


Strategy & Creative

We develop and implement 
creative and media 
strategies of any level of 
complexity.

Websites & Portals

We build brand platforms – 
from small promo sites to 
large-scale content portals

Bloggers & PR

We provide extensive reach for 
the brand through relevant 
bloggers, seeding and mass 
media.

Media Promotion

We solve business 
objectives with performance 
tools in social media 
networks.

Dark Market

We know and apply all the 
nuances of promoting 
pharmaceutical  and 
alcohol brands.

SERVICES



FMCG & OTHER



SHARLIZ.
SWEET WORDS MONTH

Goal
Growing brand knowledge and 
preference by emphasizing on the size 
and variety of the product line.

Solution
Developing a communication campaign 
with PR promotion, a special project and 
media support.

Idea
“Sweet Words Month”

How do we support our loved ones 
in difficult emotional situations? Take 
any opportunity to call them 
marshmallows, waffles and other sweet 
words from Sharliz line! Using 
advertising and bloggers, we 
encouraged people to to say sweet 
words to one another and, of course, to 
gift our products!



SHARLIZ.
SWEET WORDS MONTH

In all creative content
Animated mascots – products taking 
on new images, making their world 
bigger and more vibrant through 
Telegram sticker, banners and 
animated videos.

Results

Блогеры Telegram:
254 800 reach (KPI 134%)

UGC special project:
24 053 unique users (KPI 133%)

PR (mass media):
57 467 959 OTS (KPI 820%)

Meda:
12 331 000 impressions (KPI 102,7%)
6 564 000 view-throughs  (KPI 105,4%)

UGC sticker pack: 
4 895 packs installed on Telegram

Video 1

Video 2

Videocase

https://vk.com/womanru?w=wall-23712458_849531
https://drive.google.com/file/d/1c6UdsrQA0r5c2NbrQur99oUCsFXEFL9M
https://drive.google.com/file/d/1eZYRBIr4P1CBb3xf0Rq12q0hBGYr3KTr
https://drive.google.com/file/d/1LDRQISzCLWb-Sl_YaM2ChcYS_dos-LFY/view?usp=sharing


TWISTER.
MIX UP THE PARTY — 2022

Goal
Growing brand knowledge and 
preference for Twister.  Creating a 
unique brand image of Twister as a 
youth brand using the previous year’s 
platform “mixuptheparty in the new 
2022 environment of digital advertising. 

Idea
“Twist up the party, mix the flavours”

Solution
Communication campaign 
#TwisterMixUpTheParty, where bloggers 
and the audience got creative mixing 
various chips flavours and party 
formats. The project included a creative 
challenge on “VK Clips”, blogger 
integrations, branded minigame with 
prizes as well as media support for all 
SKUs.



Influencer videos launched a 
creative UGC competition on “VK 
Clips”. It featured videos by bloggers 
who encouraged users to record Duets 
in the app and win one of the seven 
nominations with attractive online 
prizes.

Media-creative banners invited users to 
play a game on the project’s landing. 
Gamified objects in its design and 
product focus were very effective on the 
target audience.

Media promotion included 
programmatic (online videos) and 
promotion of bloggers’ videos through 
an account on “VK Clips” (inside the 
platform).

TWISTER.
MIX UP THE PARTY — 2022

Results

Bloggers’ VK Clips:
224 745 views (KPI 112,4%)

YouTube Integration:
3 045 893 views (KPI 435,1%)

Media (programmatic video):
42 489 314 views (KPI 106,5%)

UGC:
1 260 posts

Video 1
Video 2

Videocase

https://docs.google.com/file/d/1yI69JtoI1_LFu4bAw3VMp6qjEGPmFrY6/preview
https://docs.google.com/file/d/1yI69JtoI1_LFu4bAw3VMp6qjEGPmFrY6/preview
https://docs.google.com/file/d/1hhT45FfhEQOdTtSr4xzpUESR2ms_WHzj/preview
https://docs.google.com/file/d/1hhT45FfhEQOdTtSr4xzpUESR2ms_WHzj/preview
https://drive.google.com/file/d/1V4rqqRiQrhiFpNQpy5f4LtakNUzT22_O/
https://drive.google.com/file/d/1rTiK5XT4OpZ2z2ze79RinCaxbfLBw7x1/
https://www.google.com/url?q=https://drive.google.com/file/d/19q-4IZq86qeK4zndlOdTUgn_s2MRlysG/view?usp%3Dsharing&sa=D&source=editors&ust=1685522465267727&usg=AOvVaw1oGN3sk0zl_FsAfHquTrPz


Goal: Developing a creative idea for the 
campaign, refreshing brand perception, 
attracting new consumers and stimulating 
the purchase of the new flavour in the 
product line.

