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CONTRIBUTORS.

Theresa wrote the bulk of the editorial copy for CaféLife, 
creating content that ref lects Elisco’s passions for food, service, 
and advertising. She also worked closely with design to 
develop the structure of the magazine, and ensure that all 
elements appeal to a high standard for creative. 

As the magazine’s graphic designer, Brandon built the layout 
and created the majority of the visual elements seen in CaféLife. 
He ensured that the magazine’s graphics work in tandem with 
its written content to ref lect Elisco’s brand, while also adding 
his own personal creative touches.

Sydney assisted with writing copy and conducting research for 
CaféLife; her contributions are entitled, “A Table for Ten” and 

“Healthcare help wanted?” She also served as a copy editor. 

Joe wrote the article entitled “The Elisco Experience,” which 
breaks down his preconceived notions about working for an ad 
agency. He also assisted with copy-editing.

THERESA DOOLITTLE

SYDNEY BROWN

JOSEPH NOVAK

BRANDON WOLFF
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IF A CRACK WERE TO APPEAR in the wall 
of your home, you probably wouldn’t think 
much of it. You might get a bit nervous as it 
crawls along the entire length of your central 
room; and when the wall starts to bow out in 
the middle, you might hope that it isn’t load-
bearing. You may be less inclined to spend time 
in that room, because when you do, the wall 
creaks under your weight. But you wouldn’t 
be scared; not in a million years, you might think 
as you face the crack with your hands on your 
hips, would this building—this home—fail me. 

 Look: we’re advertising people, not 
construction people. So when a crack appeared 
in the main room of our café-style off ice 
where we hold agency meetings and talk with 
clients, we didn’t let it stop us. When the crack 
expanded and the wall started to bow out, we 
got a little worried—just not worried enough 
to move our work elsewhere. But as the crack 
continued to grow, it became clear that our wall 
had no intention of repairing itself. In late-July, 
we finally conceded: we’re not construction 
people, but it might be time to call some. 

 A structural engineer paid us a visit a week 
later, moving through the off ice with a level 
and a furrowed brow. He took measurements, 
asked questions, and nodded slowly to himself . 
And then he looked around our second floor —
where all of our desks, computers, and employees 
sit—and asked, “… and you guys are still 
sitting up here?” 

 We laughed, but maybe we shouldn’t have. 
The engineer told us that our wall was coming 
down, and it wasn’t a question of “if ” but 

“when.” Of course, the “when” was frustratingly 

non-specific—in an hour? in a year?—but it 
was enough to make us pack up our things 
and hang the “closed” sign on 3707 Butler 
St. And so, with that 30-minute assessment, 
the crack—which had been steadily crawling 
its way along our wall for at least the last two 
months—closed our office indefinitely.  

 It would have been easy, at this point, to 
throw in the towel entirely; to say “oh well, 
time to move on,” and leave all our current 
projects sitting in the dust. But at Elisco, 
we think that easy is overrated. Instead, we 
chose to solve the problem, adapt to our new 
circumstances, and view these weeks not 
as a time of destruction, but as a season for 
change and rebuilding. 

 In our line of work, we’re the f ixers: 
when people have problems attracting new 
customers, hiring employees, or optimizing 
their digital presence, they come to us. We 
solve their problem with a snazzy new ad 
campaign, a revamped corporate brand, or a 
crash-course in effectively using their social 
media accounts. So what happens when the 
people who usually help other companies 
rebuild suddenly f ind themselves in need of 
some rebuilding? 

 Because we’re a small agency, we’re 
f lexible; we operate well on conference calls 
and in temporary spaces. This means that 
the construction at 3707 Butler St. didn’t put 
a hold on any of our ongoing projects. As 
much as we love our office, this experience 
taught us that the building doesn’t make the 
business—the people do. And luckily, we 
have some pretty great people. 

A CAFÉ UNDER CONSTRUCTION.

