


KK BURO

Boutique agency specializing In
cultural communications

We promote cultural products.
We work with Russian and international projects in
the field of culture and creative industries.


https://kkburo.com/en/

LEADERSHIP

ANASTASIA VOLKOVA

Founder

Anastasia has over 10 years of experience in the field of PR and cultural communications. She conducted PR campaigns for the Agency. Art Ru,
Pyotr Konchalovsky Foundation, Frolov Gallery, Stas Namin Theater, Jewish Museum and Tolerance Center, MARS Center. For the British
Council in Russia, together with the team, she implemented communication campaigns to support the UK-Russia Year of Language and
Literature 2016 and Year of Science and Education 2017. As an expert and journalist she has contributed to Artguide.ru, Colta.ru, Harper’s
Bazaar Art, Interview Russia and Snob.ru. In 2018, she founded KK BURO cultural communications agency.

Anastasia is a Member of the Expert Council of the Silver Archer National Award, one of the most prestigious PR awards in Russia.

Education: Journalism and Public Relations (BA) — Lomonosov Moscow State University, History of Arts (MA) —Russian State University for the
Humanities.



SERVICES

MEDIA RELATIONS

. _ _ _ PR strategy development
We implement media and Telegram campaigns, provide

comprehensive social media management and digital

marketing support. Media partnerships
Press office 24/7
[ELEGRAM Press launches, press conferences, press trips

- . (online, offline)
Telegram advertising campaigns

. SMM & DIGITAL Special projects
Creation and development of a Telegram
channel Social media management oot
oo voe Media monitoring and analysis
Texts and visuals creation Targeted ads in Yandex Direct,
oo VKontakte
. . . . 000
Content seeding in thematic channels Content seeding in groups and
YY) pUinCS
Report with analytics ooe

Email marketing




SERVICES

INFLUENCER
MARKETING

We provide external expertise and advice on promoting
projects in the field of culture and creative industries.

|dentifying bloggers and influencers to engage
with target audiences

Creative campaigns planning and

Implementation
CONSULTING i —

Contracting

CONTENT

Reporting on the results

Competitive Analysis

Developing a communication strategy: tips on Copywriting and text translation

effective channels and tools by a native speaker (RU/EN)
PR activities plan Design of advertising materials
00 . ® 00
Social media strategy adjustment Photo, video and multimedia

content production
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AWARDS
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AGENCIES HUB

SMALL AGENCIES HUB

Community Member of small independent
agencies of Russia and the CIS.

SMLLL

MPEMUSA

SMALL PRIZE

SMALL 2020 Award for the best B2C
campaign: PR-support of the UK-Russia Year
of Music 2019.



PROJECT

PRESS OFFICE FOR T
FESTIVAL”

SEPTEMBER- DECEMBER 2018

T Festival is an international multidisciplinary festival that combines classical music, visual art,
poetry and performance. The Tretyakov Gallery contains iconic halls with works of XX Century
art, providing the perfect setting for a festival. The project is supported by Triumph Gallery - one
of the leading contemporary art galleries in Moscow. September - November 2018 five exquisite
events for the intellectual public will take place behind the closed doors of the Tretyakov
Gallery. For the first time live classical music, poetry and performance will  fill the space with
works of prominent Russian artists of the XX century.

CLIENT: Triumph Gallery.

GOAL: To lead on press office service for the festival in order to attract key audience
attention and to build up positive image of the “T Festival” brand.

TOOLS: Establishing partnerships with the target media; press releases copywriting
and distribution; news pitching and follow-up; providing comments from the speakers;
coordination of the interviews.

RESULTS: A number of media outcomes resulted from day-to-day work on earned (initiated)
coverage: Forbes Life; Forbes.ru; Kommersant.ru; Kommersant Style; Vedomosti; Business
FM radio; Kultura radio; Hello magazine; Russkiy Pioner magazine; Sapsan; Vogue etc.
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PROJECT

“FABERGE STYLE.
EXCELLENCE BEYOND
TIME” PRESS OFFICE

NOVEMBER 2018 - JANUARY 2019

GOAL: To announce exhibition in the international media, including ltalian, French, German

media outlets. “Fabergé Style: Excellence Beyond Time” exhibition featured more than 400

artworks, gathered from the Faberge Museum in Baden-Baden (Germany), State Hermitage
Museum in St. Petersburg (Russia) and private collections.

CLIENT: Museum “New Jerusalem”.

TOOLS: Target media pool of 100+ media contacts were developed from the scratch. To
announce the exhibition in the international media press kit in 3 foreign languages (FR, IT, ENG)
was prepared and distributed through the target media list. Quotes collection and small
interviews of the key speakers were used to initiate coverage.

RESULTS: Project gained a coverage in a number of media outlets and blogs, including Russian
Art + Culture (ENG), Royal Russia (ENG), Russia Beyond (FR), Russie Info (FR), Preziosa
Magazine (IT), Gioiellis (DE). Euronews (IT) produced a report about the exhibition. 20+ media
mentions in the life-style and Russian culture focused media. Communications with the media
resulted in requests regarding a press trip to the museum from the leading newspapers and
magazines, including L'Echo (BE) and Marie Claire (IT).
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FABERGE STYLE. EXCELLENCE BEYOND TIME

BY Russian Arz & Culturse POSTED 19/12/2018 2:14 P

suivez—nous Russie : Fabergé, une perfection
G0 intemporelle
—_— 04 2/2018 | Russie Info

Le 15 décembre, au musée de La Nouvelle jérusalem & Istra, s'ouvrira une gré
exposition, Le style Fabergé & une perfection intemporelle.




