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Foundr Magazine’s
Guide to Building
Hundreds of
Thousands of
Followers Who
Truly Heart Your
Instagram Feed
(and Your Brand)
in Under 5
months Time.
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INTRODUCTION

THE FACT
THAT YOU
CAME
AGROSS
THIS EBOOK
IS A GOOD
INDICATOR
THAT

YOU'RE
FAIRLY

SAVVY WHEN
IT COMES

10 SOCIAL
MEDIA AND
THIS WHOLE
INTERNET
THING.



IN ANY OF o
THESE CASES, .
THE FOLLOWING

Why exactly do

GUIDE HAS jou wan t0 i

an Instagram
PI-ENTY To presence? What
are you hoping to
OI:I:ER get out of it? Do
y you have a brand
that lends itself to appealing images?
To casual online conversation?

W H ET H E R Are you willing to share content

that might not be related to your

-l-H A'l' M EA N S business? Do you have the time and

resources to spend to do it right? For

KN O W |_ E D G E example, if you were just hoping to

post an image of your product once a

BUMBS THAT oy ot o e i and g

- i ime...I wouldn't w

C NTl R E |_Y your tir%e.hAQd .tglere’ls really Eothing
wrong with deciding it's not the

3 H A N G E TH E WAY platfogrm for you. Itg not a fit

YO U 'l'H N K O F for every brand.

INSTAGRAM, cecretwith you: Istigram 5 our

A C R AS -| C O U R S E favorite social media platform, hands

down, no question. It might not be

| N TH E PLATFO R M , a hit with everyone, but it has been

for us. We started our account in

UR SUME S
ACTIONABLE TOOLS
AND TACTICS YOU
MIGHT NOT HAVE Lo
CONSIDERED. .

get ready to feel the hearts.




CHAPTER 1:

THE BEAUTY OF

INSTAGRAM

BUILDING BRAND AWARENESS AND
BRINGING MORE OF YOUR IDEAL GLIENTS
INTO THE FOLD IS A CENTRAL PART OF
ALL SUCCESSFUL BUSINESSES.




THERE ARE MANY
LIKELY REASONS WHY
INSTAGRAM IS SO

POPULAR




IT'S
OVERWHELMINGLY
MOBILE.




TS
(MOSTLY)
JUST
VISUALS.







USE THE POWER OF INSTAGRAM TO DRIVE USERS TO
YOUR SITE AND BUILD YOUR NETWORK




FOUNDR
SUGGESS

MONTHS
179,000
FOLLOWERS,
20,000 EMAIL
SUBSCRIBERS



THE GROWTH
WE HAVE SEEN
AS A RESULT OF

OUR INSTAGRAM
MARKETING PLAN IS

ASTOUNDING.

W




ITHIN A COUPLE OF WEEKS,

WE GREW FROM 0 FOLLOWERS

70 10,000. IN JUST FIVE MONTHS,

WE HAD SHARED 777 POSTS (5.18 PER
DAY) AND GAINED MORE THAN 110,000 FOLLOWERS
WHO GENERATED 1.43 MILLION LIKES (1,800 PER
POST) AND 61,000 COMMENTS (78 PER POST).

CCOUNT GROWTH

— e
/

//

Next up, we'll get into the step-by-step details of
how we made it happen.



A STRATEGY

he power of Instagram is
certainly undeniable. To put
this power to work for us
we created a strategy that
defines each aspect of our
Instagram presence.




FEED YOUR
COMMUNITY

OU KNOW
YOUR
COMMUNITY.
YOU KNOW
THEIR NEEDS,
DESIRES,
STRUGGLES
AND LANGUAGE.
YOUR
INSTAGRAM
PRESENCE IS AN
OPPORTUNITY TO DEMONSTRATE
THIS KNOWLEDGE AND FURTHER
CONNECT WITH THEM. POST
CONTENT THAT RESONATES WITH
YOUR DEFINED, IDEAL AUDIENCE.
SELECT TOPICS THAT COVER THE
WIDE RANGE OF EMOTIONS AND
IDEAS THAT YOUR PRODUCT
SUPPORTS.