 People like Laura Shirley, who was promoted 
from Graphic Designer to Associate Art Director 
last year with an unfortunate lack of fanfare. We 
added-on again in January 2018 when Jordan 
Fessler joined us as our new media buyer, and 
improved once more by way of Melanie Gross’ 
promotion to Account Manager. Most recently, 
we expanded our home base by off icially 
launching Artichoke Productions, our in-house 
production company. And when the construction 
at our building is complete, we’ll christen our 
restored building with a brand new sign. 

 Rebuilding our wall has turned into an 
unexpected metaphor for everything that 
we try to do at the Creative Café—both 
externally, for our clients, and internally, for 
ourselves. We’ve had the opportunity to ref lect 
on all of the additions and improvements that 
have enhanced Elisco in the past few years, 
from making sure that we fill our proverbial 
kitchen with the best cooks in the business, 
to f irmly rooting our café philosophy in 

everything we do. All along, we’ve been 
constructing a better, stronger foundation on 
which to build our company and offer our 
services to the Pittsburgh area and beyond. 
3707 Butler St. isn’t crumbling down. Well, 
maybe the building is, but the agency that calls 
it home is only growing onwards and upwards. 

 And still—much like original hardwood 
f loors and coffered ceilings—the elements of our 
company that you know and love are staying 
the same: high-quality products, creative 
approaches, and a philosophy rooted in fresh 
ideas and friendly service. 

 When the dust settles and we off icially  
reopen our office, we’ll invite the whole famiglia 
over for a celebration of Italian proportions. 

 Would you expect anything less?
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worked with John Caruso to find and pursue 
new business opportunities. He also helped create 
a social media pricing guide and worked on a 
campaign for Westmoreland County Historical 
Society—one of Elisco’s newest clients. He is the 
President of the Student Marketing Association 
at Cal U—a group that he has been an active 
member in throughout his undergrad career. 
Now entering his senior year, Joe has big plans 
for the organization which include transforming it 
into a student-run advertising agency.

BRANDON WOLFF,  
our Design Intern, studies 
Graphic Design with a 
minor in Marketing at 
Pennsylvania College of 
Technology, where he is 

now a rising senior. Already accomplished  
in his f ield, Brandon is the Vice President  
of Penn College’s AIGA chapter, has won  
a Flux Design Competition award, and is the 
secretary of Alpha Chi Honor Society. He 
particularly enjoys branding, photography, 
and web design. Some of his favorite projects 
here at Elisco have been working on creating 
logos and designing advertising posters. In 
addition to his passions for art and photography, 
Brandon loves to stay physically active by playing 
soccer and running.

including BuckeyeThon and She’s the First. She 
recently returned home from a semester abroad 
in Paris, where she spent the spring immersing 
herself in French culture and improving her 
French language skills.

THERESA DOOLITTLE, 
our Copywriting Intern, 
is an intrepid traveler and 
avid photographer—two 
sources that help inspire 
her to create fresh, creative 

copy at Elisco. A writer at heart, she has 
enjoyed creating longer-form content such 
as blogs for Elisco in addition to working on 
campaign themes, search ad copy, and social 
media captions. A senior at the University of 
Pittsburgh, she is pursuing a B.A. in Writing 
and Communication, with a concentration in 
Digital Media. This past fall, Theresa spent 
the semester in London and Prague where she 
studied literature, art history, and new media.  
When she isn’t in the office, Theresa can be 
found exploring with her camera; photography 
has been a prevalent part of her life for many 
years now, and she experiments with 35mm 
film as well as digital mediums.

JOE NOVAK, our Business 
Development Intern, is 
no stranger to all things 
marketing. He is currently 
working toward a B.S. in 
Business Administration 

with a concentration in Marketing at California 
University of Pennsylvania. Here at Elisco, Joe 

PULL UP SOME MORE CHAIRS to the dining 
room table, our famiglia is growing! This year, 
we welcomed Jordan Fessler as our Media 
Buyer, and promoted Melanie Gross, our former 
Account Executive, to Account Manager. We 
also hand-picked a great new crop of summer 
interns, who spent ten weeks with us from 
June to early August. Sydney, Theresa, Joe, 
and Brandon are all college students with a 
passion for advertising and a taste for café-style 
creativity. We wish them luck as they all begin 
their senior year this fall!

