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While Tifa has a smaller audience on Instagram, she embraces 
the idea of slow fashion and self-expression through clothing, 
something that aligns well with Meshed. In every post, she also 
talks in a conversational style about the outfits she has put 
together, which creates the idea of community with her 
followers. Tifa mentions thrifting some of her pieces and even 
emphasizes re-wearing pieces as a part of normalizing the process 
of recycling clothes items.  As a part of her stories section, she 
has a series called "thrift w me."  Located in NYC, Tifa could 
also help Meshed expand to new audiences in more ways than 
one. On her Instagram, she represents other trustworthy, unique 
brands in her previous posts. 

Instagram Followers: 613



Francisco is based in Arizona as a creator of upcycled clothing himself. 
His Instagram exudes creativity and experimental fashion, such as 
sewing items of clothing together or making clothing out of non- 
ordinary items like a tablecloth. He even posts reels explaining his 
creative process like Meshed and if it's not a video, he's writing the 
fun explanation in the post copy. He also is clearly open to creating a 
community with other creators and uplifts some of their work on his 
page. Similar to Meshed, a lot of his pieces are thrifted. He also crafts 
his clothing in a similar style to Meshed. This means the two 
businesses could be natural partners. Additionally, Francisco keeps 
sustainability in mind with his other materials, using avocados as a 
more natural way to die clothing. As a queer creator of color, he 
would also help Meshed reach a new audience.  

Instagram Followers: 19.9k
TikTok: 5,857 



Niha shouts sustainability education on her social platforms. By making 
reels and strategic posts, she aims to educate consumers on how to save the 
earth through the purchases you make. Particularly, she represents 
sustainable brands in her fashion choices. Since Niha is such a large 
advocate for sustainable fashion, she would be an ideal fit to represent the 
Meshed brand. Even though her fashion is slightly different from the typical 
Meshed items, she can still advocate on behalf of its mission. Not only does 
Niha press for purchasing more responsibly, but she also wants to educate 
people about the origin of certain clothing items or potentially, parts of her 
own culture. As a young women of color, she would also serve as a strong 
representation of the inclusivity that Meshed strives toward. 

Instagram Followers: 24.1k
TikTok: 854
Website: https://www.eletbyniha.com



Key Metrics

Success Metric:

KPI:

Intermediate Metric:

Increase sales in the Meshed shop by 10%. 

Increase engagement on Instagram by obtaining 
likes that are consistently over 100, at least 10 
website taps, and around 30 profile visits. 

Write 13 posts over a two-week period that focus 
on the brand's love for the planet through the 
launch of new, earth-centric clothing items.





Google Trends:
for Late Fall





Google Trends:
for around the Holidays 









Google Trends:
for early Spring & Sustainability 



Google Trends:
for early Spring & Sustainability continued...



Therefore, Meshed should produce content around this 
time of year that's even more highly focused on saving 
the earth. Meshed could push clothing like the jean 
jackets and plant-patterned clothes to conincide with 
the other sustainability trends in April, a time when 
consumers are hyper-focused on it. 







Women (44%) and ages 18-29  (71%) are the highest percentage of U.S. 
adults who say they ever use Instagram. 

Of the percentage of U.S. adults who say they ever use TikTok, women 
(24%) and those ages 18-29 (48%) are the most common demographics.

Those that ever use Pinterest are more likely to be women (46%), and 
span between the ages of 18 and 64.

Of the percentage of U.S. adults who say they ever use Facebook, women
(77%) and those ages 30-49 (77%) are most common.

U.S. adults who say they ever use YouTube consist most highly of an even
mix of men (82%) and women (80%) and those ages 18-29 (95%). 

Similarly, Pinterest and Instagram have a larger percentage of users
that are more likely to have a higher income, or one closer to $75k. 

 
Instagram, TikTok, Facebook, and YouTube are platforms more 

likely to reach Black or Hispanic populations.









Given that Meshed is still an up-and-coming local business, it 
does not have a large budget for social media. Additionally, 
Maddi is the only person that is currently in charge of 
running the social media accounts. Therefore, Meshed 
operates on a free system for keeping track of posts. 
Currently, Maddi uses a private Instagram account for 
planning out posts on the actual Instagram page. While this 
is visually appealing to see how it will appear on the feed, it 
does not provide a calendar view to keep track of when and 
at what time things are posting. Other platforms like TikTok, 
Facebook, and Pinterest operate similarly, with no planning or 
management software in place.

After taking all of this into consideration, Meshed should 
adopt native scheduling and planning tools for their business. 

 



Native platforms would best suit Meshed's 
current business model because scheduling and 
managing analytics via native channels is free. 
This means that more of Meshed's resources could 
go toward boosting posts if needed. Also, because 
there is only one person in charge of social media, 
there is less need for a tool that allows 
collaboration.

If Meshed ever had the capacity to hire a 
marketing person or was able to have a larger 
budget, they may benefit from a scheduling 
platform like Hootsuite. 