If you are struggling to
come up with content

that fits the bill, put some
time into research. See
what kind of content your
competitors are posting
and whether they are
successful. Look into your
industry to discover new
perspectives and to stay
at the forefront of trends.
But don't stop there—
research your audience

as well. Don't fall into the
trap of paying too much
attention to your peers
and competitors and not
enough attention to the
larger audience. It is too
easy to slip into a message
that is inadvertently
directed at those operating
inside your industry instead
of delivering a message

to those that interact with
your industry.

In Foundr's case, our
defined audience is young
entrepreneurs. This is an
amazing, hardworking,
brilliant group that
appreciates inspirational
posts. Building a successful
business requires
dedication in the face of
often stressful and even
disappointing experiences.
It also requires a
personality that is endlessly
hungry for knowledge and
looking to grow personally
and commercially. So
Foundr Magazine presents
a mixture of practical tips
and tools, and motivational
content.



WE WANTED OUR
INSTAGRAM AGCOUNT
T0 BE SIRI“II.]ARLY




TOO MANY
CRITICS

WITH NO
CREDENTIALS
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l' Focusouvoua K

-2 GOAL. DON'

LOOK IN ANY
OTHER DIRESTION

BUT AEEAD.

found

'STOP HOLDING
YOURSELF BACK
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CONSISTENT

A CONSISTENT
POSTING SCHEDULE
BUILDS EXPECTATION
AND ANTICIPATION.
IT IS THE KEY TO

ALL SOCIAL MEDIA
GROWTH.



SWEAT EQUITY IS
THE BEST STARTUP
CAPITAL

— Mark Cuban

founcr




JUST AS IMPORTANT AS NOT LEAVING YOUR AUDIENCE DANGLING IN
THE WIND, ALSO RESIST THE URGE TO BULK POST SEVERAL
IMAGES A ONCE.

1S
LIKE A PHOTO ALBUM
YOU FLIP THROUGH.

surge of posts from one account
breaks that natural feel and gives
a vibe of advertisement. Instagram
users generally regard this type of
behavior as spammy and will unfollow
you. Instead, use what you have
learned about your audience to create a posting
A schedule that puts content into their hands at
’ just the right moments. We recommend posting
two to three times per day, or every three or
O four hours (although for what it's worth, we
generally do more like four per day). Think of
o [l [I this like planting seeds, all spaced out in a row.

™ B We have found that using a service like
JustUnfollow is the best way to stay on top
[\ of our posting schedule. The Instagram API
does not allow other services to post for you;
however, using JustUnfollow we can pre-
populate and batch several posts
at once.



IS ALSO
IMPORTANT

WHEN IT GOMES
T0 BEING
RELIABLE.

or now, there's not as much content to get lost in as we see on

Twitter, or a fussy algorithm like on Facebook, but you still need to
work to hit those sweet spots right when your followers are tapping
away at their feeds. To determine the best times to post, we use a
service called Iconosquare. This robust Instagram management tool
provides detailed analysis on a variety of aspects of our account,
including optimization.

The tool determines when our community is most engaged and
tracks our posting times; the completed analytic quickly shows us
the best time to post in contrast to our actual posting times.



Best time to post

F'he dark rounds indicates when you usually post media (repartition by hour horizontally, and by days vertically). The light grey

rounds shows when your community has been interacting. The biggest light grey rounds are the best times for you to post

I+] Your current posting habits

o Interactions from your community

OU CAN QUICKLY SEE A FEW
TAKEAWAYS FROM OUR STATS.
FOR ONE, IT'S ENCOURAGING
THAT WEEKENDS ARE MORE
OR LESS JUST AS IMPORTANT
AS WEEKDAYS.