Solution: Launching a  360 promo 
campaign #LaimonFreshSummerVerse

Idea: While virtual metaverses were the 
talk of the town, we offered consumers to 
discover a real Laimon Fresh Summerverse  
— where it’s summer all year round, a state 
of mind when everything around you  is 
always vibrant, cheerful, warm and juicy. 

Slogan: Discover the Laimon Fresh 
Summerverse! 

SUMMERVERSE
LAIMON FRESH 2022 

http://www.youtube.com/watch?v=iL-62EIbU-s


RESTORIA.
THE SECRET 
INGREDIENT

Goal
Growing the level of trust and loyalty for 
the brand and stimulation repeat 
purchases due to increased loyalty and 
presence in the media field.

Solution
Development and implementation of a 
creative concept and engaging 
activations, an efficient promotion plan 
using media and blogger instruments, 
as well as working with reviews and 
ratings on third-party platforms.

Idea
“Your Secret Ingredient + Restoria = 
Always a Delicious Outcome”

You can cook semi-finished food or even 
warm it up in different ways: with 
humour, with love and a pinch of 
creativity, This is what you are all about! 
And when your loved ones join in the 
process, you can make unique meals 
that allow everyone to shine with their 
unique talents.



We inspired people to express 
themselves through cooking and to find 
their own secret ingredient that will 
allow them to make cooking about 
themselves and appreciate their result.

Influencers on VK and TG created 
organic integrations with no additional 
promotion. Each blogger talked about 
their own secret ingredient and invited 
users to the brand’s website in order to 
learn new recipes and take a test for a 
secret ingredient.

During the campaign, we worked on 
ORM with reviews on social media and 
review aggregators.

We highlighted brand aesthetics in 
product videos for the media.

Video 1

Video 1

RESTORIA.
THE SECRET INGREDIENT

Results

Bloggers on VK and TG:
472 249 impressions (KPI 181%)

Media (VK traffic):
14 442 005 impressions (KPI 154%)

Media (In-stream & Rewarded 
Videos):
9 166 670 reach (155% KPI for IG posts% 
and 231% for Stories)

UGC: 
71 907 website visits and 
4 804 tests taken

https://drive.google.com/file/d/1idV7O3CYS6bz0Ruo6EVfbWoNUM4y5DU3
https://drive.google.com/file/d/10gr3SiwyvHVI-NHMg4JF4lXSYOgtmAI2
https://t.me/mashaanohina/1061
https://t.me/rina_sara/425
https://t.me/mama_2h/960


PYATEROCHKA.
NEW RULES OF 
CONSCIOUS SHOPPING

Goal
Increasing the share of “Pyaterochka” 
private labels in the chain’s retail 
turnover.
Marketing goal: Increasing awareness 
about “Pyaterochka” private labels in 
the chain’s portfolio and about private 
label benefits in the grocery chain.

Idea
We have maintained the visual idea — 
“alive” animated products that 
communicate with each other and with 
the consumer. We talked about the 
private labels using styles of various 
movies, TV shows and talk shows 
popular on Russian TV. We purposefully 
made the tone more light-hearted and 
even comedic, in order to allow us to talk 
about complex matters in simple terms.



Results

Bloggers:
1 754 932 reach (KPI exceeded, 129%)

Media:
22 400 000 view-throughs
15 940 000 reach
37 300 462 impressions

Videocase

PYATEROCHKA.
NEW RULES OF CONSCIOUS 
SHOPPING

Anyaischuk
VK Video

Nika Viper
VK Video

Mechanics
By supporting and developing the 
communication platform of 
“RulesOfConsciousShopping, we go 
along with the times and declare that 
you can afford more with “Pyaterochka” 
private labels.

