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What is
 Seaside Creamery?

What is
 Seaside Creamery?



Ismael Bermudez

What is 
Seaside Creamery?

Seaside Creamery is a family-run ice cream
shop in Long Beach. 

Their ice cream is made with a custard base, and
they offer new flavors monthly to keep your
tastebuds excited!

Ismael and Esmeralda are a husband and wife
duo that run the shop.



Insights from before...
Here's a breakdown of the insights before our campaign:



Pros:
Good metrics with Reels
Local Collabs and Partnerships
Trendy Subjects 

(ex: Matcha; Charli XCX “brat” flavor)

Cons:
Content was unmethodical
Branding was inconsistent
Posting schedule was random
Profile Bio wasn’t as informative and was missing
unique selling points and a call-to-action

What Content
the Shop was
Producing:

B E F O R E  O U R  C A M P A I G N :



We made content both for Instagram and TikTok

F O R  E X A M P L E :

&Instagram TikTok

Content Strategy:
Our content strategy was based on gathering ideas from current trends and recreating them. 

Most of the trends that we decided to recreate were fun, entertaining and informative at the same
time meaning it showed the brand’s image as a new ice cream shop while also keeping the audience's’

feeds fun and engaging, complimenting the current trends. 



Our Initial Plan:

Target Segment: Visual Strategy: Call-to-Action:
Students
Local families

Bright, colorful
imagery to evoke
appetite
Cheerful & Inviting

Encourage customers
to repost scoops via
posts captions &
Social Media Bio

Custard Base
Biodegradable
Packaging
Espresso

Fundraisers
Local Partnerships
Food Influencers

Monitor engagement
metrics to see what
works 
Adjust Strategy 

Unique Selling Points: Community Engagement: Analytics & Adjustments:

Launch a visually compelling website
Design & Create promotional flyers &
motion graphics
Create a TikTok business account

Increase Customer Retention
Build a Loyal Audience 
Expand Social Media metrics
Consistent Social Media schedule



Informative Entertainment
Local Partnerships

& 
Food Influencers

Walk With Me to Seaside
Creamery

Letting our Gen-Z
Marketing Team Write
Our Script

Instigator 
(feat. Coffee Drunk LBC)

Flavor of the Day
When People Fight Over
Who Pays

Food Influencer
@leansfoodies
@wheresthafoodat
@eaterlbc

Behind the Scenes
Viral Trend: 

       COCONUT SPLASH

Content Topics
Emphasized:

F O R  E X A M P L E :









Instagram Profile Picture Before Instagram Profile Picture After

Graphic Designs



Graphic Designs

Seasonal Flavors Most Popular Flavors



Graphic Designs

Pop Culture Posts



Edits and Character
Graphics

Graphic Designs



Captions



M A X  O F  5
H A S H T A G S



8 - 1 0
H A S H T A G S



My Strategy
&
Improvement

Include CTA (call-to-action) in order to get more
engagement involved in the comments

increase in engagement from followers + non-
followers

Making sure the writing content is appropriate to the
video alongside the owners tone of voice

creative, fun, energetic, etc. 

S T R A T E G Y :

T H I N G S  I ’ V E  C H A N G E D :

Started off by implementing more hashtags
increase in reach led to an increase in followers

Changed my tone of voice to audiences liking
started off with more of a semi-professional
tone, then changed it into more fun and
engaging tone



Website
Phase 1 Understanding competitors
and Blueprint 

Developed a competitive analysis on neighboring ice
cream stores that were direct to indirect competitors
of Seaside

Pros and cons allowed me to push forward stray or
move closer on certain designs, layouts, and
services 





Phase 1 Creating a Blueprint

Proceeded after delegating with client



Phase 2 Understanding how this will all work 



Developing the Website
Wireframes and Low-Fidelity



Website
https://www.seasidecreamery.com/ ! 



Insights Now 

Focus on creating reshareable content and
prioritize Reels for reach.
Leverage analytics to understand what types of
visuals and stories attract non-followers.
Encourage external link taps through strategic
call-to-actions in posts.
Highlight top-performing themes or formats
from past successful posts.



Overall Views (Last 90 Days)

Total views: 48,579, with a 55%
majority from non-followers,

indicating strong discoverability and
potential to attract new audiences.
Content types driving engagement:

Reels: 68.1% of total views,
showcasing their effectiveness for

reaching new audiences.
Stories: 19.6%, good for

maintaining engagement with
followers.

Posts: 12.3%, offering steady but
less impactful reach.

Top-performing posts based on views:
Nov 8 (4.9K), Nov 9 (3.7K), and Nov

14 (3.6K), emphasizing the appeal of
visually captivating and timely

content.
Steady mix of content resonates with
followers and garners interest from a

broader audience.



That’s a Wrap 


