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ABOUT

Increase of traffic to 
personal website

Increase of brand 
awareness; followers, reach.

Increase in engagement; 
likes, shares, comments

30%0%

The current social media campaign for @LucasCircello will be launched during a one week period on personal social media channels to promote their 
recent SS22 collection ‘Haus of Camp’ showcasing design, technical, and creative direction skills.

Lucas Circello is a queer creative, with skillsets and disciplines that expand into fine art, fashion design, styling, and creative direction. Ultimately 
product offerings will include seasonless gender-neutral apparel at a designer/contemporary price point in addition to art prints and illustrations. 
Future outlook for the brand will consist of extensions in the form of capsule collections catered specifically to diverse, under-represented markets 
such as that of the trans masculine community. In addition to editorial publications, styling-related content, and other artistic and creative endeavors.

@LucasCircello’s brand is:
- Queer
- Bold/Graphic/CAMP
- Classic
- Clean/Fresh/Innovative

Circello’s design aesthetic is intrinsic to their identity as a queer person and nuanced with reference to sociological paradigms, art movements of the 
past, and contemporary media.  Their personal style is eclectic and diverse - Taking on new forms and aesthetics like a chamomile. 
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ANALYTICS



4

ANALYTICS CONT.



Opportunities
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Strengths
Weaknesses

● Inclusivity and diversity 
at the forefront.

● Queer owned

● Multi-talented; Disciplines 
expanding from design 
and fine art, to creative 
direction and styling.

● Gender-neutral

● Personable, and authentic

● Attainable

S W
● Other influencers 

offer similar 
content.

● Queer artists and 
creatives striving 
for like-minded 
output.

● Other brands have 
established core 
competencies, and 
audience. 

Weaknesses
● No product offerings

● Lack of diverse social 
media presence

● Niche audience

● No established LLC

● Infrequent development, 
and post rate.

Opportunities

O
● Develop core 

competencies; illustration 
prints, staple garments. 

● Collaborations with other 
brands and influencers 
within and outside of 
fashion.

● Online retail space

● Advertisement and 
promotion spanning wider 
social media channels , and 
prominent traditional 
mediums. 

Threats



Increase Brand 
Engagement

Build a Diverse 
Community

Increase Brand 
Awareness

Increase followers, reach, 
mentions, shares, RTs. 

Drive Traffic
To personal website, portfolio, 
and other social media channels.

GOALS
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Likes, shares, comments, 
mentions, and replies.



METRICS & KPI

Increase of traffic to 
personal website

Increase of brand 
awareness; followers, reach.

Increase in engagement; 
likes, shares, comments

20% 50% 30%
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Increase brand awareness and engagement by creating a more prominent 
story through social media channels and campaigns. Develop personal 
narrative that will allow for followers to garner a more authentic and 
attainable experience. Sp
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Reach will increase on social media platforms such as Instagram by 50%, 
and engagement will increase by 30%. Website traffic will increase by 
20% overall, and followers on social media will increase by 25%.

Increase post rate by 100% for a minimum of two posts weekly. Establish a 
diversified community, with core audience attained. Introduce an online 
retail space.

Within one week increased social media presence will be achieved, and 
remain consistent beyond initial campaign. In one year the motion for an 
online retail experience will be underway and set to launch in 2023. 

Increase likes, comments, saves, replies, profile visits, and website 
taps.



TARGET AUDIENCE

GENDER

35%
Female

20%
Male

AGE

18-35

36-50

Interests
45%

Non-Binary
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Age: 18
Gender: Female - Trans Feminine
Pronouns: She/Her/Hers
Sexual Orientation: Heterosexual
Location: New York, New York
Occupation: Student
Marital Status: Single
Hobbies/Interests: Makeup, Fashion, Dancing
Lifestyle: A social butterfly, spending their time 
sneaking into queer spaces, and competing in 
ballroom events.
Values: Chosen family,  civil justice
Favorite Brands: Chromat, Pyer Moss, and 
Second-hand thrift
Pain Points: Queer fashion that is exclusviely 
pride-centric.

Age: 24
Gender: Non-binary
Pronouns: They/Them
Sexual Orientation: Bisexual
Location: Chicago, Illinois
Occupation: Freelance artist, and model
Marital Status: Polyamorous Relationship
Hobbies/Interests: Art; painting & 3D sculpture, 
photography, and lives shows.
Lifestyle: Introverted;  all consumed by the 
intention and motive behind their art.
Values: Strong relationships, and freedom of 
expression.
Favorite Brands: Patrick Church NY,  Lockwood51
Pain Points: Gendered sections within fashion 
brands.

Age: 31
Gender: Female
Pronouns: She/Her/Hers
Sexual Orientation: Homosexual
Location: San Francisco, California
Occupation: Editor for OUT Magazine
Marital Status: Partnered
Hobbies/Interests: Literature, Film, Art
Lifestyle: Enjoys a night spent in with her partner 
just as much as a night out with good company, 
food, and cocktails.
Values: Women’s rights, loyalty, and compassion.
Favorite Brands: Opening Ceremony, Charles 
Jeffrey, Jacquemus, Rodarte
Pain Points:  Lack of diverse identities present 
within fashion marketing. 

CUSTOMER PERSONAS
Sierra Divine Rae Evant Amy Goode

“It’s important to 
see oneself 
represented not 
only in the 
market, but 
within our own 
social circles - we 
need 
like-mindedness 
to connect and 
formulate sense 
of self.”

“Art is meant to be 
expressive. Fine 
art, fashion, music, 
etc aren’t derived 
mediums meant to 
be subjected to 
societal 
archetypes. 
Masculine vs 
feminine is a 
spectrum, not a 
binary.”

“Ensuring that 
creatives of all 
intersectional 
identities; trans, 
non-binary, black, 
asian, and differentialy 
disabled are promoted 
and celebrated is 
pivital in creating an 
authentic, exciting, 
and diverse cultural 
environment.”



POSITIONING
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● @bretmanrock - 18M mega
Queer lifestyle Influencer

● @wisdm - 1.9M mega 
Fashion Influencer

● @christiancowen - 290K macro
Queer fashion designer

● @patrickchurchny - 142K macro
Queer artist and fashion brand

● @openingceremony - 1.3K macro
Gender neutral fashion retailer

● @marko_monroe - 91.1K micro
Queer fashion designer and celebrity stylist

● @lockwood51la - 49.6K micro
Queer apparel brand Influence
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Lifestyle

@lucascircello

Key Competitors



DISTRIBUTION CHANNELS

Youtube
Promote existing content.

Instagram
Primary focus utilizing a 
combination of media; photos & 
videos. Implementing seamless 
carousel style posts. BTS scenes 
and subsidiary story posts.
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Key Times to Post INFRASTRUCTURE

Target Trend Methodology:
- Inclusivity
- Conversational marketing 

facilitates a personal, instant 
connection between 
marketers and customers.

- Seamless carousel posts.
- Social media stories.

Calendar:
One carousel post per day at 
indicated peak post time followed by 
story post(s) for seven consecutive 
days.



CONTENT: INITIAL STATIC POST
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CONTENT: 
INITIAL CAROUSEL 
POST
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CONTENT CONT.



CONTENT: STORIES
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RESULTS
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RESULTS CONT.



THANK 
YOU! LucasCircello.com

Lmcircello@gmail.com
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Instagram: @LucasCircello
Twitter: @Lucas_Circello
Youtube: Lucas Circello
LinkedIn: Lucas Circello