YOU CAN ALWAYS JUST POST AND LET
VOUR PHOTOS LAND WHERE THEY WILL EITINTIR:

FOUND GREAT SUCCESS BY PROACTIVELY INVITING OUR

FOLLOWERS TO INTERACT WITH OUR CONTENT.

lew every post to your
account as an opportunity
for your followers to
engage with you. With
very few exceptions,
every single post we add
has an opportunity or
invitation for some kind of audience
interaction. We do this either in text
we overlay on top of the image, or
in the post description (or both!).
Give your fans something to do, and
watch your account spread

like wildfire.

Please, don't mistake this to mean
you should ask your followers to do
something for you every time you
post. This is important. Engagement
doesn't mean “buy our thing, “give
us your email” or “share our account
with everyone you know.” It's much
lighter than that. You're asking them
to do something that makes them
feel good, helps them to engage
with their friends, or reaffirms their
beliefs or goals. In other words,
engagement should be something
they enjoy. Most of the time, this will
be as basic as asking people to “like”
if they agree, asking them to tag a
friend to share the post or their own
thoughts about it. We frequently
will ask our followers questions
related to the post. Our posts that
contain questions drive 300% more
interaction than those without

a question.



TAG
SOMEONE
YOU KNOW
WHO WILL
BE VERY
SUCCESSFUL
foundr

TAG SOMEONE
YOU KNOW THAT IS

VERY HARD WORKING
AND WISH THEM NOTHING BUT

SUCCESS

TAG SOMEONE
YOU KNOW THAT IS

VERY HARD WORKING
AND WISH THEM NOTHING BUT

SUCCESS

IN THIS IMAGE YOU CAN SEE

HERE ARE SOME POSTS THAT HAVE REGEIVED
THE MOST COMMENTS.

ou will, however, include a

more direct call to action (CTA)

occasionally. The right balance

of value and CTA is critical. We

recommend Gary Vaynerchuk's
JJJRH strategy. This stands for “Jab, Jab,
Jab, Right Hook,” the title of Vaynerchuk’s
book on social media marketing, in
which he details how too many social
media accounts go straight for the hard
sell without building up a relationship
first. Basically, the jabs are your patient,
steady interactions with your audience,
offering them value or emotional
connection. Then periodically, you'll
deliver the “right hook,” in which you go
for a sale.

TAG
SOMEONE
YOU KNOW
WHO WILL
BE VERY
SUCCESSFUL
founck

1266 @

TAG A FRIEND
THAT MOTIVATES
YOU

Of course, one of the main ways you
will provide value to your audience is by
occasionally making a strong CTA. The
important thing is creating a CTA that
occurs naturally within the context of
Instagram and the rest of your “jabs.”
Your CTA should follow in line with the
design and approach of your most

popular posts.

We'll get into this a bit more later,
but encouraging people to engage is
absolutely one of the most important
things we do with our account.



CHAPTER 3:

THE ANATOMY OF A

10W TO PUT TOGETHER A WINNING

NSTAGRAM POST.

Posting content that compels users to do more than
simply digest but also drives each to share the post,
share their experiences, or research your company
further is crucial to explosive growth. Every element of
your Instagram post offers the ability to drive
interaction and build your network.




START WITH
IMAGERY

AS INSTAGRAM
S AN INTENSELY
VISUAL SOCIAL
MEDIA PLATFORM,

ut without a
compelling
image your
users are
unlikely to
read any
further,

much less
share the post with their
friends. Get in the habit of
evaluating each image to
see what type of emotion
it elicits: desire, hope,
pride, empathy, fear.
Depending on your field,
this could mean beautiful
places, amazing food,
scenery, fitness models, or
humorous content. Often
we'll simply use text with a
slick-looking graphic design
or typeface.

This is the time to think
outside the box and get
past the images of your
business and your product.
Sharing such images isn't
a bad idea, especially if
your product or service
is visually appealing. But
keep these images in the
minority. Posting a lot
about yourself on social
media is just like being
the person at the BBQ
who only talks about
themselves.



g TOUndrmagazine m

6 days ago

Killer quote from Gagentsteven everyone always has
an opinion. But at the end of the day you only want 1o
take advice from people that actually have the skills
and experience to back it up. Don't forget that!
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e
aware of
copyright
issues.

