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Problems 
There is an opinion that INVITRO is remembered only when there is an urgent medical need: a 
disease, doctor’s direction and the need for diagnosis. Of course, it is good that this happens 
infrequently, but it is not for the brand. In addition, we would like people to think about us not only 
more often, but also in a positive context. 
 
We are talking about building a "lovemark" - a brand with which people are connected not only with 
rational knowledge or practical experience, but also with a strong emotional attachment. Prevention, 
early detection of health threats does not just open up new market opportunities for us. This is an 
occasion to remind of yourself, to offer a positive agenda to the most conscious and most solvent, and 
then to everyone. 
 
All of us are well aware of how classical PR and traditional advertising in medicine looks like: calls for 

on time examination, reports that earlier detected diseases are faster and cheaper to cure, and that 
doctors are our friends and of course, that there should be a laboratory diagnosis. These correct 
appeals, unfortunately, have one common feature - they do not work. Just as the terrible pictures on 
cigarette packets and big letters like "Alcohol harms your health." 
 
The medical market is rather conservative. Each step should not just be literate in terms of 
communication, but also correct from a medical point of view. In medicine, you are not able to lie. It is 
impossible to lie in other spheres, but those lies do not directly affect human lives. At the same time, 
the traditional messages, which were mentioned above, have already turned into white noise. We do 
not catch them in the information flow and pass by. 
 
 
 
 



Target audiences 
 
People directly related to communications, both with traditional and digital, defined the target 
audience of our project. There were pr-specialists, smm, marketers, journalists and many others. We 
deliberately did not limit the participants on a strict list, because market is not standardized and there 
is a great amount of duplicating posts. 
 
In any case, the audience of the project is socially active, receptive to the new, solvent, well organized 
in an understandable and easily reachable community through communication channels.  
 
In addition, due to their specifics, marketers are wonderful "social hubs" and are extremely active in 
communications with the outside world, which means that the project, if adopted positively, 
guarantees an excellent PR effect. 

  
 
 
 
 
 
 
 
 
 
 
 
 
 



Communication strategy 
The strategy was based on the viral distribution of project in social networks. Information about the 
action was presented neither on the official website of INVITRO, nor in medical offices. 
The day of an announcement of the action was not chosen by chance - the International Pr-specialist 
day is celebrated on July 28. 
 
Since the very start of the campaign, the leading professional associations have become official 
partners and signed the appeal to the industry - RASO, AKAR, ABKR, AKMR and the Guild of Marketers 
were among them. 
 



Tactics and creative solutions 
 
As a basis, we took the model "freemium", which is known primarily as a model of software sales. 
Within this model, you offer something on a shareware basis, hoping that the experience of successful 
use, successful contact with the brand will ensure subsequent sales. It is worth saying that the 
construction of "lovemark" involves sincere attitude and good deeds, which is why we did not 
accompany participation in the project by any 
additional conditions: the purchase of other 
services, the abandonment of personal data, etc. 
Drivers for the spread of information about the 
start of the action were: 
 
1) Joint appeal of the leading associations and 

INVITRO, published on the websites of 
organizations and in the media on the day of the 
pr-specialist; 
2) Special project in VC.RU "Don’t play with your 
DEADLINE!"; 
3) Post in the telegram-channel "Merciless PR" 
 
Then the virus spreading mechanism (mainly 
in Facebook and VC) and word-of-mouth 
were activated.  
  
 
 
 



 Practical actions 
 
In fact, major activities were grouped over processes to maintain the 
work capacity of the action - working with administrators of medical 
offices, processing requests of agencies (50 agencies) and the media 
(30 media), which decided to become official partners of the action. 
SMM-department processed messages in social networks. Only 2% of 
the reports were negative. 
 
 
In the middle of the action, we began to send out certificates 
"Average on the hospital": 
 

 
At the end of the project, analysts and medical experts of INVITRO 
prepared a qualitative analysis and compiled a health portrait of 
Russian communicator: 
https://www.invitro.ru/about/press_relizes/47282/ 
 



 
  

 
 
 
 
 
 
 
 
 
 

  

 



Result / Effectiveness of the project 
 
The result of the action in terms of its popularity is excellent. The project page received more than five 
thousand reposts. Almost the same amount of reposts and over twenty thousand hits got material 
about the launch of the action, published by our main information partner vc.ru. Almost 17 thousand 
views - an article of the editor-in-chief vc.ru Konstantin Panfilov about how he personally took part in 
the "Don’t play with your DEADLINE!" All this, apart from numerous posts and a huge aggregate 
audience of those who told in social networks about their participation in the action. In addition, the 
project collected 156 publications in various media (with a total coverage of 27 million contacts). More 
than 50 corporate and 30 information partners joined it. It lasted exactly a month and 6,613 people 
took part in the action. 19400 messages were published in social networks. 
 
 

In addition, all you wanted to know about the industry: the third of the participants (2122) came 
exactly on the last day of the action. 
 
 