PROJECT

PR SUPPORT FOR "STUDY
UK: DISCOVER YOU”
EXHIBITION

NOVEMBER 2018 - FEBRUARY 2019

THEORY PRACTICE Cobbitns  Kypcbl pantel Craten  Bupgeo @COSﬂaTb aHoHC Mos: neHta" ‘D

GOAL: To promote the exhibition of the British education in Moscow. To deliver the key message .
for the Russian audience that the British education is the best in the world. Linknbl cobbITnn

CLIENT: Education Consultancy Management.

TOOLS: A number of media partners including Lenta.ru, Afisha Daily, T&P, Mel, Mixmag and

KudaGO su ppo rted the project (ban nerS, med Ia and SOCIaI medla cove rage) Comments for the 9 swaaps — 30 Aweaps 2018 25 aMBaps — 6 mapTa 2019 7 hespans — 10 uen 2019 2 (pespansi — 5 chespans 2019
. L . L Livkn nekuuin «®@unococpus XX PMAMHr-rpynnavno TekcTam «Beper yronuu: TpebynTe 20-5 BeicTaBka 6pwrchf|<oro
articles were collected from the celebrities and influencers. 3 press releases about the exhibition dedialsin B o et

programme were prepared and distributed to raise awareness of the key audience. A list of
topics for coverage were developed and provided for the journalists. Some articles were
prepared from scratch. 1 celebrity interview was produced specially for the project (musician
Lokiboi for Afisha Daily).

Jlyuiwme cobbiTus npeacTosiyei
q KUDAG 0 Hegenu B CaHkT-[letepbypre

3ppaBcTBYiTE, AHTOH Arapkos!

Becb siHBapb B CETU aKTUBHO 06CYX/Aann BOSMOXHOE CTONKHOBEHWE 3eMnu C acCTEPOMAOM
2002 NT7, koTopoe fomkHO 6bino npousonTv 1 pespans. Kak Bbl ycnenu 3amMeTuTb, KOHel|
cBeTaB oqepenﬂoﬁ OT/IOXMUNCH, TaK YTO MOXHO CMOKOWHO CTPOUTbL NNaHbl Ha 6y,qyu.lee.

KudaGo NporHo3upyeT HECKONbKO OTAIMYHbIX KOHLIEPTOB, BLICTABOK U CrieKTaKnNew, He
npornyctuTe!

RESULTS: 30+ publications in the media, including 10 articles and 5 interviews. Among the
celebrities and opinion leaders engaged: Lokiboi (musician), Leonid Alexeev (fashion designer),
Masha Budrute (nutritionist), Jonathan Mildenhall (marketing director Airbnb), Maxim Buev

BbICTABKA BPUTAHCKOrIoO

(Dean, Faculty of Economics, European University at St. Petersburg). OBPA30BAHMUSA :

According to data provided by PR News - Communications Research Company, media A 6"’ «n"‘u:

campaign resulted in 11+ M RUB PR Value, 17+ M Media Outreach. DISCOVER YOU et
S mmemmess |
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PROJECT

"RUSSIA-K" PRESS TRIP
TO LONDON, OXFORD
AND NOTTINGHAM

NOVEMBER 2018 - JANUARY 2019

GOAL: To promote British science and education for the Russian audience.

CLIENT: Cultural and Education Section of the British Embassy in Moscow.

TOOLS: A press trip was arranged for a TV crew from the “Russia-K” broadcaster. We planned a
trip itinerary, negotiated the interviews with the scientists (Nobel prize winner, molecular biologist
Richard Henderson, chemist Martyn Poliakoff, neuroscientist Karl Friston), coordinated the

filming in London, Nottingham and Oxford. We also arranged mini-interviews with the Russian R, ; ¥,

students from the British universities: UCL, University of Nottingham, Oxford Brookes University. ’, ;44,3. .

All the travel issues, including obtaining visas, booking flights and accommodation, arrangement Loo k 5;‘::’ ;‘ 2L N OIecu Ies

of a transfer inside the UK were also facilitated by KK BURO. The cryo-ele" $COpY revolution
RESULTS: An episode was aired in March 2019 on “Russia-K” broadcaster (“Black holes, White - " “5 ';'j,"w C

spots” programme) and it’s available online. Laboratory " e *\'rar Biology


https://tvkultura.ru/video/show/brand_id/20863/episode_id/2130909/video_id/2158011/viewtype/picture/

PROJECT

PR SUPPORT FOR THE
"SUSTAINABLE SHELL"
EXHIBITION

MAY 2019 — JULY 2019

GOAL: To announce exhibition in the Russian media outlets, as well as to raise awareness
around educational programme in the social media.

CLIENT: VDNH

TOOLS: Press releases about exhibition and educational programme were prepared and
distributed through out 150+ media list. 12 journalists and fashion experts visited the exhibition
preview. Moskva 24 channel broadcasted news about the event. Both exhibition and educational
programme were supported in the social media (3 times per week posting on Instagram and
Facebook, creation of events on the Facebook, live Facebook broadcasts etc.)

