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An individual approach.



No matter how hard you might try, today’s mature audience cannot be categorized.

And they don’t want to be. They’ve spent their lives being themselves. And

they’re good at it. To successfully reach and communicate with this unique 

market, it is necessary to accept them for who they are, and to approach them

as individuals. At Martino & Binzer, we understand their values and how they

affect their personalized, and very real, life choices. 

The ability to successfully impress a message upon a mature market is becoming

an essential tool for more and more businesses. The Baby Boomer population —

the US’s largest age demographic — is beginning to enter retirement. And 

they will do so for the next 20 years. With them they bring their ideals, their

expectations, and unique consumer demands. 

This is an audience that requires respect. 

They are educated and self-reliant. And they

know how to get what they want. At the 

same time, they value kindness, compassion,

their family relationships, and the community

they live in. Bur most importantly, their age 

has not altered their appreciation for life or 

their capability to make the most of it. The 

ability to tap into such a huge potential 

market requires intelligent, focused, and

proven marketing skills.

For more than a decade, our experience in developing campaigns that target 

this demanding audience has strengthened our ability to provide precise 

and objective marketing. From nationwide insurance promotions to local 

retirement-community marketing, Martino & Binzer continues to make an 

impact on the mindset of mature audiences.

DON’T CALL ME AN “OLD TIMER,” “GOLDEN AGER,” “SENIOR CITIZEN,”

OR “MATURE  ADULT.” JUST CALL ME “HANK.”

CLIENT HISTORY

Asbury Village  Gaithersburg, MD

Cloverwood  Rochester, NY

CT Alzheimer’s Disease Foundation

Eastern Long Island Hospital

Goodwin House  Alexandria, VA

The Hartford

The Overlook  Charlton, MA

Peconic Landing  Greenport, NY

Retirement Living Services

Seabury Community  Bloomfield, CT

Sunny Acres  Denver, CO

Van Scoyoc Associates  Alexandria, VA

Westminster  Lake Ridge, VA

The Venerables

This illustration sums up the mindset 
of senior citizens who view themselves, 
above all, as individuals.



Previous attempts at promoting the concept of Cloverwood, a retirement community

in Rochester, New York, had failed to gain the interest required. But this time would

be different. And Martino & Binzer was assigned to the task. Our goal was simple —

drive prospects to tour Cloverwood’s model homes. The method, however, required

a little more thought. How do you encourage an older audience to take this first 

step toward retirement — one typically associated with growing old? We thought

we’d simply change their perception of growing old. And that’s exactly what we did. 

Our campaign, “Plan for a Sunny Day”, communicated Cloverwood’s 

commitment to providing an active lifestyle for all its residents. Retirement

was not about growing old or slowing down — it was about having the 

opportunity to pursue and develop personal interests. It was about getting 

the absolute best out of life. And because this was no “macramé” crowd 

we were targeting, the images and language we used spoke of the reader’s 

spirit — hiking, gardening, theater, and competitive sports. We were selling

life, not retirement. 

Our demographic region was situated in and around Rochester, so we were

able to define, and target, a very specific audience. Phase one consisted of 

a brochure distributed as an insert in all relevant local newspapers. Once 

the message was out, the next phase was print ads placed in strategically

selected publications — Playbill, real estate supplements, and local medical

and legal journals to create awareness among the population’s influencers. To

drive the message home, we ran six 30-second TV spots on both local cable 

and network stations. 

Did we succeed in our goal? Not only did we succeed in gaining the required 

interest, we improved Cloverwood tours from less than 20 per month to over 50.

And Cloverwood is in full 

swing with a 25% monthly

increase in sales.  

CLOVERWOOD

IT ’S ALL IN THE PLANNING.

www.cloverwood.org
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It’s not easy asking people to switch their auto insurers. When your audience 

has years, possibly decades, of investment in their current insurer, the challenge

is even greater. So when Martino & Binzer created a campaign for a senior auto-

insurance program being offered by The Hartford and AARP, name recognition —

despite positive reputations — just wasn’t going to be enough. But that wasn’t

the only challenge. The client required our ads to out perform their number one

control ad. 

The first step then was obvious. Find out why the control ad was working — 

and improve upon it. After determining that a simple free offer and a substantial

savings of $250 dollars was the golden factor, we built upon this and appealed 

to their financial sensibilities, and appreciation of a good deal. But we threw 

in a good, solid dose of eccentricity to keep the message fresh. Not only did 

this help gain initial attention, it assured our older audience that we understood

better insurance is simply a way to better living. And lead-generation? We 

outperformed the control by 30%. 

THE HARTFORD

MEMBERSHIP HAS ITS PRIVILEDGES.