We developed a second season for the 
show about conscious products, where 
each PL brand was the hero of their own 
story with references to mass culture. 

VK bloggers supported the platform of 
conscious shopping from the POV of 
consumers, showing their “Pyaterochka” 
shopping carts and talking about its 
benefits for them personally.

https://drive.google.com/file/d/1MhDrMmAaYQtrD9InpJU_tUm_QPKsoCJX/view?usp=sharing
https://vk.com/clips-211531049?z=clip-211531049_456239177
https://vk.com/wall-211300341_24496


FAMILY QUALITY TEST 
WITH
GLOBAL VILLAGE

Goal

Increasing the TA’s brand awareness in 
the category of “Canned Vegetables”.

Solution

Carrying out a blogger activation 
before the New Year’s holiday season, 
showing how different families prepare 
their table and what product qualities 
they pay special attention to.



FAMILY QUALITY TEST 
WITH
GLOBAL VILLAGE

Idea

“Family Quality Test” is a series of 
videos, where each family member 
highlights the USP of Global Village 
most relevant and important to them.

With these short videos, we have 
showed why consumers have 
confidence in our products and 
choose it for their New Year’s table.

Results

Bloggers: 
● 482 788 reach 

(KPI exceeded, 148%)

Media: 
● 11 473 538 impressions 

(KPI exceeded, 103%)
● 7 692 867 reach

(KPI exceeded, 177%)
● 311 rubles СРМ



PETELINKA 
GIVES YOU A 
HOLIDAY

Goal

Popularising and enhancing  the image 
of Petelinka semi-finished products 
during the New Year's season.

Highlighting the key product 
advantages: pure, organic and tasty.

Idea

Petelinka Gives You a Holiday is a 
digital calendar with meal recipes from 
Petelinka that can turn every day into a 
holiday. You don’t have to wait for a 
special date to make a feast for your 
family.



PETELINKA 
GIVES YOU A 
HOLIDAY

Mechanics

We have developed an advent 
calendar for the project’s website, 
recording 25 original meals and 
creating recipes for each day. Users 
were able to open recipes and win gifts 
from Petelinka all through December. 
We also invited users to celebrate the 
Crispy Crust Day, the Day of Culinary 
Achievements, the Spicy Wings 
Festival and more than 20 other 
holidays — for each day from 
December 1 to December 31. 

The project involved famous media 
personalities such as Alexander 
Belkovich, Anna Khilkevich, Tutta 
Larsen, Yulia Vysotskaya and others.

The project was covered in lifestyle 
media (Timeout, Kleo and more) and on 
popular Telegram channels.

Results

Media reach of the campaign: 
Over 13,5 million contacts 
(101% of the plan).

Blogger publication reach: 
2,3 million people (143% of the plan).

Website visitors: 
69 000 users.

OTS of PR publications: 
over 5 million.

https://www.youtube.com/watch?v=O90rIR22ja0
https://www.youtube.com/watch?v=O90rIR22ja0
https://vk.com/wall-211054596_6864
https://vk.com/wall-210966900_49636
https://vk.com/wall-210966900_49636
https://www.youtube.com/watch?v=i-KJid-E4og
https://www.timeout.ru/msk/feature/petelinka-sostavila-ochen-vkusnyj-advent-kalendar
https://www.kleo.ru/items/cooking/petelinka-advent-kalendar.shtml


HONEY KID 
Goal

The goal of the campaign was to show 
how Honey Kid products help mothers 
to take care of their children, as well as 
helping the child’s development. 
Honey Kid products are fun for kids, 
because they can play with it, explore 
and discover new things.

Solution

In order to implement our idea, we 
selected two directions: animated 
videos with the brand character — 
Honey Bee, and blogger videos, 
which showed the use of product and 
which had Honey Bee cartoons 
inserted in them. 

We also developed videos about 
production stages, showing the 
technological process that provided 
Honey Kid products with its features 
and advantages. We engaged 
bloggers who embedded these 
technological videos in their vlogs and 
videos.



HONEY KID 

Idea

“Help for the mother, joy for the child” 
is the campaign slogan which was 
used by bloggers to show their 
personal examples of Honey Kid and 
its Honey Bee character helping the 
mother and the child.

