, but you’re not getting answers to
your questions? Scan Reddit and Topix, two popular discussion websites, to find
an interesting discussion — or start one of your own.

Joining other Instagrammers in an
InstaMeet

If you want to join an InstaMeet, you have to access the Instagram Community
website at https://community.instagram.com. Sorry, but you can’t access the
Community website through the Instagram app.
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in that area.

Q

TIP

If you want to find an InstaMeet near you, swipe or scroll until you see a map
indicating where InstaMeets are happening near you (see Figure 16-11). You can
zoom in the map for more detailed information.

2T

Connect with Instagrammers near you

& INSTAMEETS

HMADISONINSTAMEET 7

HIG_PALMI

Frequently Asked Questions

Starting an InstaMeet

If you don’t find an InstaMeet near you and want to start your own, swipe or scroll
until you see the Host Your Own section, shown in Figure 16-12. The InstaMeet
Inspiration section below Host Your Own will give you a few guidelines for creat-
ing an InstaMeet. For inspiration, tap or click the Instagram Blog link (refer to the
bottom of Figure 16-12).

Tell Instagram about your InstaMeet when it’s over by swiping or scrolling to the
bottom of the page and then selecting the Tell Us about It link and filling out the
online form.

If you work in a business with at least a few employees and they’re interested in
Instagram, consider running an InstaMeet with your co-workers (and maybe a
boss or two). Then you can see how successful the event is, post photos and videos
about the experience for your followers, and use that publicity and experience to
generate interest in an InstaMeet for your customers.
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FIGURE 16-12:
You can create
your own
InstaMeet.
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Visiting Reddit and Topix

You can also join online communities to talk about Instagram. Two of the most
popular (and busy) websites are Reddit and Topix.

Some of the messages you’ll find on these online communities are inappropriate
or even NSFW (Not Suitable For Work). If you’re going to search for messages in
these online communities, you may want to ensure that no one else can see your
screen before you start reading.

Reddit

Visit the Reddit Instagram page at www.reddit.com/r/Instagram/ (see
Figure 16-13). Swipe or scroll to view the list of messages. If comments are
included with the message, you’ll see the number of comments below the
message title.
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FIGURE 16-13:
The Reddit
Instagram page.
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* Follow FridayiFollow Chain - June 30 - Share Your

* Photo Share Saturday July 01 - Help Others See Your Best Photo!

Instagram e
B

You can also search for messages with one or more specific search terms.
Here’s how:

1. Inthe Search box in the upper-right corner of the web page, type your
term(s).
2. Tap or click the Limit My Search to r/Instagram check box.

Selecting the check box will ensure that you don't get results from all Reddit
forums that match your term(s).

3. Tap or click the magnifying glass icon on the right side of the Search box.
A list of posts with titles that contain your search term(s) appears on the page.

Scroll or swipe up and down to view all the posts.

When you find a post you want to read more about, tap or click the post title to
open it. You can leave a comment as well as share the message on your Facebook,
Twitter, or Tumblr account.

Topix

Topix also has its own Instagram page at www.topix.com/forum/iphone-apps/
instagram. Swipe or scroll to view the list of recent messages, as shown in
Figure 16-14. Tap or click Next to go to the next page in the message list.
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FIGURE 16-14:
The Topix
Instagram page.

TIP

Instagram Forum Launch
Forums and message boards for Instagram YOU r
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3 INSTAGRAM USER FORUMS
1] I

Tell us your thoughts, ask questions or create a poll!
[ISTART DISCUSSION [ |

. Ice Cream or Confetti Cake? Try These 7 Dessert Ideas
almart This Summer

# bluehost

Feaston the Fourth " |

The number of comments appears to the right of the message title in the list.
Note, though, that the original message counts as one comment.

You can search all messages for one or more terms by tapping or clicking in the
Search This Forum box at the top of the page, typing your search term(s), and
then tapping or clicking the orange magnifying glass to the right of the box. A new
web page with a list of all message topics that contain your search term(s) appears.

Tap or click the message title to read the original message and any comments. To
reply to a message or comment, tap or click Reply below the message or comment.

Return to the list of messages by tapping or clicking your browser’s back button.

You can write your own message for other users to read and comment on by tap-
ping the orange Start Discussion box above the list.
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The Part of Tens



IN THIS PART ...

Find companies and individual Instagram users getting
their creative on.

Look to your competitors' Instagram accounts for ideas
for your business profile.



IN THIS CHAPTER

» GOPro, Yellowillow

» Sugarandcloth, RPMlItalian
» EmilyJoyRosen, TheLoveBombCo
» The.Book.Report, LajollaMom

» TSA, GeneralElectric

Chapter 17

Ten Brands Killing It
on Instagram

GoPro

t’s so easy to tell you what to do; it’s a lot harder to do those things. That’s why
it helps to see what other great Instagram brands are doing and use them for
inspiration.

Throughout the book, we talk about Instagram tactics and best practices.
Now we want to show you ten accounts that are great examples of these
recommendations.

For a big brand, @GoPro understands the effect of using Instagram well. GoPro’s
content is a mix of people, places, and pets. Although its photos and videos span
every corner of the globe, they are cohesive, well branded, and share the same
story of adventure and excitement. Figure 17-1 gives an example of the posts
shared on the GoPro account.
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The most unique aspect of the GoPro account
is that its content is all user-generated content
(UGC). Its posts are photos and videos created
by its customers, which it regrams (repost) to
its account. GoPro chooses only the best con-
tent and posts that stay true to its brand’s
styling and personality.

Beyond the branding, GoPro also does a good
job of interacting with its audience, posting
fun captions and responding to comments and
questions on its posts. GoPro builds engage-
ment and loyalty through this method of
communication.

Yellowillow

The @yellowillow Instagram account, run by  gigure 17-1:

photographer Anne Mclsaac, has beautiful GoPro shares great well-branded
styling in which most of her images incorpo-  content.

rate the color yellow, as shown in Figure 17-2.
She shares images from her work and life, in a
range of topics and locations, but are all tied
together with her photographic style and the
pops of yellow color.

& yellowillow

Anne incorporates effective hashtag strategies
as well as a brief description or story about the
post, giving it context and personality. She is
also dedicated to her audience, responding to
comments and questions to build a relation-
ship with her followers.

Thanks to the size of her audience and the
value she has as a brand, Anne collaborates
with other companies to create sponsored
posts. Even though these posts are promoting
another product or company, she ensures that
the content stays true to her own branding and
personality.

FIGURE 17-2:
The @yellowillow account
incorporates yellow into post content.
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Sugarandcloth < i

Ashley Rose is a blogger who uses her @suga-
randcloth Instagram account to build her
brand. Her Instagram posts are a combination
of her lifestyle, blog projects, and insights into
her many projects. Her images are colorful and
vibrant, making them visually appealing to
users on Instagram.

She also writes great captions that showcase
her personality and style, allowing her to
connect authentically with her audience.
Figure 17-3 provides a sampling of the beauti-
ful images on the @sugarandcloth account.

