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Strategic brand 
�development � 
& positioning

Breakthrough � 
creative  
& tactical � 
executions

Marketing 
that �delivers  
results �&  
maximizes ROI



Personal service

Smart ideas

Attention to detail

High standards

Collaborative approach



mission: we use brand intelligence to 
define and execute marketing strategy.

vision: we change the way people think.
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social media experience



We provide value to your audience with breakthrough content that is  
true to your brand, authentic to your followers, and focused on driving results



social media capabilities

Content Strategy

�� Content calendar

�� Editorial plan

�� Collaborative ideation

Content Creation

�� Copywriting

�� Photography

�� Videography

�� GIFs & Animations

�� Blogs, articles, whitepapers

�� Event coverage

Influencer Marketing

�� Strategy & targeting

�� Program development

�� Communication & outreach

�� Impact & analytics

Social Listening

�� Sentiment analysis

�� Trending topics & keywords

�� Reputation management

Reporting & Analytics

�� Content performance

�� Audience growth & reach

�� Impressions & mentions

�� Engagement analysis

�� Conversions & referrals

Customer Response

�� Customer response playbook

�� Process for handling positive  
& negative comments

�� Live monitoring

Platforms

�� Facebook

�� Instagram

�� Twitter

�� YouTube

�� Snapchat

�� LinkedIn

�� Pinterest



content strategy
After research and interviews with key stakeholders to determine 

goals, strategies, and timing, we would select the social networks 

you wish to engage with, and craft an overall strategy specific to 

each. We will establish an editorial plan that organizes your key 

messaging by topic and strategy and aligns with your website 

content and promotional calendar. This editorial plan ladders up to a 

content calendar so we’re establishing the appropriate cadence for 

communication with your audience. 

content creation
It’s important that your social media content is on-brand, consistent 

with your overall marketing messaging, and also relatable and 

authentic to your audience. Based on our approved content 

calendar, we can create, schedule, and post social media content for 

your brand. Our creative services include copywriting, proofreading, 

graphic design, animation creation, and photography. 



paid social
With the ever-changing nature of social media and 

recent evolution toward algorithms that encourage 

advertising, we recommend a monthly spend for paid 

social to help boost existing posts and amplify crucial 

campaigns. Once the Content Calendar is in place, 

our integrated team can help craft a complementary 

paid advertising plan for social media, utilizing the 

advanced targeting capabilities to ensure your 

content is seen by the appropriate audiences.



videography
Video has quickly evolved from being a nice 

add-on to a must-have in today’s crowded 

social media landscape. Whether these pieces 

of content are animations using pictures and 

graphics to grab people’s attention in their feed, 

or more produced thought leadership pieces 

featuring your staff experts, our team can help 

concept, shoot, edit, and produce videos that are 

optimized for digital and social media. 



influencer marketing
Social media influencers have tremendous power in marketing to their 

audiences, but it’s important that brands focus on the most appropriate 

partnerships. With access to more than one million influencers,  

The Martin Group’s influencer platform analyzes not just the content 

of influencers but also the makeup of their audiences (age, geography, 

interests, etc.) to make sure that your messages are being seen by the right 

people. Our research goes deep to identify the right influencers for your 

brand, and then we set up, maintain, and monitor those relationships so that 

you’re getting the most out of each relationship around your campaigns. 







content marketing
Original thought leadership content is the best way 

to drive people to your website and provide value 

to your audience. This can be in the form of blogs, 

downloadable whitepapers, and longer e-books. 

The goal is to position your brand and your staff  

as expert authorities on the topics that your 

audience are searching for. This can also have 

SEO benefits in helping to boost your search rank 

among terms that are popular for your brand.  









social listening &  
customer response
Using cutting-edge software, we will monitor the social 

conversation surrounding your brand, competitors, 

communities, and industry, so we can react in real time to 

trending topics and maximize each messaging opportunity. 

We can also handle customer response, setting up approved 

answers to frequently asked questions and creating a process 

for quick, accurate, informative responses and a process to 

work with your customer service team. 

reporting & optimization
One of the most important benefits of social media 

marketing is the advanced analytics that track the 

performance of your content and growth of your audience. 