Results

Bloggers: 
● 1 523 707 reach

(KPI exceeded, 136%)

Media: 
● 8 009 340 impressions

(KPI exceeded, 105%)
● 3 419 163 reach

Special Project: 
● 2 231 410 reach



ASSAND.
LET’S START WITH 
TEA

Objectives

1. Developing a promo campaign 
creative idea and implementation 
stages for a “Pyaterochka” private label 
brand.

2. Offer the most effective mix of 
channels (WITHOUT TV) and placement 
format.



ASSAND.
LET’S START
WITH TEA

Solution
Creative platform and implementation in 
the campaign

Idea

Let’s Start with Tea.

Start any plan with a cup of ASSAND tea 
— and it will prove to be more productive 
and enjoyable. See for yourself!

https://docs.google.com/file/d/1m_FLYGX4tt69978p18rn4YKORRTe3tTh/preview
https://docs.google.com/file/d/1j9CVCmM-5SsVVWTAPrSuD9A93NJLqv42/preview
https://docs.google.com/file/d/1mOjpTc9j3_wxvQ16t9bDhZJLTsr6swwF/preview
https://docs.google.com/file/d/1470LJv6XUDGOvo5XDuTXSE5o0nrs-RWS/preview
https://docs.google.com/file/d/14PcWl9du0LCik0-6Sbpc8zroPY8zoE3h/preview


ASSAND.
LET’S START
WITH TEA

Results

Bloggers:
2 622 244 impressions (KPI 103%)

Media:
27 285 539 impressions (KPI 105%)
9 423 293 reach (KPI 101%)

Seeding: 
434 933 impressions (KPI 136%)

Total reach of the campaign was 39 766 
009, as well as hundreds of positive 
comments under the posts.
And most importantly, we have 
managed to occupy a unique niche of 
the tea that is used to start any plan or 
activity! 

In blogger integrations, we showed how 
bloggers always find time for a tea 
session before important tasks — 
ASSAND various flavours provide them 
with energy for all sorts of plans. 
Bergamot is perfect for writing a script, 
thyme helps to tune in to sports 
activities, and mint is perfect before 
taking a walk.



PETELINKA — 
THE HERO OF YOUR 
BARBEQUE

Goal

Grow awareness of the “Petelinka” 
product line for the barbeque season. 

Solution

Carrying out a blogger activation 
during the barbeque season, where 
our characters tell their stories.

Idea

Barbeque is not just about food, it’s 
also about memorable stories. Each 
one of us has a story about a time 
when everything was falling apart but… 
someone saved the day! During the 
barbeque season, we realised that 
“Petelinka” chicken can make sure that 
each story has a good and tasteful 
ending.



PETELINKA — 
THE HERO OF
YOUR BARBEQUE

Results

Bloggers: 
● 12345678
● 12345678

Media: 
● 12345678
● 12345678



Objective

Suggest a communication platform and carry out a summer 
campaign that would allow the brand to break out of the clutter 
and refresh brand perception.

Solution

“Jump into Summer” platform:
reflects the opportunity to instantly feel summer vibes thanks 
to the product flavour;
can be spread to various occasions and scaled for other 
seasons. 
Visual image: 
A portal to summer that blends in with the elements on the 
bottle.

LAIMON FRESH.
“JUMP INTO 
SUMMER”
PLATFORM

https://docs.google.com/file/d/131fBVKuwno1MPD8tg0g-QZxeCH3B7hBF/preview
https://www.sostav.ru/publication/iz-oseni-prygnut-v-leto-kejs-laimon-fresh-i-dark-agency-50389.html


LAIMON FRESH.
“JUMP INTO 
SUMMER” PLATFORM

Solution

TikTok effect that instantly brings 
you into summer: integrations with 
bloggers and UGC with a branded 
portal-mask and a jingle. The most 
creative participant has won a trip 
to a hot country. 

Prizes for a vibrant summer: 
receipt promo with prizes from 
portals.

Media advertising in TikTok style: 
videos from bloggers starting on 
TikTok, shot in two formats: vertical 
and horizontal for YouTube.