RESULTS: Project gained a 55+ media mentions, including 2 TV and 4 radio broadcasts, 10
articles and 4 interviews. News and articles were sorted out by the leading fashion and life-style
press, including SNC.ru, Kommersant Style, Elle.ru, Cosmo.ru, Saltmag, Modmod.ru, etc.
Among media partners who supported the exhibition and educational programme were
Artuzel.ru, Saltmag.ru, The City, Govorit Moskva (94,8 FM), TimeOut.ru.
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PROJECT

UK-RUSSIA YEAR OF MUSIC
2019 PRESS OFFICE

MARCH 2019 — MARCH 2020

GOAL: To create and sustain engagement around the YoM programme in Russia for target
audiences. Promote key messages using PR tools. Ensure a high level of visibility and brand
awareness of YoM.

CLIENT: Cultural and Education Section of the British Embassy in Moscow.

TOOLS: 24/7 press office support for 234 events across Russia. We were responsible for PR
strategy development and implementation plan, media partners engagement, managing
media inquiries, initiating media coverage, managing journalists at the events, negotiating
with partners re YoM branding materials, conducting press trips and press conferences and
providing final press clipping and report.

RESULTS: Total number of YoM media mentions — 2705*. Potential Media Reach — 828,4 min
people*. 6 press trips organized for Russian journalists. 3 press launches successfully
conducted. 14 media partners engaged to cover YoM programme across Russia. 30+ times Year

of Music events were picked as “Editor’'s Choice” in the target media.

**Data provided by Medialogia, media monitoring and analysis system.




PROJECT

PR SUPPORT FOR THE
"‘BRITISH LITERATURE TODAY”

JULY 2019

GOAL.: To raise public awareness and engage new audience for the seminar.
CLIENT: Cultural and Education Section of the British Embassy in Moscow.

TOOLS: We devised and led a press trip to the seminar “British Literature Today” at Yasnaya
Polyana within the framework of the UK-Russia Year of Music programme. The press trip
gathered literary critics and journalists from the leading Russian media. Among the participants
were Egor Mikhaylov (Afisha Daily), Natalya Lomykina (Forbes Style and Radio Sputnik by RIA)
and Mark Marchenko (@vamchtetsam Telegram channel).

As a part of the media campaign, we arranged an exclusive interview for the YoM media partner
Lenta.ru. Natalya Kochetkova (Lenta.ru contributor) was the first to talk with Glyn Maxwell and
Lavinia Greenlaw before they departed to Yasnaya Polyana. For BBC Russian Service we
produced an article based on the open talk by Fiona Maddocks and Nina Nazarova held in the
Rudomino Library for Foreign Literature.

RESULTS: The press trip and PR campaign resulted in wide and positive media coverage. 6
interviews, 2 TV reports, 4 radio broadcasts, 35+ news were sorted out by the target media
outlets, including Lenta.ru, Radio Sputnik by RIA, Afisha Daily, BBC Russia, TV Kultura,
Colta.ru, Forbes Style, etc.

a:h"m@w #npobyaywee Hosoct [Topoga Kuwo Epa N

ITo3HakoMbTECHh C KBMP-T03TOM [IKeit BepHapa — poK-3Be37011 JIOHIOHCKO MO33MH
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MonaHe npowen cemuHap «bputaHckas nutepaTtypa cerogHsy,
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HanucaBsLasA LMK CTUXOB 0 NoHgoHcKoMm noxape 1981 roga. Erop
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PROJECT

PRODUCTION OF THE
"NEW CLASSIC”
DOCUMENTARY

MARCH 2019 - SEPTEMBER 2019

GOAL: To tell about innovators in classical music by the example of famous British and
Russian representatives. Show that modern classics are diverse and may be of interest
to the general public.

CLIENT: Cultural and Education Section of the British Embassy in Moscow.

TOOLS: We developed a script for the film, agreed on the choice of speakers with the
customer (composer Gabriel Prokofiev, director of Chineke! Orchestra Chi-chi Nwanoku,
violinist Charlie Siem, music consultant Nick Winter, director of the Helikon Opera Dmitry
Bertman), arranged interviews with them. We organized and conducted the filming
process in Moscow and London, produced the film and agreed to broadcast it on the
Russian federal channel.

RESULTS: The film was released on the OTR Channel and it’s available online.



https://otr-online.ru/kino/novaya-klassika-3745.html

PROJECT

GIFT OF LIFE GALA
PR-SUPPORT

JANUARY 2020

GOAL: To obtain awareness around the event and receive mentions of Gift of Life brand in
the media.

CLIENT: Gift of Life charity.

TOOLS: We updated a media list, collected quotes from the celebrity speakers, prepared

and distributed a press release and initiated coverage in the target media, including life-style
and UK-based Russian media.

RESULTS: 20+ publications, including photo reports, news articles and reviews in the target
media - RIA Novosti UK, Kommersant UK, Zima Magazine, Afisha London, New Style
Magazine, Russian Roulette, OK, Hello, Sobaka.ru.




PROJECT

SOCIAL MEDIA STRATEGY
FOR THE "NEW JERUSALEM"”
MUSEUM

JUNE 2020

GOAL: Offer solutions to attract followers on social networks and increase their
engagement.

CLIENT: Museum “New Jerusalem”.

TOOLS: The proposal was developed for the museum's Facebook and Instagram accounts.

