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Technology spoken here.



When Loctite introduced a new line of epoxy adhesives, things could have gotten 

pretty sticky. A competitive 3M product was already a household word and held the

majority of space on distributor shelves coast-to-coast.

After some brainstorming we recommended that Loctite introduce Durabond with a

“try-it-you’ll-like-it” campaign. First, we went to distributors with a unique stocking pro-

gram to get the product on their shelves. Then we launched a print advertising 

campaign with a very simple goal: Sell the product off those shelves. By driving 



When Lucent Technologies decided to introduce their fiber optic

communication system to the industrial market — a group blind to

the benefits of fiber — they turned to us.  

First, we created a positioning and brand identity for this new

product. Then, we tested them against our target audiences in a

series of focus groups. It seems most participants shared the     com-

mon misconception that fiber cabling is too fragile, too expensive, and

too difficult to use on the plant floor. With this kind of information, how

could we lose.

Through a series of benefit-driven ads, we addressed these

misconceptions head on, complete with the technical data

to back up our claims. A brochure and web site followed,

both of which challenged old ways of linking with new ways

of thinking. 

When word got out that Lucent’s optical fiber is not only

rugged, but inexpensive and easy to use, the orders came

in. Seems industry saw the light. 

Technology has a language of its own. Unfortunately, not every speaks it well, let alone

fluently. Fortunately, we do.

At Martino & Binzer, we deal with technology all day long. Insurance technology.

Industrial technology. Communications technology. So we have plenty of practice. And

we do our homework. We dig in and learn each client’s business. What their objectives

are. Who their audience is. Where their strengths lie. How their products work, why

they’re different, and why they’re better. Then we tell the world, translating Technology

into that universal language known as  ��
	����! which appeals to 

techies and non-techies alike.
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Technical jargon. It’s sharp. It’s cool. It’s confusing. To market AMS 

insurance automation products, we tried using English — as well as a 

couple of blasts from the past to lend visual interest.

Instead of talking about the usual bits and bytes, our 

integrated marketing program focused on where the

insurance industry’s been, where it’s headed, and just how

strongly AMS has championed the latter. As a trade show 

promotion, we developed an airline ticket to the future. So

many potential customers returned their fake tickets for a

chance at real ones, that AMS’s sales force had a little future

vision of their own to bank on.

AMS SERVICES, INC.
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As one of only a handful of technical consulting firms 

specializing in the computer language FOCUS, Pinnacle

Decision Systems was nicely positioned with a fairly 

well-defined market. Its proprietary Y2K analysis tool, however,

was an unknown quantity on a very big mission. It needed a

name, logo, and marketing campaign with enough impact to

establish the product awareness it needed and the credibility 

it deserved.

Our first step was to brand the product, and given the

program’s ability to literally “pinpoint” all Year 2000 conflicts,

the name was a natural. A print campaign built recognition, while direct mail

pulled in the leads. And an extensive collateral system was able to 

provide the in-depth information required by those ultimate 

Y2K decision-makers — code warriors.

As a result, over $2 million in product sales were generated, accompanied

by over $6 million in service contracts, making it a very happy new year 

for Pinnacle.

P I N N A C L E  D E C I S I O N  S YS T E M S
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V E E D E R - R O OT
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Technology start-ups are a dime a dozen — especially in the insurance

industry where technology is serious stuff. And since insurance people

are usually a little leery of newcomers — no matter how nicely they’re

dressed — Rating Services hired us to change the industry’s mind.

We developed a comprehensive awareness-building campaign that 

positioned them as the start-up company that started at the top — the

new company with 20 years experience. And why not. They were spun

off from their corporate parent after decades of faithful service to 

customers coast-to-coast. And since experience is expertise, they were

anything but the new kid on the block.

As much as the automobile has evolved since the early part of this 

century, so has the manner in which we’ve pumped fuel into our 

cars. Behind the scenes of all this advancement is Veeder-Root 

Corporation — manufacturers of the original flow counters on service

station gas pumps and a pioneer in the monitoring of underground

storage tanks. To keep pace with changing technology, Veeder-Root

has evolved from a manufacturer of hardware to a provider of 

software solutions to help with leak detection and EPA compliance. To

help position them as both an industry innovator and leader, 

we developed a comprehensive marketing campaign that included

trade ads, direct mail, sales collateral, and interactive CD-Rom 

presentations. There’s nothing like new roots to grow from.

R AT I N G  S E RV I C E S
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