Results
6M+ views on TikTok.
40M+ views on Instagram and 
Youtube. 
118 317 website users.
13 301 registrations.

https://docs.google.com/file/d/1Y_XPqKfUM5q20Zmr5Anai1nqmbCMWbaK/preview


GENESIS. 
CREATIVE 
MARATHON

Objective
Increase brand knowledge for the target 
audience, settle on the territory of 
creativity.

Solution
Free IG marathon where anyone could 
try a new creative direction.

Results
160 works by participants
2,5M+ reach from bloggers
130,9M+ PR OTS

Headliners of the directions
– Mark Rodovsky — founder of the 

Marcelo Miracles clothing brand.
– Ellen Sheidlin — conceptual artist 

and blogger.
– Anton Lissov — frontman of Jane 

Air, member of Little Big.
– Igor Andreev — journalist, editor.



GENESIS

Objective
Increase brand knowledge for the target 
audience, settle on the territory of 
creativity and develop a creative 
communication framework.



https://docs.google.com/file/d/1KIonpUkyDz6dDJEgQM1V0OUWpkGurZ3r/preview


Solution
Launching a creative singer contest on 
Instagram. 

 Mechanics: 
— users uploaded their songs and 
tagged the brand;
— the jury selected a shortlist of 
finalists — their songs were featured 
on the branded page and supported in 
media;
— Instagram audience voted for the 
winner.

Prizes: 1 million rubles for creative 
fulfillment and additional prizes

Jury: Alina Olesheva from the band 
“Kis-Kis” and a blogger Dina Saeva

Reach campaign on TV: inspirational 
promo on “2x2” and “STS Love” 
channels.

Contest announcement: precision 
seeding on platforms for artists and in 
music communities. Instagram posts 
by popular artists.

GENESIS

http://www.youtube.com/watch?v=qLgdzX0d3Bk


GENESIS
Results
The contest featured 348 songs, 
including 237 original songs by the 
artists.

Bloggers:
● 2 217 970 reach 

(KPI overfulfilled, 111%)
Instagram promo: 
● 20 515 797 views 

(KPI overfulfilled, 104%)
● 8 023 125 reach 

(KPI overfulfilled, 101%)
PR (OTS):
● 34 852 432

(KPI overfulfilled, 349%)
Seeding:
● 573 300 clicks

(KPI overfulfilled, 167%)

WINNER 

READ ARTICLE

https://docs.google.com/file/d/1vKxvRnAt4u_cKbyOVQUDpDdhOpA0UA99/preview
https://docs.google.com/file/d/1W1knrXB6DZbrArIawCjOl3fu87IezJB4/preview
https://www.sostav.ru/publication/dark-agency-genesis-51916.html
https://www.sostav.ru/publication/dark-agency-genesis-51916.html


RESTORIA
Objective
Build brand knowledge, grow trust for the 
brand and its quality, develop a creative 
communication framework.

Solution
Communication platform
Launching an advertising campaign 
#РесторияНаТвоейКухне 
(#RestoriaOnYourKitchen)

Idea: with Restoria products, anyone can 
cook! Most importantly, it’s fast, simple 
and always delicious!



RESTORIA

We supported and developed the communication using 
Instagram bloggers and creative content.

Each blogger made a comedy sketch, while keeping their own 
content style of content. The influencers showed various stories 
from their lives and all stories ended with "delicious results" 
thanks to Restoria products.



RESTORIA
Results

Bloggers:
● 4 039 369 reach (KPI 

overfulfilled, 202%)
● 1,01 rubles – cost of 1 contact

Media promotion of IG posts:
● 10 446 929 views 

(KPI overfulfilled, 141%)
● 7 733 913 reach 

(KPI overfulfilled, 261%)
Media promotion of blogger posts:
● 27 916 474 views 

(KPI overfulfilled, 197%)
● 15 926 675 reach 

(KPI overfulfilled, 280%)

https://docs.google.com/file/d/1RyUu4AkT8RJNZDpoBvlA0QSLHqr4k38F/preview
https://docs.google.com/file/d/1BoyFQvW0mgD4EiPU5iZLNxT96_gvj0zQ/preview


Objective
Declare “Petelinka” as the perfect brand 
for healthy lifestyle by putting “chicken 
filet cubes” as an example.

Solution
Instagram sketchcom with bloggers 
dedicated to the challenges of healthy 
eating. Made by experienced show 
writers and director.