Beyond her regular Instagram content, Ashley
uses Instagram Stories effectively as well. Her
Stories are consistent with her branding and

. . . FIGURE 17-3:
styling but open up her life as a mom, wife, [ . @sugarandcloth account uses
blogger, and business owner. She shares the pyight, vibrant colors.
more personal side of her business and allows
her personality to shine through.

& rpmitalian

RPMiIitalian

RPM Italian is a restaurant in Chicago, Illinois,
that showcases its cuisine, restaurant,
and news via its @rpmitalian Instagram
account. Every photo has great staging and
lighting. RPM Italian effectively incorporates
behind-the-scenes content, such as making
pasta from scratch or showcasing chefs in the
kitchen, while editing and staging the photos
to align with its brand styling of plated dishes.

Black and white is the dominant undertone of
the images, yet pops of color add visual appeal.
Figure 17-4 shows you how RPM Italian
achieves this brand styling on Instagram.

FIGURE 17-4:
The @rpmitalian account shares a
variety of images from its restaurant.
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This account also shares posts on a minimal schedule, at most two to three times
a week. In this way, it ensures that its content is of the highest quality and has the

greatest effect on its audience.

EmilyJoyRosen

Emily Joy Rosen, the CEO of the Institute
for the Psychology of Eating, uses her
@emilyjoyrosen Instagram account as a
micro-blog. Although it’s generally advised
to keep captions to no more than a few
short paragraphs on Instagram, Emily is an
example of the exception to the rule, as
shown in Figure 17-5.

All her posts have long captions, broken up
by spacing and formatting, to tell a moving
story. Emily connects with her audience
through raw, emotional details of her own
life. And even though most people don’t
like to read long captions on Instagram,
her audience appreciates her approach and
happily reads each post.

Adding to the relationship building on her
account, Emily actively engages with her
audience in the comments of each post. She
offers support and encouragement to those
who need it.

TheLoveBombCo
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@ emilyjoyrosen
Longmont, Colorado

oaQv A

544 likes

emilyjoyrosen They say
honesty

is the best policy

but I didn't want to know
| didn't want to hear

Q 3

FIGURE 17-5:

The @emilyjoyrosen account uses long
captions to connect emotionally with her
audience.

The Love Bomb Company sells coffee mugs and glassware imprinted with witty
motivational sayings. Its @thelovebombco Instagram account is a direct repre-
sentation of its brand, voice, and style. When you view this account — from the
bio to posts and products — you immediately get a sense of what this company
is about (whether you love it or hate it), as shown in Figure 17-6.
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This company understands that always posting
its products can get overwhelming and appear
pushy. So instead of only showcasing its prod-
ucts, it includes quotes in branded fonts.

It also connects more authentically with its
audience by including user-generated content
provided by its customers. This highlights its
products in various settings and shows the
variety of lifestyles, yet commonalities, of its
customers.

The.Book.Report

The @the.book.report account on Instagram
makes great use of videos and multi-image
posts (also called albums or slide shows), two
effective but underutilized Instagram features.
Michelle, who runs the Instagram account, pro-
vides reviews of children’s books and uses her
Instagram account to share her opinions as well
as a look at each book.

She uses the slide show post to share an image
of the book cover, as shown in Figure 17-7, and
then a series of images or a video to showcase
the inside of the book. Her captions contain her
insights into the book and its value to other
parents.

To create trust and rapport with her audience,
Michelle also incorporates posts about her
family and kids, demonstrating their personal
life and interests.

LajollaMom

The @lajollamom account is run by Katie Dil-
lon, a luxury travel blogger. Her account is full
of beautiful photos from around the world, but

" 897 26.4k 881
nosts ollowers following
\
‘L Message »/,9\ v

THE LOVE BOMB COMPANY ™

Company

C2BOOM. You just got Loved.™

We spread Love Monday thru Sunday
Products of Positivity with a touch of Profanity
U#TheLoveBombCo

115% off NOW
www.thelovebombcompany.com/

Portland, Oregon

d by suebzimmerman, tenapettis, morganize_it + 24
more

Email Directions
- W viL
ﬁ, | werme o |EEEL
“should haves® [ ) E
= g 60 e
AN - = |
N
Q S
FIGURE 17-6:

The @thelovebombco account displays
its personality and branding clearly.

35t the.book.report

Qv . H

100 likes
the.book.report Happy book birthday to this fun book!

Fred has built his dream den, but it's missing
something....? He checks his den out: softer beds,

Q v o

FIGURE 17-7:

The @the.book.report account uses a
variety of features to provide book
reviews.
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TSA

262

she also does a fantastic job of sharing educa-
tional content. Her captions often include
insider tips, fun facts, or other information that
her audience finds valuable. Figure 17-8 is an
example of one of her post captions providing
tips on traveling.

Katie often shares personal experiences of her
travels with her family as well. It provides
transparency to her audience and builds trust
with those who follow her.

The photos on her account are personalized but
high-quality images that are edited and
selected for best performance on Instagram.
As with most of the other examples in this
chapter, Katie ensures that she interacts with
her followers by personally responding to
comments and questions on her posts.

The TSA — the agency that ensures traveler
safety at airports and other transportation
facilities — isn’t an account you would expect
to follow on Instagram. However, the @TSA
account understands how to do Instagram well,
as shown in Figure 17-9.

It showcases its working dogs and handlers on
Instagram, which helps because people love to
see dogs on Instagram! It also shares photos
of all the wild and crazy items that have been
confiscated by TSA agents. In these posts,
the captions are used to remind you of prohib-
ited items, so there’s an educational compo-
nent in addition to the humor behind the odd
objects.
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Liked by anntranfashion and 656 others
lajollamom Reflections on summer in Beijing. It
rained when we were at Temple of Heaven park
which surrounds the religious buildings. Emperors
from the Ming and Qing dynasties used to come here
to pray for a good harvest. The rain tempered the
scorching temps so we were grateful for whomever
asked forit.;)

My advice... Come to this park with plenty of time to
spare (or a guide) as it's very easy to get lost here
despite the maps. But it's gorgeous and almost hard
1o believe it's in the middle of an enormous city. Have

Q 3

FIGURE 17-8:

The @lajollamom account uses
captions to educate and inform
Katie's audience.

FIGURE 17-9:

The @TSA Instagram account is full
of items people have attempted to
pass through security.



To keep its account more lighthearted, the @TSA account will often get involved
in trending topics or relevant events, such as the solar eclipse or Star Wars Day.

GeneralElectric

For a large engineering company, focused
on business-to-business customers, the
@generalelectric Instagram account does a
surprisingly good job. This account doesn’t
attempt to focus on large-scale clients.
Instead, it builds brand awareness and
connects with people on an individual level.

This Instagram account incorporates
employee profiles, inside looks at product
development, tours of the company’s facil-
ities, and information about how things are
built. Its posts are informational and edu-
cational, yet entertaining to view or read.
Figure 17-10 is an example of a fun and
informational post about the design of its
wind turbines.