If you're
using
someone
else’s
images or
photos,

BUT WHAT
A COOL PICTURE, s
AND IT MATCHES omon e pmcson
THE CONTENT IN AN e e dsogeaa

a feeling or shared

INTRIGUING WAY.

example, got a ton of our

AS A Sl D E follovvers chiming in With

so true!” or tagging friends
N DTE : to illustrate a feeling they
. often talk about.

FOUNDR MAGAZINE
DOES NOT HAVE




ADD GOMPELLING AND

ENGAGING TEXT

ADDING TEXT TO OVERLAY YOUR IMAGES IS NOT A MUST,

BUT IT'S BEEN OUR STRATEGY IN MOST POSTS, AND IT'S A KILLER
WAY TO SHARE YOUR MESSAGE, IDENTIFY YOUR BRAND, AND TO INVITE
PEOPLE TO ENGAGE WITH YOUR POSTS.

[+

A DAY IN THE LIFE OF
|




A good traveler

has no fixed plans,
and ic not intent
— ) on '\M"‘.h

or starters, we make sure to include

our branding as part of our posts. Most

of the posts we make include our logo

and our website. Images are the most

shareable media, so including our logo

has built brand awareness and drives
inherent value even as our images are lifted from
Instagram and shared across other platforms.
We also include links or memorable URLs to
downloads, squeeze pages, and contests.

EVERY POST IS AN OPPORTUNITY

TO DRIVE ENGAGEMENT, BUILD YOUR
FOLLOWING, INCREASE CONVERSIONS
AND INTERACT WITH YOUR
COMMUNITY.

USE
QUESTIONS TO
ENGAGE:

In addition to

our quotes and
inspirational
messages within
the images creating
an emotional
connection, they
also will often
invite interaction.
Some of our most
successful posts
invite our followers
to respond to

a question or
challenge.



WHENI'M
A MILLIONAIRE,
I WILL

NAME ONE REASON WHY
YOU FOLLOW US

found




ET USERS TO TAG FRIENDS:

THE MAIN WAY PEOPLE CAN SHARE
ON INSTAGRAM IS BY TAGGING
FRIENDS, WHICH MEANS WRITING
A FRIEND’S HANDLE IN THE
COMMENTS SECTION, WITH OR
WITHOUT A MESSAGE.

TAG
SOMEONE
YOU KNOW
WHO WILL
BE VERY

SUCCESSFUL
foundr




THE POST

DESCRIPTION

&

< THANA

IS THE TEAM WHO CAN SEE 1T THROUGH.

—_—
-—

found

L
4 THEONLY THING MORE POWERFUL

e've found that
people really
overlook this part
of an Instagram

post. It is common for brands to
waste this area on hashtags or
nonsense content.



e offer a quick bit of wisdom or insight; something that we
know our audience will find relevant and useful. This does
not have to be a new piece of information every time; instead,
it could be a tidbit from the themes that define your business.

Here are a few ways to punch up your post
descriptions:

This one is deceptively simple.

“TAG A
DO SOM ETHlNG Tl:hliz!oEllovaIS]t.k:e. same
To DAY - principle as the challenge
" posts above. Evenl if
YOU R FUTU R ?/ri%elg]i:tgeelydsoeeesr%tto lend
SELF WILL THANK itself to a call to action,

there's often an opening
YOU FOR to tag a friend and
- LES BROWN broaden the conversation.
This post below was one
of our most successful

examples of this:

The double
whammy:

found




MOJI!