Bloggers
Regina Todorenko, Denis Kosyakov, Yulia 
Topolnitskaya, Igor Chekhov, Marina 
Fudunkiv and Anna Khilkevich.

Results
Over 16M views.

Awards
Effie shortlist;
2 silver awards at the “Silver Mercury“ — 
2021;
Awards Sostav,

Video Case 

READ ARTICLE

PETELINKA. 
#ГДЕКУБИКИ
INSTAGRAM SHOW

https://effie.ru/award/shortlist
https://www.sostav.ru/publication/petelinka-dark-agency-i-team-1-production-otvetili-na-vopros-gdekubiki-46810.html
https://yadi.sk/i/XE2NjYTqOn01-g
https://www.sostav.ru/publication/petelinka-dark-agency-i-team-1-production-otvetili-na-vopros-gdekubiki-46810.html
https://www.sostav.ru/publication/petelinka-dark-agency-i-team-1-production-otvetili-na-vopros-gdekubiki-46810.html


PETELINKA. 
#ГДЕКУБИКИ
INSTAGRAM SHOW

https://docs.google.com/file/d/1hUBjT_bEw0IMW8vGkzA9VMpn36utZLA2/preview


PRESIDENT.
CAMPAIGN 360

Objective
Develop a communication campaign for 
a toothpaste brand and talk about the 
technology of controlled abrasiveness.

Solution
— Communication platform "Success is 

a Choice".
— The first campaign in the oral care 

category to feature real 
entrepreneurs. A series of 
integrations into a YouTube business 
show (“A Pogovorit”, “Redaktsiya” 
etc.).

— website bot that can select a 
toothpaste for your needs.

Article on Sostav

Video

https://www.youtube.com/watch?v=2rBTQXAOU-A&feature=youtu.be&t=577
https://www.youtube.com/watch?v=30xhi1ICgTY&feature=youtu.be&t=1142
https://www.sostav.ru/publication/affect-45844.html
https://yadi.sk/d/pbINliwPZSvynA/%D0%9C%D0%B0%D0%BD%D0%B8%D1%84%D0%B5%D1%81%D1%82%20_%20%D1%84%D0%B8%D0%BD%D0%B0%D0%BB%20_%20%D0%B1%D0%B5%D0%B7%20%D1%85%D1%8D%D1%88%D1%82%D1%8D%D0%B3%D0%B0.mp4


MACCOFFEE 
× BOOGELWOOGEL 2021

Objective
Support MacCoffee presence on the 
BoogelWoogel 2021 festival on social 
media.

Results
– 123,98 % overfulfilling the plan by 

views.
– 213,88 % overfulfilling the plan by 

reach.
– 6 100 contest participants.
– 9,1 % average engagement level.

https://www.instagram.com/p/CMuhjdIAIpa/
https://www.instagram.com/p/CNCJMikA2U3/
https://www.instagram.com/p/CNNJU96gpx9/


MACCOFFEE 
× BOOGELWOOGEL 2021

https://docs.google.com/file/d/1gc2gZlptfgjMnw65c4cEikQ4Ze84do-3/preview


MACCOFFEE 
× BOOGELWOOGEL 2021

https://www.instagram.com/p/CNfmzX6An2U/?igshid=YmMyMTA2M2Y=
https://www.instagram.com/p/CNainhjAz9x/?igshid=YmMyMTA2M2Y=


KASPERSKY.
CAMPAIGN 360

Objective
Relaunch the parental control platform 
Kaspersky Safe Kids.

Solution
Safe Kids Media is an online media 
about online safety that can help 
connect teenagers and their parents 
(website + Instagram).

Safe Kids Show is a satirical talk show 
in which a blogger-father learns about 
the life of young influencers (streamer 
Polkovnik Busterenko, TikToker Puppi and 
others)

Article on Sostav.

YouTube

https://www.sostav.ru/publication/dark-agency-44893.html
https://youtu.be/x_ozNQWhS4o


PHARM



ATLAS.
SMM 2021

Objective
Propose a brand promotion strategy in 
digital: 
– communication strategy and 

creative ideas;
– media approach.

