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YOUR DAILY DRESS UP  
 

EXECUTIVE SUMMARY  

This report is a social media content and marketing analysis for up-and-coming social media 

influencer and creator of the Your Daily Dress Up Instagram account, Carly Heasley. Your Daily 

Dress Up provides its 11K followers with daily updates on affordable fashion tips, sale alerts, 

and product suggestions. This proposal is an analysis of Your Daily Dress Up’s current content 

strategy, providing insight into ways to better market Carly Heasly’s personal brand.  

 

Your Daily Dress Up’s target market is women between the ages of 25-45 with an interest in 

fashion, beauty, and lifestyle products and topics. The main goals of this report revolve around 

investigating new ways to capture the attention and investment of the Your Daily Dress Up 

audience. We will do this with the following goals in mind:   

 

1. Identify the most successful content by media type 

2. Identify the most successful content by group 

3. Identify the most successful content in terms of post reach and impressions 

 

In conducting this analysis of Your Daily Dress Up’s analytics over the past 30 days, we found 

that clothing content which included featured brands such as Target, Amazon, and Steve 

Madden, performed the best in relation to other types of content. Additionally, we assessed the 

differences in performance between posted photo and video content, and found that photo 

content is performing much higher in comparison to video content. Our recommendations 

include planning content around this information on how the Your Daily Dress Up audience’s 

relation to the content is dependent on the medium and theme of the content presented.  
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INTRODUCTION 

Your Daily Dress Up is the social media platform and personal brand of up-and-coming 

Instagram Influencer and affordable fashion enthusiast Carly Heasley. As a wife, mother, and 

full time University employee, Carly jump-started her platform simply by sharing her daily work 

outfits. She is incredibly passionate about fashion, finding the best affordable clothing pieces, 

and sharing them with her community.   

 

Carly has grown the following of Your Daily Dress up through consistency in content creation 

and posting. Your Daily Dress Up boasts partnerships with local brick and mortar locations of 

nationally recognized brands such as Ann Taylor LOFT. Today, Carly is ready to take her 

platform to the next level through creating a marketing plan that will both grow her community 

and continue to inspire brands to want to work with Your Daily Dress Up.  

 

Target Audience  

The gender distribution of Your Daily Dress Up’s following skews primarily female, with just 

over 90% of her platform identifying themselves as women. More than 50% of Your Daily Dress 

Up followers are between the ages of 25 and 34. The next largest age category is women ages 35 

– 44, which make up 25% of Carly’s followers.  

 

One content marketing tool that is well known and widely used is that of marketing personas, 

which are archetypes crafted to represent a brand’s target audience. User personas are an at-a-

glance collection of information on individuals and audiences who would be most likely to buy 

into the brand’s marketing strategy. User personas include demographic information about the 

desired audience, interests, and goals that of the ideal customer for a particular brand. Below are 

three user personas for Your Daily Dress Up, representing three of the audiences necessary to 

identify and understand - Joiners, Amplifiers, and Seekers. 
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PERSONA #1 – THE JOINER 
 

This Individual actively follows, seeks out,  

and shares the content of your platform, 

and is most likely to become a paid 

customer in the future.  

 

Name: Jennifer Smith  

Age: 26 

Gender: Female  

Location: Baltimore, Maryland  

Occupation: Human Resources Specialist  

 

Biography: Jennifer is a 26 year old recent graduate with her Masters’ in Human Resources. She 

currently resides in Baltimore, MD, where she grew up and went to school. She is very active on 

social media, and has been since she was a young adult. In addition to keeping up with the lives 

of her close friends and family, she is most interested in social media content centering around 

fashion and beauty, as well as spirituality and uplifting messages.  

 

Goals:  

• Invests time in consuming content from influencers that make her feel empowered and 

confident in her own skin. 

• As a young, working professional, Jennifer wants to follow fashion influencers who 

feature content around professional and fashionable outfit options for work.  