This account also effectively incorporates
photos, videos, and slide show posts to best
generate engagement with a wide range of
its audience.
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9,245 views

generalelectric Did you know the idea for our
ecoROTOR design came from experimenting with
styrofoam and toothpicks? The 20,000-pound dome
connects to a 1.7MW turbine, helping to capture wind
more efficiently for better #powergeneration.
#Ecomagination

Photo by @seenewphoto

View all 17 comments

Q 3

FIGURE 17-10:

The @generalelectric account shares fun
and educational content to build brand
awareness.
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IN THIS CHAPTER

» Where to look in Instagram for great
content ideas

» Finding the content that you enjoy

» Using valuable resources to keep you
inspired

Chapter 18

Ten Places to Find
Inspiration

he tactics and methods for using Instagram for your business are often

methodical. But what really connects with people and your audience is good

content. Posts that evoke emotions or educate your viewers will always per-
form well for you.

If you’re unsure of where to start or what types of content you want to create, look
for inspiration from others on Instagram. Seeing what they are doing can give you

the ideas and motivation to create unique and valuable content of your own.

In this chapter, we show you ten great sources of inspiration on Instagram.

Investigate the Explore Page

One of the first places to look for inspiration on Instagram is the Explore page,
shown in Figure 18-1.
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To get to the Explore page:

3 On your mobile device: Tap the
magnifying glass icon in the
Instagram toolbar.

3 On the Windows app and the desktop
version of the Instagram website: Click
the compass icon at the top of the
screen (to the left of the heart icon).

The Explore page curates posts from a
variety of Instagram users. The content is
found and sorted specifically for you, based
on the types of accounts you follow and
interact with. What you see on the Explore
page will always be different than what
others will see, because each user receives
customized results.

You can easily refresh the Explore page to
see new content by swiping down on the
. screen on your mobile device.

This page includes Stories along the top
(in circles) and a combination of videos and

Q Search

o

Top Live San Diego ]essmaprdnc villaraco youl

FIGURE 18-1:

The Explore page displays a variety of
content that is targeted toward your
interests.

photos that might interest you. You can tap any post to view it in its entirety,

including the caption and comments.

The content on the Explore page is valuable as a source of inspiration because
most of the posts are from people you don’t currently follow, so you’re introduced
to new accounts and fresh content. And that content is usually high performing
(photos and videos that generate a lot of engagement compared to their account
follower size), so you’ll see the type of content that generates positive reactions.

Review Hashtag Searches Related

to Your Brand

Hashtags are a popular way to find content centered on a specific theme or
phrase. There’s no reason you shouldn’t be using this same resource to find

inspiration!
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TIP

You can perform a hashtag search on Instagram
in two ways. The first is to tap any hashtag you
see in an Instagram post. The corresponding
hashtag gallery in Instagram appears, as shown
in Figure 18-2, and you see all recent content
created using the hashtag you tapped.

The second method for accessing hashtag
searches follows:

1. onthe Instagram page, tap the magnifying
glass.

The Explore page appears.

2. Inthe Search field at the top, type
the hashtag option you want to
search for.

To follow along with the example, type
#photography.

3. Tap the Tags tab.

The Tags screen shows results from the
hashtag you entered, plus any related
hashtags.

Figure 18-3 shows the results of our search
for #photography. As you can see, related
hashtags that start with photography also
appear in the list.

Using this search function with a keyword for
your industry is a great way to find other
related hashtags that you might want to use
on your own content or search for more ideas.

4, Tap a hashtag in the list to open up the
corresponding hashtag gallery.

Searching these hashtags, especially when
searching topics and keywords related to your
business or industry, is a resourceful way to
find fresh content. And best of all, because the
content is in line with what you’re looking to
create, you should be able to get some good
ideas of what others in a similar industry are
doing and pull inspiration from those posts.
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FIGURE 18-2:
A hashtag gallery displays the
Instagram posts that include the

hashtag you tapped.
&  #photography X

TOP PEOPLE TAGS PLACES

# #photography
146,264,271 public posts

# #photographylover

1,016,646 public posts

# #photographyy

242,833 public posts

#photographylife
# 79( graphyi

5,430 public posts

#photographyart
# P! graphy:

335,321 public posts

# #photographyislife
2,489,334 public posts

# #photographylovers
3,968,084 public posts

#photoaraphvsouls

Q 3

FIGURE 18-3:

The hashtag search screen
populates other hashtags with your
related keyword.

267



Spy on Your Competitors

Nothing’s wrong with a little healthy com-
petition! In fact, it can make for great
inspiration. You most likely already know TOP PEOPLE TAGS PLACES
who your competitors are in your business. -

Look them up on Instagram to see what @ g

& pizza San diegq| X

they’re doing and get ideas of what you

may (or may not) want to emulate in some ’i‘f“fﬁQf’f"\izfafd:,, ]
way for your content. S
pizzabellasandiego
If you aren’t following your competitors 1z Beln oo
on Instagram, you may need to search for "‘Clj sandiegopizza
them. Just as you did with the hashtag -

searches, tap the magnifying glass icon on

(R newyorkwestpizza

the home page to display the Explore page. %85  New York West San Diego
Next, tap the Search field and start typing " o

. . . . @) sandiegopizzaco
either the business name, if you know it, WY sandiego Pizza co.

or a type of business or a physical location

or both. Then tap the People tab to see all | e s
accounts that match that criteria, as shown '
in Figure 18-4. Tapping any name in the £ stuoid pizza
list will take you to that Instagram Q < 5
profile.

FIGURE 18-4:

Of course, you don’t want to copy what Use the Search field and the People tab to
your competitors are doing. But seeing how look up your competitors.

their content is created, how often they post, and what hashtags they use can
give you some direction in your own strategy.

Even if your competitor posts content that you don’t find appealing or that doesn’t
generate much engagement, that information is helpful to know. You can use it as
inspiration for the types of content to avoid in your own strategy.

Get Inspiration from Local Businesses

268

Beyond looking at your direct competitors, it can be helpful to look at businesses
in your local area. These accounts may be creating quality content that showcases
your city or region. You may be able to draw inspiration from the local flare they
utilize in their content. You may also be able to find some good local hashtags to
use in your own posts based on what other local companies are using.
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If your business is local or has one or more physical locations, consider incorpo-
rating content in your Instagram strategy that highlights local or regional attrac-
tions. For example, if you own a shoe store, including content related to your local
parks, city walks, or even live events can be a great way to connect with your
target audience. It reinforces that you are part of the community and reminds
active people that they need good shoes.

Check Out Your Favorite Products

FIGURE 18-5:
Products with
appealing
Instagram posts.

Many of the brands you already know and love are likely using Instagram as well.
And if you already enjoy those products, chances are you’ll like the content they’re
sharing on Instagram too. Check out those favorite products and companies on
Instagram to get some fun inspiration for your own content.

Look for brands that are creating content regularly and that you find visually
appealing. You might find creative ways to stage your products to make them
more flattering or appealing.

