
The Ins and Outs of Instagram: 
Advertising on Today’s Hottest Social Network

Over the course of a one-hour webinar, thousands of attendees 
experienced a collective Instagram IQ surge! AdParlor co-hosted the 
latest Adweek webinar, which focused on the best ways to get results 
from Instagram advertising.

Patrick Workman, Instagram’s brand development lead, teamed with 
Paul Van Winssen, AdParlor’s director of operations and client services, 
to provide expert opinions and real-world examples of brands seeing 
incredible, measurable results with Instagram campaigns. 

If you’d like to hear a recorded version of the webinar, just click here. 

In the meantime, here are a dozen, fresh-baked takeaways from the 
presentation—feel free to share with your colleagues!
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In less than five years, the platform has grown to more than 400 million users worldwide, with excellent 
engagement. Forward-looking brands have been able to capitalize by joining and becoming active 
members of the Instagram community.

Based on Instagram statistics, 61% of U.S. Millennials ages 18-24 use Instagram an average of 
seven times per day! As for maturing Millennials—adults 25-34—Instagram reports that 35% of this 
audience checks Instagram five times per day.

Instagram has seen massive growth

Millennials love, love, love Instagram

According to Nielsen, one of every five mobile minutes is spent on Facebook and Instagram, 
representing more time spent than the next 10 mobile platforms combined. What are they doing with 
all of that time? Instagram visitors post over 80 million photos each day, and Like another 3.5 billion! 

3 Facebook + Instagram = Mobile Powerhouse
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A study by Crowd DNA found that teens and young adults check Instagram all day long. “Instagram is 
where you come for snackable bites of inspiration,” Patrick said. “Instagram transports you to someplace 
else.” It’s become a visual diary where users share the moments that make up their lives, from the 
everyday to the life changing. Instagram calls it “a visual pulse on the world”. 
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The Instagram community welcomes content that brands share. Based on a survey of Millennials in 12 
countries, 63% use Instagram to learn about products and services, and 74% take action after being 
inspired by a post. That can range from a site visit to making a purchase, or sharing content with a 
friend. “We’ve made ad formats an impactful way for brands to connect with people,” Patrick said.
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A staggering 97% of Instagram campaigns generated significant lift in ad recall—an average of 
17%, in fact. That equated to an ad recall that was nearly three-times the Nielsen average.
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There’s a solid user pipeline  

It’s not just personal  

The numbers don’t lie

Branding within the image drives results. “Branding doesn’t mean 
your logo has to be in every image,” Patrick said. “It means you’ve 
thought about who your brand is, and what it stands for.” In the 
case of a McDonald’s campaign in Australia, imagery included 
subtle elements of branding and product—in some cases, using 
only McDonald’s red and yellow color palette. McDonald’s saw a 
47% lift in recall with this campaign.

7 Branding is critical
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Be sure to have an articulated goal and build campaigns that ladder up 
to it. Target hits the bull’s eye in that regard. “From writing messages in 
candy to integrating sketches with everyday things…everything Target 
posts has an interrupting element,” Patrick said.  

8 Refine your concept

Instagram is an imagery-focused platform, so if the pictures don’t stand out, the campaign won’t be 
successful. And there are even higher expectations for brands! “This doesn’t mean you have to triple 
your production budget for creative, but it does mean you have to put thought into what you’re 
sharing,” Patrick said. “Little details, like lighting, framing and balance really matter.” 

Images are everything9
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Putting It All Into Focus
With its massive—and growing—user base, Instagram 
is undeniably the next crucial social media channel for 
advertisers. In the coming months, more and more 
companies will start to understand its value for awareness, 
brand development and direct response campaigns. 

This webinar yielded a lot of attendee questions—more 
than 200, in fact. We’ll refine the list and get answers 
from Instagram’s operations team, so look for a follow-up 
email from us next week.

In the meantime, if you need help planning your next 
(or first) campaign, drop us a call or email. 

Sure, big brands have lots of money to throw at campaigns, but Instagram success stories aren’t limited 
to the Fortune 500. “VarageSale is, essentially, a virtual garage sale,” AdParlor’s Paul Van Winssen 
said. “VarageSale wanted to use Instagram to grow its user base, and it did so by using a mobile app 
install campaign.” The company leveraged Facebook’s geo-targeting capabilities to send ads to specific 
Instagram users in certain communities and saw great results from its campaign.

10 You don’t need to be big to be successful 

AdParlor worked with a major sports channel to drive audiences to a new TV show. Running a 
precisely timed campaign, men 18-34 saw Instagram video ads promoting the late-night program. 
“We drove very low costs-per-view, a high number of video view completions and more than three 
million views overall,” Paul said.

11 Instagram for cross-media promotion

An awareness campaign with an athletic wear company yielded buzz, low CPM and high click-through 
rates for a new shoe tied to a sports celebrity. “We were able to pair Facebook’s demographic targeting…in 
areas where the company was opening up shoe inventory,” Paul said. The campaign targeted women 
18-44, as well as running and healthy living interests to drive visits to the client’s website.

12 Meeting your goals through targeting
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