context

Uklon is a texi serviee in Tashkent. In spring, we
launched a 70% discount on the first ride. But in
summer, new competitors entered the market
with big discounts and huge advertising
budgets. Our ads were left only in the metro. So
we made the offer stronger: 70% off the first
THREE rides. But how could we spread the word
without a big media budget and still stand out
fram the competition?

idea

At night, together with local street artist
Inkuzart, we snuck into the metro and painted
over the old offer with the new one — turning a
discount on one ride into a discount on three.

execution

In one night, we updated our own ads across 20
metro stations. And it all looked like vandalism.
When metro staff noticed the changes, they
took our banners down. But it was already too
late — the story had made the news and spread
across media outlets, social media, and

Telegram channels. For free. That's how we
turned a simple ad update into a news story.
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