


WE BELIEVE

DIEFEREN

WINS

Diverse people and perspectives

lead to better work



BASED IN :
SEATTLE SMALL

AGENCY

o
S THE YEAF
9 GOLD

i
|

50 EMPLOYEES

CHAMPION
OF DESI]

nglcc #

Certified LGBTBE

ONE OF THE ONL.Y (IF NOT THE ONLY
; \J“LGBTO-& & BLACK OWNED AND LED




CdPABILTIGS

Featuring Bruce Lee, Seattle Icon

Research &
Data Analytics

Creative &
Comms Strategy

Integrated
Production
Experiential ﬂ

Performance [<-i.
Marketing

Content
Marketing

. : N e Social Data
esign Intelligence

Integrated
Campaigns

| Media Planning
| & Buying



PARTNERS

Rbit Goldenl! amazon

Credit Union

BIEICIU) NIQ Ziply

b4 el s RED'y. SCOPELY UNIVERSITY of

EEEEEEEEEEEE WASHINGTON

NORDSTROM laska ‘5

AIRLINES werv

EEEEEEEEEEEEEE




OUR COMMITMENTS

S AND cntns

SIX
HUNDRED
&RISING

BUILDING LEADER

An advertising agency Internship community

Alan Brown, Founder a.brown@dnacreates.com 206.683.0411

DNACREATES.COM
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https://vimeo.com/755336141?share=copy
https://vimeo.com/755336141

CLICK TO PLAY


https://vimeo.com/755336120?share=copy
https://vimeo.com/755336120?share=copy

CLICK TO PLAY


https://vimeo.com/755336130?share=copy
https://vimeo.com/755336130?share=copy

CLICK TO SEE MORE


https://vimeo.com/user/96789978/folder/6952671

CLICK TO PLAY


https://vimeo.com/656284438?share=copy
https://vimeo.com/656284438?share=copy

CLICK TO PLAY


https://vimeo.com/656360902?share=copy

BEATING BIG INSURANGE BY THINKING

AND AGTING LOGAL.

CHALLENGE

Almost every traditional insurance
positioning was occupied and PEMCO
was being outspent 15 to 1, making it
nearly impossible to stay top of mind
with consumers who only think about
insurance when they need it.

OPPORTUNITY

We made local a differentiator,
embracing PEMCO'’s insider knowledge
of what makes the people of the Pacific
Northwest ‘a little different. After all,
Pemco was one of them.

PRELIMINARY RESULTS
25% sales increase
77% increase in brand awareness

#1 most-shopped insurance brand in the
PNW, up from #6


https://dnaseattle.com/work/pemco-different/

CLICK TO PLAY


https://www.google.com/url?q=https://vimeo.com/543809008?share%3Dcopy&sa=D&source=editors&ust=1692048259431776&usg=AOvVaw2jn1ZecQv5MtvgrnvwidEM
https://www.google.com/url?q=https://vimeo.com/543809008?share%3Dcopy&sa=D&source=editors&ust=1692048259431776&usg=AOvVaw2jn1ZecQv5MtvgrnvwidEM

CLICK TO PLAY


https://vimeo.com/543809336?share=copy
https://vimeo.com/543809336?share=copy

CLICK TO PLAY


https://vimeo.com/586961350?share=copy
https://vimeo.com/586961350?share=copy
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DRIVING GROWTH WITH A BiG BRAND
IDEA THAT FLEXES ACROSS CHANNELS

CHALLENGE OPPORTUNITY IMPACT
Better-for-you CPG brand Swerve Unify everyone from keto lifers to Site sessions increased YOY 79%
Sweetener needed to attract a healthy bakers with a big, inclusive .
. . ) . 119%+ in user growth
broader audience to support its brand idea to drive awareness and
national distribution in an sales. Sales growth across all key markets

increasingly crowded category.

CLICK TO SEE MORE


https://dnaseattle.com/work/swerve-everyone-friendly

Swerve® Is Everyone Friendly | Low Carb
Friendly Sweetener | Live the Sweet Life...
www.swervesweet.com

Swerve is the natural, non-GMO, non-glycemic,
zero calorie sweetener. Swap Swerve for sugar
in your favorite recipes - just as sweet and a
whole lot healthier.