• Interested in content creators that also reside in her city, and who regularly  

promote trendy restaurants, bars, and boutiques in the downtown Baltimore City area.  
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PERSONA #2 – THE AMPLIFIER 
 

Amplifiers help to market your platform  

through sharing your content with their own 

networks. Amplifiers are incredibly  

important in the pursuit of attracting joiners,  

but may or may not be customers or followers 

themselves. 

 

Name: Tiffany Spears 

Age: 31 

Gender: Female 

Location: Los Angeles, California 

Occupation: Fashion Merchandising  

 

Biography: Tiffany Spears is becoming a well-recognized name in the Los Angeles fashion 

industry, not only due to her Fashion Merchandising career but also because of her own online 

presence. Tiffany came across Your Daily Dress Up on the Instagram account of a social media 

fashion influencer that she follows. When she happened upon Carly Heasley’s content, she 

shared the post but did not follow the Your Daily Dress Up account. Tiffany consistently uplifts 

the content of other creators, though she does not always become a follower or paid customer to 

these platforms. Sharing posts helps to boost her engagement while also driving new followers 

and traffic to those content creators that she shares on her platform.  

 

Goals:  

• To share and uplift the work of content creators making fun and feminine fashion content 

along the lines of that shared on her own platform.  

• Boost engagement for her own personal brand online through posting and sharing content 

throughout the day.  

• To build a name and personal brand for herself within the Los Angeles fashion 

community and beyond.  
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PERSONA #3 – THE SEEKER 
 

Seekers are individuals early in the information  

gathering stage on a particular topic or interest. 

they are looking for something, though they  

themselves may not always know what, and it is  

necessary to convert them into amplifiers and  

joiners before they are gone.  

 

Name: Ben Russell 

Age: 38 

Gender: Male 

Location: Boston, Massachusetts 

Occupation: Accountant  

 

 

Biography: Ben Russell is an accountant based in Boston, Massachusetts. He is married with 

two kids, and came across Your Daily Dress Up in his search for a suitable birthday gift for his 

wife. In his online search for the perfect gift, he happened upon one of Carly’s posts which was 

featured in the #TargetStyle section of Target’s retail app. The post featured a few Target brand 

clothing pieces, which Carly had styled and featured on her own platform. Seeing the clothing 

and accessories in action through Carly’s platform aided him in narrowing his search, though he 

did not make a purchase nor did he follow the Your Daily Dress Up account.  

 

 

Goals:  

• To find and gather information on the best gift to purchase for his loved one.  

• To browse a variety of websites and content, typically never committing to meaningful 

engagement with any one platform.  
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FINDINGS  

In an effort to investigate and understand the ways in which Your Daily Dress Up’s current 

approach to content creation and social media are helping and potentially hurting the goal of 

continuing to grow Carly’s personal brand, I identified three analytics goals that would provide 

the information needed to craft an effective social media content strategy. These goals are as 

follows:  

1. Identify the most successful content by media type 

2. Identify the most successful content by group 

3. Identify the most successful content in terms of post reach and impressions 

 

 

Goal #1: Identify the most successful content by media type 

 

Given the primarily photo and video based nature of content shared on Instagram, I have chosen 

to analyze how engagement numbers compare between the photo and video content shared on 

Your Daily Dress Up. The following data is based on content posted in the last 30 days 

(September 23rd – October 23rd).  

 

Out of a total of 31 Instagram posts made by my client in the past 30 days, 26 of those posts 

where exclusively photo content. These photo posts as a whole earned a total of 1289 comments 

(49 Average) and 8491 likes (326 average).  

Video content on the other hand this month gleaned 105 comments (21 average) and 665 likes 

(133 average) for the five videos that were posted.  

 

Carly created over 5 times as many photo posts this month as video posts, which skews the like 

and comment numbers severely in favor of the photo posts. When we look at the like and 

comment average for both photo and video content, we see that the video content on average 

received 21 comments per post as compared to the 49 comment average of the photo posts, as 

well as a 133 like average in comparison to the 326 average like rate of the photo posts.  
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Goal #2: Identify the most successful content by group 

 

In an effort to segment the various types and forms of content that Carly produces into different 

groups to be analyzed individually, four distinct groups of content stood out to me: 

• Branded Clothing Content – This is content that is produced where a specific brand is 

mentioned and/or featured, either as sponsored ad content or non-sponsored content.  