JORDAN joined our team 
at the end of January as our 
Media Buyer. She is no 
stranger to the advertising 
or media world; previously, 
Jordan interned for an 

advertising agency in Greensburg and worked 
as an account executive selling radio for Renda 
Broadcasting – WISH 99.7 FM. In April 
2016, Jordan graduated from the University 
of Pittsburgh–Greensburg where she studied 
Communication and Visual and Performing 
Arts, with a focus in media arts. After a year-
and-a-half in radio, Jordan decided she wanted 
to be on the agency side of things. As our media 
buyer, she is able to take a budget and create 
a solution for our clients based on the type 
of media that is best for them. In addition to 
media, theater and acting are two of Jordan’s 
biggest passions. She is looking forward to 
getting back into pursuing acting after being in 
musicals and plays throughout her high school 
and college career.

MELANIE has been with 
Elisco for two-and-a-half 
years, and was recently 
promoted from Account 
Executive to Account 
Manager. She graduated 

from the University of Pittsburgh in 2015 
with a B.A. in Media and Professional 
Communication, concentrating her studies in 
Corporate/Community Relations and Digital 
Media. While in college, Melanie was a 
copywriting intern at Elisco, and we were 
exited to welcome her back to the agency. 
Her new position puts her in charge of 
handling client-agency relations while giving 
her more managerial responsibilities. Among 
the perks of her position are working with 
a variety of different clients and industries. 
For Melanie, no two days at Elisco are the 
same—excitement that she enjoys.

SYDNEY BROWN  
joined us from the Ohio 
State University, where 
she is studying Strategic 
Communication and 
French, with a minor in 

Public Policy. As our Account Management 
Intern, she worked with Melanie to make sure 
that projects are run smoothly for our clients 
from start to f inish. Before Elisco, Sydney 
gained first-hand public relations and content 
marketing experience as an intern for Pittsburgh 
Ballet Theatre. Back at Ohio State, Sydney 
works in marketing, campus engagement, and 
fundraising for student non-profit organizations 

A TABLE FOR TEN.
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THROUGH THE YEARS.

1999

1994

1986

1978

2010

2002

2018

2014

Agency founded by Ben Elisco & Jean 
Herrmann as The Stone Wheel Inc., based in LA

Agency rebrands as Elisco Advertising 

Elisco adopts the artichoke in its logo

Elisco introduces the Creative Café model

Elisco moves to 3707 Butler St.

County—before settling on the Creative Café: 
a model which would combine the agency’s 
passions for food, service, nontraditional 
thinking, and creativity. 
    The agency’s new direction also required 
a new location. Elisco moved to a storefront 
with a small kitchen and outdoor seating in 
Pittsburgh’s Lawrenceville neighborhood— 
two doors down from where we stand today 
—and, in 2002, Elisco’s Creative Café was 
officially open for business. 
    2018 marks our 40th year in business, and 
our 16th year as the Creative Café. 40 years is 
a huge accomplishment for a small, family-
owned operation, and while we can’t see into 
the future, we can be sure that ours will be 
bright, fun, and full of delicious food. We hope 
you come hungry. 

THE YEAR WAS 1978: bellbottoms were in 
style; Grease was in theatres; “Night Fever” by 
the Bee Gees was the number one song; and 
Ben Elisco was working as a screenwriter in 
Los Angeles. Gene Herrmann, a close friend 
of Ben’s, owned a printing company and started 
sending Ben jobs that needed writing. Ben 
would write for those jobs and send them back
—then Gene would send him another job. 
Then another, and another, until the volume of 
work grew so large that he and Gene decided 
to go into advertising together, forming an 
agency called The Stone Wheel, Inc. before 
rebranding as Elisco & Herrmann in 1986. 
    In the mid-90s, it was time for a change. 
John Elisco started exploring a number of 
options for developing the agency—including 
moving it to a tree farm in Westmoreland 

40 ANNI.
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THE TELLY AWARDS recognizes agencies for 
their achievements in video production and TV 
commercials. Their 39th annual competition 
drew 12,000 entries from five different countries, 
so we were pretty excited when the folks at the 
Tellys called to let us know we had won six. 
The awards include: 

We’re not in this for the fame or the fortune; 
we just want to consistently create effective 
advertising for our wide range of clients. The 
bling? It’s just an added bonus.

