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3 Reasons Why Instagram 

Social Media Campaigns Are a 

Waste of Time 
By Brad Smith 

 

Every 12 months there’s a new 
shiny object the media raves 

about, and businesses waste 

millions of dollars in both hard 

and soft costs.  

Two years ago it was Pinterest. 

The last 12 months it was 

Instagram. The next few months 

it’ll be Snapchat or some other 

nascent technology. 

Do these things sometimes work 

(as we’ll explore here)? Yes. Does 

getting in “on the ground floor” 

and building up a presence with 

early adopters in the face of low 

competition work? Undoubtedly, 

yes.  

But with the potential for huge 

rewards comes even greater risk.  

And most times, in most cases, for 

most companies, it’s the wrong 

bet. 

Here are 3 reasons why most 

Instagram social media 

campaigns are a waste of time. 

 

Reason #1. It’s Costs Too 

Much (Relative to the 

Rewards) 

Most forms of social media 

marketing barely deliver a strong 

ROI. Because you can’t sell with 

social media. 

But let’s assume for a minute that 

you can. What would be the 

FIRST one to invest in? 

Maybe LinkedIn if you’re a 

business. Or probably Facebook 

for consumers. (Either could be 

correct depending on your 

business).  

Now how many people said 

Google+? Probably none. Because 

people treat it like a joke, right?!  

For the majority of companies, 

Google+ will have a MUCH bigger 

impact on your business than 

Instagram will.  

Why? 

Because it ties into both YouTube 

and Google search. Search is by 

FAR the most profitable channel, 

and Google+ ties into the TWO 

LARGEST search engines. 

(And that doesn’t even take into 

account YouTube’s further 

potential for growth as it invades 

every single home over the next 

3-5 years through internet-

enabled TV’s.) 

So here’s why I say that… 

Social is rooted in serendipity. 

While search is based on intent.  

People login to Facebook (or 

check-out Instagram) to see how 

their family is doing, what their 

friends are up to, and stalk exes. 

They DON’T (usually) pull up 

their News Feed to see how 

interest rates have moved, or 

which dealerships have sales.  

Because for those things — and 

most other information or 

commercial-based queries – they 

go to Google. And they click on 

the organic rankings or paid ads. 

And then they purchase your 

product (the one they just 

searched for) or they sign-up to 

hear more about your services 

(the same ones they were looking 

for).  

Reason #2. There’s Typically 

No “Fit” 

One of the most common reasons 

for low website conversions is 

because the wrong person is 

receiving the wrong message at 

the wrong time. 

The only companies that should be 

on Instagram are companies that 

sell (a) trendy, visual 

products/services to (b) a young, 

tech-savvy demographic.  

Mod Owl kills it on Instagram 

because it’s a match made in 

http://codelessinteractive.com/social-media-sales/
http://codelessinteractive.com/social-media-sales/
http://codelessinteractive.com/google-plus-for-business
http://codelessinteractive.com/website-conversions
http://modowl.com/
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heaven (audience + channel + 

product). 

But chances are, your company 

falls short in one of those three 

key areas. The most important of 

which, audience, should be 

obvious if you’ve done your 

research.  

If you’re selling LA-inspired, 

bohemian clothing to twenty and 

thirty-something, trendy Southern 

Californian women with 

disposable income, like Mod Owl, 

then Instagram is a perfect choice 

(as attested by my wife’s bank 

statements).  

If your demographic is young 

women from Generations X & Y, 

and you have an emotionally-

charged, visual product or service 

– say, weddings or event planning 

– then Pinterest is your best bet. 

We (Codeless) will probably 

never have a Facebook page. Even 

though we’ve taken client pages 

from under 1,000 to over 20,000 

fans (organically — without 

advertising) while also generating 

five-figures a month. And even 

though we’ve also spent 

thousands and thousands of 

dollars on Facebook ads to drive 

product sales for different 

consumer-oriented companies.  

But for our company, for the 

services we sell, and for the 

audience we’re after, it’s not a 

great fit.  

At least, it’s not a better fit than 

some other promotional 

channels… which brings us to our 

last point.  

Reason #3. Huge Growth 

Comes from Playing to Your 

Strengths & Embracing 

Constraints 

We probably won’t spend any 

money on Facebook 

marketing/advertising for our 

business in the next 12-18 

months. 

But that doesn’t mean we’re not 

going to spend big in other areas.  

Recently my partner and I sat 

down to discuss ALL of the 

possible areas for business 

development. Everything from 

old-fashioned networking to 

LinkedIn advertising to flying 

around and sponsoring events.  

Like most small business owners, 

we’re a bootstrapped company 

that has to invest in growth 

through cash flow. We can’t dip 

into savings (because we have 

families to support) and we most 

likely can’t get a loan (because 

service companies don’t have 

assets to borrow against). 

For those reasons, we can’t invest 

in every channel. We have 

constraints. So we needed to 

prioritize and come up with some 

rules.  

That means the channels and 

strategies we invest need to (a) 

convert well, as opposed to other 

“brand” related promotional 

activities, (b) have high growth 

and ROI potential over time, and 

(c) will scale effectively for a small 

team.  

We started looking back at all of 

the various methods, and we kept 

coming back to what we’re good 

at – content marketing, SEO and 

other forms of inbound marketing. 

So we decided to double down by 

investing in HubSpot — which is 

not cheap.  

But we’re super excited to start 

rolling out some new stuff on it 

because by playing to our 

strengths and investing 100% into 

it (instead of 15% here and 20% 

there), we’re going to see 

exponential growth (probably 

doubling revenue — again) in the 

next 12 months.  

The Point Is… (Yes I’m 

Getting to One): 

Tactical decisions (i.e. the 

channels you invest in) need to be 

founded on a good strategy (i.e. 

the audience you’re after and how 

you’re going to use it) and based 

on good business objectives (i.e. 

cost vs. benefit, your business 

model, and long-term brand 

positioning). 

It really doesn’t matter what the 

latest shiny object is, or which 

faux social media philosopher in 

Forbes says otherwise.  

Because the essence of true 

marketing has not changed AT 

ALL over the last 50-100 years. 

Sure, consumer behaviour has 

evolved and the tools might 

change. 

But the classics – from Drucker to 

Kotler to the 4-P’s – still apply.  

A new Instagram social media 

campaign may, or may not, be a 

good idea for your company. It 

depends.  

And it all starts with going back 

through your customer research 

and business strategy first.  

© Copyright, Brad Smith 
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© Copyright 2015, Bizezia Limited, All 

Rights Reserved 

  

This article appeared in Better 

Business Focus, published by Bizezia 

Limited ("the publisher"). It is 

protected by copyright law and 

reproduction in whole or in part 

without the publisher’s written 

permission is strictly prohibited. The 

publisher may be contacted at 

info@bizezia.com (+44 (0)1444 

884220). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss 

howsoever occurring as a 

consequence of any action which you 

take, or action which you choose not 

to take, as a result of this article or 

any view expressed herein.  

 

Whilst it is believed that the 

information contained in this 

publication is correct at the time of 

publication, it is not a substitute for 

obtaining specific professional advice 

and no representation or warranty, 

expressed or implied, is made as to its 

accuracy or completeness. Any 

hyperlinks in the article were correct 

at the time this article was published 

but may have changed since then. 

Likewise, later technology may 

supersede any which are specified in 

the article. 

  

The information is relevant primarily 

within the United Kingdom but may 

have application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in 

accordance with English Law. 
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