 

• Shop My Look – This group of content refers to fashion content in which followers of Your 

Daily Dress Up can shop the pieces that Carly features in her posts, through a special shop 

post link, but the brands associated with these pieces are not mentioned, nor is it sponsored 

ad content. 

 

• Lifestyle – This group is identified as content featuring more personal aspects of Carly’s life, 

such as photo content of her child and husband and reviews of local restaurants or venues. 

 

• Work Wear – This group is a form of specialized content which features elevated, 

professional, and work appropriate styles.  

 

 

 

 

In order to learn as much as possible about the successes  

and pitfalls of Your Daily Dress Up’s current media strategy,  

it was important that we separate the content that the  

platform offers into groups that can be analyzed individually.  

The key performance indicators we are assessing  

in this case are levels of engagement with comments  

and likes. The following data is based on content posted 

in the last 30 days (September 23rd – October 23rd) 

 

Additionally, I conducted a deep dive into the branded  

clothing content group to better understand which featured  

brands gleaned the most engagement from the  

Your Daily Dress Up audience. The following data is based  

on content posted in the last 30 days  

(September 23rd – October 23rd):  
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While posts featuring Target brand clothing and accessories  

collected over 2,500 likes and nearly 400 comments  

(averaging 330 likes and 47 comments per post) over the  

past 30 days, this is also the most often featured brand on  

the Your Daily Dress Up platform at 8 total posts this month. 

The two posts featuring Steve Madden received 399 likes and  

53 comments on the first post, and 583 likes and 87 comments 

on the second (resulting in a 490 Like average and 70 Comment  

average per post). While Target brand posts also do incredibly  

well by these metrics, Target branded content receives, on  

average, 330 likes and 47 comments per post, making the  

Steve Madden and Amazon featured post the most well-liked  

and commented on post of the month. 

 

 

Goal #3: Identify the most successful content in terms of post reach and 

impressions 

 

In the past 30 days (October 9th – November 7th) Your Daily Dress Up’s content has reached 

67,278 individual accounts, just over 4,000 of these accounts being followers of the platform. It 

is important to understand the types of content which are resulting in the highest numbers of 

reach in order to potentially convert these non-follower accounts who are being shown the 

content into followers of the platform.  

 

Based on the post data from the past 30 days, the post that  

yielded the highest number of accounts reached in the past 

30 days is one that has also performed highly based on the  

other categories of analysis presented in this report. This post,  

belonging to the Branded Clothing Content category and  

having mentioned the brands Steve Madden and Amazon,  

has gleaned over 580 likes and reached 10,819 accounts  

this month alone.   
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All three of the top videos based on reach that were posted in the past 30 days also belong to the  

Branded Clothing Content Category, with the top video having reached 2,470 accounts. As was 

previously mentioned, it is evident based on this analysis that video content is not receiving the 

same levels of engagement or reach that photo posts are yielding, though it is important to note 

again that the number of videos posted is drastically low in comparison to the number of photos 

posted. When video content is posted however, the Branded Clothing Content category performs 

higher than content from any of the other identified categories. This finding is in line with my 

overall assertion that regardless of post medium, be it photo or video, content that mentions, 

highlights, or engages with a particular brand is eliciting more engagement, and is potentially 

more favorable with the Instagram algorithm, as it is being pushed to more accounts than content 

of other types and categories.  

 

Recommendations  

 

Based on the analysis of the success of photo vs. video content, it is clear that the Your Daily 

Dress Up audience is more likely to engage with photo as opposed to video content. While the 

photo content of this month gleaned on average per post 49 comments and 326 likes, video 

content received less than half as much engagement.   

 

This information is important to note for the purposes of better understanding which content will 

result in the largest return on the investment of the creator’s time and energy. In this case, when 

the goal is to inspire high levels of engagement from the audience, photo content would 

potentially be the best use of time to create. Video content generally requires the use of more 

resources such as time and money, and in the case of Your Daily Dress Up, it is not resulting in 

the high levels of performance that photo content is achieving.  