THE OVERLOOK COMMUNITY

MORE THAN A PLACE TO GET AWAY TO.

www.overlookcommunities.org

Direct Mail Postcards

Brochure

The Overlook, a senior living community sponsored by the Masons of Massachusetts, 

presented us with a rare demographic challenge. Not only did we need to 

persuade a statewide market of Masons that The Overlook was worth moving 

to rural Charlton for, we needed to reach an audience of non-Masons as well. 

They all had to be over 62. They all had to be affluent. And they were all being

asked to make deposits on apartments and houses that were yet to be built. 

The catch was that 60% of depositors had to be Masons for the whole operation 

to receive Board approval.

A universal message that spoke to both Masons and non-Masons alike, 

“Get a way to it all”, headlined a campaign that encouraged seniors to approach 

retirement with their passion for living — and clearly demonstrated The Overlook’s

capacity to cater to this passion. We showed that moving to Charlton was not 

a sacrifice, but a rewarding life decision. 

An extensive integrated program, that included print advertising,

direct mail, point-of-sale brochures, a promotional video, and a 

website, delivered the message loud and clear to an audience 

far and wide. In addition, Martino & Binzer managed the 

extensive mailing list database to guarantee that each direct mail 

package was placed in the correct hands. Consisting of separate, 

audience-specific cover letters from the CEO, a four-color brochure, a testimonial 

from dedicated depositors, and a $25 offer to restaurants and attractions near

The Overlook, the direct mail campaign resulted in a lead generation that 

exceeded everyone’s expectations by reaching 

over 1,750 in the first three months. 

Overview VideoP.O.S. Display



From initial planning stages to full resident occupancy, Martino & Binzer 

developed a complete marketing program for Seabury, including new, targeted 

messages for each stage of development. As the life care retirement 

community progressed, so did our marketing efforts. From the beginning we

knew we had to be open and honest, and reflect the values of their sponsor,

Church Home of Hartford, if we wanted to effectively reach our audience. 

People had already seen countless images depicting deliriously happy seniors 

in the usual scenes of over-activity — tennis, jogging, aerobics classes. We

weren’t going to tell them how they should be living their lives. Through direct

mail and an extensive newspaper campaign covering the Greater Hartford area,

we simply let them know that Seabury truly understood who they were — self

empowered individuals who knew what they wanted and how to get it. 

A casual statement from a peer can take the message a long way. Especially

when it hits the nail squarely on the head. An initial series of ads featured 

models that the audience could immediately identify with. The approach was

relaxed and easy going, with a touch of humor — “The Venerables” cartoons

added to the campaign’s lightheartedness, while addressing real concerns 

faced by adults considering retirement. 

The highest demographic for crossword puzzle users is the 60- to 70-year old 

age bracket. Armed with this information, we created a message that was 

effective in its simplicity. Once in place, we were able to build upon the concept

and develop an expanded campaign. And again we provided all the information

needed to make readers comfortable with the idea of a retirement community.

SEABURY RETIREMENT COMMUNITY

LET’S SIT DOWN AND TALK.

Phase One: “Planning” Ads

Phase Two: “Move In” Ads



It’s an uncomfortable subject at the best of times. So when we created a pro

bono public awareness campaign for the Connecticut Alzheimer’s Disease

Foundation, we had to approach the content with care. We needed to communicate

a very serious message, while at the same time making the audience feel at 

ease and willing to find out more. We demonstrated the absurdity of not wanting 

to help fight Alzheimer’s disease through direct and thoughtful headlines. Utilizing

both TV and print advertising, along with a follow-up informational brochure that

educated readers on Alzheimer’s, we were able to raise both awareness throughout

the state and funding for the Connecticut Alzheimer’s Disease Foundation. 

CONNECTICUT ALZHEIMER’S DISEASE FOUNDATION

APPROACHING ALZHEIMER’S.

PECONIC LANDING

PROMOTING PEACE OF MIND.

Why should
you

help fight a 
disease
when 2.5
million

Americans

While Peconic Landing may have been Long Island’s first lifecare retirement

community, we determined that its most compelling benefit was its ability 

to provide an active lifestyle, combined with the range of healthcare services

it offered through nearby Eastern Long Island Hospital. By juxtaposing an

image promoting activity with a headline promoting peace-of-mind, this ad

emulated the partnership between the organizations and touted the benefits

of both. In addition, the simplicity of design and straightforward message 

let the reader know that they were being taken seriously. No gimmicks. 

Just the plain, simple truth. It’s always the best policy. And can be your 

best marketing asset. 

242-8182
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MARTINO & BINZER 29 WEST MAIN STREET, #3 AVON, CT 06001
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