O DRAW ATTENTION TO A CTA, WE ARE NOT AFRAID
TO USE AN EMOJI OR THREE. IF YOU'RE NOT FAMILIAR
WITH EMOJIS, GET WITH THE PROGRAM!

fou
foundr

-----




(KEEP “EM IN THE COMMENTS!)

s a tool, hashtags are
extremely important. Like emojis,
they are way, way more than

a fad used by teenagers. They
provide a mechanism for viewers
to quickly navigate to topics of
interest, grouping posts together
by hyperlinked subject.



he ability to post
15-second clips of

video to Instagram is

a fairly late addition to

the service that came
about in response to the
emergence of competing
service Vine. Frankly, we've
not used it all that much,
mostly because it doesn't
match our particular content strategy,
and it's more difficult to include both
hard and soft CTAs. But we do drop the
occasional video into our feed.

It's almost always a funny
or inspiring clip from a
movie—Office Space, Wolf
of Wall Street, etc.—and it
follows the same standards
we set for image posts. We
also will post videos our
partnership accounts make
and share them, either for
free or as an exchange.

Just because Foundr

doesn't use much video,
doesn't mean there isn't
potential there. In fact, the
Forrester study points out a
particular video post by Red
Bull that racked up tens of
thousands of Instagram likes.
You can see how the strategy
we recommend applies here.
It's not a video of people
drinking Red Bull, but a video
the people at Red Bull knew
their customers would be
super into.

q redbull =

4 days 200 - O redbull.com/doublepipe

No longer @ pipe dreem - rDOULIePipe s ON! Cick the
Enk In U profile to get the full PDoublaPpe
Dréakoown

0 thomas_alex2554 harhirahmadl vetiab070 5 % I

pmx_xia_101
W MAKE [T

me_tyson_ 46
Oy sthan 46 look ot this

‘. l camaunnil
acordel keder Scodereal77

mr_athan 45
That's 50 sSiKk

1) 2866
S

gubrielfuerst
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CHAPTER 4:

TO DRIVE REVENUE

s we've
discussed, one
of the blessings
in disguise of
Instagram is
the restriction
on kinds of
content, specifically the
inability to load it up with
links. In fact, you only get
one, and it's in your bio.
That means your hard
sell, big ask, call to action
will usually involve asking
fans to go to your bio and
click that link. That can be
tough, but we've found a
reliable way to do it.

It is difficult to get viewers
to click over to your bio,
mainly because bios

have a poor reputation

of being overloaded with
self-serving content or
alternately, being barren
wastelands. Avoid this trap
by creating a quick, to-the-
point bio (150 characters
or less) followed by a
direct CTA that uses a
memorable URL.

We have used
www.foundrmag.com/go
or www.foundrmag.com/
startnow. The link should
take users to a unique
page so you can track
traffic you are generating
on Instagram. This method
s bringing in more than
30,000 visits per month to
our bio link page and 30%
of those visitors become
email subscribers.



UT IT'S NOT ENOUGH TO
JUST ASK PEOPLE TO CLICK.

TS 0 it s~ [
[I l E _— people who Aol A
AFRAID 6 "If you are willing to drcam " meses wen o
s bigger than ad ¥ yor e (e
EVERYONE ELSE. do more than you are you do. - therty
paid to do, eventually Jound: *
— AR you will be paid to do e
about " IS VMOREVALUABLE
more than you do. THAN MONEY
oD e e sprscotk 4
fail ten WVORE MONEY),
times for every BUT YOU CAN'TE
success. 8 GETMORE TIME,
Bostmmstira, N J 2IM RO
foundr,
foundr foundrmagazine

Young Entrepreneur Magazine Digtal M

e provide an insane amount of value to every viewer who
clicks the link in the bio. The dedicated URL directs users to a page that
offers two benefits—it enrolls users in a free educational course and

provides them with two PDFs packed with actionable content.