Our integrated approach to reporting helps maximize 

your investment by producing regular reports that analyze 

impressions, engagement, reach, demographics, referrals, 

conversions, and trending keywords and hashtags.



case studies



In May 2018, The Martin Group and ASICS teamed up on the 
launch of the “Welcome to the Dojo” product pack that includes 
footwear and apparel for sale by Champs Sports, Footaction, and 
Eastbay. These products spanned their ASICS (performance), 
ASICSTIGER (lifestyle) and Onitsuka Tiger (heritage lifestyle) 
brands and typified a current push by ASICS to focus more on 
sneaker culture and the sneakerhead consumer. 

After talking with each store and the product, retail, and brand 
marketing teams at ASICS, we determined that storytelling 
(through videos and photos) would be key to reaching the 
target audience of 18-34-year-old consumers. So we zeroed in 
on hyperlocal social media influencers in Houston (Footaction’s 
desired geographic focus) and Miami (Champs) who 1) had large 
followings and engagement rates in the younger demos in those 
markets, 2) posted content relevant to fashion and sneakers, 
and 3) had good stories to tell. We wanted to focus on the 
hustlers, builders, and doers in each community who are on the 
rise and show them not only wearing the products but talking 
about what they’ve accomplished and where they’re headed.  

§§ Total likes/reactions in the first 10 days 
of posting across Facebook, Twitter, 
Instagram: 358,903

§§ Total shares/retweets in the first 10 days of 
posting on Twitter, Facebook: 417

§§ Total comments/responses in the first 
10 days of posting on Facebook, Twitter, 
Instagram: 3,080

§§ Total video views in the first 10 days of 
posting on Facebook, Twitter, Instagram, 
YouTube: 380,544



click to view

https://www.instagram.com/p/Bm3w2x5HTHn/?hl=en&taken-by=footaction


click to view

https://www.instagram.com/p/BmoEpp4H-Pi/?hl=en&taken-by=champssports


click to view

https://www.instagram.com/p/BmzbgM4Hyp0/?hl=en&taken-by=champssports






Under Armour first engaged The Martin Group to elevate their 
UA Lacrosse Team division, and to establish a new standard for 
creative cohesion across various products and partnerships 
that make up UA Lacrosse. Their initial need was for a unique 
package design which quickly evolved into executing their 2018 
lacrosse style guide, and now includes football and baseball for 
Team Sports. 

We now manage the @UABaseball (since April, 2018) and  
@UAFootball (started August, 2018) accounts on social media 
(Instagram, Twitter, Facebook) and regularly contribute content 
for @UALacrosse. 

We’ve meshed our deep sports experience with our strategic 
creative expertise to work within their existing brand standards 
across the three sports. This work includes creative campaigns, 
photo shoots, digital content, and social media animations, 
graphics, copy, strategy, and analytics. We regularly work with 
their internal Brand Communications, Social Media, Creative, 
Category Marketing, and Product teams to ensure the finished 
assets adhere to their style, achieve their goals, and are 
authentic for their unique audiences for each sport.

§§ From April to July 2018, impressions on  
@UABaseball’s Twitter and Instagram 
handles increased 40% (3,725,981 in July) and 
engagements went up 24% (207,676 in July)

§§ From April to July, 2018, @UABaseball  
gained 25,791 new followers (4% growth)

§§ Live coverage of MLB Home Run Derby  
and All-Star Game earned @UABaseball 
742,147 impressions in two days on Twitter 
and Instagram



click to view

https://www.instagram.com/p/BnM56v_lF90/?hl=en&taken-by=uafootball


click to view

https://www.instagram.com/p/BjVxJ2qn2Vy/?taken-by=ualacrosse




Italy’s favorite cheese brand, Galbani Cheese, approached  
The Martin Group in early 2017 seeking help to grow and improve 
their U.S. social media presence. Galbani was struggling to 
develop a cohesive strategy that highlighted their products 
and recipes and aimed to attract, engage, and increase fans on 
Facebook, Instagram, and Pinterest. 

Starting in March 2017, The Martin Group’s Social Media team 
created a fresh new strategy, which included refreshing the 
creative, improving relevancy of the posts, focusing more on 
Pinterest’s higher quality referral audience, and refining the 
targeting for paid boosts.   

Galbani Cheese’s main objectives have been to grow their online 
community while driving more website referrals, and our social 
media strategy continues to boost those metrics. 

