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Introduction
With 300 million active monthly users and a feed 

that makes each piece of content the hero, Instagram
has become a marketing heavyweight. In Teen Vogue

Think Tank’s 2014 “Social Media Insights” report, they
found that among their audience Instagram leads the 

pack when it comes to building awareness and generating

engagement. They also found it is the number one 
platform that inspires purchases.1

However, the irony is that despite all of this, purchasing an 

item found on Instagram is nearly impossible without  an 

immense amount of work on the consumer’s part. With the

only live link existing on the profile page, unless your

brand is buying an Instagram ad, customers are forced to

find the item on their own. If they haven’t lost interest at

this point, they’ll likely begin searching on Google or

platforms like the Hunt instead of brands’ properties.

What’s a retailer to do? In lieu of a native 

ecommerce experience on Instagram, this guide

will provide everything you need to know to 

optimize your account for retail.

100%

0%

50%

75%

25%

Instagram Twitter

Facebook

Build 
Awareness

Pinterest

Inspire 
Transaction

YouTube

Generate 
Engagement

Tumblr

Social platforms ranked by performance  
via Teen Vogue Think Tank 

Make it easy for your customers to 
find your products, or they’ll look 
elsewhere for them.  
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Optimize
These are the best practices you 

should keep in mind when building 

and maintaining your brand’s 

account.

The Profile
A successful Instagram profile should draw people deeper into 

your brand story as they spend time clicking through photos, 

persuade users to follow your account for future content, and  

The Individual Post
A successful image should entice viewers to check out the link in 

your profile. It should also receive likes along with comments 

from people @mentioning their friends to check out the photo. 

generate link clicks in your profile

description to learn more about the

company or promotion.

Follow us and we might give  
#MoreToInspire. Shop your favorites 
here: bit.ly/1z4pjoF1.

2.

3.

1. The Hashtag
Promote the hashtag(s) you want 
people to use. Make this as simple as 
possible - preferably promoting just  
one at a time.

2. The URL
The URL should be more than just your 
site’s homepage and should be updated 
at least every couple of weeks to reflect 
your most recent content or current 
campaign.

3. The Theme
Create a theme for your account - 
whether it’s type of content or something 
as simple as just using the same filter for 
every photo. 

1. The URL
If you include a URL, remember that it won’t 
be clickable, so make sure it’s something 
extremely short and easy to type out.

         We’re loving simple black and  
white for #NYE. Shop: bit.ly/1z4pjoF

2. The Feels
No typical product photos or stock images 
here! Share photos that show your products 
or brands in an inspiring or fun light. 
Remember, all it takes is one lame photo to 
see a drop in followers. 

3. The Hashtag(s)
Knowing the right number of hashtags to 
use and which to use takes a keen social 
media savvy. Rule of thumb: never use more 
than two unless you’re being ironic. If you’re 
participating in a larger conversation, like 
#WCW (Woman Crush Wednesday) or 
#ThrowbackThursday, include the hashtag. 
On top of that, include your  
branded hashtag(s) that  
makes the most sense. 

4. The Products
Are you a company that sells items from multiple 
brands or works with influencers? Tag their 
Instagram accounts! Even better if you reach out 
to their social teams to strike up an Instagram 
cross-promotional plan.  

1.

2.

3.

@michaeline_lifestylist
4.
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Content That Converts

To be able to highlight specific 

products on our Instagram feed 

and then easily direct our 

customers to them brings our 

personalized shopping experience 

to our social media channels, 

which is something we’ve always 

hoped to accomplish.

Charlie Goyer,  
COO at St. Bernard Sports

“

We analyzed the performance of images used by commerce 

brands utilizing Chute’s Shoppable Instagram product. Through 

this, we deciphered the top traits to replicate and avoid when 

beginning to use Instagram for conversion.  

Regram
 As we’ll discuss later on, word of mouth is the most influential form 

of advertising. Your customers are sharing photos of your products                              

right now, and those images tend to perform

well in terms of CTR and conversion

rates for all our our customers. In 

fact, a user-generated image is

often the #1 performing piece

of content with a 2x CTR.

Plus, this is a great way to

show your appreciation

and share the love with

your community!

The Product Photo
Avoid posting a typical product 

photo - you know, the product-over-

white-background variety. These tend 

to perform in the bottom percentile 

of media.   