Finding content that also showcases humor, education, or other entertainment
value is also helpful. Figure 18-5 shows you three examples of products in which
the companies got creative with their content to best appeal to their target
audience.

katespadeny : B, thelovebombco G 2N soonoikaita
kate spade new york : L] LA eosprodu

/

oQv HiloQav H

O Q v m 219 likes 15,679 likes
thelovebombeo You are SUPER pretty, like sunrise eosproducts The US Open begins today! Who do you
46,424 likes pretty. Remember all the beauty that is you and all think will smooth over the competition and swipe the
it . that surrounds you. @superlovetees is the bestest title? #eos #allnatural #organic #lipbalm #sweetmint
katespadeny found a little something to satisfy my most pretty mentor a girl could have ! Thanks for this #strawberrysorbet #USOpen17 itennis
sweet tooth... pic and all your love, Theresa! ew all 26 comments
® ® a A
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From small and local companies to global brands, there are many brands
using Instagram well and which can provide inspiration for your Instagram
content.

Look to Photographers

FIGURE 18-6:
Photographers
often focuson a
specific type of
photography.

Great photography performs the best on Instagram. Regardless of the value of
your message, people will scroll right past your post if you use a poor-quality
image. Improve your photography skills and find inspiration by following actual
photographers on Instagram.

Good photographers have a sense of composition, alignment, and lighting that
helps them create beautiful photographs. Finding photographers who appeal to
your style can help you see the types of photo staging that will improve your own
photography skills.

Depending on the types of objects you plan to showcase on Instagram, look for
photographers with a similar subject. For example, Figure 18-6 shows you two
photographers with a different focus, one on people and the other on objects and
landscapes.

N
4 1622 2171 1841 566 518 781
posts  followers following posts  followers following
- Message v v Message v v
britjaye Chris Tucker
Photographer Photographer
San Diego, California Image content creation including still photography,
Romantic. Adventurer. Photographer. timelapse and traditional video, cinemagraph and
Weddings + Engagements plotagraph techniques.
Follow me. www.LapseNow.com/
www.britjaye.com/
Followed by h phanieliu, i diego, d: ick + 4 5
more Email
Call Email — 2]

270 PART 6 The Part of Tens



Get Inspired by Bloggers

FIGURE 18-7:
Bloggers often
create cohesive
galleries that
appeal visually to
their audience.

Many bloggers make good use of Instagram to build their audience and to
motivate their audience to take action on the posts they’re sharing. Whether
encouraging viewers to, say, read something, follow a recipe, or fix up a DIY
project, Instagram often helps these bloggers reach their goals.

Bloggers who create beautiful content and drive engagement and interactions are
great sources of inspiration. Most of them have vibrant photos with beautiful
finished projects. Seeing how these accounts create attractive content can help
you determine how to stage and set up your own content to best appeal to your
target audience.

Most bloggers also have cohesive galleries on Instagram. Even though all of their
posts showcase a different item or project, they have a consistent style and theme.
These posts should help inspire you to create your own style and theme to keep
your content branded and cohesive. Figure 18-7 demonstrates two bloggers who
do this well.

Head dessert lover at #sugarandcloth
Named best DIY blog by Better Homes & Gardens
#sugarandclothloves | HTX

Followed by tylerjmecall, marillad, gracets + 30 more

Email

3391 257k 940 2173 55k 1090
posts followers following posts followers following
Message vQ - Message vl v
Sugar & Cloth® | Ashley Rose The Chic Series
Website Blogger

sugarandcloth.com/helping-houston-storm-update-...

& A Fit Chick's Guide to Getting Her Chic Together
4 Simple Fashion | Natural Beauty | Fitness Tips
/# CLT via NYC

|2 Mom to Isabella & Summer
thechicseries.com/lole-white-tour-montreal-recap/

~ollowed by morganize_it, thekatarinaandersson and
taylornstone

Email
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Find Big Brands That Are Being Creative

FIGURE 18-8:
Big brands get
creative on
Instagram.

A lot of big brands get creative with their Instagram content and campaigns.
Although they often have the advantage of large budgets and teams of creative
input, you can take all their hard work as inspiration for your own content.

Take a look at big brands to see how they incorporate storytelling, employee pro-
files, company updates, or product launches. When you see how massive organi-
zations are able to connect on a personal level with their audience, you can find
similar ways to reach out to your audience.

Figure 18-8 provides three examples of large companies that connect in humorous
and effective ways with their audiences.

tsa : v
Washington Dulles International Airport * by Mmschocolate

oQv H

Liked by brigeeski and 69,459 others
\ ¢ 4 oreo New Choco Chip Flavored Oreo Cookies. All the
: . comfort of horme, no oven necessary.

oQv B | | viewsi 3671 comments

therealsimonna Love it! Make sure to check

oQv H

10,912 likes
tsa This is Maggie. She's an explosives detection 4,620 likes

; Q £

You can find inspiration in how big brands not only connect with their audience
but also take time to create a strong and timely message that resonates well.

Learn from Instagram and
Marketing Experts

To stay on top of what is and is no longer working well on Instagram, we recom-
mend that you follow industry leaders in Instagram and social media marketing.
These accounts often post breaking news or Instagram tactics to help you better
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create an effective Instagram strategy. Because Instagram does release updates
regularly, having a good resource for current news and tactics is beneficial.

Industry leaders often begin implementing new tactics and features quickly, so
you can see them in use and can determine how to incorporate them in your own
content strategy.

Some of the best resources for Instagram news and updates follow:

¥ @jenns_trends
¥ @coreycwalker

¥ @smexaminer

¥ @tylerjmccall 196 207k 256

. posts followers following
¥ @suebzimmerman @

Y Message w8 -
¥ @mollymarshallmarketing
Express Your Business' Story &
business.instagram.com/blog/welcoming-1-million...

Followed by tylerjmecall, suebzimmerman,
sou‘thbaysoclalmedla + 52 more

Follow the Instagram for | = = ©
Business Account ‘-g“_'_"{ﬂ [

5 J
¥

pTeer V"{ e
fo0a ‘I

o S
As we just mentioned, Instagram is always y
updating the app and adding features. It
also does a lot to highlight companies
that use Instagram for marketing. Insta-
gram has created @instagramforbusiness,
shown in Figure 18-9, to help you better
understand Instagram as a marketing tool.

