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PRESENTATION OVERVIEW



WHAT IS RAPJAB?



BRILLIANT, BEAUTIFUL BRANDING. 

Dedicated to the art of engagement, RAPJAB is a full-service marketing agency headquartered 

in New Orleans, Louisiana. Since 2012, RAPJAB has supported over 100 client-partners by 

specializing in Integrated Advertising Campaigns, Print / Video Production, Social Media 

Foundation and Implementation, Web and App Development, Event Planning and Marketing, 

Public Relations, Search Engine Optimization, Competition Analysis, and E-Commerce.

INTRODUCTION



THIRSTY STUDENTS, VORACIOUS READERS, CONSTANT SEEKERS. 

RAPJAB was instrumental in Parkway Bakery and Tavern recently being awarded “Best Po’ 

Boy in Louisiana” in USA Today’s 10Best Readers’ Choice competition and is proud to be Le 

Petit Théâtre du Vieux Carré’s – New Orleans’ most historic playhouse – marketing partner. 

RAPJAB added 12 new clients in the past year, including projects for Friday’s International. 

While digital strategy is integral to RAPJAB’s own advertising efforts, word-of-mouth referrals 

continue to be RAPJAB's most effective marketing tool. 

INTRODUCTION



SMALL BUSINESS ON THE RISE. 

Located in the Propeller building in the Broadmoor neighborhood of New Orleans, RAPJAB 

has strategically expanded as a local NOLA business over the past four years. At the end of 

2012, the RAPJAB team was 2 strong; today the team has 6 full time employees, which now 

includes Daniela Capistrano, founder of DCAP Media LLC and former MTV Networks 

producer. Through her work as Communications Strategist, Capistrano is now advising and 

executing on data-driven client projects and RAPJAB’s own branding and digital strategy.

INTRODUCTION



PEOPLE CONNECT TO PEOPLE, NOT COMPANIES. 

It's not enough to "do marketing." RAPJAB quickens pulses, tug heartstrings, forge 

relationships, and make impressions. Sure, we design logos, build brands, manage social media, 

compose copy, manage public relations, design websites, and plan events—but these are all 

means, not ends. We strive for engagement.

INTRODUCTION



INSTAGRAM FOR BUSINESS



RAPJAB’S DEFINITION 

Instagram for Business is the methodologies and processes designed and practiced 

through the Instagram platform to meet business goals (typically engagement & revenue). 

There are parallels with Instagram for Nonprofits (another talk for another time).

INSTAGRAM FOR BUSINESS



IT ISN’T SIMPLY “USING INSTAGRAM TO MAKE MONEY.” 

For most businesses and brands, Instagram for Business is a long game that requires an 

investment of time, resources, and a social advertising budget as part of a comprehensive 

content marketing plan (digital and print).  

Ultimately, you should define what Instagram for Business is for your business through 

goal-setting, content creation and management, competitor analysis, and measuring and 

analyzing outcomes.  

Instagram for Business is both predictive and experimental–there isn’t one solution that 

will work for everyone, but there are some practices recognized by all industries as 

essential to meeting goals. 

INSTAGRAM FOR BUSINESS



SNAP SHOT OF INSTAGRAM





INSTAGRAM SNAPSHOT



INSTAGRAM SNAPSHOT



POINTS OF ENTRY: 3 EXAMPLES



#1 INSTAGRAM STARS



• They were “discovered” on Instagram (typically didn’t have a 

profitable brand prior to being on Instagram). 

• Most of their income is generated through (either in the 

beginning or ongoing) Instagram, with related deals coming 

out of Instagram partnerships offline and online. 

• Their engagement and revenue would be deeply affected if 

they were to stop being active on Instagram. 

• They likely wouldn’t have a successful & profitable brand if 

they hadn’t started using Instagram in the first place.

IG STARS: DISTINGUISHING FACTORS



IG STAR: @BADDIEWINKLE

87 year old Winkle has a built a controversial 

brand that rakes in cash with every click of the 

like button. 

Her flashy posts earn roughly 70,000 likes on 

average and she can make up to $5,000 per paid 

post. 