An analysis of the museum's accounts was conducted, as well as an analysis of its
competitors - leading Moscow museums. Based on the results of the analysis, the following
were described: an optimal targeting model, a content plan rubricator, competitions and
quizzes among subscribers. Bloggers and opinion leaders were proposed for cooperation.

RESULTS: A Social Media Strategy for promoting the museum on Facebook and Instagram
has been developed with analytics, descriptions of tools, budgeting and forecasting.

SMM-CTPATEITUHA
NPOABWMN)XXEHWA B
FACEBOOK WU
INSTAGRAM

My3eir «HoBbI Nepycanmnm»

=

Uenn v 3apaun:

Uenn - yBenuueHwe uucna noAnNUCUMKOB CcouManbHuX cereir Myszes n nosbiieHne ux
BOBNEUEHHOCTW B KOMMyHMKauuw ¢ Myseem. PocT uncna nocernTenen, ysHawumx o
My3ee W3 couunanbHeiXx ceTen.

3apaun, HeobxopaMMbie ANSA ACCTUXKEHWMA Uenu:

- GopMuMpoOBaHNE W MNOJAEPKKa YHMKANBHOrO MMUAXA My3esi B COUMaNbHLIX CeTHx,
OTNINUHOIO OT KOHKYPEHTOB (KOHTEeHT-NO3NUMOHWpOBaHWE);

— CrumynupoesaHne obpaTHOIi CBSi3W WM reHepauMsi Nonsk3oBaTensLckoro kKowrenra (UGC);
~ PocT opraHnueckoro OXBaTa W KONWUeCcTBa YUaCcTHWUKOB rpynn;

— YsenuueHue Tpaduka M3 COUMANLHLIX CeTel Ha canr.

WHCTpYyMEHTHI :

- Paspaborka koHTeHT-nnaHa ans Instagram w Facebook (koHTeHT npepocTaeBnsier
Myzei)

— EXepaHeBHbLIA NOCTUHI KOHTEHTAa, B3auMOAelCcTBHME C noanucumkKaMmmn

- HacrTpoilka rapreTuHra no cermenTam UA v npoagBuxeHue oOpraHMuecku nonynspHoro
kKoHTeHTa B Instagram, Facebook

- PaspafGorka W nposepeHne KoHKypcoe/BukTopuH B Instagram

- [psiveie agupel 8 Instagram n Facebook Mysesn

- MpoMo y peneBaHTHLIX 6norrepoe (MUKPOMHPNK3HCEPOB) W pasMeweHwe B
Temarmueckunx nabnukax Ha GaprepHoOl OCHOBe



PROJECT

WORK WITH JOURNALISTS
AND BLOGGERS FOR THE
"LIKBEZ” ART PROJECT

OCTOBER 2020 - DECEMBER 2020

GOAL: Strengthening the positioning of the brand as an interactive, educational and
entertainment project in the field of classical music.

CLIENT: "Likbez" Art Project - organizer of interactive concerts of classical music.

TOOLS: We build relations both with the target media and with relevant Instagram bloggers.
The main speaker of the project was a well-known pianist Polina Osetinskaya, through an
interview with whom the campaign was built. Co-hosts of the event Inna Smirnova and Anna
Paklina also acted as spokespeople. Selected Instagram bloggers were invited to the concert.
After the event they shared their impressions in posts and stories with the tag @avlikbez.

RESULTS: 20 news, 5 interviews, 2 TV spots, 1 live broadcast. Media: TASS, Forbes
Woman, Belcanto, Classical Music News, Colta, The City, TV Russia-K, radio Orpheus,
Vera, Kultura; Mayor of Moscow website. 8 blog posts on Instagram with a total
engagement of 1.5K likes.
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PROJECT

PR SUPPORT FOR THE
UK-RUSSIA CREATIVE BRIDGE
FORUM 2021

FEBRUARY 2021 — MARCH 2021

GOAL: Create and sustain engagement around the Forum in Russia for target audiences:
arts and creative economy professionals, as well as wider audience interested in additional
education.

CLIENT: Cultural and Education Section of the British Embassy in Moscow.

TOOLS: Our priority was to work with digital media outlets and Telegram channels to
spread links to the Forum events. We brought up media partnerships with Afisha Daily
(leading entertainment media in Russia), People in Culture (a professional resource for
cultural managers) and Culture.ru, which streams live broadcasts of cultural events. We
arranged interviews with the British speakers and Forum curators. The important part of the
campaign was dedicated to Telegram. We worked with Telegram channels to generate both
paid and organic posts about the Forum.

RESULTS: PR campaign resulted in 30+ media mentions with cumulative reach of 5,6 M,
as well as 50+ Telegram posts that reached 85 K.
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PROJECT

INSTAGRAM AND PR
SUPPORT FOR "EXPERIMENT”
PHOTO GALLERY

APRIL 2021 — ongoing
GOAL: To build up public and media awareness around the Gallery.
CLIENT: "Experiment" is an online gallery of contemporary Russian photography.