To stay abreast of the latest features and
updates, and grab inspiration from other

FIGURE 18-9:
businesses using Instagram marketing, The instagram for Business account on

follow the Instagram for Business account.  Instagram.
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Symbols and Numerics
@ symbol, 23,91, 105

+icon, 52

< (back) icon, 91, 96, 248

X (delete icon), 61, 93

3-second recording time bar (Video screen), 71

A

A/B testing, 183-185
accessing

about, 18-19

on computers, 19

conversations, 87-88

hashtag searches, 266-267

Help Center, 240-242

InstaMeet, 250-251

on mobile devices, 20

text conversations, 88-89
acknowledging LIVE followers, 158
active promotion results, 216
adding

comments, 236

emojis to bio, 28

filters, 55, 67

hashtags, 114

information to photos, 67-68

links to websites, 151

locations, 61

photos, 66-67

stickers, 149-151

text in Instagram Stories, 146-147

username tags in Instagram Stories, 146-147

AddThis (website), 208
AddToAny (website), 208
Adjust tool, 55-56
adjusting
brightness, 67
cover frame, 74-75
exposure, 67
names, 25
usernames, 24
Adobe Spark, 45, 143
Adobe Stock (website), 169
advertising
A/B testing, 183-185
about, 159, 171
captions in, 169
creating, 171-188
creating using Facebook, 173-183
creating using Instagram mobile app, 172-173
Instagram Stories, 142
measuring results of, 185-188
monitoring, 183
selecting types of, 160-164
strategies for, 164-169
alerts
checking on Android smartphones/tablets, 234
checking on iPhones/iPads, 233
for fans, 157
troubleshooting, 233-234
algorithm, 190
analytics
hashtag, 119-121
native, 215-216
third-party apps, 216-220
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analytics manager, 37

Android smartphones/tablets
accessing Help Center on, 241-242
checking notifications on, 234
checking space on, 226
deleting comments on, 93-94
Instagram and, 15-16
reading Instagram blog on, 247-248
replying to comments on, 93-94
reporting commenters from, 95
reporting problems on, 235
resolving issues on, 227

applying filters, 53-54, 66-67, 74

apps
finding missing, 227
third-party, 216-220

Arkon Mounts (website), 157

aspect ratio, 63

audience
about, 35, 139
gathering postideas, 41-48
organizing marketing goals and roles, 36-40
selecting, 165-166

back icon (<), 91, 96, 248
Badge App icon, 233
bar graph, 33
before-and-after shots, 139-140
behind-the-scenes, 141, 211
best practices, for hashtags, 115
big brands, 104-105, 272
bios
formatting, 28-29
writing, 26-31
Bitly (website), 151
block text, 147
blocking comments, 96
bloggers, 271
Boomerang app, 64, 135, 152-153
bottom menu bar (Filter screen), 53
brand voice, 37-38
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branded hashtags, 105, 126-128
brands
big, 104-105, 272
popular, 257-263
brightness, changing, 67
Brightness tool, 56
Bring Your Own Device (BYOD), 9
Buffer, 47
business web pages, viewing, 243-244

businesses, choosing names and usernames for,
22-25

BYOD (Bring Your Own Device), 9

C

call to action (CTA), 29, 169
Camera Roll, uploading from, 63-65, 135-136
campaign manager, 37
Cancel button (Photo screen), 52
Canva, 146
Canva (website), 45
captions

in advertising, 169

creating for contests, 197-198

including, 90

for photos, 59-60

for videos, 75
carousel ads, 160, 162-163, 174-178
changes, saving, 58-59
changing

brightness, 67

cover frame, 74-75

exposure, 67

names, 25

usernames, 24
Cheat Sheet (website), 3
checking

notifications on Android smartphones/tablets,
234

notifications on iPhones/iPads, 233
passwords, 228-229

space, 225-226

username, 228



choosing
ad images, 166-169
advertising types, 160-164
hashtags for contests, 195-196
how winners will be notified, 198
multiple photos, 65-66
names for businesses, 22-25
prizes for contests, 193-194
profile photos, 25-26
target audience, 165-166
usernames for businesses, 22-25
website links, 30-31
Clarendon filter, 73, 74
clarity, in ads, 168
Clear Data button, 226
clearing memory, 226
color, in ads, 167
Color tool, 57-58
commenters, reporting, 94-96
comments
adding, 236
blocking, 96
deleting, 92-94, 236
responding to, 92-94
reviewing, 91-94
sharing and, 90-91
turning on/off, 62
communities
finding, 108-111
help, 249-253
Community Guidelines, 82, 94, 95
community manager, 37
Compass icon, logging in from, 17
compatibility issues, 224
competition

monitoring your, 103-104, 121-123, 268

researching, 41-42

computers
deleting comments on, 92-93, 94
installing on, 9-13
replying to comments on, 92-93
starting on, 19

conditions, for contests, 195
connecting

to Facebook pages, 32-33

to other social networks, 204-206
contact buttons, 34
contact list, synching, 99
content, for Instagram Stories, 139-141
content calendars, 44-45
content creator, 37
content share tracking (Simply Measured), 218
contest engagement, 198-199
contests

about, 189

benefits of hosting, 189-190

executing, 199-200

following up after, 200-201

hashtags for, 126-127

planning, 192-199

rules and restrictions for, 190-192
Contrast tool, 56
conversations

resuming, 89-90

starting, 87-88
conversion tracking (Simply Measured), 218
copying and pasting links to social networks, 83
cover frame, 74-75
creating

ads, 171-188

ads using Facebook, 173-183

ads using Instagram mobile app, 172-173

block text, 147

branded hashtags, 126-128

carousel ads in Facebook Ads Manager,
174-178

content calendars, 44-45

graphics for Instagram Stories, 143-146
Instagram Stories, 133-135

photo ads in Facebook Ads Manager, 174-178
post captions for contests, 197-198

video ads in Facebook Ads Manager, 174-178
your team, 36-37

CTA (call to action), 29, 169
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D

delete icon (X), 61, 93
deleting
comments, 92-94, 236
video, 72-73
demographics, 160
deselecting photos, 65
design
advertising requirements, 164-165
contest images, 196-197
determining
brand voice, 37-38
contest length, 195
post content, 43
Dillon, Katie (travel blogger), 261-262
Direct Messages (DM)
replying to, 86-87
sending Instagram Stories using, 137-138
disabled accounts, 231
disabling filters, 55
displaying
business web pages, 243-244
followers, 106
Insights via Facebook Ads Manager, 187-188
Insights via Instagram, 185-186
DM (Direct Messages)
replying to, 86-87
sending Instagram Stories using, 137-138
drawing on Instagram Stories, 148-149

editing photos, 53-59, 67
editing tools, 55-58
emailing
hashtags, 118
resetting passwords by, 229-230
embedding
Instagram feed on websites, 209-210
photos/videos on web pages, 83-85
EmilyJoyRosen, 260
emojis, adding to bio, 28

278  Instagram For Business For Dummies

engagement, contest, 198-199

entry requirements, for contests, 194

envisioning your look, 38-40

error messages, troubleshooting, 235-237
establishing entry requirements for contests, 194

evaluating third-party scheduling and analytics
platforms, 46-48

event hashtag, 211, 212

events, 211-214

exclamation point, 92, 93

executing contests, 199-200

Explore function/page, 100-101, 265-266
exposure, changing, 67

F

face filters, 153-154

Facebook
about, 218, 219
connecting to pages, 32-33
creating ads using, 173-183
finding your friends from, 98-99
logging in from, 16, 228
sending messages on, 245
sharing on, 61, 62, 231-232

