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Exploring the creative strategy behind work
that drives brand and performance.
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A creative strategy workflow tool purpose built for
performance creative teams.

Creative
Briefing
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Best performing creators

| Quick Compare

Click on any category below to instantly create comparison groups from all tags within that category. 1.42
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Objects Concept Offer Type Actor Taone Angles Target-Persona
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Tags:
Hook Score — 638 ROAS > 2 Ad Name contains UGC
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Are you arriving too early? —_— Average CPA Average CPA
This week: $56.90 This week: $56.920
Ever wondered how much a hair transplant costs? S This week: 342 This week: 342
Change: 10.57% g Change: 10.57%
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Tracksuit

Instant clarity on your client's brand,

Bra nd traCking at agency Speed category, and competitors — all in a real-time

dashboard that your whole team can use (and
actually will).

Tracksuit

=l
[+

Airbnb's funnel » Accommodation Services

{:. Awareness

* Consideration

¢ Investigation

2 Usoge
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QRY

( Brand x Performance: Creative as Currency

Hi, I'm Samir Balwani,
Samir Balwani
CEO founder of QRY.

QRY
As a media buying agency, we sit in a
unique position. We're not a creative
shop, but creative is critical to our
performance. That gives us a view that’s
data-driven and performance focused,
yet brand-aware.
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Creative 1s integral in brand and performance

PERFORMANCE MARKETING
« High ROAS / Profitable
« Not Scalable

BRAND AWARENESS
« Reaches New Customers
« Low ROAS / Not Profitable

BRAND + PERFORMANCE
« Scalable & Sustainable
« Profitable Growth

Creative is central to media. The right creative and messaging builds
awareness and drives action, powering brand and performance growth.
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> Awareness

78%

> Consideration

57%

> Investigation

54%

> Usage

36%

> Preference

32%

QRY

How we look at creative

Creative needs to engage with
consumers at every stage of the
funnel.

Creative should be:

e Contextual to the consumer
e Consistent across the funnel.
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&

BRAND KPIS

Brand engagement
Social listening lift
Organic search lift

Post purchase survey
responses

Tracksuit brand tracking.

J

-

o

COMMERCIAL KPIS

Click through rate
Conversion rate
Average order value
ROAS revenue.

~

J

QRY

High-value brand creative impacts both brand and commercial KPIs. It should
create a familiarity and perception that improves your performance ads.
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Why does this matter?

CPMs in major media channels continues to rise,
increasing overall Customer Acquisition Costs
(CAQ).

Social CPMs Are on the Rise, With TikTok Leading
the Pack

% change in US social and YouTube ad cost per
thousand (CPM), Q1 2022-Q1 2025

14.6% 1367

Brands are forced to:

« Diversify media channels and look for

ooz asss e anzoms newer, more cost effective channels
B TikTok [l Meta Snapchat [ll YouTube . .
Note: average social/YouTube ad CPM is the amount advertisers pay for every O I n VeSt 1 n b ra n d a Wa re n ess to 1 m p rove t h e

thousand impressions of their social ads or ads delivered via YouTube; YouTube
excludes YouTube TV; includes advertising that appears on desktop and laptop

P . . L o ° o ° °
Compde sy i g, oo i o efficacy of their media, offsetting the rising

Source: EMARKETER KPI Forecast, Q3 2024

— =M | EMARKETER CPMS.
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Brand awareness drives paid performance

CTR & Conv Rate by Brand Awareness Spend
== Click-Through Rate (%) == Conversion Rate (%)

Brand awareness effects
performance marketing
spend by improving CTR
and Conversion Rate,
allowing performance
spend to become more
efficient and scalable.

Increasing Brand Awareness Spend ($)
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Brand positioning and
awareness is a
competitive moat.

Positioning statements and themes
allow brands to build a moat around
their business, improving their
performance marketing and
differentiating from their competitors.
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Brand positioning in upper funnel

In upper funnel
messaging, highlighting
correeTaon 3 A S key messaging themes
reanes = VI A N allows the brand to
- 7 breakthrough as
consumers follow the
buying journey.
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Brand connection in performance ads

¥ 7

In performance creative,
- | we can reinforce brand
SRR g N e — ~ messaging while
PR \ B SROE 5w highlighting key product
- . v features and benefits.
.. /A S alB S | Since the consumer has
! o
[ already seen the brand
messaging, the
performance creative
becomes more impactful.

FULL BREATHABLE BACK
(MORE BREATHABILITY, ALWAYS)



( Brand x Performance: Creative as Currency QRY w

The brand statements

Makes great performing products
& It isn’t enough to build
brand creative and drive
brand awareness - it

Makes comfortable products needs a purpose.

Brand creative needs to
build awareness and
improve on key
statements.