 

The audience’s preference for photo content could also be linked to the research on Instagram 

post performance by content group. The video that received the least amount of engagement this 

month belonged to the Lifestyle content category, which is one of the groups that showed less 

engagement overall. The video content that did the best however, belonged to the Branded 

Clothing Content group, particularly those which featured Target brand clothing, as well as the 

Shop My Look category. Again, looking at the data collected overall on content performance by 
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group, Branded Clothing Content as well as Shop My Look, and posts featuring Target 

performed the best. A deeper understanding of the audience’s diminished connectivity with 

video content in relation to photo content, especially as it relates to the Instagram algorithm can 

be investigated, however I believe that a more localized focus on featured brands in Your Daily 

Dress Up’s video content will result in more consistently higher engagement from the audience. 

 

By identifying the four content groups that Your Daily Dress Up consists of, we are able to better 

understand both the successes and pitfalls of Your Daily Dress Up’s current content strategy. In 

analyzing each content group individually, it is clear that Branded Clothing Content (content 

either mentioning a brand or a sponsored media post) was the most successful group of content, 

with Shop My Look closely behind. The majority of posts from this month fall into the category 

of Branded Content, but looking like and comment average per post for each category shows that 

on average, Branded Clothing Content receives the most post engagement.  

 

Knowing the content that Your Daily Dress Up followers are most likely to engage with, as well 

as the brands that they are most interested in, serves to better inform the content creator on which 

posts are likely to perform the best. While Target is, according to the data, a brand that Your 

Daily Dress Up likely want to continue to see content around, the posts that featured Steve 

Madden this month performed better on average. Coupling this with the demographic 

information on the audience, with over 75% of Your Daily Dress Up followers falling between 

the ages of 25 – 44, it is possible that brands with the price point and style offerings of Steve 

Madden resonate with the group at a slightly higher rate than Target brand content, and at a 

much higher rate than other brands featured such as Old Navy and Walmart.  
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ANALYSIS 

 

This content and marketing analysis on the Your Daily Dress Up Instagram account used social 

media analytics to draw information about the platform’s current content marketing strategy. 

Beginning with identifying Your Daily Dress Up’s target audience, we created three user 

personas representing three important audience archetypes - Joiners, Amplifiers, and Seekers. 

These user personas created an image of the potential Your Daily Dress Up followers, including 

the goals and interests of the ideal Your Daily Dress Up audience.   

 

Based on our analysis of Your Daily Dress Up’s engagement metrics from the last 30 days, we 

identified and segmented the content into groups to be analyzed individually. We ultimately 

found that Branded Clothing Content was the most popular group of content, both in that the 

content creator tends to focus a majority of the content here, as well as the audience is 

responding well to this particular group of content. From this, we are able to glean that the Your 

Daily Dress Up audience comes to the platform at least in part to learn of new product releases, 

discounts and sales, as well as tips on styling the pieces from some of their favorite retailers.  

 

In that, we can see evidence of our initial personas represented in the analysis of the platform and 

engagement data. Persona #1 has some of the strongest identifiable connections to Your Daily 

Dress Up platform, as age and gender both line up with the target audience. Additionally, 

persona #1 took primary interest in social platforms whose content connected to the city in which 

they reside. This individual is likely to respond well to branded posts and partnerships which 

incorporate products and/or brands which are local to them. In the case of persona #2, age and 

gender, as well as career interests align with the analysis in that we know that Your Daily Dress 

Up is reaching a broad audience beyond the 11K followers of which the platform is comprised. 

Though persona #2 is not a follower of the platform, by sharing the content she is helping to 

promote the platform to an audience beyond its organic reach. Persona #3, represents a social 

media user who happens upon the Your Daily Dress Up platform in his search for specific 

information or products. Based on the high levels of follower engagement with the platform’s 



 

14 

branded content, it is likely that users who come across the platform would get use out of these 

specific brand and clothing recommendations as well.   