Baddie Winkle apparel is sold at Kitson 

boutiques, with Winkle getting a 15% cut. It’s 

just one smart move in a string of business-

savvy deals the former factory worker has made. 

She has been at it for less than three years.

NEVER TOO OLD TO BUILD A BRAND.



IG STAR: @BADDIEWINKLE

“My hope for the future is to continue doing what I 
am doing now. I want to help inspire the world to 

not stay in the box that everyone wants to put older 
people in. Why should we have to be a certain way 
because society thinks we should be a certain way. 

I just do me and I think I do it pretty well.” 
–Baddie Winkle, thefourohfive.com (2015)

http://thefourohfive.com


IG STAR: @BADDIEWINKLE

"It shocks me how much 
people love me, but the 
thing is I love my fans as 
much as they love me. 

They give me energy and 
motivation," she told the 

Daily News. 



1.   Sponsorships from companies and product promotion 

Danielle Bernstein, of @weworewhat, told Harper’s Bazaar in 

May of 2015 that she usually charges between $5 thousand 

and $15 thousand for a single branded Instagram post. At the 

time, she had 992,000 followers, but thought she could raise 

her fees significantly once she passed the one-million-

follower mark (which she now has). 

IG STARS: HOW TO GENERATE INCOME FROM IG



2.  Branded content partnerships 

Promoted content on Instagram that extends to other social 

channels/places on the web and offline (ex: YouTube 

channel, in-store appearances, television & film cameos, etc.)

IG STARS: HOW TO GENERATE INCOME FROM IG



3. Leveraging their social capital to sell their own branded 

merchandise 

Dash Hudson, an agency that connects brands with Instagram 

influencers, usually doesn’t choose accounts that have fewer 

than 10 thousand followers. The Mobile Media Lab, a 

company that similarly pairs brands and influencers, also puts 

the bar at 10 thousand.

IG STARS: HOW TO GENERATE INCOME FROM IG



Do’s: 

Take time to listen to what people are saying about your brand. 

Explore partnerships – even ones that may seem unorthodox. 

Connect with influencers and cultivate brand ambassadors. 

Don’ts: 

Overlook potential audiences / consumer segments. 

Let fear of failure keep you from trying new things. 

Forget to have fun. 

YOUR BRAND’S STORY HAS VALUE.

WHAT SMALL BUSINESSES CAN LEARN FROM  
@BADDIEWINKLE & OTHER IG STARS



#2 ESTABLISHED BRANDS



ESTABLISHED BRANDS: DISTINGUISHING FACTORS

• Already profitable/successful before joining Instagram, but 

recognized the platform as being critical to remaining relevant 

and connected with their audience. 

• Leverage their existing popularity/fame to rapidly gain 

followers on Instagram. 

• Typically post frequently and use a personal, ”off the cuff” style 

so that their followers feel like part of their friend group/

personally connected to them (behind-the-scenes, exclusive 

content, etc.). 

• If they left Instagram, they would still be a profitable business / 

brand (but likely won’t do that due to all the benefits of being 

on Instagram). 



ESTABLISHED BRAND (INDIVIDUAL): @DJKHALED

• Body Level One 

• Body Level Two 

• Body Level Three 

• Body Level Four 

• Body Level Five

Khaled (now 40) was born in New Orleans, Louisiana, to 

Palestinian parents who had immigrated to the United 

States.  

Khaled has been a working musician and public figure 

since 1998 (radio producer and personality, DJ and record 

label executive, etc.) - definitely wasn’t “discovered” 

through Instagram. 

Released his own debut album in 2006 and is preparing to 

release his 9th studio album Major Key (dropping July 29).

INSTAGRAM POWERS ESTABLISHED BRANDS



ESTABLISHED BRAND (INDIVIDUAL): @DJKHALED

• Body Level One 

• Body Level Two 

• Body Level Three 

• Body Level Four 

• Body Level Five

The “Major Key” album's title and themes originate from 

Khaled's profile in social media. In late 2015, Khaled 

became highly popular on Snapchat, sharing his advice 

that he calls his "keys to success,” utilizing the 'key' emoji 

as a symbol of his knowledge. He shared related content 

across his social channels, including Instagram, frequently 

using the #major🔑 and #MajorKeys hashtag. 

