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Introduction
I grew up knowing about BISCo. due to it being run by a family 
member of mine. Having this personal connection to this company 
only made me appreciate and love the people involved so much 
more.

The Client
BISCo. is a catering company owned by my godfather, Craig 
Geraghty. He started this company after being invited to 
perform a cooking demonstration which was an unforgettable 
experience for the comedian/actor. While waiting on tables in 
Southampton, New York, he created BISCo. to honor the annual 
family vacations to Block Island. Their current goals are to 
bring in more loyal consumers based in NYC with disposable 
income and increase their online following while keeping a income and increase their online following while keeping a 
personal image.
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The Consumer

Goal Consumer

Catering companies consumers lie on a wide range for food is 
enjoyed by everyone. The consumers for BISCo. mostly come from 
Long Island, New York. This most likely has to do with the cooking 
demonstrations the client performs in public libraries across the 
island to create more brand awareness. The audience from these 
cooking demostrations tend to be 45 years old and older which is 
great but a younger audience is also needed.

The younger audiences get drawn in from their social media The younger audiences get drawn in from their social media 
presence but a goal of the client is to improve their online presence 
due to a lack of exposure. This only means not enough of the 
younger audience is being drawn in. Their current marketing 
portion is geared towards a more younger audience based in NYC 
but is currently drawing in the wrong demographic at the moment.

Aiming towards a younger audience of age 30 and older in NYC 
with disposable income.



The Strategy

For this campaign, I wanted to show that BISCo. caters to 
many different types of (small) events while remaining 
personal. This campaign explains that while remaining 
true to their carefree spirit, this company is very reliable 
and efficient through a more humorous approach.

Each ad created during the campaign are targeted Each ad created during the campaign are targeted 
towards a younger audience. Two of the three ads are 
humor based to remain more memorable to those who 
witnessed the ads. The social media ads were on 
platforms BISCo. uses often to draw in the proper age 
range like Twitter and Facebook. These accounts are not 
doing as well as Instagram which is another reason for 
focusing on these platforms for ads.focusing on these platforms for ads.

Informative Persuasive Narrative



Informative

In this informative ad, I used a list format to catch the 
reader’s attention for it flows easily. Within the list, it 
portrays the headline in the center so if the reader is only 
skimming the ad, the brand name will stand out. I used a 
seafood image in the background to inform without words 
on what food BISCO serves even though the word “seafood” 
is in the ad as well. The main focus was to set up the 
personal connection through using the term “family” since personal connection through using the term “family” since 
the client is really trying to establish that connection from 
the get go.



Persuasive

The persuasive ad focused on the experience BISCO can give 
to their customers. Humor was used in this ad to target the  
audience the client is searching for since younger generations 
find humor to be a more effective way to advertise. The limit of 
customers per event is 125 people which is a low number but 
this ad puts a positive spin on the number by once again, 
using a personal conection as a tatic.



Narrative

For the narrative ad, the background used was chosen to 
catch attention through colors. By using warm colors, it will 
create a more welcoming attitude within the minds of the 
readers who are viewing this ad. Once again, humor was used 
through a story of an employee who has forgotten to book a 
caterer for their boss’s 50th birthday. Most employees who 
have a boss that is 50 years old will be much more likely to 
be younger than 50 which is why this will once again, target be younger than 50 which is why this will once again, target 
an younger audience.



Conclusion

By allowing consumers to have a personal connection 
with services like Block Island Seafood Company will 
only help improve their event and create even better 
memories. Who wouldn’t want an event to be so 
amazing and fun that guests will talk about it for 
years to come? BISCo. can and will create memories 
so wholesome, the customers will be back for years to 
follow for each event they will host and this campaign follow for each event they will host and this campaign 
will help invite the consumers in.


