


Instagram Insights for Music Retailers

Ad Words, Google Analytics, Social Marketing, Internet Marketing



What We Will Cover…

• Conducted interviews with three NAMM businesses on 
Instagram marketing

1. Ecommerce + Brick and Mortar retailer
2. Brick and Mortar only retailer
3. Music Lessons and Instrument Rental business

• Their techniques on how they get results with Instagram
• How they think about content and use it regularly



Tim Spicer of Spicer’s Music



Spicer’s Music

• Ecommerce and Brick and Mortar
• Family owned and operated
• Over 15 lesson instructors
• Sponsors band camps for young musicians



Know Your Audience for the Best Engagement

• Look at conversations and what followers post
• Look at what images your followers upload
• What do they talk about?
• He shifted to boutique pedals content from this analysis



Click Through From Their Comments On Your Posts…



…Or Use Iconosquare
For Browsing Then 
Drill Down Into the 

Posts



Define A Unique Voice

• Focus on local subject matter
• Local musicians, events, first lessons for students
• The local focus helps differentiate Spicer’s from larger 
dealers





Create a Physical Identity That Translates to Instagram

• Displays around the store provide consistent branding
• Different and unique versus traditional manufacturer 
displays
• Displays have company name for added social 
branding







Make Social Images a Priority

• Always have social content on your mind
• Make time in your day for social images
• Take lots of images, spread them out over time
• Look at different angles, filters, different lighting
• Think ahead and plan out your content and messages
• Add copy in your images for impact





Show Your Personal Side

• Emphasis is on family owned store
• Most successful posts are community based
• New line at NAMM with store salesman in the image 
for the personal touch







Simple Is Better for Instagram

• Intimate works better on IG vs Facebook
• FB good for panarama shot of big drum kit
• IG better for close ups of people in the store or 
narrow subject matter





Use Promotions to Increase Engagement

• String giveaways are popular
• Use your hashtags for more reach
• Get your reps and brands involved





Tim Spicer Best Advice for Dealers

• Define what makes your store unique
• What is different about your local community?
• Build upon your unique voice
• Always think of ways to use images



Billy Cuthrell – Progressive Music Center



Progressive Music Center

• 20+ years of experience in music lessons
• Two locations: Raleigh and Wake Forest, NC
• Well known for high-quality regional summer 
music camps



Don't Force Engagement

• Be relevant - too much noise on social
• Be personal but have something to say
• You can't force two way conversation 



It's About Quality and Not Quantity

“It's not about your follower count. Are your followers 
reading your posts and coming in to the store?”
• He qualifies the quality of his content with in-person 
conversation about what he posts
• Many more read your content than respond so it's 
important to get this feedback (continue the social 
conversation in person)





Use Instagram to Keep Your Current Customers Involved

• Post about your events, specials, promotions
• Show video clips of your students practicing
• Highlight people having fun at your summer camps

“An unusual snowstorm last year took our power out so 
we posted it on IG to let people know not to come in.”







Use “Layout” to 
Upload Multiple 

Images



Billy Cuthrell Best Advice for Dealers

• Every business is different
• Know what works best for YOU across all the 
marketing platforms from Ad Words to Emails to Social
• Continue the social conversation with people in your 
store
• It's up to the business owner to figure out how 
Instagram fits into the mix



Christie Carter – Carter Vintage Guitars



Carter Vintage Guitars

• Walter Carter – guitar 
historian - has authored ten 
books on guitars
• Store focus is brick and mortar 
for high quality vintage 
instruments



Let the Images Tell the Stories

• Use a story telling approach on Facebook
• On Instagram let the images tell the story





Always Be Ready for An Opportunity

• Brad Whitford of Aerosmith and Derek St. Holmes of 
Ted Nugent Band in the store while we were talking
• You never know what you might find so be ready







It’s Social – So Be Social

• Put people in your images that feature instruments
• Reflect YOUR personality
• Non store-related content is okay





Christie Carter Best Advice for Dealers

• Have fun with it and it will show
• Put solid effort into your images
• Include copy when needed in the image itself
• Research your hashtags and use appropriately
• Make it an entertaining place to hang out and people 
will come back



A Few More Tips

• “Repost” app lets you repost user generated posts
• When you repost, use hashtags and tag the original 
user to get more engagement and reach





A Few More Tips

• Do hashtag research with 
Iconosquare
• Create lists of hashtags



A Few More Tips

• Experiment with Instagram Advertising
• Find access in your Facebook Ads Account
• Separate your Instagram ads from Facebook ads so 
you can measure just IG results



Posting From the Desktop

• Allows you to professional edit your images and ad 
copy
• Schedule your posts for later
• Hootsuite now offers Instagram scheduling
• Schedugr.am provides post and video uploads



Takeaways

• Study your audience – what makes them tick?
• Define a unique voice
• Put serious effort into your images
• Be social - add the "people" factor
• Let images tell the story
• Use desktop tools when applicable
• Experiment with ads - split test and measure



Don’t Miss The Idea Center Session at 4:00pm Today

• Split testing is the key to success
• Lookalike audiences and pixel tracking
• How to set up custom ads for remarketing

Facebook Ads on a Dollar a Day



Thank you!

(Say hello to Troy)