Is value for money
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The brand deck

Imagery can be the most
difficult to keep on brand
because of its subjectiveness.
Using a tool like this can
ensure that images “fit” the
overall aesthetic.
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The creative reviews

Review your marketing IT'S PERSONAL.

collateral regularly to identify
which assets are cohesive and
which are straying.

Consider doing this with
competitive creative to
identify opportunities for
differentiation and
breakthrough.
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The brand + performance strategy

Delivering regular growth by integrating brand & performance marketing is not a
growth hack - it is not instant.

Instead, it takes time, process, and consistency to ensure you’re making impact.

PROCESS CONSISTENCY
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Darkroom



MAGICBRIEF X TRACKSUIT PRESENT

Creative as Currency

Exploring the creative strategy behind
work that drives brand and performance

%) Darkroom’



OUR TEAM

Darl(room Qur Model Outcomes Company Careers Pricing

Unlock the next
stage of growth.

Darkroom is a next generation performance marketing partner. Our
mission is to scale the world’s best ideas through highly-effective
advertising.

Body Exfoliator
Jomimage Corps

.ucas DiPietrantonio
CEO, Founder

o,

Aashay Patel

Director, Growth



OUR SERVICES

Retention Creative

Digital Marketing
designed for
Omni-channel

f——

A CLOSER o e —
(gl - e e e S D

Pe rfo rl I lance PAID SOCIAL RETENTION MARKETING CREATIVE STRATEGY
PAID SEARCH SUBSCRIPTION & LOYALTY DARKARTS
CONNECTED TV BRANDING
CREATOR /TIKTOK SHOP
Digital Marketplaces Retail Media

WEBSITE SUPPORT AMAZON MANAGEMENT INSTACART

WEB OPTIMIZATION WALMART MANAGEMENT CRITEO / CITRUSADS
MR SEO & AIO WHOLE FOODS

CONVERSION RATE OPTIMIZATION WALMART CONNECT



OUR SERVICES

Portfolio Value

Since our founding, we have launched and grown
many of the legendary brands of our generation.

Nécessaire
the Body Wash
2 Neltovant Cons

What started as a boutique digital agency evolved
into one of the fastest-growing private companies
in America (Inc.), one of the most successful
performance media agencies of the 2020s (Varos),
and esteemed recognition by Forbes 30 Under 30
for our founders’ contribution in Marketing &
Advertising (Forbes).

Crate&Barrel

1 B Enterprise value
created
B Trackable revenue
delivered
1 M + Ad spend under
management

L n i HBO\
'\’:ﬁ? Supports Digestive

1248loz (355mL)
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The point of advertising is to drive sales,
point blank.

4 N [
“Your role is to sell, don’t let We think that all marketing is
anything distract you from the performance marketing.
sole purpose of advertising.” And it starts with great creative.
DAVID OGILVY
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Taste & performance are not
mutually exclusive

@ Vacation Inc ® 479 Active Ads

Overview

‘ SPF -30 -BABY - OIL
o )| . - SVELL LIKE SUNSCREEN [ ™ o

* 181new ads in last 14 day I Video 262 10.4% - _ AND SWINHV[[NG POOL
* Lead to 16 landing pages .
+ Creative output is up 100% o\ t14 da Image 2209 87.4% — ’

Carouse . e FINALLYATRYING THE AF

VIRAL WHIP SUNSCRIJEEN

. g/ ae
I /
72l Vacation Inc 72l Vacation Inc L "2 Vacation Inc wee 22 Vacation Inc see

p

“VACATION”
Seentof the
“World Famous™

Vacation® Sunscreen
Company

#*

EAU DE TOILETTE
1FLOZ

Classic. Whip. Glow.

CLEAN - CLASSIC - ICONIC

Vacation®

NOW WITH

SHIMMER : Vacation®. « « « « « « MAY 20-26 Vacation®s « « « « « « MAY 20-26
i L s s e R e

+ Save v + save v + Ssave v + Ssave v
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Brand investment at every stage of growth

What this looks like in practice

Packaging / Identity Organic Social CTV
Organic social (Instagram / TikTok) Full funnel digital DSP & AMC
Organic founder (LinkedIn / X) Influencer OOH

Partnerships Celebrity and Collaborations
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What makes creative work?

Volume vs Quality

Organic Performance
-Engagement Ratio
-lImpressions

-Shares

-Comments

Paid Performance
-CTR

-ROAS

-CPA

‘ 4
Smooth Skin'd /5
ecret Weapon

Acids + Antioxidants for

brighter, smoother skin.

% J Y Jk K 5861+ Reviews

LAUNDRY DAY
WILL'NEVER
BE THE SAME

Bold, soulful fragrances in simple-
to-use, performance pods.
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Using Organic Signal for Paid

CREATIVE AS CURRENCY

The best brands know how to leverage social in a way
that drives both TOFU awareness and BOFU conversion.

Evergreen: Cancomp2_Can...