Family
get together
friendly.

N Low carb
Sweeten with Swerve, the natural sugar friendly.
replacement that works anywhere, any Yum
time. #EveryoneFriendly : X " friendly.

Everyone
friendly.

The Everyone Friendly
Sugar Replacement

Keto friendyy. Gluten day riendy




CRAFTING ENTERTRINING AND EDUCATING
EXPERIENGES AT SCALE

CHALLENGE OPPORTUNITY IMPACT

With Covid forcing most live events to We ditched the corporate conference We redefined how hybrid conferences

go virtual, Tableau Software wanted to playbook and shifted from the typical parade  are done, and the CSAT scores

make sure that Tableau Conference — of executive speakers to three days of (0-5) show it with a 3.9 Overall
entertainment. The data conference became a

their annual three day gathering for the
global data community -didn’t feel like
a three day Zoom meeting.

music festival, with original lyrics, music, a Award Winning: This work has earned us a
live band and produced music video content. Gold B2 Award as well as National Addy
We composed three days of broadcast

content: everything from keynote openers,

CLICK TO SEE MORE promotional interstitials, sponsor ads and
executive content.
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https://drive.google.com/file/d/1V1qDPBUhgAF5IDBl6fgfdl9hS7gE9E51/view?usp=sharing
https://vimeo.com/713888286

n princess.tarrance-lander.907 VYesterday at 1:42 PM
this is not what | expected out of a conference for
data analytics tools

Ys o1 @

preethilodha.938 10:42 AM
4 Tableau is killing it with music in this conference !!





https://drive.google.com/file/d/1K2gIxdlQFxb0stHIa5unuKcFLUblv1-n/view?usp=sharing
https://vimeo.com/699880132

DNA GROWS BRANDS

TURNING A NOSTALGIC BRAND INTO
“THE PLAGE™ T0 BE IN POP GULTURE

CHALLENGE THE DRIVE

PBR was becoming less relevant FOR DIFFERENT

to younger consumers who Lean into PBR's classic brand heritage by
drink less and like to mix up fueling people’s desire for nostalgia. Pabst:
how they unwind. We needed to This Is The Place transports beer drinkers
make PBR famous again by back to the timeless places and gatherings
doing something unexpected. we pine for—complete with a Midwest motel

takeover for an immersive PBR experience.

T, T ~ 24



DNA GROWS BRANDS
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“A LOT OF TIMES,
BRAND PROMOTIONS
SOUND GOOD, BUT THEN

FALL FLAT IN REAL LIFE...

IT EXGEEDED MY
EXPECTATIONS™

“PABST BLUE RIBBON

RAISES THE NOSTALGIA
BAR EVEN HIGHER WITH
ITS LATEST CAMPRIGN™



DNA GROWS BRANDS

PBR RESULTS

e 1.4B Earned Media Impressions / $15MM Value
Featured on The Tonight Show, Forbes, Adweek,
Adage, The Food Network+ more

e 151MM OTT delivered impressions

e +6% Sales Increase YOY during campaign flight

e +8% Aided Awareness
(Benchmark: +6%)

CLICK TO SEE MORE


https://drive.google.com/file/d/1K0Z53jqBCQdIscRho1yQy-SppmUre9qP/view?usp=sharing
https://vimeo.com/759673967

TEAGHING TIME-WASTING GUSTOMERS
A NEW, FASTER WAY TO THEIR TRGO.

CHALLENGE

Taco Time’s freshly-made food takes a
bit more time, but customers were
content to wait in line because they

weren’t aware of the mobile order app.

CLICK TO SEE MORE

OPPORTUNITY

Shake customers out of their
complacency with a live, on-premise
stunt featuring the ‘Taco Time Time
Squad’ who surprised and entertained
waiting customers with fake citations
that offered a discount for downloading
the mobile app.

IMPACT

We doubled the number of order-ahead
transactions YOY as a result of the Time
Squad stunt and social content we
captured on the day.


https://drive.google.com/file/d/1K3deLe3fTdbHti8ARe5HsdoIn8zvI7p-/view?usp=sharing

