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2. Why do I need to know about it?
Flickr has fundamentally changed the way images are shared, for amateur snappers and professional photog-
raphers alike.  It has truly ‘socialized’ the creation and enjoyment of images for millions of people.

a) The Numbers. 

Flickr is the biggest online service dedicated to photography – but its popularity is threatened by the meteoric 
rise of broader ‘social media’ Web sites like Facebook.com that also offer integrated photo sharing.  

As of March 2007, there were 7.2 million registered users and 
23 million monthly unique visits – Flickr has not released any 
figures since.  

The site is truly international, as any time spent browsing the site will 
reveal.

There are more than 5,000 images uploaded to Flickr every minute. For 
example, in November 2007, this was the two billionth photo to be 
uploaded to the site.

Source: Flickr 
http://www.flickr.com/photos/davidwatts1978/
2368226676/in/set-72157604165740786/

1. The Lowdown.
Flickr (www.flickr.com) is a photo-sharing Web site and an online community platform. It was one of the 
earliest Web 2.0 applications, launched in February 2004 by Ludicorp, a Canadian company.  In March 
2005, it was acquired by Yahoo! Inc. as part of a larger social media strategy to counter Google.

In addition to being a popular Web site for users to share personal photographs, the 
service is widely used by bloggers as a photo repository.  

Flickr makes it incredibly easy to upload, organize, and share huge photo libraries – on home computers 
and mobile devices. Sharing is at the very heart of the service. Flickr asks photo submitters to organize 
images using word tags, allowing browsers to find images about a certain topic, place name, or subject 
matter.  

A user uploading an image can set privacy controls that determine who can view it.  It’s also possible for 
users to add comments to images and to form ‘community groups’ of shared interests about absolutely 
anything - London, a sports team, windsurfing, photos taken with iPhones, etc.

Images uploaded to Flickr can easily be ‘pushed out’ to other Web sites such as blogs, Facebook, or RSS 
readers. Flickr makes it simple to create photo books, large-framed prints, posters, calendars, postage 
stamps, etc. that can be ordered (via third parties) directly from the site. A basic account, with restricted 
uploading, is entirely free.  

A Flickr Pro account offers 2GB of uploads a month and unlimited storage for an annual subscription of 
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b) The Power of the Commmunity

Flickr is a fantastic example of a ‘Web 2.0 social community’ in action – the entire Web site is, in effect, built 
by the Flickr community via ‘tagging.’ This fact is not lost on users, who are swift to pass judgement on 
changes to their beloved site-both positive and negative.  

Innovative new features are championed and talked about almost immediately.  The Yahoo! takeover caused a 
near online riot, with Flickr loyalists fearing that the new owners would be insensitive to the community. 
Recent reports of a Microsoft-Yahoo buyout bid have caused a second outbreak of panic.

With support from Flickr itself, it’s also possible for programmers within the Flickr community to create appli-
cations to enhance the Flickr experience.  A comprehensive list can be found at www.flickrbits.com.

The online Flickr community has become so strong that it often spills over into the real world – for instance, at 
this SXSW music festival, a special meeting place has been established for Flickr users.

c) Marketing With Flickr

For Flickr Pro users, the site is advertising free. For users with free accounts, Flickr will serve up small 
‘Adsense’ style ads – many relevant eyeballs, perhaps, but little true engagement. Rather than thinking of 
Flickr as a media opportunity, think of it as a powerful community for brands to engage with – but only if they 
go about it cautiously and add value to the Flickr experience.

For instance, HP has partnered with Flickr, enabling users to create things like cool ‘photo cubes’. Other 
brands have used the Flickr community as a creative resource. For instance, in 2007, Virgin Mobile launched 
a bus stop campaign which used the work of amateur photographers who uploaded pictures to Flickr using a 
‘Creative Commons’ license.  

Let’s not forget that if you have a product/service/campaign that is truly remarkable – and visually interesting – 
then simply posting the right pictures up on Flickr can ignite conversations.  There are currently 353,054 
images tagged ‘iPhone’ and 1,089 Flickr ‘iPhone’ groups.  When the first shots of the new Virgin America 
interior were posted, the Flickr community posted hundreds of comments – not only creating valuable buzz for 
the brand but also providing valuable, considered feedback for the Virgin America marketing team just hours 
after launch.

4. The thing to remember is…

As with all social media, reading about Flickr is no substitute for experiencing it.  Sign up – it’s free, it’s 
fascinating, and very addictive.  To get started, try searching for ‘ANA Flickr 101’ - add a comment if you like, 
with any feedback about this 101!

Find out how we are leading the marketing community at ana.net