Facebook Ads Manager, 162, 166, 172, 173,
174-178,178-179, 187-188

Facebook Business Manager, 31, 243-244
Facebook Power Editor, 166, 172, 173, 179-183
Fade tool, 58
fans, alerting, 157
favorite products, 269-270
Federal Communications Commission (FCC), 191
Federal Trade Commission (FTC), 190-191
feeds, refreshing, 237
Filter screen, 53
filter thumbnail images (Filter screen), 53
filters

adding, 55, 67

applying, 53-54, 66-67, 74

disabling, 55

face, 153-154

reordering, 54



finding
communities, 108-111
inspiration, 265-273
missing apps, 227
new friends, 100-102
saved Instagram signup messages, 229
tribes, 108-111
your Facebook friends, 98-99
fixing password issues, 228-231
flash icon (Photo screen), 52
followers
about, 97, 213
allowing to share content, 208
finding communities, 108-111
finding new friends, 100-102
finding tribes, 108-111
finding your Facebook friends, 98-99
following, 106
industry, 103-105
limits to number of, 237
LIVE, 157-158
mentioning, 90-91
reciprocating, 107-108
viewing, 106
following
followers, 106
Instagram business account, 273
limiting, 237
following up, after contests, 200-201
formatting bios, 28-29
FTC (Federal Trade Commission), 190-191

G

gathering
post ideas, 41-48
user-generated content, 128
GeneralElectric, 263

Get More Profile and Website Views
objective, 161

getting started
Instagram Stories, 133-136
LIVE, 155-156

Gingham filter, 73, 74
goals

contest, 193

marketing, 36-40
Google Analytics, 30
Google Play Store, 224
Google Play wizard, 227
GoPro, 257-258

graphics, creating for Instagram Stories, 143-146

H

Hands-Free setting, 135
Hashtagify (website), 123
hashtags

about, 113

adding, 114

in ads, 169

best practices, 115

in bio, 28

branded, 105, 126-128

choosing for contests, 195-196

creating branded, 126-128

event, 211, 212

finding communities through, 108-109

industry, 103

influencer, 125

investigating, 113-121

length of, 126

number of, 116

placing, 115-116

popular, 117-118

related, 123-124, 266-267

researching, 121-125

searching, 266-267

storing, 118-119

tracking analytics for, 119-121
Heart icon, logging in from, 17
help

about, 239

communities, 249-253

Help Center, 239-244

on social media, 244-249
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Help Center, 239-244 taking, 52

Highlights tool, 58 uploading from Camera Roll, 63-65, 135-136
Hootsuite, 47 uploading multiples to one post, 65-68
HTML code, 210 industry

followers in your, 103-105
I hashtags in your, 34, 103

influencer, 212, 213

influencer hashtags, 125

Insights
viewing via Facebook Ads Manager, 187-188
viewing via Instagram, 185-186

inspiration, finding, 265-273

Iconosquare, 119-120, 121, 217-218
icons

+, 52

< (back), 91, 96, 248

Badge App, 233

Compass, 17 i '
e Instagram. See also specific topics
zxpha”;(:] t - o about, 7, 70
ash (Photo screen), Android and, 15-16
Heart, 17

creating ads using mobile app, 172-173
demographics, 160

embedding feed on websites, 209-210
icon, 210

installing, 7-20

installing on computers, 9-13

installing on iPads, 14-15

installing on iPhones, 13-14

installing on Macs, 11-13

Instagram, 210

like (white heart), 91

Person, 17

Remember, 2

social media, 207

switch cameras (Photo screen), 52
switch cameras (Video screen), 71
Technical Stuff, 2

Tip, 2, installing on native platform, 13-15
Warning, 3 installing on Windows PCs, 9-10

. X (delete), 61, 93 moving to Launch Pad, 8-9

|mag§s reinstalling, 225
adding, 66-67

viewing Insights via, 185-186

on the web, 16-18

website, 8, 16
Instagram blog, 246-248
Instagram business blog, 248-249
Instagram Community (website), 249
Instagram Direct, 86-87
Instagram Stories

about, 131-133, 143

adding links to websites, 151

adding text, 146-147

adding username tags, 146-147

advertising, 142

Boomerang app, 152-153

adding information to, 67-68
choosing for ads, 166-169
deselecting, 65

editing, 53-59, 67

editing tools, 55-58
embedding on web pages, 83-85
enriching, 59-62

for events/promotions, 213
posting, 63

profile, 25-26

reordering, 66

selecting multiple, 65-66
sending privately, 86-90
sharing, 67-68
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content for, 139-141

creating, 133-135

creating graphics for, 143-146
drawing on, 148-149

for events/promotions, 213
face filters, 153-154

getting started, 133-136

LIVE, 154-158

saving, 136-137

sending using Direct Messages (DM),
137-138

stickers, 149-151
tags, 149-151
Instagram’s API, 172
installing
on computers, 9-13
Instagram, 7-20
on iPads, 14-15
on iPhones, 13-14
on Macs, 11-13
on native platform, 13-15
troubleshooting, 223-227
on Windows PCs, 9-10
InstaMeet, 249-251
Internet resources
adding links to, 151
AddThis, 208
AddToAny, 208
Adobe Spark, 45, 143
Adobe Stock, 169
Arkon Mounts, 157
Bitly, 151
Canva, 45, 146
Cheat Sheet, 3
choosing links, 30-31
Community Guidelines, 82, 95
deleting comments on, 94
embedding Instagram feed on, 209-210
embedding photos.videos on, 83-85
Facebook Business, 243-244

Federal Communications Commission (FCC), 191
Federal Trade Commission (FTC), 190-191

Google Play wizard, 227
Hashtagify, 123
Help Center, 239
Iconosquare, 119, 218
including Instagram on your, 206-210
Instagram, 8, 16
Instagram business blog, 248
Instagram Community, 249
Instagram icon, 210
iStock, 169
Juicer, 209
linking to Instagram pages, 207
Macworld UK, 11
PicLab, 45
POWTr, 209
Rebrandly, 151
Reddit, 251
RiteTag, 123
ShareThis, 208
Simply Measured, 113, 219
SnapWidget, 209
Sprout Social, 120, 219
Tagboard, 122, 128, 195
Tailwind, 120
Topix, 252
TrackMaven, 116
Twitter, 245
Typic, 45
WordSwag, 45

iPads
accessing Help Center on, 240-241
checking notifications on, 233
checking space on, 225
deleting comments on, 92-93
finding missing apps on, 227
installing on, 14-15
reading Instagram blog on, 246-247
replying to comments on, 92-93
reporting commenters from, 95
reporting problems on, 234-235
unfreezing, 227
uploading video from, 77-78
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iPhones
accessing Help Center on, 240-241
checking notifications on, 233
checking space on, 225
deleting comments on, 92-93
finding missing apps on, 227
installing on, 13-14
reading Instagram blog on, 246-247
replying to comments on, 92-93
reporting commenters from, 95
reporting problems on, 234-235
unfreezing, 227
uploading video from, 77-78
iStock (website), 169