However, that doesn’t mean you can’t 

feature your products! Instead, get 

inspiration from the way consumers 

share photos of new purchases or 

product photos and stylize your 

photos to replicate that effect.

Sears got inspiration from outfit grids like an #OOTD  
mixed with the laydown photography style

Ads and Deals
You might think that 

posting about a 

promotion to Instagram 

would be too blatant of 

an ad to work on the 

platform, but you’d 

only be half-right! While images that are

obviously ads tend to perform poorly, photos

that include offers and deal promotions in the

description copy actually do really well!
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Selfies That Sell
Your earned content is the most trusted of all your content and it 

will be your most powerful source of content when it comes to 

retail marketing on Instagram. As we went over in the last 

section, we’ve also seen UGC perform particularly well when 

regrammed to a brand’s account as compared to their 

professional stock photography. How else can you use earned 

Instagram content for retail? 

In-Store
Your store is one of your greatest 

opportunities to grow word of 

mouth through visual content 

because you’re able to control the 

environment and messages. These 

images also have the likelihood of 

being the most on-brand because 

of this control. 

Promote through messaging. You may have noticed more and 

more stores are placing decals on mirrors with hashtags or placing 

signs around the store encouraging selfies and OOTDs. In this 

example, Ann Taylor has 
included signs at their
registers promoting their
#LittleBlackDressed
campaign to customers
as they made purchases.
It’s crazy to think that just

a few years ago pulling
out a camera in-store
was a huge taboo.

Use in-store displays to 

promote further contribution 

while also showing your love 

for your customers. Displays 

can be live (like this Saks one) 

or a static poster - just 

remember to get permission to 

use the images before 

publishing!
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Give customers experiences worth sharing. Craft store? Have an 

interactive DIY event every now and then where people can make a 

small craft that’s ripe for sharing. During their Maker Faire, Brit & Co. 

provided exactly this type of experience by providing craft stands 

where attendees could paint their own mini planter and add a tiny 

air plant or decorate a tote bag.  

MAC Cosmetics also creates memorable experiences for shoppers, 

like letting customers recreate romance novel covers after getting a 

makeover for the launch of their collection, “A Novel Romance.” 

Don’t forget your employees! They are on the front lines; interacting 

with your customers every day. With stores providing more 

electronic devices like smartphones to accept purchases on the floor 

instead of at tills, staff already have all the tools to be creating 

content. 

Out-of-Store
When it comes to ecommerce destinations, look to brands like Nine 

West, Ann Taylor and Victoria’s Secret PINK, which integrate UGC 

from Instagram into their retail experience. On every Nine West 

product page, customers are able to add their photos in their new 

shoes - giving potential buyers a highly trusted and organic view into 

how the product will look on them. 

MAC launches A Novel Romance line with 
romance novel photo opportunities for 
customers. 
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Outside of your brand’s website are all the social accounts you own. 

Brands like PINK and Benefit are using this media to fill their content 

on platforms ranging from Facebook to Pinterest. 

And then of course there are the platforms your customers are 

on. Reward using the proper hashtag and tagging your brand 

in the photo by leaving a comment or even just liking the 

image. Word of mouth is the single most trusted mode of 

advertising, according to Nielsen, so the power of your real 

customers is vital to driving ecommerce through Instagram.
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Learn 

Instagram & Paid
Paid is a great way to expand the reach of both your earned and 

owned Instagram media.  

Instagram Ads 101
The most obvious, and pretty expensive, option for putting paid 

behind your Instagram content is to create an Instagram ad. If you 

have an extra $1 million in your marketing budget, Instagram ads 

are actually a pretty good option.  

Instagram Ad Statistics
Currently, there aren’t a ton of 

Julie Channing,  
Director of Digital, Levi’s

Anatomy of an Instagram Ad

1.

2.
3.

3.5.

1. The Photo
Choose a photo that is or feels organic. 
If your photo looks like an ad, Instagram users will treat it like an ad and keep on 
scrolling. Instead, think about your audience and platform - what are they posting and 
liking? Who are they following? Once you have these insights, brainstorm with your 
team to pick or create your most effective image(s).  