§§ Overall social media audience grew 67%: 
March 2017 to July 2018

§§ Instagram audience increased 130%:  
March 2017 to July 2018

§§ Referrals increased 110%: Q1 to Q2, 2018

§§ Pinterest average monthly viewers 
increased from 4,953 to 156,196: March 2017 
to July 2018

§§ Averaging 264,767 impressions and 6,547 
engagements per month (2018)



click to view

https://www.youtube.com/watch?v=_Y2vb2Dz5hI


click to view

https://www.facebook.com/galbaniitaliancheese/videos/501995396912630/




Leading up to the NFL’s Super Bowl 50 in San Francisco, CA, 
New Era Cap came to The Martin Group for help with branding, 
content creation, and social media marketing for their major 
event activation. Our team was tasked with creating a concept 
for their Style Lounge and VIP party which took place over the 
two days prior to the big game. The project led to an innovative 
content strategy and live coverage of the event.

After coming up with the “Gold Rush” theme, we crafted a 
content plan that involved live, behind-the-scenes coverage 
for New Era fans on Twitter, Instagram, and Snapchat. Content 
creation began with capturing photos and videos on Snapchat 
from around the city and Super Bowl site. The snaps were 
repurposed for distribution on Twitter and Instagram to 
maximize impressions and drive traffic to New Era’s Snapchat 
profile. Meanwhile, we teamed up with photographers and 
videographers to take advantage of big name appearances at 
The Studio Lounge and VIP Party – serving as quarterback of 
the content so that it was filtered to publish at the appropriate 
times on social. 

Our strategy allowed New Era to reach beyond typical sports 
fans to promote their fresh push into lifestyle and fashion. 
Post-event analytics proved that our execution led to a drastic 
increase in social media performance and maximized New Era’s 
investment to grow their brand’s impact across several markets.

§§ 95,231,462 impressions on #newerasb50  
on Twitter, Instagram

§§ 18,379,859 impressions on #neweragoldrush 
on Twitter, Instagram

§§ Snapchat drew 75,000 impressions from  
225 snaps over five days

§§ 286,008 Instagram impressions in 7 days 
compared to 193,354 for the entire month  
of January

§§ 1,400,000 Twitter impressions in 7 days 
compared to 1,200,000 for the entire  
month of January



click to view

https://twitter.com/neweracap/status/695799353437368321






To help commemorate Perry’s 100th Anniversary in 2018,  
The Martin Group crafted a year-long social media content 
plan to roll out their new throwback flavors and complement the 
overall campaign. In order to enhance the audience’s emotional 
connection with the brand, we focused our creative around 
those special “ice cream moments” (Little League baseball 
games, backyard BBQs, family trips to the beach) that are 
prevalent especially during the summer. 

Using National Ice Cream Month as a hook, we created a 
contest to encourage users to share their favorite Perry’s 
Moments, with four different posts during July. We tapped 
local influencers in the Buffalo and Rochester markets to serve 
as inspiration for the contest, showing users how they enjoy 
Perry’s Ice Cream. The contest earned a total of 2,914 comments 
from their audience of 64,239 across Facebook and Instagram, 
without the benefit of any paid boosts. 

§§ Facebook results for the four contest 
posts (July 2018): 2,325 comments, 4,651 
engagements, 53,051 people reached

§§ Instagram results for the four contest 
posts (July 2018): 589 comments, 1,275 
engagements, 7,961 people reached







Longtime partner Kaleida Health embarked on a unique and 
massive project in 2017: moving the Women and Children’s Hospital 
of Buffalo from the residential Elmwood Village downtown to the 
new Oshei Children’s Hospital location on the Buffalo Niagara 
Medical Campus. To complement our overall awareness campaign, 
we created unique Facebook, Instagram, and Twitter accounts  
(@WCHOBisMoving) dedicated to keeping patients, family 
members, and the Buffalo community up to date on the move. 

The content strategy (posting 5-6 times a week across all channels) 
involved sharing important transition information, personal stories, 
historical photos, and the passion and personality of some of their 
young patients and staff to keep followers engaged and informed. 
We also did a spotlight video on a “Children’s Class of 2017” long-
time employee of the month that drove tremendous engagement. In 
the month leading up to the move, we transitioned to the hospital’s 
new @OCHBuffalo accounts to reflect the hospital’s new name.

On move day, we prioritized Twitter and published 34 times over the 
14-hour process, with a mix of 12 prescribed tweets supplementing 
“live” content as it happened (photos, videos, news updates, volunteer/
sponsor thank-yous, press conferences). We also utilized the hashtag 
#ChildrensMoveDay for media members and Kaleida employees to 
aggregate the conversation and encourage engagement, while we 
also posted regular updates to Facebook and Instagram.