784

1Mk 87



THE
DEFINITIVE

STARTING

BUSINESS

found

SPECIAL ISSVE

THEN, WHEN IT°S TIME TO DELIVER
YOUR RIGHT HOOKS, YOU'VE GOT AN
EXTREMELY SIMPLE, MEMORABLE ASK
THAT IMMEDIATELY OFFERS YOUR USERS
SOMETHING YOU KNOW THEY WANT.
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DRIVING REVENUE ON
IS POSSIBLE

eople are
constantly asking

me if this is

really a potential

source of
revenue. There is a ton

WANTTOSTARTAN B

greater social media-

ONLINEBUSINESS? marketing world. |
am here to tell you
PRESS TEE LINK IN [
completely legit way to
QUR Bl T ACECESS drive sales. Instagram
| personally know a
number of other people
Instagram. And as you'll
see in our final chapter,
through Instagram
marketing. It is simply

> | OURFREESTEPBY | 4 B
who are driving tens of
Frank Body is on track
a myth that Instagram

- subscription sales over
b | STEPGUIDE! | ¢
thousands of dollars
to do $20 million in

the past seven months.
found in revenue through
sales this year mainly

can't be used to make

money. Don't believe
the cynics!
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OU CAN DEFINITELY

INCLUDE OTHER ASKS,

BUT DO SO SPARINGLY. FOR
EXAMPLE, WE WILL PITCH OUR
MAGAZINE SUBSCRIPTION,
INDIVIDUAL MAGAZINE
FEATURES, OR OUR PODCAST
OCCASIONALLY.
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MORE SUPER-SECRET TRICK TO GET A URL
PROMINENTLY FEATURED. WHEN YOU POST
TO INSTAGRAM, YOU HAVE AN OPTION TO
TAG YOUR LOCATION. IF A LOCATION DOESN'T
EXIST, YOU CAN CREATE A LOCATION. IF YOU
LOOK IN THE UPPER RIGHT HAND CORNER,

el




CHAPTER 5:

FOLLOWING

Now that you have your strategy in place, some great ideas for content, and a sharp
bio and valuable landing page to seal the deal, it's time to rack up some followers. Much of
this will happen organically as a result of the above steps. But there are some great ways

to push the ball forwara.






shoutout is a
post on another
Instagram account
that encourages that
account’s followers to
follow you. It is a great
way to gain access

to a larger network
and an effective

way to build more
followers. There are

a couple of possibilities for a shoutout.
It may consist of the account owner’s
image and style, but mention you in

the caption. This can be helpful, but it's
even more so if an account will allow
your image and caption posted to their
feed, even if it's temporary.

O start, find

popular accounts that
are relevant to your

field. Look for accounts
that create posts similar
to your own and are likely to
have a similar audience. Most
unpaid shoutouts are trades:
provide a shoutout in exchange
for a shoutout (s4s).

Accounts with a similar
number of followers are more
likely to agree to provide you
with a shoutout. Resist the
urge to spam random photos
with your pleas. Instead, leave
a few comments and likes or
even follow their account. Then
contact the account owner
through Instagram Direct, or

a service called Kik, to see if
they are interested in providing
you with a shoutout. Kik is an
app where most of these deals
seem to go down, as strange
as it may seem. It's just what
everyone uses.

UNPAID SHOUTOUT






GIVEAWAYS

Promoting contests or online giveaways through your Instagram account is a
great way to hit all of the most vital aspects of Instagram growth hacking at once.

@foundrmagazine / foundrmag.com \

SUBSCRIPTI
TO FOUNDR
MAGAZINE

SUBSCRIPTION GIVEAWAY ‘ ]

1. Follow @foundrmagazine
2. Like this post and tag 2 friends.
3. Leave a 5 star review for our podcast on

Tunes - www.foundrmag.com/cast



CHAPTER 6:

A LOOK

AT OTHERS
WHO ARE
NAILING THIS
INSTAGRAM
THING




SIGN IT. SHARE IT. |

#FOODREVOLUTIONDAY

jamieoliver &

Jamie Oliver Proud Dad & Chet Hit the link below &’to sign my global petition fightir

food education for e very ch id huap//www.char ge.org/jamieoliver

JAMIE OLIVER

PERSONAL BRAND

2,747 2.8m 810

JAMIE OLIVER IS AN AMAZING CELEBRITY CHEF,
RESTAURATEUR AND MEDIA PERSONALITY BEST KNOWN FOR
HIS TELEVISION SHOWS AND COOKBOOKS.