Results
We combined all the best things that 
the clinic offered: evidence-based 
approach, high-quality service and 
delicate non-evaluative discussion of 
health. We developed the approach "We 
are with you at all stages of treatment".

What does this approach entail
– Dialogue with doctors. We will 

make a detailed treatment plan, 
define objectives and answer the 
most uncomfortable questions.

– Care. We care about what happens 
inside the hospital and help 
integrate recommendations into our 
life.

– Evidence-based medicine. Only 
what you need: tests, examination, 
procedures.



STEP BY STEP.
PLATFORM 
DEVELOPMENT

Objective
– Develop an approach to an 

educational platform for patients 
with spasticity: name, key sections 
and their structure;

– Talk about the possibilities of 
botulinum therapy and integrate a 
section with a search for medical 
institutions where patients can 
receive the needed treatment.

Results
The title “Step by Step”. Botulinum 
therapy is only part of the treatment 
and rehabilitation for spasticity, so the 
title reflects that recovery can occur in 
stages: step by step. Studying the 
information on the website is one of 
them.

Basic functionality:
Users can find the nearest medical 
institution and its contacts to make an 
appointment for a consultation.

stopspastic.ru

https://stopspastic.ru


TEACH&TOUCH.
SUPPORTING THE 
PORTAL FOR 
DOCTORS

Modifying, updating, and supporting the 
IPSEN training platform for doctors.

teachntouch.com

https://teachntouch.com/


IF YOU HAVE A HEART.
PORTAL 
DEVELOPMENT Objective

Develop a user-friendly website for 
cardiac patients and their caregivers.

Solution
User profiling via a bot. Smart system 
for providing content based on 
interests. Original color scheme that 
stands out in the category.

Awards
Gold award at MedMen Healthcare 
Creative Awards.

https:/
/helph
eart.r
u/

https://helpheart.ru/
https://helpheart.ru/
https://helpheart.ru/
https://helpheart.ru/
https://helpheart.ru/


VITRUM PLUS KIDS & JUNIOR.
COMMUNICATION PLATFORM

Objective
Develop a communication platform to support children's vitamins, show 
the benefits of a more complete composition of “Viturm” in the pill form 
compared to the leading category of vitamins in the form of marmalade 
figures.

Solution
Communication platform “This Is Not Candy”. A series of animated 
videos in which marmalade animals suffer from an inferiority complex, 
because they lack the necessary vitamins and minerals. They are 
being reassured by a therapist - the Vitrum pill. The characters are 
used banners, promo posts and POSM materials. Communication can 
be easily adapted to different seasons.

Video

https://www.facebook.com/darkmarketagency/videos/2619737918118317/


ALCO & TOBACCO



FAUSTINO 2022
PROMO CAMPAIGN

Goal
Development and implementation of a creative campaign for 
Faustino wines in order to increase brand recognition and 
frequency of consumption.

Solution
Communication platform  “Art is a Matter of Taste”: art gallery 
on neck hangers, website and receipt promo in the bot, bloggers 
and seeding. Each of the focus SKUs was given its own art 
direction, which made the project’s visuals particularly 
eye-catching.

Results:

Bloggers:
● 58 100 impressions

(KPI exceeded, 148%)
Seeding:

● 221 700 impressions
(KPI exceeded, 116%)

Chatbot (17,6% conversion into receipts)
● 2 861 accessed the bot
● 1 857 started a dialogue
● 327 unique receipts uploaded



4 MALTS

Objective
Create a single entry point for 
communication between 
different whiskey brands, 
engage the current brand 
audience and attract a new one.



Solution
Developing a TG Bot that helps to get acquainted
with the culture of single malt whiskey, select a 
drink to your taste and receive gifts.

Idea: Telegram channel is a single hub where
the user can get acquainted with the category of 
single malt whiskey and several brands at the 
same time: find the whiskey for you using surveys, 
educational videos and online sessions.

Featuring: 
● Bot functionality, Drink IQ internal rules 
● Receipt promo, exchanging points from 

purchases for gifts.
● Announcements and registration for online 

sessions with experts.
● Short educational videos from ambassadors 

on different types of whiskey.