 

 

APPENDIX 

Data Collected over 30 day period (September 23rd – October 23rd)  

Total Number of Posts (Photo and Video): 31  

• 1289 Total comments across post type  

• 8491 Total likes across post type  

 

 

Total Number of Photos Posted: 26  

• Number of Comments: 1184 

• Number of Likes: 7829 

 

1. Post Type: Photo  

a. Comments: 18  

b. Likes: 194  

c. Content Grouping: Branded clothing content 

d. Brand Mention: Target 

2. Post Type: Photo  

a. Comments: 31 

b. Likes: 347 

c. Content Grouping: Shop My Look (No brand mention) 

d. Brand Mention: None 

3. Post Type: Photo 

a. Comments: 53 

b. Likes: 399 

c. Content Grouping: Branded clothing content 

d. Brand Mention: Steve Madden 

4. Post Type: Photo  

a. Comments: 53 

b. Likes: 312 

c. Content Grouping: Branded clothing content 

d. Brand Mention: Target 

 

5. Post Type: Photo 

a. Comments: 87 

b. Likes: 583 

c. Content Grouping: Branded Clothing Content 

d. Brand Mention: Amazon & Steve Madden 

6. Post Type: Photo 
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a. Comments: 28 

b. Likes: 241 

c. Content Grouping: Lifestyle  

d. Brand Mention: None 

7. Post Type: Photo  

a. Comments: 39 

b. Likes: 335 

c. Content Grouping: Branded Clothing Content 

d. Brand Mention: Target 

8. Post Type: Photo 

a. Comments: 30 

b. Likes: 272 

c. Content Grouping: Work Wear 

d. Brand Mention: None  

9. Post Type: Photo  

a. Comments: 39 

b. Likes: 177 

c. Content Grouping: Shop My Look (No Brand Mention)  

d. Brand Mention: None 

10. Post Type: Photo 

a. Comments: 64 

b. Likes: 318 

c. Content Grouping: Branded Clothing Content 

d. Brand Mention: Amazon 

11. Post Type: Photo 

a. Comments: 30 

b. Likes: 214 

c. Content Grouping: Branded Clothing Content 

d. Brand Mention: Target 

12. Post Type: Photo 

a. Comments: 28 

b. Likes: 100 

c. Content Grouping: Branded Clothing Content 

d. Brand Mention: Target 

13. Post Type: Photo 

a. Comments: 69 

b. Likes: 478 

c. Content Grouping: Shop my look 

d. Brand Mention: None 

14. Post Type: Photo 

a. Comments: 25 

b. Likes: 182 

c. Content Grouping: Branded Clothing Content 

d. Brand Mention: Old Navy 

15. Post Type: Photo 

a. Comments: 52 
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b. Likes: 222 

c. Content Grouping: Shop my look 

d. Brand Mention: None 

16. Post Type: Phot 

a. Comments: 58 

b. Likes: 413 

c. Content Grouping: Branded Clothing Content 

d. Brand Mention: Amazon 

17. Post Type: Photo 

a. Comments: 50 

b. Likes: 370 

c. Content Grouping: Lifestyle 

d. Brand Mention: None 

18. Post Type: Photo 

a. Comments: 33 

b. Likes: 263 

c. Content Grouping: Branded Clothing Content 

d. Brand Mention: Red Dress  

19. Post Type: Photo 

a. Comments: 35 

b. Likes: 177  

c. Content Grouping: Shop My Look  

d. Brand Mention: None 

20. Post Type: Photo 

a. Comments: 42 

b. Likes: 233 

c. Content Grouping: Work Wear & Branded Clothing Content 

d. Brand Mention: Amazon 

21. Post Type: Photo 

a. Comments: 69 

b. Likes: 297 

c. Content Grouping: Branded Clothing Content 

d. Brand Mention: Amazon 

 

22. Post Type: Photo 

a. Comments: 67 

b. Likes: 315 

c. Content Grouping: Branded Clothing Content  

d. Brand Mention: target 

23. Post Type: Photo 

a. Comments: 58 

b. Likes: 690 

c. Content Grouping: Branded Clothing Content  

d. Brand Mention: Target  

24. Post Type: Photo  

a. Comments: 13  
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b. Likes: 191 

c. Content Grouping: Lifestyle  

d. Brand Mention: None 

25. Post Type: Photo 

a. Comments: 46 

b. Likes: 272 

c. Content Grouping: Branded Clothing Content  

d. Brand Mention: Target  

26. Post Type: Photo 

a. Comments: 67 

b. Likes: 231 

c. Content Grouping: Branded Clothing Content 

d. Brand Mention: Walmart  

 