2. The Link
Advertisers can add a link, but the link is 
pretty limited. It only opens in an in-app 
browser without a URL, which means 
people won’t be able to copy the URL to 
save, share, or visit via a computer. So 
think very very carefully about what you 
want to link to and what action you want 
people to complete. Will taking people 
straight to a shopping page really lead to 
the best ROI? Mobile shopping is growing 
- according to IBM, mobile sales were up 
27% in November and December of 2014 
vs 2013. However, these sales amounted 
to only 23% of online sales overall while 
77% came from computers.4 Look at 
creating a specific landing page for the ad 
where people can also sign up for your 
mailing list or some other action on top of 
purchasing. “ Not only were we able to reach 

a large audience with our ads on 

Instagram, but the metrics 

clearly show we engaged with 

them in a memorable and 

authentic way. We’re pleased 

with these results.3

of Instagram ad statistics publicly

available, but the results 

Instagram shared upon the

initial run of its ad program

bode well for brands. 

Retail brand Levi’s was able

to reach 7.4 million consumers

and ice cream brand Ben &

Jerry’s reached 9.8 million.2

4.

4. The Carousel
If you advertise on Youtube, you know how important those first few seconds are. If 
you don’t get people invested in 5 seconds or less, they’ll just click that “Skip Ad” 
button. To get people to swipe right on the new carousel feature, you have 
milliseconds to get them interested in your photos or narrative. Keep that in mind if 
you decide to try a carousel ad. 

3. The Copy
Make this a call-to-action and make the 
CTA measurable. 

5. The Hashtag(s)
Your photo is already getting broadcast to the entire Instagram community, so skip all 
the generic hashtags unless you’re participating in something like #TBT (throwback 
Thursday). Instead, include a hashtag that you want people to start using. Even better 
if there’s already a bit of on-brand content populating that hashtag feed.  

13



1

5 Things To Do Before Launching an Instagram Ad

Choose a photo that is or feels organic. Refer to tip 

#1 of Anatomy of an Instagram Ad on page 14.

Craft a beautiful stream. Now, you have an amazing 

image or group of images for your Instagram ad but 

what about the stream of previous images making up 

your profile? If these aren’t optimized, you are very 

likely setting yourself up for failure. You want to give 

people a reason to follow, and a beautiful stream or 

exclusive offers are the way to do it.  

 

Optimize your profile. This brings us to your profile in 

general. Set yourself up for success by tackling and 

perfecting this page before creating an Instagram ad. 

Refer back to page 3 to learn how to optimize this space.  

 

Engage your current audience. The best way to 

retain your Instagram audience is to make them feel 

invested in you. Communication is key - whether is 

commenting or liking their photos tagged with your 

brand or replying to their comments to you.  

Have a plan. Lastly, work with your team to develop a 

post-ad plan. Discuss and set goals, plan out content 

for after the ad and ways to retain your new audience.

2

3

4

5

Think Outside the Square
However, there are more ways to promote your brand through 

Instagram content than creating an Instagram ad. Below are other 

ways to use paid media to promote your Instagram account or to use 

Instagram media to improve the performance of your paid media.  

Instagram-Powered Ads. According to Laundry Service, a social 

agency, Instagram-style images as ads received an almost 3x boost in 

click-through rates compared to regular images. When retargeting or 

promoting specific items, test using Instagram-inspired images of 

your products or photos from your real customers (with permission). 

Instagram on Other Social Platforms. Take your top-performing 

Instagram photos or beautiful earned content as your promoted posts 

on other platforms like Facebook, Twitter, and Tumblr.  

Instagram Influencer Partnership. Partnering with influencers on 

Instagram allows your brand to reach a highly engaged and loyal 

audience.
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ABOUT CHUTE
Chute gives brands mastery over the world’s visual media - 

from discovering audience content and key influencers to the 

ideation, production, and amplification of compelling visuals 

through its visual marketing automation platform.

SOME BRANDS WE WORK WITH:

www.getchute.com @getchute

Conclusion
Instagram is a powerful resource for every brand but especially for 

retail ones. This is where you get to see your products in action, 

where you get to show them in their best light, and where you get 

to learn from your demographic to better market to them. Whether 

you’re thinking about how to take your account to the next level by 

tapping into paid programs or looking to launch your account on 

the right foot, it’s important to keep these best practices in mind.  
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