§§ Over the course of 10 months:  
@WCHOBismoving accounts amassed 2,014 
followers, 13.4 million impressions, 40,000 
engagements, and 5,700 link clicks

§§ From 11/7/17–11/14/17, mentions of  
@OCHBuffalo on Twitter: 120 tweets by  
79 users and 1,637,009 impressions

§§ 11/8/17 – 11/13/18, #ChildrensMoveDay  
on Twitter: 368 posts from 170 users  
and 4,368,241 impressions 

§§ 5 Facebook Live Move Day videos  
totaled 19,300 views, 138 shares,  
718 reactions/likes, 89 comments

§§ Children’s Class of 2017 videos  
averaged 5,266 views each



click to view

https://www.facebook.com/OCHBuffalo/videos/10155194505528207/




The Martin Group was brought on in September 2016 to assist the 
Fashion Outlets of Niagara Falls with public relations activity and 
social media strategy. We create content and manage FONF’s 
Facebook, Twitter, and Instagram accounts, posting 4-5 times 
each week on all three platforms, averaging 60 posts per month.

During the 2017 holiday shopping season, our team strategized 
a contest to ramp up FONF’s social media, gain a stronger 
following, and increase brand awareness. We created a five-day 
holiday giveaway contest called “Ho Ho Holiday Giveaway” and 
engouraged fans to comment and enagage with FONF’s social 
media every day during that time to win one of five $50 Visa mall 
gift cards.

Prior to launching the contest, we strategically boosted Facebook 
and Instagram posts to generate interest and awareness. The 
contest ran from Dec. 19 – Dec. 23 to coinside effectively with 
Christmas, Hanukkah, and Kwanzaa. A question was posted each 
morning on Facebook, and users were encouraged to answer in 
that post’s comments for a chance to win.

§§ The Ho Ho Holiday Giveaway contest 
organically reached 38,312 people

§§ With the help of boosted posts that totaled 
just $116, we reached over 55,000 people, 
received 884 contest submissions and a total 
of 1,100 engagements (clicks, likes, shares, 
comments) across a five-day span (1,575 
total from Dec. 16-Dec. 23)

§§ The Dec. 19 post reached 11,795 people, which 
was the highest of any FONF social media 
post, and acheived a 33% engagement rate





MassMutual Buffalo contracted The Martin Group in August 
2015 to help launch The Establishment, a financial education 
initiative designed specifically for Millennials, and one that 
would offer a series of free courses in a comfortable, social 
environment. Before its first classes debuted the following 
November, TMG was tasked with cultivating the initiative’s 
brand and website, assisting in public relations, and establishing 
its social media voice, presence, and direction – all designed 
to get Millennials who don’t think about their finances to start 
seeing value in spending time on retirement plans, home-
buying, credit scores, investing, etc. 

Through language consistent with its coursework and 
demographic—and with a focus on luring interested parties 
between the ages of 21 and 35—TMG has executed The 
Establishment’s aims with regular organic and boosted posts 
on Facebook, LinkedIn, and Twitter, and with a style that’s led to 
soldout classes. 

These social media successes have led to the educational 
initiative’s proliferation, with The Establishment Barnum (in 
conjunction with Connecticut’s Barnum Financial) launching 
in Fall 2018 and The Establishment OKC (in conjunction with 
MassMutual Oklahoma City) set to debut in early 2019. 

§§ Organic growth has produced a total 
following (Facebook, Twitter, LinkedIn)  
of 2,014 as of August 2018

§§ Averaging close to 20,000 social media 
impressions per month and 1,000 direct 
referrals to The Establishment’s website  
as of August, 2018

§§ 2018 online increases year-over-year:

§§ 26% increase in class registrations

§§ 10% increase in pageviews

§§ 9% increase in time on site

§§ 2% increase in conversion rate





Faced with the daunting task of distributing the late Ralph 
Wilson’s fortune from his sale of the Buffalo Bills, the Ralph 
C. Wilson, Jr. Foundation came to The Martin Group in late 
2016 to build a brand, website, and public relations and social 
media presence. The goal was to promote their messaging, 
communicate their news, and support their partners as they 
embarked on this journey to impact the communities of  
Detroit, Buffalo, and Rochester. 