TOOLS: Creation and development of the gallery's Instagram account, page design,
content management, community management, targeted advertising, cross-promotion, 24/7
support for gallery activities. PR launch of the project: publications were initiated in targeted
media and Telegram channels. Artguide, Colta.ru, AD, Design-Mate, Tatlin, Paper, Sobaka
NN wrote about the project. An interview with the director of the gallery, Irina Golinskaya,
was published on Photographer.ru. Playboy released a longread with a selection of photos
from the gallery's portfolio. Announcements were posted by the leading thematic Telegram
channels about art and photography, design, urban leisure and entertainment, their
coverage was 25K.

RESULTS: 21 publications in the media, 15 in Telegram. Instagram account was developed.
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https://www.instagram.com/experiment_photogallery/

PROJECT

MEDIA AND TELEGRAM
CAMPAIGN FOR BHSAD

JULY — AUGUST 2021

GOALS: Strengthening the image of BHSAD as a leader in education in the creative
industries in Russia.

CLIENT: BHSAD (Universal University).

TOOLS: We brought up fruitful partnership with Design Mate media outlet (11 publications).
The exhibition was attended by 15 journalists and Telegram bloggers, including InStyle, The
Blueprint, Design Mate, Typical Moscow, Photographer.ru, Telegram channels “ | hate
Fashion”, “Two ladies in Moscow”, etc. The opening was attended by a film crew of the

“Friday” TV channel, which released the story in the News program. A long read was
compiled for Rusbase media outlet with comments from BHSAD graduates and mentors.

RESULTS: 40 publications in the media about the project, 30 announcements in Telegram
channels (paid and initiated). 1.3M is the total coverage of media outlets, including TV
broadcasts. 68K is the total reach of posts in Telegram.




PROJECT

INSTAGRAM COMPETITION
#HMYECORULES

NOVEMBER - DECEMBER 2021

GOAL: To promote greater environmental responsibility among target audiences across
Russia.

ORGANIZERS and PARTNERS: British Embassy in Moscow, Greenpeace in Russia, +1
City, Skillbox, 7x7 Horizontal Russia.

TOOLS: We developed the concept and the mechanics, attracted 15 eco-bloggers from
different cities of Russia to cooperate. \We agreed with the celebrity, journalist and
eco-activist Irena Ponaroshku (2.4M subscribers in Instagram) to be an Ambassador for the
contest. We brought up effective partnerships and initiated coverage in the target media.

RESULTS: People from all federal districts of Russia participated in the competition. An
expert jury selected the winners from 565 creative posts. The total coverage of posts by
bloggers and partners was 500K. 330 people subscribed to Instagram
@britishembassymoscow in 2 weeks of the project.

Greenpeace  Skillbox

-

irenaponaroshki » lNognucarsca
Kpyxxa&nnowxa

irenaponaroshku @ [oporue 3enéubie Yenc
aKocekcyansi!

Xay ay 10 ay? VIckpeHHe Haaeloch, YTo ¥ Bac
MpPoAEMOHCTPMPOBATE MO GNIOBHT MHINNLL
CNy4aio Hallero cosMmecTHoro ¢ OTaenom Ky
obpasoeamus MNoconbcrea Benukobpuranuu
@britishembassymoscow koHKypca #Moun3dx

Cnoinep: ¢ opureHHsIMU Npusamm!

HO AnA Havana NoAenioch CNUCKOM MOUX N
OYEeBMAHbLIX IKONPaBUN U NaNdXaxos:

t7 He nuTb yait u3 naketukos. OcobeHHo ec.
tea ® Tor, 410 Npoaaércs 8 HaHoONKax UnNu H
IKONOruiHee;

t2 MCNoNb308aTh HATYPaNbHYIO KOCMETUKY |
HExumumio 6e3 MukponnacTuka, Hedprenpony
¢opmMmansgerupa v T.4.

£2 YMHUTL, WITONATH, NepeLlMBaTh, NePeocM
4TOBbI NPOANUTD MX KUIHEHHBIA LKA

¢» BO3BpaLLUaTh BEWankmu B XMMYNCTKY;
¢# Mpopasats 1 Nokynats 6/y seww;

+# He HageBaTb onHOpa3oBoe 6enbé, Tanoy

1eQvY

i ) Hpasurcs kk_buro v ewd 2 450

16 MUHYT HASAL

@ [OoBasbTe KOMMEHTaPWUNA...




PROJECT

TELEGRAM CAMPAIGN FOR
GOETHE-INSTITUT MOSKAU

JUNE 2022

GOAL: To raise interest in German language courses for adults and teenagers in
Moscow.

CLIENT: Goethe-Institut Moskau.

TOOLS: To promote the language courses, we generated and placed content in the
carefully selected Telegram channels dedicated to the German language, German culture
and education, and immigration to Germany. The seeding campaign was designed to reach
target audience and attract leads to the Goethe-Institut Moskau website.

RESULTS: The campaign resulted in 18 publications with a total reach of 80K views. 264
subscribers joined @goethe _institut_ moskau channel during the advertising campaign - an
increase of more than 25%. Thanks to the campaign, the client managed to achieve his
KPls in terms of the number of students recruited. The analysis of the results also allowed
us to identify the top 5 most effective channels according to the ERR engagement index.

