
The new corporate style 
of INVITRO as the basis 
for communication with 
the consumer



Business:
to keep the dynamics of the annual growth of the network 
and the position of the leader in the rating of franchises 
among medical companies. Go to a new, higher level of 
brand identity management, taking into account the analy-
sis of the past mistakes, and also in the formalization of the 
relations with the franchise owners. Create a full-fledged 
high-quality brand book, which will help not only to im-
prove the manageability, but also to perceive the value of 
the franchise.

Behavioral:
changing perceptions - carry out evolutionary changes in 
brand ideology, which must be accompanied by visible 
changes in the external appearance of the company. 

Commercial:
an increase in the attendance of INVITRO offices and the 
average of the purchase check.

Practical:
bring the brand identity in the line with the current size of 
the company, the position of the leader in the Russian 
market of medical services.

KPI



A bright brand that preserves the conservatism inherent in the 
medical company, but knows how to put emphasis, because of its 
innovativeness, leadership, search, and the pursuit of excellence.

Idea

In the INVITRO asset—the largest federal and already international network 
of medical offices, a perfectly built up modern laboratory base and efficient 
business processes. INVITRO is trusted by millions of customers and thou-
sands of partners. Today, INVITRO is the number one medical company in 
Russia, and plans to be the leader in the markets of all countries in which 
the brand is represented.
The monolithic brand-architect INVITRO was created. This means that all ac-
tivities that correspond to core competencies and belong to the core activi-
ties are conducted under a single brand. For other activities we create inde-
pendent brands.

Advantages of monolithic architecture:
• demonstration of the true size of the core activities of the group of compa-
nies to the market, consumers and society as a whole;
• the opportunity to strengthen the brand faster and cheaper, because all 
efforts are spent on promoting one brand;
• cost reduction, because only one brand needs to be supported;
• organization cohesion and better manageability through a single ideology, 
common values.

The elements of the corporate style that form the integral image of the IN-
VITRO brand are developed.

Realization
Brand name. We refused the Cyrillic writing of INVITRO. In-vitro—
the term in Latin. It's strange to translate it. Taking into account the exten-
sive geography of the brand presence, writing Latin is the most natural. The 
inscription of the Latin alphabet is easy and unambiguous, without distor-
tion it is read even by those who do not know foreign languages. Restyling 
and the introduction of uniform rules for the updated logo, (size, location, 
background), the use of a single Latin logo always and everywhere.

Reconciliation of a single descriptor (in accordance with core competencies) 
and the adoption of a fixed descriptor location in various communication 
materials.

Development of its own, original brand photo style, as well as recommenda-
tions for its use (in accordance with the brand identity). Development of a 
uniform grid for the layout of communication materials of the INVITRO 
brand. Gradual bringing the presence in the urban environment to a common 
denominator by developing standard solutions and introducing them in the 
process of planned repairs and opening new offices.

A clear brand architecture was developed with the "eyes of the client". All the 
elements of the corporate style are brought to the same denominator. Devel-
opment a modern, detailed, beautifully published brand book and a full 
library of formats.



All the main goals of rebranding have been achieved.

The company switched to a monolithic type of brand-architecture, 
which increased the recognition of the brand from the target audi-
ence.

The company managed to switch to a new, corporate style by No-
vember 2017,to create a high-grade quality brand book that helped 
not only to improve the manageability of brand communications 
with the target audience but also perceived value of the franchise 
for B2B partners.

In the period from November 2016 to November 2017, attendance 
rates increased by 15% and average check by 5%.
Source: Report "Marketing instruments for improving financial performance", November 
2017, Information and Analytical Department of the Marketing and Communications De-
partment INVITRO.

In 2017 INVITRO became the most famous medical laboratory, on 
average in Russia it is known to 68% of those who apply for paid 
medical services, and about ¾ of those who contacted medical 
laboratories in the last year. Next, with a large margin comes the 
laboratory Hemotest.
Source: Report "Marketing instruments for improving financial performance", November 
2017, Information and Analytical Department of the Marketing and Communications De-
partment INVITRO.

Result
The positive experience of interaction with the consumer and in-
troduction of the new types of services influenced the dynamics of 
sales of laboratory research in September-November 2017:
Source: Report "Marketing instruments for improving financial performance", November 
2017, Information and Analytical Department of the Marketing and Communications De-
partment INVITRO.

By November 2017, the revenue from the networks of diagnostic 
laboratories: INVITRO - 12.7 billion rubles, Helix - 3.4 billion rubles 
and Hemotest 3.2 billion rubles.
Source: rating of private medical companies, FORBES, 2017.
http://www.forbes.ru/biznes-photogallery/351807-na-zdor-
ove-forbes-sostavil-pervyy-reyting-chastnyh-medicinskih-kompaniy?photo=7

By November 2017, INVITRO retained the dynamics of the annual 
growth of the network and the position of the leader in the rating 
of franchises among medical companies.

In 2017 INVITRO is represented in 449 cities of 5 countries, 80 re-
gions of Russia, 386 cities of Russia. In 2016, 95 new offices were 
opened. In 2017, 105 new offices were opened.



At the time of rebranding
INVITRO was the leading
independent laboratory



It had thousands 
of clients



Large presence in
regions and branching 
office network



However under these terms 
the brand communication 
was odd and chaotic
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Simple clean design 
emphasizes the brand





The graphics allows
to create a unique photo 
style, a recognisable 
background





Also we put much 
focus on the offices 
branding









Thank you!