And to all the little kids out there who 
dream of someday working in advertising: 
these awards are for you.

ACTORS HAVE THE OSCARS, theatre has the 
Tonys, and musical artists have the Grammys. 
As for advertising agencies? Well, you won’t 
see us on any red carpets, but there are still a 
number of shiny statues that we can take home 
for doing good work. This year, we received 
recognition from two awards groups: the Aster 
Awards, and the Telly Awards.

THE ASTER AWARDS honors agencies for 
excellence in healthcare advertising. Judging 
criteria includes creativity, layout and design, 
functionality, message effectiveness, production 
quality, and overall appeal. Elisco won four 
awards, placing us in the top 16% of the nation for 
advertising excellence. The awards are as follows:

READ ALL ABOUT IT! 

John recently sat down with 

Pittsburgh Business Times to 

talk about issues of succession 

in family businesses. 

IN THE NEWS.

Gold Aster Award for Solevo 
Wellness billboard

Silver Aster Award for Solevo Wellness 
logo and corporate identity

Silver Aster Award for Community 
LIFE logo and theme

Silver Aster Award for Ohio Valley 
Hospital transit shelter

Three Silver Aster Awards for Ohio 
Valley Hospital physcicians videos

Bronze Telly Award for aerial cinematography

Bronze Telly Award for Trib Total Media

Bronze Telly Award for Douds Furniture

VIDEO PRODUCTION and advertising go 
together like meatballs and marinara sauce. 
Our clients are constantly looking for 
professional, high-quality video content that 
is produced in a timely and cost-efficient 
manner. Often, they choose to contract out 
a larger video production company whose 
process is expensive and drawn-out—a 
choice which is usually worth it, but not 
always necessary. Realizing this, we started 
offering a shortcut to clients who simply 
needed a video or two to post on their 
website: work with us, instead. 

 At Elisco, we always have creative minds 
on hand. Some of our people at the Creative 
Café came to us with an innate knowledge 
of how to create a screenplay, work a camera, 
and stitch together footage to build effective 
video content. Our process is less expensive 
than the big guys, and though they have 
more advanced technology, the videos we 
create are far from “cheap.” This cost factor, 

plus our ability to shoot and edit quickly, 
has made us attractive to clients looking for 
digital media content. 

 The amount of videos that we produce 
in-house for clients has grown rapidly over 
the last seven years, and we’ve reached 
a point where video production needs its 
own position, and its own title. Now, we’re 
making things official: enter Artichoke 
Productions, a branch of Elisco’s Creative Café. 

 Artichoke Productions creates the same 
high-quality videos that you’ve already seen 
from us, but separating out this portion of 
our business means that we can highlight 
our digital content services, and draw 
in a new niche of clientele. And because 
Artichoke is in-house, you can expect the 
same friendly faces and warm service that 
you already know from us. 

 So the next time you need video 
content, keep it in the family: choose 
Artichoke Productions.
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ELISCO HAS SPECIALIZED in healthcare 
marketing for 40 years—work that has 
included creating branding materials for 
healthcare facilities, helping to introduce new 
medical services, and developing tactics that 
effectively target patients, physicians, case 
managers, and caregivers. Our healthcare 
clients come in all shapes and sizes, including 
Community LIFE, Ohio Valley Hospital, and 
Solevo Wellness. Just like doctors offer the best 
care solutions for their patients, we develop the 
best marketing solutions for our clients. 