E Work-in-Germany ™ Pa6ota. lepmaHus
23 Jun, 11:45

Hy)KHbl 3HaHWA HEMeUKOoro A3bika ana paboTbl Unu yuebol?
[MponauTe UHTEHCUB HeMeLKoro a3bika oT léte-UHctuTyTa!
@goethe_institut_moskau

Y1066l HauaTb yueby B UONe unu aBrycre, ycnemre
3abpoHMpoBaTh MECTO Ha caute
https://www.goethe.de/ins/ru/ru/m/sta/mos/kur/tup.cfm

Kypc ansa s3pocnseix (ot 17 ner):

B vposHu oT Al.1 (HeT 3HaHUIt HemeLuKoro s3bika) no B2.3
B yrpexnne u BeuepHue rpynnst;

M oHnaiin 8 Zoom;

= 4 vepenw B wione (4-29 vions) unu 8 asrycre (1-26
aBrycra)

CroumocTtb Kypca — 35 850 pybnein (skniouaet B cebn
3NEKTPOHHbIE YHeBHUKU U foCTYN K y4ebHon nnatdopme).

B 4eM yHUKanbHOCTb KypCOB HEMELKOrO A3biKa [ETe-
UHcTutyTa:

nperogasarTeneu roToeaAT No cneunansHo paspaboTanH
Fepmanum nporpamme «3enerbi gunnom» (Grines Diplom)
HelM QoNYCKalnTCA TONbKO KaHAMAaaThl C BbICLWMM 0Bpas3oBaH
B8 061aCTN HEMEUKOrO A3bIKa U rePMaHUCTUKK, a TaKkKe
60nbWUM ONLITOM NPEnofaBaHus.

Kypcoi [€Te-UHeTuTtyTa B MoCcKBe exerogHo suibmnpalor
5000 4yenosek, a 3K3aMeHbl Ha NOATBEPKAEHWE BNaaAeHUA
HemeuKuM sa3bikoM (Goethe Zertifikat) caator 3000 yenose

NETHUE KYPCbl HEMELIKOTO
A3bIKA AN B3POCbIX

MFONb, ABIYCT (@) VTPEHHME /1 BEHEPHVE
2022 TPV

VPOBHM OBYYEHMA L OHNAVH Un
OT A1 40823 CMELLIAHHbBI ®OPMAT

4 Hepenu £ 35850 3anuch € 14 UIOHA

StudyQA — cTakupoBku, cTuneHaum, obyyeHune u -
21 Jun, 17:01 d

Kak npoBectu neto ¢ nonb3oun? MNpomnT¥ MHTEHCUB HEMELKOrO
a3bika ot Méte-UHcTuTyTa! @goethe_institut_moskau

Y1obbl HayaTh yueby B ui0ne Unu asrycre, ycneure
3abpoHMpPOBaTL MECTO Ha
https://www.goethe.de/ins/ru/ru/m/sta/mos/kur/tup.cfm.

Kypc ana nogpoctkoe (14-16 ner):

8 yposHu oT Al.1 (HeT 3HaHuit HeMeuKoro a3bika) ao B2.4;
& seuepHue rpynnsi;

B oHnanH 8 Zoom;

= 4 vepenu 8 nione (4-29 wiong) unu B asrycre (1-26
asrycra)

CroumocTs Kypca — 21 800 pybneit, B Hee BKNOYEHD!
3NEeKTPOHHbIE YYeBHUKKU 1 AoCTYN K yuyebHow nnatdopme.

Kypcsl lNete-UHcTuTyTa ANg NnoapocTKOB 370!

yRo6HbIN GOpMaT BUPTYaNbHbIX YPOKOB ANA TeX, KTO
npoBoaUT neTo He B Mockae;

obyueHune y BbICOKOKBaNnMPUUMpOBaHHbLIX Npenogasarenen,
npoweawnx NoOAroToOBKY No cneunansHo paspaboTtaHHoOW B
MepMaHum nporpamme «3enexsin aunnom» (Griines Diplom). K
HEel NONYCKaKTCA TONLKO KaHAWAATHI C BbICLUMM 06pa3oBaHuem
B 06n1acTU HEMELKOr0 A3biKa U repMaHnCcTUKK, a TakKe
60NbLWXM ONLITOM NPENOA3BAHUS;

HeckyuHas yyeba C akLieHTOM Ha UrpoBbIX U TBOPYECKMX



PROJECT

TELEGRAM CAMPAIGN FOR
INSTITUTE OF BUSINESS AND
DESIGN (B&D)

APRIL 2023

GOAL.: To raise interest in undergraduate programmes among potential applicants, as
well as to attract visitors to the Open Day.

CLIENT: Institute of Business and Design (B&D).

TOOLS: For promotion, the seeding method was used in specially selected thematic
Telegram channels dedicated to educational trends and IT jobs of the future. Texts of
posts and visual design were developed. The goal of the seeding was to generate
leads to the institute’s website.

RESULTS: The campaign resulted in the total of 23 posts that reached 56K views. 262
visitors clicked the link to the site. The most effective target channels were identified,
with which the client continued cooperation.

UHCTUTYT
* BU3HECA
U AU3AN

@ Grantium | BecnnatHoe o6pa3zosanue | Ctamupos

r, 16:3(

e'e [leHb OTKPLITLIX Asepen 8 VIHCTUTYTE Bu3Heca 1 gu3aiHa 9

anpens!

