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We are
STORYTELLERS

Creative. Thoughtful. Effective. 



Los Angeles. 1979.
Two young marketing execs—Jeff 
Brein and Sandy Quinn—are work-
ing for the Walt Disney Company 
when they decide to start their own 
company. One of their first clients is 
their old employer. The partnership 
would include such milestone proj-
ects as Disney’s home video division 
and their TV channel. 

More clients followed: Hallmark, 
Save the Children, Hasbro, Electronic 
Arts, and the Los Angeles Times, to 
name a few. 

Among QB’s early clients was the big-
gest of them all: the office of The Pres-
ident of the United States. QB was 
charged with handling advance work 
for then-Vice-President George H.W. 
Bush and First Lady Nancy Reagan. 

In the early 1990s, Sandy Quinn re-
tired from the company and Jeff Brein 
took a vacation to Seattle, where he 
fell in love with the area and decided 
to move his family and the company. 

Today, QB is headquartered on Bain-
bridge Island—just a short ferry ride 
from downtown Seattle. 

Over the years, our list of represen-
tative clients has grown as we’ve ex-
panded our services, embracing new 
technologies to solve emerging com-
munications challenges. 

Through it all, the values of the com-
pany have remained the same: we are 
committed to building partnerships 
with our clients—whether this means 
working closely on a single project or 
forging a relationship that lasts for 
years. As a boutique agency that has 
worked with the largest of organiza-
tions and the smallest of businesses, 
we know how to maximize a client’s 
resources to spend more time on 
projects without incurring the costs 
of larger firms. All that, plus we are 
a one-stop source that can take on all 
your PR, marketing, event planning, 
social media, content creation, pho-
tography, or videography needs. 

Everyone has a story to tell—
let us help you tell yours!



OUR SERVICES
Copy Writing and Collateral, from turn-key articles to press 
releases and other collateral materials, such as brochures, newslet-
ters, and websites. 

Crisis Communications, including consulting and advising on 
messaging and fielding press inquiries during emergency situa-
tions. 

Event Planning, including corporate meetings and special events 
for small and large groups. 

Marketing campaigns and projects tailored for specific audience 
and need. 

Media Relations, including placement of news stories, features, 
product reviews, profiles, and interviews. 

Public Affairs with experience connecting government agencies 
with non-profits and other organizations. 

Public Relations, including community outreach and relation-
ship building. 

Publicity Campaigns targeting specific markets and media, in-
cluding print, broadcast, and digital. 

Social Media Management, including increasing engagement 
and audiences on Facebook, Twitter, Pinterest, and Instagram. 

Video Production, filming and editing of everything from short 
videos to grab attention on social media to longer instructional, 
promotional, or feature pieces. 

Over the next several pages, please find examples of our work!



COPYWRITING &
COLLATERAL

We’ve all heard the old adage about a picture’s worth and we think that can be true, but, sometimes, the right 
words can mean so much more in telling someone’s story. We have a lot of the right words and have used them 
in a variety of ways for clients: press releases, op-eds, editorials, technical articles, and collateral. Read more 

samples at QuinnBrein.com

It All Started with a Flag: 
Celebrating 200 Years of Black Ball

“It is synonymous with luxury, ingenuity, and 
reliability. A pop star once wrote a love song 
about it. It has played a key role in building 
empires, legacies, and the largest fleet of pas-
senger ferries in the United States. 

In 2018, the Black Ball flag celebrates 200 years 
of service. The distinctive banner—with a 
black “ball” set on a red background—is the 
oldest U.S. nautical flag still in use, responsi-
ble for a revolution in how people travel to-
day.”
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T.H.O.R. Responds to PGST Opioid Crisis

The Goals and Strategies of THOR

1.) Prevent Opioid Misuse and Abuse
• Promote best practices for prescribing
• Raise awareness of risks including overdose; reduce stigma
• Prevent opioid misuse in communities, particularly with youth
• Promote safe storage and disposal of prescription medicine
• Decrease the supply of illegal opioids

2.) Expand Access to Opioid Use Disorder (OUD) Treatment
• Expand capacity of health providers to recognize signs of opioid 

misuse
• Increase access to and utilization of best practices OUD treatment in 

communities
• Increase access to and utilization of best practices OUD treatment in 

the criminal justice system
• Increase capacity of syringe exchange programs to provide overdose 

prevention training, including naloxone and to engage clients in sup-
portive services

• Reduce withdrawal symptoms in newborns

3.) Prevent Deaths from Overdose
• Educate community to know how to recognize and respond appropri-

ately to an overdose
• Increase availability of overdose reversal medication Naloxone

THOR Logo by Jeffrey Veregge

Late in 2016, the community 
came together for a town hall on 
opioids. Then, in January 2017, 
PGST Council members and 
staff took part in an opioid re-
sponse meeting with representa-
tives from three counties. From 
this humble origin story comes 
T.H.O.R. 