e has recently taken up the  Every post is indulgent, captivating and
H cause of food education, speaks to an audience of foodies that not
campaigning for healthier only love to create and enjoy amazing dishes
diets in school-aged children. but are also wrapped up in his story. Oliver is
Oliver's strong personal branding  consistently posting 2 to 4 times a day and at
through Instagram begins in his least every third post is a food shot.
bio link. His CTA is so compelling
because it breaks the norm. To further develop his personal brand,
Instead of asking the user to visit he includes images of friends, family, and
his personal site, he is asking for behind-the-scenes looks into his projects and

support of a global issue. sprinkles in the occasional video.



garyvee

Gary Vaynerchuk I'm an investor in Twitter, Snapcha@&Q, Tumblr, Venmo & Uber. 3X 873 74.9k 907

ittp/fyoutu.be/iGtKNiRSiE

GARY VEE

PERSONAL BRAND

GARY VAYNERCHUK IS A LARGER-THAN-LIFE PERSONALITY.

AS AN ENTREPRENEUR, INVESTOR, AUTHOR, PUBLIC SPEAKER AND
INTERNET PERSONALITY HE IS CONTINUALLY BUILDING HIS BRAND
AND HIS PRESENCE.



NATIONAL
GEOGRAPHIC

natgeo @

National Geographic Life |s

NATIONAL
GEOGRAPHIC

COMPANY PAGE

IF INSTAGRAM WERE
KNOWN FOR ONE SINGLE
COMPANY, THIS WOULD
BE THE ONE. IT IS SO
AMAZING TO SEE A HUGE
FORCE, LIKE NATGEQ,
EMBRACING THE SOCIAL
MEDIA THAT BEST SUITS
THEIR ABILITIES.

6,727

19.9m

93



NASTY GAL IS A CLOTHING RETAILER THAT FOCUSES ON SELLING
ECLECTIC WOMEN'S FASHION. THEY HAVE CREATED BRANDING
THAT IS PERFECTLY IN SYNC WITH THEIR AUDIENCE, AND THEY
PROMINENTLY DISPLAY THEIR LOGO AS THEIR

PROFILE PICTURE.

asty Gal's Instagram feed demonstrates the

power of repurposing content across several channels.
Many of their posts are taken directly from photoshoots. In
addition to repurposing content, Nasty Gal frequently posts
images of celebrities wearing Nasty Gal clothing. Acting as
miniature case studies, these “endorsements” build trust
with the audience and develop brand influence.



lornajaneactive

LORNA JANE Welcome to the home of #Activeliving - be Inspired to #MoveNourishBell 489k

LORNA JANE

COMPANY PAGE

LORNA JANE PRODUCES HIGH-QUALITY ACTIVE WEAR
SPECIFICALLY GEARED TOWARDS WOMEN THAT EMBRACGE A FIT
AND HEALTHY LIFESTYLE. WORTH NOTING IS THE PRESENCE OF THEIR
BRANDED HASHTAG, #LORNAJANE IN THE BIO SECTION. THE INCLUSION
OF THIS HASHTAGS ENCOURAGES UGC (USER GENERATED CONTENT)

WHICH ALLOWS LORNA JANE TO REPOST IMAGES FROM THEIR
COMMUNITY.
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BEST VINES

FAN PAGE

BEST VINES IS AN ACCOUNT BUILT SIMPLY TO

POST THE BEST VINES AVAILABLE. SINCE EACH VINE IS
ONLY SIX SECONDS AND INSTAGRAM'S VIDEQ MAXIMUM IS
15 SECONDS, THE TWO PLATFORMS MAKE A GREAT PAIR.

he skill comes The account has gained popularity as the

in posting videos videos have strong viral potential, especially if
that will resonate the video is interesting, amusing, or engages
with their audience, an emotion.

which can only

be developed by The KIK in the bio indicates that account is

posting tons of videos and monetized, as account holders can contact
seeing what works. Best them on Kik to place a post. Best Vines
Vines' content choices charges other Instagram accounts a fee to

are perfection. post videos to their feed.