One major challenge facing healthcare 
professionals today is staff recruitment. Because 
of a growing elderly population, the demand 
for home healthcare, nursing facilities and 
hospitals has increased as healthcare workers 
continue to retire at a comparably steady rate. 
This nationwide shortage of qualified nurses and 
doctors has plagued hospitals of all sizes. An 
estimated 33% of hospitals have an employee 
vacancy greater than 10%, and vacancies exist 
from the ground up. Leadership positions are 
the most difficult roles to hire for; on average, 
only 35% of those positions are filled within 
three months of a facility’s opening. 

Our healthcare clients are no exception to 
these challenges. For years, Kane Community 
Living Centers has clocked in with the highest  
overtime pay of any Allegheny County 

Healthcare help wanted?
How advertising campaigns can help healthcare 
facilities facing hiring woes.

department. Managing overtime is notoriously 
diff icult for a nursing facility that offers 
24-hour care, but diff iculties hiring new 
employees further complicate this issue. In 
Allegheny County, the elderly population is 
actually outgrowing the younger populations at 
a faster rate than the national average, putting 
a strain on Kane’s services. Further, Kane 
has had to compete with the draw of urban 
hospitals—such as the UPMC system—when 
recruiting nurses and physicians.  

When recruitment competition is tough, 
many employers turn to their internal Human 
Resources staff or recruitment firms, but an 
effective advertising campaign can also make 
potential employees come to you. With the 
same tactics that we’d use to target your ideal 
consumer, a recruitment campaign can let 
your ideal employee know that your company 
is hiring, and that it’s a great place to work. 
This is just what we did to help Kane find 
a fresh crop of employees that uphold their 
high expectations for dedicated and quality 
care. Kane hosted local hiring events for 
each of their locations, and we got the nurses 
there. Direct mailers, social media ads, and 
radio ads helped drive traff ic to the events 
and increase job applications. We know that 
healthcare recruitment can be tough, but 
with the right campaign we can turn your 
vacancies into applications.

FREEDOM BANK is a community bank serving 
northeastern Virginia that was looking for  
refreshed advertising to promote their personalized 
services. Freedom Bank presented Elisco with 
an exciting opportunity to do work outside 
of our usual Pittsburgh market. Crossing state 
lines for the project meant that we were able 
to prove our versatility as an agency. We’re all 
for hometown pride; we love our city, and it’s 

What do Freedom Bank, Uber and Solevo 
Wellness™ have in common? For starters, 
they’re all run by innovative and progressive 
people who are determined to make our 
community more navigable; and secondly, 
all three of them came to Elisco for help with 
various projects in 2018 (which means that 
they’re all pretty smart, too). 

always fun to work with clients who share that 
love, but we certainly don’t need to confine 
ourselves to one corner of the country. As our 
agency grows—as technology evolves, and 
as more talented minds come through our 
doors—so should our geographical reach. 

Before winning the Freedom Bank account, 
we created a number of different design 
approaches—called “spec”—and they selected 
one of those approaches. What initially started 
as a singular ad turned into a larger campaign, 
and our design team worked closely with the 
folks at Freedom Bank to make necessary 
adjustments. In the end, we produced a creative 
ad that clearly communicated Freedom Bank’s 
goals and values.

Take a look at some of our spec creative 
below to see how this project evolved.

NOW SERVING.



SOLEVO WELLNESS™ came to Elisco in 2017 
with a challenge: to help develop an identity, 
completely from scratch, for Pittsburgh’s f irst 
medical marijuana dispensary. 

On April 17, 2016, Gov. Tom Wolf signed 
Act 16, a law that made medical marijuana 
legal in PA. Solevo believes in the power 
of medical marijuana as a vital method of 
relief for patients living with serious medical 
conditions, including glaucoma, cancer, 
autism, Parkinson’s disease, MS, IBS and 
HIV/AIDS. The company was founded by 
leading physicians, pharmacists and medical 
professionals dedicated to offering personal, 
professional care to qualified Pennsylvanians. 