The Tribal Healing Opioid Re-
sponse, or T.H.O.R., is a plan set 
forth by the Wellness and Health 
Services Departments to respond 
to the opioid crisis on reservation. 
At its center are three very broad, 
but distinct goals: prevent opioid 
misuse and abuse; expand access to 
opiate use disorder treatment, and 
prevent deaths from overdose. 

Each of these goals include strat-
egy items to help achieve positive 
outcomes. For example, while 
opioids can be useful for short-
term pain management, the pro-
gram wants to make sure doctors 

and other health care providers 
are using best practices when pre-
scribing, including recognizing 
the signs of misuse. 

T.H.O.R. is unique compared to 
state and county plans because 
of the opportunity PGST has for 
departments to work in coordina-
tion. The program was designed 
for collaboration with a lead de-
partment for each strategy who 
will work with partnering depart-
ments. In this way, no one de-
partment is responsible for com-
batting the crisis; each has a role 
and an opportunity to bring new 
ideas to the table. 

“Everyone has a role to play.  No 
one department or leader can 
solve this problem.  That's the 
main idea behind T.H.O.R.,” 
said Dr. Luke McDaniel, Medical 
Director, Port Gamble S’Klallam 
Tribal Health Center. 

~THOR, continued on page 2 

Opioids Explained

Hardly a day goes by 
without news about 
America’s opioid prob-
lem. It has become this 
country’s worst and most 
deadly drug crisis. 

According to data from the Centers for Dis-
ease Control (CDC) and compiled by The New 
York Times, drug overdose deaths in 2016 
topped 59,000—a 19% increase of 2015. The 
2016 overdose death toll is greater than the 
number of people who died in that year in car 
crashes (38,000) or from gun violence (36,000). 
It is even greater than the number of deaths 
at the peak of the HIV/AIDS crisis (43,000) or 
U.S. casualities in the Vietnam War.” 

The Point Hotel Opens
“After over a year of con-
struction, The Point Ho-
tel in Kingston, Wash., is 

now open. The hotel will join the on-property 
casino to become The Point Casino & Hotel.

...Throughout the Hotel’s design features 
natural materials that adapt key architectural 
ideas from traditional Tribal all-cedar plank 
construction in a style called Coast Modern. 
This minimalist, natural aesthetic is especial-
ly apparent in the Hotel’s communal areas, 
including....” 

Letter to Readers: Coronavirus response
“For 228 years, people have turned to The Old 
Farmer’s Almanac for advice and wisdom in 
times of uncertainty. This remains true now 
more than ever before.”

“We’re all weathering this storm the best we can. 
This is as true for us as it is for you. Things are 
shifting quickly, and we’re all adapting. What is 
unwavering is our dedication to being ‘useful, 
with a pleasant degree of humor’ today, tomor-
row, and well into the future. As you can imag-
ine, we’ve been through a lot in 228 years and 
still managed to come out on the other side. We 
will this time, too, and so will you.”



PHOTOGRAPHY
A great photo tells a story; it sets the viewer in the middle of the action, lets them experience an emotional mo-

ment, or even make them hungry! Visit QuinnBrein.com for more examples. 

Coconut Curry, appearing in 2020 
Old Farmer’s Almanac!

German Pancakes Strawberry Mango Salsa, featured 
in 2020 Garden Guide!

Granola bars Chicken Satay Jambalaya

Tribal blessing ceremony Totem pole raising celebration at 
Point Casino & Hotel

Kitsap Pride 2018

Tulip Festival 2018 Canoe Family prepares for launchCanoe Journey



VIDEO
While still photography captures a moment, video allows for even greater depth of storytelling and messaging. 

You can view featured videos at QuinnBrein.com.  

ReEntry Documentary: This 30 minute short film explored the Port Gamble S’Klallam Tribe’s 
ground-breaking program that has been helping people take back their lives from addiction.

Kitsap Pride 2018: A short promo and fundraising video for Kitsap Pride 2018. 
Created for social media and web. 

National Farmer’s Day: A series of videos for social and web telling the story of one small farm and the 
young couple who ran it. 

Kitsap Humane Society: Created for the Leave 10 for Kitsap project, this social media video talks about 
the work done by Kitsap Humane Society, a Leave 10 partner. 



SOCIAL MEDIA 
MANAGEMENT

Facebook. Instagram. Pinterest. Snapchat. Twitter. These platforms have become synomyous with modern com-
munication. While most companies and organizations understand they should have a presence on these chan-
nels, they quickly discover it can be more difficult than it would appear to create engaging content and grow 
audiences all while keeping on top of the various algorithms and opportunities presented by each platform. We 
offer a turn-key solution with on-brand content creation, strategies for audience engagement and growth, and 

the know-how to take advantage of tools such as re-targeting campaigns. 