Total Number of Videos Posted: 5 

• Number of Comments: 105  

• Number of Likes: 665 

 

27. Post Type: Video / Reel  

a. Comments: 16 

b. Likes: 83 

c. Content Grouping: Branded Clothing Content   

d. Brand Mention: Walmart  

28. Post Type: Video  

a. Comments: 11 

b. Likes: 89 

c. Content Grouping: Lifestyle  

d. Brand Mention: None 

29. Post Type: Video / Reel  

a. Comments: 36 

b. Likes: 274 

c. Content Grouping: Shop My Look (Clothing for specific body shape) 

d. Brand Mention: None  

30. Post Type: Video / Reel  

a. Comments: 24 

b. Likes: 124 

c. Content Grouping: Branded Clothing Content (Sweater Haul)  

d. Brand Mention: Target 

31. Post Type: Video / Instagram Reel  

a. Comments: 18 

b. Likes: 95 

c. Content Grouping: Branded Clothing Content (One Garment Styled four ways)  

d. Brand Mention: Target 
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External Reviews 

 

Lisa Haynes, Fashion Designer and Brand Owner of VOYD 

 

Question #1: Relationship to Rishell Chambers  

Rishell and I are former classmates and colleagues in Towson University’s Student 

Government Association.  

 

Question #2: Relationship to the Subject Matter 

I use social media often for my business VOYD, which sells vanity and patented smart 

mirror handbags. Social media is a great tool to market, gather data on your audience, and 

engage with others.  

 

Question #3: Evaluation of the student’s approach 

I believe Rishell took the best approach to this project because her analysis is based on 

data. She identified the target audience and the relevant details of that audience to build a 

strategy to align with the content creators' desired outcome.  

 

Question #4: Evaluation of the Body of the Project  

Overall, I really appreciated the attention to detail and data in this project. I think people 

often focus on content when posting on social media when really you can have great content but 

not get the engagement and growth you want. 

 

Question #5: Evaluation of the Topic as Appropriate for the Creative Endeavor  

Rishell has done an excellent job outlining how to improve one's social media content 

strategy using insights and market analysis. She really showcases her skills in communications 

and brand marketing in the fashion and beauty world. 
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Carly Heasley, Content Creator and Brand Owner, Your Daily Dress Up  

 

Question #1: Relationship to Rishell Chambers  

Rishell was employed at Towson University for multiple years in the Campus Life Office 

where I serve as the Director of Fraternity and Sorority Life.   

 

Question #2: Relationship to the Subject Matter 

I own my Instagram page, @carly_heasley and my brand Your Daily Dress Up where I 

create all content.  

 

Question #3: Evaluation of the student’s approach 

Rishell completed a very aesthetically pleasing and data filled report. Her approach was 

very methodical as she asked me very detailed questions about my brand at the beginning of her 

project to understand my goals as the content creator.  

 

Question #4: Evaluation of the Body of the Project  

Rishell analyzed my brand and target audience by using the data and analyzing each post 

with great detail. The data she analyzed and offered marketing feedback on was very helpful for 

me as a content creator. This report led me to think about my target audience more deeply.  

 

Question #5: Evaluation of the Topic as Appropriate for the Creative Endeavor  

This project and topic was definitely appropriate for Rishell as a creative endeavor 

especially because she chose to work with an influencer. Influencer marketing is a strategy that is 

continuing to grow and being knowledgeable in this area of marketing for fashion and beauty 

brands will be of great assistance for Rishell as she takes next steps in her career.  

 

Question #6: Evaluation of the Student’s Work as Contributing to the Field  

This type report of report is extremely valuable in the social media field especially for brands 

that are creating content and marketing products in order to make sales. It’s important to analyze 

data and strategize based on that data.   

 