Solevo looked to us for help as they built 
their brand from the ground up—that meant 
developing a company name, logo, theme and 
corporate identity that would supersede the 
stigmas cast on the medical marijuana industry. 

Solevo has been able to maintain that image— 
even as they navigated through setbacks that 
are standard of any new business forging its 
way into unfamiliar medical territory. Solevo 
has a dedicated customer base whose quality 
of life has been drastically improved by medical 
marijuana, and they remain one of just two 
medical marijuana dispensaries in the Greater 
Pittsburgh Area. 

UBER APPROACHED us with the task of 
developing a brand identity for one of their latest 
ventures. This unique opportunity encouraged 
us to step outside of our comfort zone and 
tackle a project for a large, nation-wide 
corporation; we can’t wait to apply what we 
learned from this experience as we take on 

more larger-scale accounts in the future. 
While wish we could divulge all the gory 
details about this exciting project, Uber 
asked us to remain quiet— so we’re locking 
our lips and throwing away the key.

What we can say, however, is how much 
we enjoyed working with all of these clients, 
and more, in the f irst half of 2018. From 
huge corporations like Uber to small (but 
mighty!) operations like Solevo, we learned 
that size truly is just a number.

Tackling these issues of public perception and 
education were at the forefront of our work 
with Solevo. And with a projected opening 
in January 2018, we had to move quickly to 
make sure that Solevo had all the materials 
necessary to start off on the right foot. 

Sarah Gullickson, a national cannabis 
consultant who helped Solevo get its operation 
off the ground, told the Tribune-Review that 

“[Solevo’s] goal is not only to be clean and 
pristine, but make sure we are welcoming 
everybody to experience our facility and 
really get educated on the new school of 
medical marijuana.”

Elisco tried to apply a similar sentiment 
in its creation of brand identity for Solevo, 
searching for a look that was clean, welcoming, 
and professional. Here’s a taste of what we 
came up with:
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At Elisco, we’re crazy about advertising, but it 
shouldn’t make us crazy—which is why it’s 
important to take a step back and enjoy ourselves 
every now and then. Crabvertising, our most-
loved summer tradition, is a testament to this 
belief. Didn’t make it this time around? Keep 
an ear out next July for details about our 2019 
event—we’ll save you a mallet.

CRABVERTISING
The recipe for our fourth annual Crabvertising 
event is simple: friends, beer, and crabs, all 
brought together on a summer afternoon. 

This year’s Crabvertising came on the heels of 
the unfortunate news that our off ice would be 
closing in order to perform some much-needed 
renovations. But Crabvertising, held outside 
in our garage, could not be stopped. So, on 
July 20th, while construction began inside our 
office, we were outside celebrating the summer 
with our friends, colleagues, and neighbors. 

A bushel of Maryland Blue Crabs sat on our 
newspaper-lined table, its numbers steadily 
decreasing as the afternoon wore on. Outside 
the garage, people gathered around a tree 
stump, f lipping a hammer to hit an opponent’s 
nail in an aptly-named game of Stump. It was 
a warm afternoon, so we stayed cool by sipping 
on Coronas, and welcomed the breeze when it 
came. We saw a lot familiar faces, and even met 
some new ones—which was great, because those 
crabs certainly don’t eat themselves. 

MAY 2, 2018 | Google Partners Lunch

NOVEMBER 2018 | Elisco Thanksgiving Dinner

APRIL 11, 2018 | Axe-Throwing

FEBRUARY 2019 | Wines We Love

JULY 20, 2018 | Crabvertising

JUNE 2019 | Artichoke Festival, Castroville, CA

AUGUST 2, 2018 | Hidden Harvest volunteering

AUGUST 16-19, 2018 | Bloomfield's Little Italy Days

PAST EVENTS

UPCOMING EVENTS

Soccer Jersey

Zip-up Hoodie

Engraved Recipe Box

“Artichokes have good hearts.” Shirt 

Urban Bocce, 2015 Winter Classic

Coffee Mug

Racing Sweater 

Reusable Shopping Bag

Note Card

$30.00

$40.00

$30.00

$25.00

$20.00

$10.00

$65.00

$5.00

$5.00

OUT & ABOUT. PRODUCT SHOP.