Kak MOXHO nonyunTs socTpebosaHHbie cerogHa npodeccuu 8
chepax AM3aiiHa, Br3Heca U MEHEVKMEHTa B TBOPYECKOM
cekrope, PR » MmeauakomMmyHukaumi, IT U relim-uHaycrpun?
IleHb OTKpPLITLIX ABEPEN — 3TO OTAMUHARA BOIMOXKHOCTS
OUEHUTb TBOPMECKYIO aTMocdepy UHCTUTYTA M y3HATb Npo
NpoLecc NocTynNeHns n obyuerHun Ha nporpamMmax
Hakanaspuara. Byaywume cryaeHTsl cMoryT 8bibpats U3 16
nporpamm no pasHsiM HanpasneHusM, skniodan 11 nporpamm

no npodmnio «Aunzanx»

™ 9 anpens, sockpecenbe, ¢ 14:00 u no 16:00
? M Mpocnexkt Mupa, MNporononosckuKn nepeynok, 9cl

a WNHCcTUTYT BusHeca u gu3anHa B&D — segywmia sys 8
obnacTtv gu3anHa 1 ynpasneHmna. [pakrnko-
OPMEHTUPOBAHHLIA NOAXOA NO3BONALT CTYAEHTAM Pa3BUTL
BU3Hec-HaBbIKK, TBOPYECKWIA NOTEHUWAN, NUAEPCTBO U YyMEHME
paborarts 8 KoMaHae. Bece nporpaMMbl UMET
roCyAapCTBEHHYKD 3KKPEANTALMIO, A N0 OKOHYaHMM BblaaeTcs
AWMNNOM rocyaapcrseHHoro obpasua.

Perucrpaums: https:/flclck.ru/33uAAH

&
/A

-

£

%

@ 1.9k <0 r2

Codrt Kynerypa @

7 Apr (
AF

9 anpens MHcTuTyT Br3Heca v An3ainHa npurnawaer Ha
[enb oTkpbiThix ABEpei Byaywmx cTyaeHTos 6akanaspuara

N NOArOTOBUTENBHBIX KYPCOoB

B rocti sAyT BCEX, KOMY UHTEPECHbI KPEaTHBHLIE MHAYCTPUN.
MporpamMMsl NO3BONAKOT NONYUUTL BOCTPEBOBAHHBIE CErOAHS
NPOGECCHU — B TOM HUCNE ECTb AONFOCPOUHbIE NPOrPAMMbI
WADXUTEKTYPHARA Cpeaa U An3anHy, «Au3aiH UHTEpbepan,

«l padmuecknit ansaitHn, «feim-au3ann» n «[1n3aainH 8
undposon cpeger. ix HaMHoro 6onblue, NOCMOTPETDL BCe

MOMHO Ha CTpaHuLe.

Ha [IHe oTKpbiThIX ABEPER CMOXETE NOIHAKOMUTLEA C
NpenofaBarTenaMy, YaHarh O KapbepHbiX BO3MOXKHOCTAX,
pa3sobparecs B NPOrpaMMax, 3aparte Nbsie BONPOChH 1
YBUAETL NPOEKTL CTYAGHTOB, B TOM YAC/E CAGNAHHbIE B PaMKax
BusHec-npaKkTUKK (CMOTPUTE, KaK KPYTO MHCTUTYT
OPUEHTUPOBAH Ha NPoeKTHOE obyueHune). U BOT Y4TO KNaccHo:
Kamabl CMOXET NoKasaTs npenogasarensm csoé noprdonuno,
nonyyuTs druabex n pekoMeHaaLmMu No NOAroToBKE K

IK3aMeHaM.

B B&D npenopaioT NpakTUKyIoWme cnedpl, BCe nporpaMmbi
UMEIOT rocyapCTBEHHYIO aKKPEAUTALMIO, 3 NO OKOHYaHUW
06YyueHus BbIaRYT AMNAOM rocyAapcTBeHHoro obpasia —
KOpOUE, COBETYEM NPUCMOTPETLEA, ECNU AYMAETE, KyAa
NOCTYNaTh B CAEAYIOLLEM roay (MarucTepckue nporpaMMs

TOME ECThb)
Korpaa: 9 anpens, sockpecerbe, ¢ 14:00 go 16:00.
Ipe: Mockaa, metpo «TpocnektT Mupar, INpotononoscxkun

nepeynok, 9cl.

*#) [Ins NOCEWEHNA HYKHE perncTpauus

WHcTuryT BusHeca u guaaiiHa npurnallaer Ha [eHs

OTKpPbITBIX ABeped 9 anpens!

B rocru xayT Bcex uHTepecyowmxes o6yNeHneM B
KpPEeaTueHbix MHAYCTPUsX, MporpamMMbl UHCTUTYTa NO3BOAAKDT
Nony4uTs BocTpeboBanHbie ceroaHs npodeccnn 8 chepax
AU3aiHa, B13HECca U MEHEKMEHTE B TBOPYECKOM cekTope, PR

¥ MEAUAKOMMYHUKaLWA, [T 1 redM-uHAYCTPUM

10 BeAylWWIA BY3 B 06NaCTV AU3aIHAE U YNPEBNEHMS,
FOTOBALMIA NPOPECCUOHANOB B KPEATUBHLIX MHAYCTPUSIX.
MpaKTUKO-0PUEHTUPOBAHHBIA NOAXOA NO3BONAET CTYAEHTAM
Pa38uTh BU3HEC-HABbIKW, TBOPYECKMI NOTEHLIAAN, IMAEPCTEO U
yMeHue paborarts B KOMaHAe.