J

joining communities, 249-253
Juicer (website), 209

L

LaJollaMom, 261-262
Later, 47
Launch Pad, moving Instagram to, 8-9
Layout app, 65
learning, from marketing experts, 272-273
left arrow, 92
length, contest, 195
lighting, in ads, 168
like icon (white heart), 91
link shortener, 30-31
LinkedlIn, 218, 219
links
adding to websites, 151
to social networks, 83
websites to Instagram pages, 207
listening tools (Simply Measured), 218
LIVE, 154-158
local businesses, 268-269
locating
communities, 108-111
inspiration, 265-273
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missing apps, 227
new friends, 100-102
saved Instagram signup messages, 229
tribes, 108-111
your Facebook friends, 98-99
locations, adding, 61
log in, troubleshooting, 227-231
logos, 38-39
look, envisioning your, 38-40
Lux tool, 57

M

Macs

deleting comments on, 94

installing on, 11-13
Macworld UK (website), 11
Manage Filters screen, 54
marketing

about, 203

connecting to other social networks, 204-206

events, 211-214

including Instagram on your website, 206-210

incorporating Instagram into, 203-204
learning from experts, 272-273
monitoring stats, 214-220
organizing goals and roles, 36-40
printed materials, 210-211
promotions, 211-214
Mclsaac, Anne (photographer), 258
measuring advertising results, 185-188
memory, clearing, 226
mentioning followers, 90-91
Message button, 34
mobile app, creating ads using, 172-173
mobile devices, starting on, 20
modifying
brightness, 67
cover frame, 74-75
exposure, 67
names, 25
usernames, 24



monitoring
advertising, 183
competition, 121-123, 268
stats, 214-220
your competition, 103-104
mood, in ads, 167
moving Instagram to Launch Pad, 8-9

N

names, choosing for businesses, 22-25
native analytics, 215-216
native platform, installing on, 13-15
navigating profile, 33-34
Normal filter, 73, 74
Notes app, 118
notifications
checking on Android smartphones/tablets, 234
checking on iPhones/iPads, 233
for fans, 157
troubleshooting, 233-234
number of impressions, 215

(0

Offload App, 225
Open in App button, 11
opening
about, 18-19
on computers, 19
conversations, 87-88
hashtag searches, 266-267
Help Center, 240-242
InstaMeet, 250-251
on mobile devices, 20
text conversations, 88-89
organizing marketing goals and roles, 36-40

P

Painter, Lewis (games editor), 11
passwords

checking, 228-229

fixing issues with, 228-231

logging in with, 16
resetting by email, 229-230
resetting from smartphones/tablets, 230-231
people
in ads, 167
tagging, 60
People feature, 101-102
Person icon, logging in from, 17
photo ads, 160, 161-162, 174-178
Photo screen, 52
photographers, 270
photos
adding, 66-67
adding information to, 67-68
choosing for ads, 166-169
deselecting, 65
editing, 53-59, 67
editing tools, 55-58
embedding on web pages, 83-85
enriching, 59-62
for events/promotions, 213
posting, 63
profile, 25-26
reordering, 66
selecting multiple, 65-66
sending privately, 86-90
sharing, 67-68
taking, 52

uploading from Camera Roll, 63-65,
135-136

uploading multiples to one post, 65-68
PicLab (website), 45
pictures
adding, 66-67
adding information to, 67-68
choosing for ads, 166-169
deselecting, 65
editing, 53-59, 67
editing tools, 55-58
embedding on web pages, 83-85
enriching, 59-62
for events/promotions, 213
posting, 63
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pictures (continued) R
profile, 25-26
reordering, 66
selecting multiple, 65-66
sending privately, 86-90
sharing, 67-68

reach, 215

Reach People Near an Address objective, 161-162
reading Instagram blog, 246-248

Rebrandly (website), 151

reciprocating followers, 107-108

takllng(,j.SZ ¢ c Roll. 63-65 record button (Video screen), 71
up $§51q%6rom amera Rofl, 63-55, recording bar (Video screen), 71

recording videos, 70-73

uploading multiples to one post, 65-68
Reddit, 251-252

Pinterest, 218

pixelated photo, 26 refreshing
Places feature, 102 Explore page, 266
feeds, 237

placing hashtags, 115-116

planning contests, 192-199 reinstalling Instagram, 225

related hashtags, 266-267

Planoly, 47
playing video, 73 releasing Instagram of involvement, 192
pods, 110-111 Remember icon, 2
posting removing
determining content, 43 comments, 92-94, 236
gathering ideas, 41-48 video, 72-73
photos, 63 reordering
video, 75 filters, 54
Power Editor (Facebook), 166, 172, 173, photos, 66
179-183 replying, to direct messages, 86-87
POWTr (website), 209 reporting
printed materials, 210-211 commenters, 94-96
Privacy and Safety Center, 242-243 problems, 234-235
prizes, for contests, 193-194 repurposing LIVE broadcasts, 158
problems, reporting, 234-235 researching
professional profile, 21-26 competition, 41-42
profile hashtags, 121-125
about, 21 resetting
navigating, 33-34 Facebook accounts, 232-233
professional, 21-26 passwords by email, 229-230
setting up, 21-34 passwords from smartphones/tablets, 230-231
upgrades to, 31-34 resolution, for profile photo, 26
profile views, 215 resources, Internet
Promote button, 34 adding links to, 151
promotion schedule, 195 AddThis, 208
promotions, 126-127, 211-214 AddToAny, 208
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Adobe Spark, 45, 143

Adobe Stock, 169

Arkon Mounts, 157

Bitly, 151

Canva, 45, 146

Cheat Sheet, 3

choosing links, 30-31

Community Guidelines, 82, 95
deleting comments on, 94
embedding Instagram feed on, 209-210
embedding photos.videos on, 83-85
Facebook Business, 243-244

Federal Communications Commission (FCC),
191

Federal Trade Commission (FTC), 190-191
Google Play wizard, 227
Hashtagify, 123

Help Center, 239

Iconosquare, 119, 218
including Instagram on your, 206-210
Instagram, 8, 16

Instagram business blog, 248
Instagram Community, 249
Instagram icon, 210

iStock, 169

Juicer, 209

linking to Instagram pages, 207
Macworld UK, 11

PicLab, 45

POWr, 209

Rebrandly, 151

Reddit, 251

RiteTag, 123

ShareThis, 208

Simply Measured, 113, 219
SnapWidget, 209

Sprout Social, 120, 219
Tagboard, 122, 128, 195
Tailwind, 120

Topix, 252

TrackMaven, 116

Twitter, 245

Typic, 45
WordSwag, 45

responding, to comments, 92-94
resuming conversations, 89-90

reviewing comments, 91-94
RiteTag (website), 123

roles, marketing, 36-40
Rose, Ashley (blogger), 259
Rosen, Emily Joy (CEO), 260
RPMitalian, 259-260

rules and restrictions, for contests, 190-192, 195

running

ads in Power Editor, 179-183

stories ads in Facebook Ads Manager, 178-179

S

Saturation tool, 57
saving
changes, 58-59
Instagram Stories, 136-137
LIVE broadcasts, 158
Search feature, 101-102
searching hashtags, 266-267
selecting
ad images, 166-169
advertising types, 160-164