WINES WE LOVE!

Preheat the oven to 325º. Squeeze some 
of the juice from the lemon halves into 
a large bowl of water. Working with 
1 artichoke at a time, snap off the dark 
green outer leaves. Slice off all but 1 inch 
of the remaining leaves. Peel and trim the 
bottom and stem of the artichoke. Halve the 
artichoke and scoop out the furry choke with a 
spoon. Cut the artichoke halves in half again, rub 
with the lemon and add both the lemon and the 
artichoke to the lemon water. Repeat with the 
remaining artichokes.

BUON APPETITO!

In a large, ovenproof skillet, combine the 3 
tablespoons of lemon juice with the olive oil,  
garlic, thyme, and bay leaf. Drain the artichokes 
and add them to the skillet. Bring to a simmer over 
moderate heat, stirring the artichokes occasionally.

Transfer the skillet to the oven and roast the 
artichokes for about 40 minutes, stirring a few 
times, until they are tender and browned in spots. 
Discard the bay leaf. Stir in the parsley and season 
the artichokes with salt and black pepper. Let cool.

Arrange the prosciutto slices on a platter. Spoon 
the artichokes and their cooking liquid into a bowl 
and serve with bread and the prosciutto.

1

2

3

4

Roasted Artichokes 
& Prosciutto

Ingredients

BY MICHAEL CHIARELLO for Food & Wine, October 2010

1 lemon, halved, plus 3 tbsp lemon juice

6 large artichokes

2/3 cup extra-virgin olive oil

3 garlic cloves, quartered

1 teaspoon coarsely chopped thyme leaves

1 bay leaf

1 tablespoon very finely chopped flat-leaf parsley

Salt and freshly ground black pepper

1/2 pound thinly sliced prosciutto

Crusty bread or bread sticks, for serving

A different take on the classic and much-lovedNegroni, the 
Negroni Sbagliato has the same simple base, but with a twist: 
gin is swapped out for prosecco. This cousin to the Negroni is 
a bit lighter, making it an excellent option for a breakfast or 
mid-day cocktail. Just like penicillin, the cocktail was created 
by accident in Milan in 1972 when a busy bartender accidentally 
grabbed a bottle of prosecco instead of gin. By the time the 
bartender noticed his error, the guest had 
already tasted the drink—and loved it. And so,  
the Negroni Sbagliato was born. “Sbagliato” 
means “mistaken” or “wrong” in Italian; 
when you order one at the bar, remember 
that the “g” is silent!

Combine ingredients over ice in a lowball 
glass, stir gently, and garnish with an orange 
peel— Italian simplicity at its finest. Salute!

1 oz. Campari

1 oz. sweet vermouth

1 oz. Prosecco

RECIPES FOR YOU.

Negroni Sbagliato

Ingredients
Active time: 35 min.
Total time: 1 hr. & 30 min.
Yield: 8 first-course servings 
Best paired with: a tangy Sauvignon Blanc

JOHN C: Montepulciano d’Abruzzo - best 
drank on a Sunday afternoon with some 
risotto and meatballs in red sauce.

LAURA: Narcisi Peach - a sweet, summer wine 
that reminds me of tasting wine at Narcisi 
winery in Gibsonia.

JORDAN: Cabernet Sauvignon - drank in the 
comfort of her own home, while snacking on 
brie cheese and grapes.

MELANIE: Champagne! (with orange juice)

CLINT: Prefers red wine over white; go-to 
food pairing is a charcuterie and cheese plate.
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OVER THE COURSE of my formal education 
in marketing and advertising, I was repeatedly 
taught that large-scale agencies are the standard 
in the advertising industry. In class, our case 
studies consisted of campaigns created by the 
likes of Ogilvy & Mather, Saatchi & Saatchi, 
and W+K. These examples gave me the notion 
that every client I would work for would 
need a national-scale campaign; I even had 
one professor who swore that Mad Men 
scripts are still accurate. 