Has over 3 million Instagram followers.

INSTAGRAM POWERS ESTABLISHED BRANDS



1. Sponsorships from companies and product promotion. 

2. Promoting their own products and services (selling 

directly through Instagram). 

3. Branded content partnerships that are promoted on 

Instagram but extend to other social channels/places on 

the web and offline.

ESTABLISHED BRANDS: HOW TO GENERATE INCOME FROM IG



Do’s: 

See what your competitors are doing on Instagram and learn from 

their successes and failures. 

Stay on top of social media conversations where your brand can add 

value / insight. 

Don’ts: 

Assume that being on Instagram would be “over saturation.” 

Use the excuse of “not having enough time” to keep you from 

growing your brand on Instagram.

YOU ARE NEVER “TOO BIG” OR “NOT A GOOD FIT” 
FOR INSTAGRAM.

WHAT SMALL BUSINESSES CAN LEARN FROM @DJKHALED  
AND OTHER ESTABLISHED BRANDS



#3 SMALL BUSINESSES



• Already a profitable / operating business for a year or 

more prior to creating their Instagram account. 

• Doesn’t usually rely strictly on Instagram advertising to 

reach existing and potential customers, but include it as 

part of comprehensive print & digital campaigns. 

• Discovered that Instagram does help meet revenue and 

engagement goals and takes steps to quantify successes in 

order to replicate or improve upon them. 

• Typically experiments with different strategies for 

engagement as part of a broader content marketing plan.

SMALL BUSINESS: DISTINGUISHING FACTORS



SMALL BUSINESS: @PARKWAYPOORBOYS

• Body Level One 

• Body Level Two 

• Body Level Three 

• Body Level Four 

• Body Level Five

Parkway has been a local business in New Orleans since 1911. Jay 

Nix purchased the building and the brand in 1995 and reopened 

Parkway in 2003 as a family run business. Parkway Instagram 

@parkwaypoorboys account was created in November 2012. 

Parkway partnered with RAPJAB on digital strategy and social 

marketing in 2014. 

Parkway hit 6,000 Instagram followers in July of 2016. 

100+ YEAR OLD SMALL BUSINESSES ARE THRIVING 
ON INSTAGRAM



SMALL BUSINESS: @PARKWAYPOORBOYS

• Body Level One 

• Body Level Two 

• Body Level Three 

• Body Level Four 

• Body Level Five

#PARKWAYFORPOORBOYS IS ACTIVE WHEREVER CUSTOMERS ARE ACTIVE (INCLUDING INSTAGRAM)



1. Promoting products, special deals, incentives/contests/

sweepstakes, and services. 

2. Selling goods & services directly through Instagram 

(Instagram ads linking out to online purchases). 

3. Content partnerships with other brands on Instagram. 

4. Goodwill and word-of-mouth endorsements by 

customers on Instagram that help drive profitability (in 

tangible and intangible ways).

SMALL BUSINESS: HOW TO GENERATE INCOME FROM IG



Do’s: 

Share UGC (user/fan generated content) that you find on Instagram and across the social web 

Be expressive: develop a personality/tone/style with compelling content, copy and emoji (where appropriate). 

Create and consistently use branded hashtags so people can easily find your content (and leverage existing hashtags). 

Stay on brand. 

Don’ts: 

Post inconsistently. 

Ignore follower feedback. 

Forget to add at least 11 relevant hashtags to each post. 

Confuse followers with conflicting brand messaging.

NO MATTER WHAT YOUR PRODUCT, YOU CAN CONNECT WITH CUSTOMERS ON INSTAGRAM

WHAT YOU CAN LEARN FROM @PARKWAYPOORBOYS  
AND OTHER SMALL BUSINESSES



CASE STUDY:  
PARKWAY BAKERY AND TAVERN



HOW PARKWAY USES INSTAGRAM

• Daily Menu Item Promotion 

• Sharing UGC (User / Fan Generated Content) 

• Promoting Parkway Events 

• Behind-The-Scenes Content Sharing (ex: team member 

profiles, media coverage highlights, etc.) 