hashtags for contests, 195-196
how winners will be notified, 198

multiple photos, 65-66

names for businesses, 22-25
prizes for contests, 193-194

profile photos, 25-26
target audience, 165-166

usernames for businesses, 22-25

website links, 30-31
sending

Instagram Stories using Direct Messages (DM),

137-138

messages on Facebook, 245

photos privately, 86-90
videos privately, 86-90
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series shots, 139-140
setup, profile, 21-34
Shadows tool, 58
share buttons, 208
ShareThis (website), 208
sharing
about, 81
comments, 90-91
to Facebook, 61, 62, 82-85
guidelines for, 81-82
on other social media sites, 82-85
photos, 67-68
reporting commenters, 94-96
reviewing comments, 91-94
sending photos/videos privately, 86-90
troubleshooting, 231-233
to Tumblr, 62, 82-85
to Twitter, 61, 82-85
Sharpen tool, 58
shutter button (Photo screen), 52
Simply Measured, 113, 218-219
smartphones
filming with, 70-72
resetting passwords from, 230-231
smartphones (Android)
accessing Help Center on, 241-242
checking notifications on, 234
checking space on, 226
deleting comments on, 93-94
Instagram and, 15-16
reading Instagram blog on, 247-248
replying to comments on, 93-94
reporting commenters from, 95
reporting problems on, 235
resolving issues on, 227
SnapWidget (website), 209
social analytics tools (Simply Measured), 218
social media. See also specific social media
connecting to other, 204-206
copying and pasting links to, 83
help on, 244-249
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icons for, 207

sharing on other, 82-85
social media manager, 36
sound, video, 73
space, checking, 225-226
split-test, 184
Sponsored label, 142, 161
Sprout Social, 47, 120, 121, 219-220
starting

about, 18-19

on computers, 19

conversations, 87-88

hashtag searches, 266-267

Help Center, 240-242

InstaMeet, 250-251

on mobile devices, 20

text conversations, 88-89
stating contest goals, 193
stats, monitoring, 214-220
stickers, 149-151
stories ad, 160, 163-164, 178-179
storing hashtags, 118-119
Story video, 139
strategies, for advertising, 164-169
Structure tool, 57
Sugarandcloth, 259
suggesting users, 102
switch cameras icon

Photo screen, 52

Video screen, 71
synching contact list, 99

T

tablets
filming with, 70-72
resetting passwords from, 230-231
tablets (Android)
accessing Help Center on, 241-242
checking notifications on, 234
checking space on, 226



deleting comments on, 93-94
Instagram and, 15-16
reading Instagram blog on, 247-248
replying to comments on, 93-94
reporting commenters from, 95
reporting problems on, 235
resolving issues on, 227

Tagboard (website), 122, 128, 195

tagging
in Instagram Stories, 149-151
people, 60

Tags feature, 102

Tailwind app, 118-119, 120

taking photos, 52

talking, to your audience, 139

target audience
about, 35, 139
gathering post ideas, 41-48
organizing marketing goals and roles, 36-40
selecting, 165-166

team, assembling your, 36-37

Technical Stuff icon, 2

text conversations
adding in Instagram Stories, 146-147
starting, 88-89

The.Book.Report, 261

TheLoveBombCo, 260-261

third-party apps, for analytics, 216-220

third-party scheduling and analytics platforms,
evaluating, 46-48

3-second recording time bar (Video screen), 71
Tilt Shift tool, 58

time limit, LIVE, 156

Tip icon, 2

toggling video sound, 73

Top feature, 101

top menu bar (Filter screen), 53

Topix, 252-253

tracking analytics for hashtags, 119-121
TrackMaven (website), 116

traffic, driving with a call to action (CTA), 29

trash can, 92-93, 94
travels, 141
tribes, finding, 108-111
troubleshooting
about, 223
error messages, 235-237
installation issues, 223-227
log in, 227-231
notifications, 233-234
reporting problems, 234-235
sharing, 231-233
TSA, 262-263
Tumblr, sharing on, 62, 231-232, 248
tweeting, 245-246
Twitter
about, 218, 219
sharing on, 61, 231-232
tweeting on, 245-246
Typic (website), 45

U

UGC (user-generated content),
128, 258

unfreezing iPhones/iPads, 227
upgrades, to profiles, 31-34
uploading
from Camera Roll, 63-65
multiple photos to one post, 65-68
photos from Camera Roll, 135-136
stored video, 76
video from Camera Roll, 135-136
video from iPhones/iPads, 77-78

user-generated content (UGC),
128, 258

username tags, adding in Instagram Stories,
146-147

usernames
checking, 228
choosing for businesses, 22-25
logging in with, 16

users, suggesting, 102
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287



\'

verifying
notifications on Android smartphones/
tablets, 234

notifications on iPhones/iPads, 233
passwords, 228-229
space, 225-226
username, 228
video ads, 160, 162, 174-178
videos
about, 69
deleting, 72-73
embedding on web pages, 83-85
improving, 73-75
playing, 73
posting, 75
recording, 70-73
sending privately, 86-90
uploading, 76, 77-78, 135-136
uploading from Camera Roll, 135-136
uploading from iPhones/iPads, 77-78
viewer
Filter screen, 53
Photo screen, 52
Video screen, 71
viewing
business web pages, 243-244
followers, 106
Insights via Facebook Ads Manager, 187-188
Insights via Instagram, 185-186
Vignette tool, 58

W

Warmth tool, 57
Warningicon, 3
websites
adding links to, 151
AddThis, 208
AddToAny, 208
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Adobe Spark, 45, 143

Adobe Stock, 169

Arkon Mounts, 157

Bitly, 151

Canva, 45, 146

Cheat Sheet, 3

choosing links, 30-31

Community Guidelines, 82, 95
deleting comments on, 94
embedding Instagram feed on, 209-210
embedding photos.videos on, 83-85
Facebook Business, 243-244

Federal Communications Commission (FCC), 191
Federal Trade Commission (FTC), 190-191
Google Play wizard, 227

Hashtagify, 123

Help Center, 239

Iconosquare, 119, 218

including Instagram on your, 206-210
Instagram, 8, 16

Instagram business blog, 248
Instagram Community, 249
Instagram icon, 210

iStock, 169

Juicer, 209

linking to Instagram pages, 207
Macworld UK, 11

PicLab, 45

POWTr, 209

Rebrandly, 151

Reddit, 251

RiteTag, 123

ShareThis, 208

Simply Measured, 113, 219
SnapWidget, 209

Sprout Social, 120, 219

Tagboard, 122, 128, 195

Tailwind, 120

Topix, 252

TrackMaven, 116



Twitter, 245 wordmark logo, 38

Typic, 45 WordSwag (website), 45

WordSwag, 45 writing bios, 26-31
Windows app

accessing Help Center on, 242 X

reading Instagram blog on, 248

. X (delete icon), 61, 93
reporting commenters from, 95

Windows PCs
deleting comments on, 92-93 Y
installing on, 9-10 Yellowillow, 258
replying to comments on, 92-93 YouTube, 218, 219
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