When I arrived at Elisco’s Creative Café 
in June, I was fully prepared to be a coffee-
fetching machine that would get to work on 
a few projects if I was lucky. To my surprise, 
though, I had an experience that would break 
all the agency stereotypes planted into my 
head by my professors. The atmosphere of the 
off ice was down-to-earth and welcoming, 
and my intern position felt personally tailored 
to my own skills, wants, and needs. 

Over the course of my internship, I’ve 
come to understand the benefits of smaller 
agencies like Elisco, and I’ve seen how our 
company culture translates into results. Every 
client that I had the pleasure of working 
with received the same tailored experience 
that I received as an intern. While at Elisco, 
I realized that today’s consumers want an 
experience – a desire which Elisco’s Creative 
Café is great at fulf illing.

COOKING UP CULTURE

Elisco’s Creative Café positions themselves as 
just that: a kitchen for fresh ideas prepared by 
innovative chefs. Picture this: it’s Thanksgiving 
Day. You and your family have just arrived at 
your Grandma’s house, and everybody is eager 
to help prepare dinner. This meal prep is akin 
to the creative process here at Elisco: every 
member of the team brings a different dish to 
the table, all while communicating eff iciently 
within our kitchen. 

Oddly enough, poor communication is a 
common problem at larger agencies. Employees 
often get lumped into their departments with 
little effective communication between them, 
which can lead to potential misunderstandings 
regarding a campaign. At Elisco, all of our 
chefs are cooking together. 

 
BREAKING TRADITION

I was taught that advertising is cut-and-dry. 
Agencies create campaigns that are broadcasted 
via mass media outlets such as TV, radio, and 
magazines. While these mediums are still alive 
and well, they don’t f it the needs of every 
business. As a result, newer, inexpensive methods 
like digital content marketing have begun to 
supplement the more traditional mediums. 

Some businesses have even chosen to ditch 
tradition altogether and shift most of their ad 
budget online. Through DIY platforms like 
Google Ad Suite and Facebook Advertising, 
companies no longer need to shell out money 
to large agencies and can instead reach their 
desired audience more efficiently with the help 
of smaller agencies like Elisco. 

FLEXIBILITY

In one of my advertising classes, our professor 
asked us what agency positions we desire to 
hold one day. Most of the class aspired to 
be either an Account Executive or Creative 
Director—personally, I marveled at the idea  
of being a liaison to my clients, while letting 
the employees underneath me handle the grunt 
work. That may be how things are run at large 
agencies, but not here at Elisco.

I worked as Elisco’s Business Development 
intern this summer, which required me to 
prospect new clients and sit in on anything 
new-business related. While I did a lot of that, 
I also was pleased when I was asked to branch 
out to different areas as well. I spent a lot of 
time doing research, working on creative, and 
I even took a stab at writing some copy.

While this may seem typical of an intern, the 
idea of employee f lexibility is office-wide here. 
Every employee in the office is a master at their 
job and can also operate eff iciently in other 
areas when necessary. Melanie, our Account 

Manager, spends a lot of her time proofing 
copy and working with digital mediums. 
Our Art Director, Clint, works with video 
production. Laura, John C., and Jordan—
Associate Art Director, Business Development 
Lead, and Media Buyer, respectively—also 
dabble in account services. If a client calls 
Elisco with a question about their account, 
almost everybody in the off ice will be able 
to give an accurate answer – an asset not 
always found at a large agency. 

My time interning at Elisco’s Creative Café 
was not only great job experience, but a 
remarkable look into what agency life is like 
for the little guys. If there’s one main lesson 
I’ve learned, it’s that competition between 
businesses is like the story of David and 
Goliath – the huge agency might be a safe 
bet, but that David sure packs a punch. 

THE ELISCO EXPERIENCE.

by Joseph Novak, Business Development Intern