OnbiTHbIE NPENOASBATENN-MEHTOPLI, NPAKTUKYIOLME
CNeUnanucTbl B coei 06nacTi, roToBAT CTYAEHTOB K
ycnewHon kapbepe. Bee nporpaMMbl UMEKT roCyAapCTBEHHYIO
aKKPEAUTALMIO, 3 N0 OKOHYEHUM BbIAAETCA AUNNOM
rocynapcreerHoro obpasiua

[leHb 0TKPbITLIX ABEPEIA — 3TO OTAUUHEA BOIMOXKHOCTb OLLEHUTS
TBOPUYECKYIO aTMOCHEPY MHCTUTYTA U Y3HATL NPO NPoLece
nocTynneHuns u obydyeHus Ha nporpammax bakanaspuara,
Hanpumep, oaHa U3 Hux, sMeHeKMEHT B An3aitH-OusHecen,
6bina cneumanbHo paspaborana AN NOAroTOBKYM YNpasneHLes
B TBOpPUYECKOM BusHece

MpakTuuecknit noaxon 8 06yYeHUM NO3BONSET €O 2 Kypca
coBMeLtats Yueby u paboty B NPOEKTaxX KOMNAHWIA-NAPTHEPOB,
paboras Hag peantHbiMK Keircamu. HeyausurensHo, 4o no
uroram obyuenus okono 80% BLINYCKHMKOB CTAHOBATCA
COTPYAHWKaMM KOMNaHUU-NapTHepos, a 18% oTkpuisaloT CaoiM

BuaHec!
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MAY 2023 g B
GOAL: To draw attention to the festival and increase interest in master's programmes A\ ) \ \ ﬁ
at the Faculty of Creative Industries of the Higher School of Economics.
_ & Nzen
CLIENT: “Consumer Culture” agency - a general producer of the festival. N T m———
TOOLS: The PR campaign was aimed at announcing the festival in the specialized ?e':fiz‘;"s"; caehii
media and Telegram channels. The main PR formats were news, festival guides and MeXXAyHapOaHbIi
media mentions. Since the festival programme consisted of a great variety of sessions, decTuBanb pakynbrera
target media and Telegram channels were selected accordingly to highlight each event. e L i -
The media list was based on specialized media in the areas of creative industries, as - e
well as city guides and news agencies. BMockse ~ % nas cocTonTes . iR ==
r\SAtex..uny j{. == l

RESULTS: 30 publications in the target media, 22 announcements in Telegram. 1M - oare 5
total coverage of media outlets. 58K - total reach of Telegram posts. ‘LB'H';TPEE@ T e

| BCENEH
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= & a, ATPUYM, LEHTP KYNBTYP,
....... e A POBCKIA BYNEBAP 11

e Telling Stories 06CcyAaT
bIKW

- pa3 COCTOUTCA
HbIV hecTneanb Telling

HU30BaHHbBIN }
. A KpeaTuBHbIX MHAYCTPUK
S MocHED il NOCBSALLEHHbIN

MeXXAYyHapOAHbDbIH 1, TPEHAAM W
decTuBann Telling 10 B KpeaTuBHbIX
Stories



PROJECT

THE SOCIAL MEDIA CAMPAIGN
FOR THE CHILDREN'S ARTS
FESTIVAL IN MOSCOW

JUNE 2023

GOAL: To draw attention to the festival among the target audience.
CLIENT: “Consumer Culture” agency - a general producer of the festival.

TOOLS: To promote the festival, a campaign was developed in Telegram channels and
VKontakte publics. The goal of the first stage of the campaign was the announcement,
the second - post-publications in the format of reviews.The selection was made among
popular channels and publics on the several topics: family and children; city guides; city
news; life style. Selected bloggers were invited to the festival. Reviews were published
by the famous lifestyle bloggers Ksenia Kitaeva and Elena Zimenkova, as well as in

popular Telegram channels, including “Artoholic”, “Mom, I'm in Moscow”, “Moscow.
Cultural” and "Theatrical People".

RESULTS:11 posts in VKontakte publics, 28 posts in Telegram channels. The total
coverage of the campaign resulted in more than 400K views.
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UrpoBou n obpasosaTenbHOI nnowankoin, kotopas
26beanHuT Teatp u UMpK, HayKy 1 uckyccrgo,
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PROJECT

PR SUPPORT FOR THE
FESTIVAL "SUMMER. MUSIC.
MUSEUM”

MAY — JULY 2023
GOAL.: To raise target audiences interest in the festival and increase ticket sales.
CLIENT: Maxim Dunaevsky Charitable Foundation.

TOOLS: Media partners supported the event with announcements, reports and special
formats. On the opening day of the festival, a press tour was organized for the journalists,
bloggers and music critics - in total, 23 journalists and bloggers participated in the press trip
to Istra. A press conference was organized on site with the participation of festival president
Maxim Dunaevsky, artistic director Dmitry Yurovsky and Minister of Culture and Sports of
the Moscow Region Vasily Kuznetsov.

RESULTS: 8 media partners supported the event. 42 journalists and 6 TV crews visited the
festival. At least 300 publications were published in the media (41% federal and 59%
regional media). The total coverage of these publications reached 70M.




CONTACT US:

anastasia.volkova@kkburo.com



mailto:anastasia.volkova@kkburo.com