Meta Business Suite for Instagram
TikTok Video Scheduler
Pinterest Business Account Scheduler 

*I would also recommend that Meshed use a platform like Trello
to help keep track of when posts are running across all platforms

















Thursday Friday Saturday

Sunday Monday Tuesday

Wednesday

11 a.m. CT: Launch 
preview IG post

12 p.m. CT: TikTok of 
re-launch items

12 p.m. CT: IG reel 
about re-launch

6 p.m. CT: Reminder 
of the re-launch on 
IG

6 p.m. CT: Why do 
you love the planet? 
IG post 

10 a.m. CT: Re-launch 
plant clothes feature 
on IG

10 11 12

13 14 15

16



Thursday Friday Saturday

Sunday Monday Tuesday

Wednesday

12 p.m. CT: Launch IG 
reel modeling the 
various pieces 

5 p.m. CT: Teaser for 
launch IG post 12 p.m. CT: TikTok 

launch reel 
(modeling/styling)

7 p.m. CT: Last plant launch push on IG

4 p.m. CT: Thrifting 
haul TikTok 

      (re-make of IG reel)

12 p.m. CT: Happy 
Spring and reminder 
of launch IG post

17 18 19

20 21 22

23

3 p.m. CT: Thrifting 
      haul IG teaser reel 



CLICK TO VIEW



Assets:

CLICK TO VIEW



Assets:

POV: you love the planet so 
you create clothing 

dedicated to saving it 

CLICK TO VIEW



Assets:

CLICK TO VIEW



Assets:

CLICK TO VIEW



Assets:

CLICK TO VIEW



Assets:

CLICK TO VIEW



Assets:

CLICK TO VIEW



Assets:

Sound: "Abracadabra"

CLICK TO VIEW



Assets:

Sound: "Abracadabra" 

CLICK TO VIEW



Assets:

CLICK TO VIEW



Assets:

CLICK TO VIEW



Assets:

CLICK TO VIEW



3/10 post: 43 likes, 5 profile visits, 2 product page views (reach of 363)
3/11 reel: 25 likes, 3 shares (552 reach)
3/13 post: 56 likes, 6 profile visit, 2 product page views (reach of 434)
3/14 post: 17 likes, 2 profile visits, product page NA (reach of 307)
3/15 post: 28 likes, 5 profile visits, 5 product page views (reach of 269)
3/17 reel: 22 likes, 4 shares (reach of 728)
3/17 post: 18 likes, 3 profile visits, product page NA (reach of 291)
3/18 reel: 28 likes, 2 shares (reach of 454)
3/20 post: 45 likes, 8 profile visits, product page NA (reach of 380)
3/23 post: 48 likes, 5 profile visits, product page NA (reach of 431)

3/11 tiktok: 22 likes, 4 comments, avg. watch of 6.4s (reach of 375)
3/18 tiktok: 10 likes, 0 comments, avg. watch of 5.8s (reach of 361)
3/20 tiktok: 6 likes, 0 comments, avg. watch of 6.4s (reach of 412)

There was a clear spike in website traffic mostly coming from Instagram 
around the time of the second launch, though numbers were still down 
compared to the previous period (SEE SCREENSHOT ON NEXT PAGE).

BY THE NUMBERS

Instagram

TikTok

Website Traffic



Website Traffic Breakdown for Length of Campaign Period



REFLECTING ON THE NUMBERS 

The Love for the Planet campaign was meant to draw on the
themes of earth, spring, renewal and sustainability. Through 
social media posts, the hope was to drive meaningful engagement 
that would lead to purchase of the launched clothing items. 

Instagram
As it applies to this short campaign, the KPI for Instagram posts was to 
increase engagement by obtaining 100 likes on each post and to get at least 30 
profile visits. Neither KPI was met during this campaign. The highest amount 
of likes a post received was 56 and the highest amount of profile visits was 8. 

TikTok
The KPI for TikTok was to receive higher engagement by getting around 30 
likes on each TikTok posted during the campaign. However, this KPI was not 
met. The highest performing TikTok only received 22 likes.



What happened?

There are several items that may have interfered with the KPI during this 
campaign. First, the campaign took place during a period when schools were 
on spring break. Since Meshed has a younger audience, it can be assumed 
that many of Meshed's followers were on vacation or on a break period. This 
interference could explain lower numbers as many are not checking social 
media as often during break periods, especially if preoccupied with a vacation. 

Second, the KPI may have been too ambitious. While Meshed does receive 
over 100 likes on Instagram posts and over 30 likes on TikToks, that number 
is not yet consistent. Aiming for that amount of likes consistently may take 
more time and development over a longer period.

As mentioned previously, the timing of this campaign may have also been a 
bit off. It would have been preferred to run this campaign in April, which is 
closer to Earth Day. Plants are also more in bloom during that month and this 
gets people outside more often. It would be interesting to see how this 
content would have performed in a later month. The only reason this 
campaign ran in March was to comply with the due date for the project itself.

REFLECTING ON SUCCESS METRIC
Unfortunately, this campaign did not reach the success metric of increasing 
sales by 10%. This factor can be contributed to the same reasons listed above 
as well as the economic timing of this campaign. Many young people are 
already conscious of spending money. However, the situation of March 2022 
is extra unique. Gas and grocery prices around the U.S. skyrocketed during 
the month of March. It can be inferred that many people cut back on 
frivolous spending. Given that Meshed clothing prices are not the most 
affordable, it may have prevented people from buying from the launch. 

Additionally, Meshed has a history of delayed purchases, meaning items from 
a launch are not immediately sold during the launch. Often, items are sold in 
the months following after it lingers in a person's mind or is shown at a pop- 
up event in person.



Other Takeaways

As anticipated, Instagram reels and TikToks that show the maker process 
lead to more engagement from users. Also, posts that utilized model shots 
of the clothing items tended to perform better as opposed to those simply 
showing the clothing items or those that just contained text. Prioritizing 
this content going forward should be the company's goal.

Future Meshed campaigns should explore using Pinterest as an avenue to 
raise revenue for the business, whether that be outfit inspiration using 
Meshed clothing items or simply the announcement of new launches and 
items. 

Other ideas for plant-centered launches include making customizable items, 
such as asking users what their favorite plant is and on what item of 
clothing they would like to see it. Another idea could be to take photos in 
Meshed clothing in beautiful parks around the U.S. so that the idea of 
loving the earth is highly enmeshed with the campaign.



Conclusion



A professional project by Rachel Ryan