IT'S NOT ABOUT B The sky

If you want something Swd o i Ihe S '
you've never had, then HAVINGGOOD IDEAS. isn't the limit.

you've got to do something As suoN As You IT'S ABOUT MAKING Your bL‘_licf
' . ; systcm is.
Sty IDEAS HAPBEN, o
SOMETHING,

You GET IT- A TRUE LEADER IS

CHANGE

BE PICKY ABOUT WHO ANDY WARHOL IS INEVITABLE. NOT THE ONE WITH
YOU SPEND YOUR TIME WITH. THINKGROWPROSPER
WASTED TIME IS WORSE GROWTH THE MOST FOLLOWERS,
THAHWAST EDHDNEY IS OPTIONAL. BUT ONE WHO CREATES

JOIN € MAXWEL]
PALT EVITR TR

THE MOST LEADERS.

THINK.
GROW.
PROSPER. thinkgrowprosper
. A Wealth of Wisdom -Empowering insights + mindset shifts sHelping you create a life th 827 573k 65
pxcites you & mindfullofriches@agmail.com | Get the ebook | D | -
‘‘‘‘‘‘ ) rowPre t :

THINK GROW PROSPER:

FAN PAGE

THE THINK GROW PROSPER ACCOUNT IS A PRIME
EXAMPLE OF FAN PAGE, BUSINESS RELATED ACCOUNT.
EACH QUOTE IS INCREDIBLE WHILE THE AESTHETICS AND
THEME ARE WELL DEVELOPED.

he simple posts are emphasized by complementary

Tcoor choices and descriptive captions that encourage
and generate community engagement.

The account monetizes by providing shoutouts, as

indicated by the inclusion of the company email address

in the bio link.



CHAPTER T:

FRANK BODY

WO YEARS AGO, THE OWNER OF A LOCAL COFFEE
SHOP, STEVE ROWLEY, WAS ASKED BY A REGULAR
CUSTOMER FOR COFFEE GROUNDS TO BE USED AS
AN EXFOLIATE.

illow & Blake was already using

Instagram to establish followings for other
businesses and they brought their knowledge
and best tactics to bear on the Frank Body
brand. They focused their messages to young
women and developed a personified character
that captured the voice and tone of their ideal
audience. Frank Body content is produced in
the voice of this personified character.



£

frank_bod

frank body Coffee-based skincare targeting stretch marks, psoriasis and other skin - 4,521 623k 3,005
; " pOst followers ollowing

conditions. www. frankbody.com Take my survey and win 6 months' worth of scrub e .

https//www.surveymonkey. com/r/YSBHXPT

THE INVITATION PROVIDED GUIDELINES

AND INSTRUCTIONS TO POST #THEFRANKEFFECT. THE
RESPONSE WAS AMAZING AND RESULTED IN THE BRAND
CAPTURING MORE THAN 600K FOLLOWERS.

uiding their
Instagram
strategy is a
tight focus on
creating content themes
that ensure their
Instagram page is a
cohesive representation
of all that embodies
the brand. Within those
themes, they “keep
evolving because when
you do something
different, everyone else
copies you.”

In addition to tons of user generated content and
consistent postings, Frank Body collaborated with
influencers to stretch their reach and gain a
greater audience.

As a business built on unique, ownable values

that were developed into a brand voice and
springboarded by an active community, Frank Body
is a tremendous example of the power of a well-
executed Instagram strategy.

I I } LISTEN TO THE FULL FRANK BODY INTERVIEW HERE

https://foundrmag.wistia.com/medias/2jgmofzg2c



