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Instagram adoption rates are nearing 100 percent, but Snapchat penetration lags behind, as brands remain unsure if
the platform is right for them, according to a new report from L2.

It is too soon to judge what ROI Snapchat is having for brands since there is a lack of data available, but that has not
stopped many brands from turning to the time-sensitive platform to reach audiences in an unfiltered way. Both
Instagram and Snapchat present unique organic and paid storytelling opportunities for marketers, as the platforms
continue to be hits particularly with a younger audience.
"T he biggest opportunity available for luxury brands within Instagram and Snapchat is the 100 percent organic reach
both platforms provide," said Garett Levy, research analyst at L2, New York.
"By not participating, brands miss out on free exposure to their target audience who have actively opted-in on these
high-engagement platforms," he said. "Additionally, as full organic reach may not be available in the future, nonadopters will not have had the chance to test which content resonates best with its users, resulting in potential costly
and ineffective executions."
L2's "Intelligence Report: Instagram vs. Snapchat" looks at brands in nine sectors: beauty, beverages, watches and
jewelry, electronics, fashion, retail, travel, auto and activewear.
Engagement rates
Whereas Instagram enables luxury brands to create beautiful content in a way that mirrors classic print advertising,
Snapchat requires a different kind of messaging.
T weets made up more than three quarters of posts by brands in the fourth quarter of 2015, but the platform only
received 1 percent of interactions. T witter's verbal medium requires less human capital than its more visual peers
and makes it easier for brands to pump out a lot of content in the hopes of breaking through crowded feeds.
Despite Instagram posts only making up 10 percent of total posts in the same timeframe, it generated 87 percent of
interactions, continuing its reputation as the platform with the most engaged audience.

Chanel Instagram at launch
At the end of 2015, Snapchat only made up 2 percent of posts, largely due to the many brands that are avoiding
adoption, perhaps due to a fear of being perceived as uncool on the mostly millennial platform. In certain
categories, including automotive, watches and jewelry and travel, adoption rates for Snapchat are at 25 percent or
less.
Snapchat makes it more difficult for users to find their favorite brands, as it lacks a search function and verified
accounts. Consumers therefore have to know the brand's handle to follow it.
T hose brands that are on Snapchat post 26 pieces of content a week on average, but they only post around twice a
week, sending out bursts of content surrounding special events. On the other hand, brand Instagram users are active
five days a week, posting more regularly to the platform.
Only about 70 percent of Snapchat brand users were found to be active during a one-month period, compared to
Instagram's near 100 percent activity rate. T his further demonstrates the sporadic strategy and commitment of most
brands on the platform.
For instance, Jaeger-LeCoultre, Hublot and IWC Schaffhausen all took to Snapchat to document SIHH in January,
resulting in a spike in number of posts, but the brands' Snapchat accounts were silent immediately after.
For now, Facebook remains the social platform where consumers spend the most time, averaging 25.7 hours a
month just on mobile. Instagram's seven hours per month and Snapchat's six beat out T witter and T umblr for time
spent in app.

Bloomingdale's Snapchat filter
While Snapchat's engagement rates are unknown, consumers watch 8 billion videos on the platform daily, a
milestone that its competitor Instagram has not yet reached. Video is only 6 to 14 percent of content on Instagram,
depending on the sector, whereas video makes up more than 50 percent of Snapchat posts.
T his could be partly due to the budget and human capital needed to produce for Instagram, where there is more of
an expectation of polished content. Video is shown to be a bigger priority for Instagram, particularly for
advertisements, as it has expanded its maximum footage length from 15 seconds to a minute.
User-generated content, now a staple of many brand's Instagram strategies, has not yet reached Snapchat. T he
platform does not offer reposting capabilities, making it more difficult for brands to share fans' branded content.

Four Seasons' Instagram blends brand and user-generated content

T his represents a missed opportunity, as 65 percent of Snapchat's users post their own content daily, compared to
Instagram's 20 percent of daily posters.
Whereas Instagram is a place for branded posts surrounding products, lifestyle and UGC, Snapchat is used by
brands to share a more diverse array of content.
Pay to play
Instagram is rolling out an algorithmic newsfeed, which may make it slightly more difficult to be noticed by their
followers. According to the report, those who have been using it as a solely organic marketing tool may want to
consider spending some money for increased exposure.
L2 additionally suggests taking advantage of Instagram's organic reach while it lasts, experimenting with different
content formats to see what gets engagement.
Since debuting its ad capabilities in 2013 with a handful of brands, Instagram has been growing the number of ads
featured on its platform. Instagram's targeting capabilities are enhanced with help from parent company Facebook,
enabling brands to retarget users across the social media platforms.
Within the Instagram advertisements from brands studied by L2, 59 percent percent used a single photo, while
carousel ads made up 22 percent of efforts.

Jaguar ad
In an effort to allow for direct commerce through its ads, Instagram has rolled out buttons, which can include a call
to action and a link to a landing page. According to brands that have used a buy button, it has not driven much sales
increase, which may point to the platform's most effective use as an awareness driver.
Snapchat's advertising options, all of which are pay per view, include live stories, placement within media Discover
channels and lenses. Burberry recently became the first luxury label to have a branded channel in Discover, using

the placement to promote its Mr. Burberry cologne release.
German automaker BMW joined the instant gratification app world by sponsoring CNN's daily news updates in the
Discover feature on Snapchat.
CNN delivered a new Discover edition which will publish five or more global news stories every 24 hours, and BMW
ran video ads between the stories for its i3 vehicle. T he stereotypically young audience of Snapchat was likely
intrigued to discover more from the advertising presence of the environmentally conscious BMW i3 within the latest
feature of the app (see story).
Instagram's lack of links led to alternatives for commerce, such as Like2Buy. While these involve multiple clicks to
get to a product page, they are still less clunky than Snapchat's solutions, which have involved typing an address in a
snap caption, requiring consumers to remember it as they switch to their browser.
Snapchat is trying to increase the targeting opportunities for marketers through an API, which would allow for
programmatic buys.
Other changes are in the works for both platforms.
Snapchat's 2.0 update changes things for marketers, as content can now appear without the need to click, opening
opportunities to get in front of users while making it more important than ever that brands not post too much.
Snapchat 2.0 opens the door for marketers to create a very personal connection to consumers as users in the past
had to choose to view a brand's content, something the new autoplay feature update eliminates. Since users now
have a streamlined feed of all the stories from others they follow on Snapchat, brands are in danger of coming
across as intrusive if they are not meticulous in sharing a smaller amount of content that is more valuable (see
story).
"Brands should consider the platforms' respective strengths to maximize engagement," Mr. Levy said. "Instagram is
an aspirational platform where brands inject much more veneer and artisanship into content, as similarly seen in
print and television.
"On the other hand, Snapchat should be seen as a messaging platform that allows brands to be engaged in a causal
conversation with their consumers," he said. "However, as Snapchat posts are seen as much more authentic, brands,
especially in the luxury space, need to figure out how an unfiltered look should be presented that doesn't stray too
far from their core values ."
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