2 ads

Spend $116,981.77
Purchases (All) 3,796
Cost Per Purchases (... $30.82
ROAS 3.48
Thumbstop 38.68%
CTR 1.24%

DR_11.28_Candle_DoubleDa...
3 ads :

Spend $115,305.77
Purchases (All) 3,974
Cost Per Purchases (... $29.02
ROAS 3.79
Thumbstop 14.87%
CTR 0.98%

%

This is not a “brand versus
performance” debate.

Organic is a force multiplier applied
to paid media.

¢

Improve efficiency,
improve margin.

Find the most underpriced,
high-value reach.
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The Formula for Winning Evergreen Content

f °
Quality

How are we ensuring that the content
being produced is outlasting trends?
Is the shelf life multi-year, or is it only
optimized to capture a short term
trend?

-

Quantity

Brute force approach to distributing
that evergreen content.

-

Consistency

Have a long term perspective in mind -
following this process with intensity and
for an extended duration leads to
winning in the long term.

J
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The Evolution of Brand &
Performance Funnels in 2025

TOF

Short form content (Reels, Tiktoks, and Youtube Shorts)

MOF

Paid Ads

4 N

BOF : : :
The relationship you develop with

members in your community.
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Play the Long Game



Lucas DiPietrantonio
Founder, CEO
@ Darkroom

Aashay Patel
Director, Growth
@ Darkroom

Darkroom
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Roundtable
Discussion
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( Q&A )

In our saturated, Al-
generated, fragmented
media-channel era, what
actually makes a piece of
creative stand out?
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Q&A

Many marketers are stuck
in the brand versus
performance mindset
when it comes to creative. Veaury FRNERTS

What’s the line between
being “on brand” and
being experimental?




Roundtable discussion

Liguid Death: Funnel over time

100% -
@ 43% Awareness
90% @ 18% Consideration
— —— —— — —— — — — — —— —— — .
— o —
® 10% Usage
B0% —

. 4% Preference

0%
. 85% Categor - tration
60% —

Tracksuit gives brands e —

) ) May ‘24 Jun 24 Jul 24 Aug ‘24 Sep 24 Oct ‘24 Mow 24 Dec 24 Jan ‘25 Feb 25 Mar ‘25 Apr 25
real-time signals on how
Trendy

Canned

Refreshing
Innovative Weird
e - @ o

Interesting Overpriced

Cool
New

Unigue

they're perceived by
consumers. How should
that shape creative
strategy?
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Q&A

THOSE WHO ARE IN THE CATEGORY BELIEVE IT..

Is the first place | go for accommodation

What are tell-tale signs to " Fie
know 1if your “brand”
creative is actually T
working? o

18% Expedia
© 19% Airbrb
22% Hilton

22% Marriott

Feb 2025 — Apr 2025 | all demogrophics | Accommmodation Services | United States
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Comparing 5 ad groups Natalie, Caitie, Olivia, Marge, Morgan

n Spend > a Impressions Clicks (All) =+ Add Metric
US$1,244
1-51,395
1156
Us$778 Us$778
Us$700
65:741 65:741
433 433
203
13,‘20

Hook Score — 68
Qlivia Morgan Natalie
Spend
ROAS Table Format v
Clicks B  sadsselected D spend © B 1mpressions Clicks (All) cPMm CPC (All) CTR (Links)
T 'l S 'I.ik M a i C B ri f cTA n Olivia usst m 151,885 1156 US$9.22 uUs$1ae 0.46%
C : E g E Q 2":;59"' : ussm m 65,741 433 US$13.30 UsS$1.88 0.48%
surface patterns across -
= | 2‘:‘:"9 i Us$ 13,420 203 US$52.99 US$3.56 1.05%
— s d v ....l 1 v
h = h = a Per meressens ﬁ Caitie uUss$ 9,226 146 US$10.23 US$0.70 1.05%
igh-performing creative ' - -
[ ]
Spend + Add Group
A$110
A$100
7,000
A$90
H hould market
ow SNOou arketers use
A$60
) ° ° 4,000
A$50
data like this to inform or :
A$40 3,000
-I.. t t. A$30 2,000
validate creative
1,000
A$10

[ ] | [ ] ?
dl ‘ ! 10 | l ° Apr 23 Apr 26 Apr 29 May 2 May 5 May 8 May 11 May 14 May 17 May 20

BSD Cove...
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Q&A

So, “taste matters” when it
comes to performance.

But what does this actually
look like in a high-volume
creative workflow? How do
you hold the bar when
speed is a priority?

[ L
o N
‘ | \ 4 :
ﬁl canit/goiwrong =
.= | H‘

oM
il
Clo=3%
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Start growing
your brand today

O =10

L= L
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<Tracksuit Request a demD

MagicBrief

4

Scale your ads with
creative analytics

< MagicBrief Book a demD

Tracksuit W