4 MALTS

https://docs.google.com/file/d/1WoFjjhtzmqju-fWUY2jcoEeOTLB0nAPZ/preview
https://docs.google.com/file/d/1V_ct7LCplRdmOafBwIztudobIROig4cy/preview
https://docs.google.com/file/d/162_IGnGVmZQKwIYPlRvmGantNQFmyFAa/preview


4 MALTS
Results
TG Bot with a loyalty program and 
educational content.

https://drive.google.com/drive/u/1/folders/1nP6MI9-x_xJGJqr3lLZ5TEZg_p43igtg


CAPTAIN MORGAN.
COCTAIL 
PLATFORM 2020

Objective
Elevate the culture of rum consumption 
and show that it does not have to be just 
a part of simple cocktails.

Solution
"Cocktail Tinder", where users swipe to 
selects the perfect cocktail recipe and 
receive a list of ingredients for the party!

swipe-with-captain.com

https://swipe-with-captain.com/


BELL’S.
PUNCHLINE 
FEST 2020

Objective
Provide promotion and digital support 
for the streams of the PUNCHLINE 
festival sponsored by the BELL'S brand. 

Solution
Our approach: using media promotion 
and seeding in communities, bring each 
of the 8 streams to the top on VK + 
promotion and seeding of additional 
content (highlights, participant profiles, 
etc;).

Results
~4 min – new record for putting a stream 
into the VK TOP.
Over 10M views of the streams.



BELL’S.
PRODUCT PLACEMENT

Objective
Provide high reach for the whiskey 
brand in the territory of music and 
care-free attitude.

Solution
Product placement in a music video for 
one of the major hits of summer 2019 
"Королева танцпола" by Djaro & Hanza. 
Developmening the concept of brand 
presence and supervision during the 
shooting.

Results
Over 45M views on YouTube.

Video

https://www.youtube.com/watch?v=fflrMvZ2HtA


Objective
Give away tickets for two events 
featuring Captain Boat.

Solution
We posted a stylized map of Moscow on 
the proxy brand's Instagram account 
and marked the route of Captain Boat, 
including the venues of the festivals 
Lastochka and Park Live. But some parts 
of the map were missing. Users 
searched for the missing map 
fragments in the feed to get a chance to 
win tickets to Lastochka or Park Live 
festivals!

Results
Over 1M reach on Instagram.
136 quest participants.

CAPTAIN MORGAN.
INSTA-QUEST



CAPTAIN MORGAN.
GUEST MANAGEMENT

Objective
Attract the audience to 4 parties on the 
Captain Boat.

Solution
Lead generation via Instagram
Seeding in Telegram channels
Email newsletter.

Results
Over 650 attendees (overfulfilling the 
plan by 114 %)



MILLER.
PROMOBOT

Objective
Implement a national brand promotion 
campaign

Solution
Miller music promobot, available on the 
website and in popular messengers 
(concept, digital production, material 
design, purchasing and distribution of 
prizes, support).

Results
18 487 unique visitors on the website 
and in messengers.
2 185 active promo participants
almost 6000 valid receipts.

Article on Sostav.

https://www.sostav.ru/publication/muzykalnyj-promobot-miller-38614.html?fbclid=IwAR2zefLpGsH0WN7CwJYnQSMGSz9ON1cja3RNAC9PcltHyOAbKEVbPtcrhI4


JOHNNIE WALKER.
PROMO CAMPAIGN
Objective
Implement a branded promo campaign..

Solution
Promobot, available on the website and 
in messengers (VK, WhatsApp).
Shooting a stylish brand-image video
about the rituals of consumption.

Results
1689 visits from the QR code on the 
bottle without additional promotion.
848 bottles in valid receipts.

http://www.youtube.com/watch?v=O9rSnMcQjjk


GUINNESS.
EVENT FOR BLOGGERS

Objective
Talk about the launch of the new 
Guinness Nitro IPA in digital; settle on 
the territory of fine cuisine; enhance 
brand image for a wealthy audience — 
all within a very limited budget.

Solution
Invitation-only gastro-lunch for the 
friends of Guinness: selecting guests, 
venue design, event organization.

Results
30 micro-influencer bloggers (club art 
directors, DJs, party people, writers of 
trendy Telegram channels, etc.)
Over 1.6M reach from posts (exceeding 
the original plan by three times).