Focusing on Twitter and Facebook, our integrated team creates 
copy, infographics, animations, and videos to help promote 
activity and healthy play for youth in RCWJRF’s communities. 
Social media has been a crucial part of the foundation’s 
communications plan as it continually announces new grants 
and studies with partners like the Aspen Institute and Tony Hawk 
Foundation. We use a journalistic approach to cover RCWJRF’s 
news via its owned social media channels, working with local 
partners and media to boost impressions. 

Much of our social media strategy centers around amplifying 
tentpole campaigns like State of Play, Built to Play, and Project 
Play with month-long content plans to communicate new data 
from studies and organize multi-city development projects.

§§ In 2018, Twitter and Facebook are averaging 
45,000 impressions, 700 engagements and 
200 link clicks per month

§§ For the State of Play launch in July 2017,  
the #stateofplay hashtag generated 423,135 
impressions, while mentions of @RCWJRF on 
Twitter totaled 512,223 impressions, and had 
a total reach of 357,927 over 134 posts

§§ State of Play landing page had an average 
session duration of 3:35 and 3,000 
pageviews per week during the campaign

§§ Built to Play landing page reported  
a 71% conversion rate from February 2018  
to July 2018



click to view

https://www.facebook.com/RCWJRF/videos/2580386102185787/




Looking for help overcoming the perception that they are just a 
trauma hospital, longtime partner ECMC engaged The Martin 
Group’s social media services in 2014 to help communicate the 
organization’s comprehensive, high-level care for the entire 
Western New York community. 

This entails working with their internal communications, 
ECMC Foundation, and human resources teams to organize 
an editorial plan that communicates their news, educational 
content and seminars, community impact, job openings, and 
fundraising events. We work off a foundational content calendar 
every month, while making sure we are nimble enough to react 
to their busy public relations news cycle and cover events for the 
foundation and hospital. 

Our initial engagement included Facebook only but has grown 
to include LinkedIn, Twitter, and Instagram as well – and our 
content strategy has actually served to better integrate ECMC’s 
internal teams across departments so their news is coming 
through one source.

§§ Total following of more than 12,000  
as of August 2018, nearly doubling the 
audience compared to March 2017

§§ Averaging 825,276 impressions,  
8,917 engagements, and 1,587 link clicks  
per month in 2018

§§ Monthly impressions and engagements  
have grown 154% year-over-year in 2018

§§ Since paid social is only used in rare 
instances with small budgets to boost  
event signups, these results are based  
on organic growth



click to view

https://www.facebook.com/ThisIsECMC/videos/vl.119973965385184/1847049411988552/?type=1




other work



Sports

New Era Cap



Sports

New Era Cap Under Armour



Dick’s Sporting Goods Buffalo Bills

Sports



Seneca Resorts & Casinos

Entertainment



Food & Beverage

Schneiders Seafood & Meats



Food & Beverage

Three Brothers Winery & Estates Galbani



Healthcare 

Kaleida Health John R. Oishei Children’s Hospital

KH-RET-15424 Move Nov 10 2nd Ad  |  FP: 10.875 x 20  |  Buffalo News

November 10, 2017 marks the newest arrival to the Buffalo Niagara  
Medical Campus: Oishei Children’s Hospital. We’ve put both heart 
and hard work into making sure we’re ready with the comfort and 
exceptional care babies, kids and moms will need—from a new 
covered parking ramp that’s in the works to connections to Buffalo 
General and Gates Vascular Institute. We think you’ll agree our new 
home was worth the wait… and even better than expected.

The new Children’s opens on November 10
ChildrensIsMoving.com

KH-RET-15424 Move Nov10 2nd Ad_BfloNews_10.875x20 M.indd   1 10/13/17   1:59 PM



Stryker SpineBuffalo Medical Group

Healthcare 



Education

Canisius CollegeExcelsior College



Professional Services

Generations Bank



Professional Services

Bonadent Evans Bank



Professional Services

Lawley Benefits Group The Establishment by MassMutual



Nonprofit

Ralph C. Wilson, Jr. Foundation Explore & More Children’s Museum



ECMC FoundationYMCA

Nonprofit



Right to Run 19KMocha Center

Nonprofit



Nonprofit

Lifetime Assistance Inc. Mary Cariola Children’s Center



thank you

martingroup.co