• Competitor Analysis (following competitors to see what 

works for them & comparing engagement/growth rates) 

• Experimenting with channel specific tone/style (always on  
brand, but tailored to the channel) through advertisement  
A/B testing 



CONSISTENT THEMES

FOOD 

FUN 

FRIENDS & FAMILY 

NEW ORLEANS CULTURE 

CELEBRATING THE SOUTH



LESSONS OF PARKWAY

• Posting 1-3 times daily to stay in followers’ feeds and on their radar 

• Doing daily “interactions” on Instagram (reading and responding to 
follower comments, commenting on other IG account posts, following 
other accounts, etc.) 

• Paying for and creating Instagram ads 

• Planning original content in advance for Instagram whenever possible 
while also staying on top of spur-of-the-moment shareable moments 

• Creating and leveraging relevant Hashtags

HOW PARKWAY MAKES SURE THAT PEOPLE SEE THEIR  CONTENT 
ON INSTAGRAM



EXAMPLE CONTENT

• Body Level One 

• Body Level Two 

• Body Level Three 

• Body Level Four 

• Body Level Five



EXAMPLE CONTENT

• Body Level One 

• Body Level Two 

• Body Level Three 

• Body Level Four 

• Body Level Five



PARKWAY’S AUDIENCE ON INSTAGRAM

• Body Level One 

• Body Level Two 

• Body Level Three 

• Body Level Four 

• Body Level Five

People follow Parkway because: 

• They live in New Orleans, or did at one time, 

and have an emotional/personal attachment to 

Parkway (part of their personal history) 

• They love poor boys and like to see daily 

photos of #ParkwayforPoorboys menu items 

• They are already hungry and looking for 

#foodporn / #foodies #foodie inspiration



PARKWAY’S AUDIENCE ON INSTAGRAM

• Body Level One 

• Body Level Two 

• Body Level Three 

• Body Level Four 

• Body Level Five

Parkway is steadily being recognized as a “must-see” 

destination for NOLA visitors/tourists as a local 

institution, and Instagram supports this inclination.  

It doesn’t really matter when we post, as long as we 

post daily and around the breakfast, lunch, and 

dinner hour. 

Fan photos / UGC (User Generated Content) often 

perform as well - or better - than professional menu 

and restaurant photography and when we credit the 

person who took the photo, they usually leave a 

comment and tag their friends, who tend to also 

follow Parkway immediately after that.



CASE STUDY: 3 KEY TAKEAWAYS



CASE STUDY: 3 KEY TAKEAWAYS

#1 Interactions Deliver Results 

Don’t forget to spend time each day “interacting” with your followers on 

Instagram. 10 minutes a day is enough to make an impact. Read and 

respond to questions and comments, leave comments on other people’s 
posts, and see what other hashtags customers are using to share their photos 

of your business or service to follow up.  



CASE STUDY: 3 KEY TAKEAWAYS

#2 Your Instagram Can Support PR Goals 

Parkway has drawn media inquiries specifically through their Instagram 

account several times. Be sure to follow local and national media sources 

and to tag them where it’s appropriate to do so, as it may inspire them to 

cover you in an upcoming news story. 

USA TODAY even embedded Parkway Instagram posts in a recent article:  

http://www.10best.com/interests/foodie/the-best-po-boy-in-louisiana-

was-almost-dead-and-forgotten/



CASE STUDY: 3 KEY TAKEAWAYS

#3 Stay On Brand 

It’s fine to experiment with different types of content, but make sure you 

have a healthy balance of what people expect to see along with the 
unexpected.



CLOSING THOUGHTS / Q&A



INTERESTED IN LEARNING MORE?

FOLLOW @RAPJAB ON INSTAGAM 

SEARCH FOR #IGFORBUSINESS DAILY TOPICS 

JULY 27 - AUGUST 27, 2016 

TO LEARN MORE ABOUT WHAT RAPJAB 

CAN DO FOR YOUR BRAND, 

EMAIL: JAMES@RAPJAB.COM 


