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Evaluation 
 
Experiment overview: 

To create content specifically for Instagram to measure whether it has any impact on engagement.  
 

Starting Hypothesis: 
Increased and dedicated content created for Instagram will improve engagement with our audience 
and will improve attendance at our events. Success can be measured by direct engagement in-app, 
for example via the number of comments.  

 
Working Hypothesis: 

Creating content for Instagram will continue to improve our online presence and provide a means of 
engagement for sections of our audience.  

 
Activity: 

Posting monthly digital magazines on Instagram starting with a pilot on December 14th. Following 
the moderate success of the pilot, three subsequent instazines were scheduled and posted on 
January 10th, February 8th and March 8th.  
 

Analysis: 
 
There can be some analysis gained from looking at the experiment 
at a whole and comparing statistics before and after. The best 
analysis will be derived from interrograting each Instazine 
individually because variables changed from month to month. It will 
also be important to assess whether there have been any notable 
recurring trends across all four issues.  
 
On average each Instazine took 10.25 hours per month to create, 
which accounts to around 13% of the Programme Assistant’s 
allocated monthly hours. These hours were often spread quite 
widely over a number of days to fit in around other tasks and 
priorities. It was helpful to have Toggl as a way of tracking time 
dedicated to the Digital Lab. 
 
There has been a clear increase in followers since starting the 
experiment, however the number of direct follows as a result of any 
of the four Instazines is much lower. We experience a gradual 
increase in followers the more we work with more artists, partners 
and communities and it makes sense that the creation of regular 
Instagram-specific content would cause an increase in followers. 
This does not necessarily mean that the format of the Instazine has 
resulted in the rise in followers; it simply proves that dedicating time 
to create regular content can impact on engagement. It should also 
be noted that other non-Instazine content was posted to Instagram 
during the December to March experiment period, which could also have contributed to the increase in 
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followers. As previously mentioned, Instagram insights provides data to prove if any posts can be attributed 
to direct follows.  
 
The Instazines varied in their levels of 
engagement. Based purely on the activity 
captured for each issue, the pilot performed the 
best and the most recent March was the least 
successful.  
 
The table below shows that though the March 
issue didn’t fare so well in terms of 
engagement (likes, comments, saved posts), it 
did reach a higher number of accounts, 
including the most accounts not already 
following Ideas Test. This is likely because the 
theme of the March issue was ‘global’ so using 
hashtags which fed into national and 
international events may have generated a 
wider reach than previous issues.  
 
Using the in-app analytics is not always the 
more reliable way to assess performance, so 
this might need to be considered within a digital 
strategy if Instagram-specific content was 
continued in the future. 
 

 Pilot January February March 

Likes 22 16 20 12 

Comments 2 (+2 IT) 0 0 0 

Saved post 1 1 1 0 

Actions taken 2 0 3 1 

Profile visits 2 0 3 1 

Accounts reached 202 162 194 227 

% reached not following 9% 6% 15% 32% 

Follows 0 0 1 0 

Impressions from # 19 6 32 83 

Impressions from home ~389 ~295 ~307 ~306 
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Process of creating the Instazine  
 
The process of creating the Instazine boils down to a relatively simple formula; the same factors come into 
play each time culminating in an 8 page digital magazine. 
 
 

●  Investigating what events, opportunities or features are coming 
up that would be good to include. Canvassing colleagues for any 
suggestions they have for content creation. Researching other instazines 
to see if any major trends or design elements are worth noting. Trying to 
devise an overarching theme or concept to tie together all the features 
being included in a particular month.  

● Design. Taking the selection of events/opportunities/features and 
designing the layout for each. At this point, the accessibility of the text, 
the use of colour and inclusion of images are all considered.  

● Proofreading. Taking the time to check for typos, erros, misspelt 
words or design faults. Sending a finished issue to the team for feedback. 
Drafting the alt text to accompany each image and then posting the 
issue. 

● Analysis. Taking note of any relevant stats prior to posting and in 
the days/weeks after. Monitoring if any variables have changed and 
whether these have had an impact or not. Acknowledging if any 
comments have been posted and responding if necessary.  