Created Image Content, for social posts or modified for targeting campaigns

Sample posts



EVENT PLANNING
Have you ever attended a really great party, meeting, or group trip? The better the event, the more planning you 
can bet went into it. It takes a lot of work to appear effortless. From event design and vendor management to 
general logistics to on-site management, we’ve planned galas, business meetings, incentive trips, and more for 

groups from a dozen to hundreds. 

Case Study
Quinn Brein was hired to plan, design, and manage logistics for a gala benefitting Fishline NK at 
the then-newly opened Point Casino & Hotel. Working with the Casino & Hotel we chose a theme 
of Casino Royale and created a night of fun, intrigue, and, of course, gambling for our attendees. 

We designed every aspect of the event: right down to the playing card chandeliers! We also man-
aged the vendors, oversaw the tournaments, designed the invitations, and worked with staff on 
catering and raffle items. 

Case Study: Kitsap Uncensored
In 2019, the Kitsap Regional Library Foundation 
wanted to grow their annual fundraising event, 
Kitsap Uncensored. Held inside their headquarter 
location in Bremerton, Wash., the event’s theme 
was banned books. Our task was to transform the 
library space and we did with a wardrobe leading 
into Narnia, a Mad Hatter table, a re-creation of 
Hogwarts dining hall, a Great Gatsby bar, and, 
even, an actual Iron Throne! We were responsible 
for design, construction, and overal logistics. 

The event was a smashing success: atten-
dance doubled and fundraising goals were 
met! Perhaps most importantly, we gave 
them an evening they won’t soon forget! 



MEDIA RELATIONS
Many of our clients seek us out for help in telling their stories through the media. We have experience building 
relationships between our clients and print, broadcast, and digital media. Through our work, our clients—both 

in the Seattle area and nationwide—have been able to tell their stories through such outlets as: 

Other placements have included: 



REPRESENTATIVE 
CLIENTS

It’s about the company you keep. Here are a few of the clients we’ve worked with in our four decades. 
Won’t you come join us? 

1982 World’s Fair 
(Knoxville, TN)
1992 World Figure Skating 
Championships
Alamo Rent A Car
Alaska Sightseeing Tours
Authors including Antho-
ny Bourdain, Suzannah 
Sloan, and Sally Sondheim
Bainbridge Economic 
Council
Bainbridge Island 
Chamber of Commerce
Bainbridge Island Police 
Guild
Bainbridge Performing 
Arts
Blackball Ferry Lines
BOXLIGHT Corporation
Breeders Cup
Caesars Palace
California Tree Fruit 
Association
Cardinal Logistics
Catch a Rising Star 
Comedy Clubs
Century City Marriott
Childhelp, USA
Children’s Hospital of Los 
Angeles
Children’s Hospital at 
Stanford University
City of Beverly Hills 
Visitor’s Bureau
Coleco Industries

Delta Air Lines
Disney Channel
Doubletree Hotels
Electronic Arts (EA)
Evergreen Escapes
FarAway Entertainment
Fetha Styx
Fleischmann’s Yeast
Grand Ole Opry
Guitar Magazine
Hallmark Cards
Hasboro, Inc. 
Hearst Magazines
Heronswood Gardens
Hodgson Mill
Houghton Mifflin
Hewlett-Packard
Intelius
Islandwood
Kitsap County 911 
Employees Guild
Kitsap Pride Network
Kitsap Regional Library 
Foundation
Kitsap Tenant Support 
Services
KGO-Radio, San Francisco
KQED-TV, San Francisco
Leave 10 Kitsap
Liberty Bay Bank
LifeCenter NorthWest
Los Angeles Times
Marler Clark
Marriott Hotels
Matchbox Collectibles

MCA Television (now 
NBC Universal)
National Association of 
Chain Drug Stores
National Association of 
Truck Stop Operators
National Collegiate Skiing 
Association
NFL Alumni Association
Old Farmer’s Almanac
Old Farmer’s Almanac 
General Stores
OPUS NW
Orbridge
Paladin Data Systems
Pebble Beach Company
Pegasus Investment 
Partners
Pierce County Police Guild
Point Casino & Hotel
Port Gamble S’Klallam 
Tribe
PBS-TV’s “Breaking Bread 
with Father Dominic”
Ralston Purina
Richard M. Nixon Library
Royal Viking Cruise Lines
Ryder 
Save the Children
That’s A Some Pizza
Treehouse Foundation
U.S. Postal Service
Walt Disney Company
Westin Hotels
Yankee Candle



Everyone has a story to tell. 
LET US TELL YOURS.

When you’re ready, drop us a line. We’re happy to listen to your needs and 
even help you decide if hiring a firm like ours is a good next step in achiev-

ing your messaging and marketing goals. 

403 Madison Ave. N. #101
Bainbridge Island, WA 98110

(206) 842-8922
info@quinnbrein.com

Ginger Vaughan
Vice-President

cell: (360) 620-9107
ginger@quinnbrein.com

Go to QuinnBrein.com for more examples of our work. 

Follow us online