 
 
 
How the experiment progressed 
 
Prior to starting the experiment, it was thought that a beneficial way of measuring success would be to 
track the number of comments each instazine received. This was thought to be a good measure of success 
because the hypothesis was that increased Instagram-specific content would directly increase 
engagement. Tracking comments seemed like a straightforward and quantitative method for measuring 
success, but as the experiment progressed it became less effective. There does need to be a measure of 
success in place if the Instazine idea is to continue, to ensure that it is as effective as it can be, both in 
terms of audience engagement and staff capacity. 
 
Much thought went into selecting the posting schedule for the Instazine. It was a purposeful choice to not to 
post it on a Monday, to reduce the probability of working on each Instazine outside of work hours over the 
weekend. There is no function to schedule posts in-app, so felt necessary to select a day where it was 
possible to cordon off time to dedicate solely to the Instazine. Instagram’s algorithm also seems to 
demonstrate that, depending whether a user engages much with our account, they may not see the post as 
it goes out anyway. It is for this reason that I also experimented with promoting the Instazine on Instagram 
stories the day before and the day of the posting. There is also some regularity noticeable in posting an 
Instazine every 4 weeks but there is absolutely no guarantee our audience would be relying on this.  
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It is interesting to note the changes from the initial 
conception of this experiment to what was created 
for the pilot (and subsequent issues). The 
experiment first manifested as content created for 
Instagram stories that would be uploaded once a 
week. It would delve behind the scenes of our 
organisation and show a little more of the work 
that goes into the projects and programmes we 
produce.  
 
It became clear that due to the temporary nature 
of Instagram stories (they last 24 hours, unless 
saved as a highlight), this would not have been 
the most efficient way to create content. 
Additionally, while the focus on behind the scenes 
elements is still of interest and shared when 
appropriate, there was a worry that this could 
become forced or contrived as a result of the 
weekly scheduling.  
 
What has been learnt? 
 

● It has been reaffirmed that creating content on a regular basis will improve our presence on social 
media and likely increase our overall following. 

● That digital engagement doesn’t necessarily look the way you imagine it might. It was assumed that 
digital interactions (comments, shares) would translate over time into physical interactions (at our 
events). However, since the Instazines often promote more than just our own events, this would be 
incredibly difficult to track anyway.  

● That the format of the Instazine perhaps fulfills an internal quota for challenging and enjoyable 
creative work more than it fulfills the needs of the audience. 

● That the Instazine alone cannot achieve increased engagement or lead to increased attendance at 
our events.  

● It is possible to be more experimental and creative with the content we produce for social media. 
● That it is quite difficult to fully evaluate an experiment that has run for such a short amount of time. 

 
What’s Next?  
 
The immediate next step is to evaluate whether this experiment is an idea worth continuing beyond the 
parameters of the Digital Lab, by weighing up all the factors. Because there’s been so many variables to 
experiment with during the creating and posting of this instazine, it is hard to notice whether there have 
been any growing trends from the pilot through to March. There is no definite proof that there has been a 
significant increase of engagement as a direct result of the Instazine. The increase of followers on the 
Instagram account has run parallel to the Instazine experiment and in some cases, as highlighted 
previously, there were direct follows from a particular month’s issue.  
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By sticking to the 8 page structure, it should ensure that there’s no likely increase in time required to 
dedicate to the Instazine. Trying to reduce the time spent on creation could result in a less polished 
outcome (more errors, less originality) so there needs to be some thought given into how this commitment 
fits in with additional workload. It is nice to include and represent other people’s voices in the Instazines, 
however outsourcing any content or features can delay the completion of an Instazine.  
 
Relying on the in-app analytics does not provide the best performance data for each post, so there would 
perhaps need to be some thought about the use of other ways to analyse content on Instagram (or social 
media more widely.) The Digital Lab cohort did suggest some other platforms used within their own 
organisations that could be researched, including Pulsar and Iconosquare (both of which do incur a 
charge).  
 
In conclusion, It would be a shame not to continue building on the foundation of posting regular Instagram 
content as this has impacted our social media engagement as a whole. To best continue the gradual 
growth seen through the duration of this experiment, regular content will need to be factored into the wider 
marketing plan. Whether this needs to be the Instazine or whether the Instazine could be replaced by a 
strategy which dedicates time to regular, inspiring and engaging Instagram-specific content is still to be 
discussed.  

 
 

https://www.pulsarplatform.com/
https://pro.iconosquare.com/

