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Governor Baker’s Challenge

“We need to think differently about aging in Massachusetts. This isn’t just about 
acknowledging a shift in demographics; it’s about being intentional in our planning to 

ensure that those who grew up here, raised families and built communities, can continue 
to contribute their energy experience and talents where they live and make 

Massachusetts the most age-friendly state.” 
– Governor Charles D. Baker, 2018 –
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• What factors make your community a great place to grow older? 
• How can we support families that include one or more older adults? 
• How can we promote more human connectedness (reduce loneliness, 

isolation) in communities? 
• What are the top two issues or concerns that create barriers to people 

being able to age well in their communities? 
• How can we accelerate innovation to support and connect older adults? 
• How can we change public perceptions about aging? 

We Started by Listening
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“Geezers, with “the”

Ageism in Action



Year One Progress Report
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ReiMAgine Aging
Massachusetts Statewide Age-Friendly Action Plan

Aging in Massachusetts is reimagined. 
The Commonwealth is an accountable partner 

in supporting communities, embedding aging in 
all policies, and empowering residents with 

opportunities to age meaningfully in the 
communities of their choice. 

To amplify, align, and coordinate local, regional, 
and statewide efforts to create a welcoming 

and livable Commonwealth as residents grow 
up and grow older together. 

Mission

Vision

Goals
1. Deepen Community Initiatives

2. Promote Information and 
Communication

3. Reframe Aging

4. Embed Aging in all Policies and 
Practices

5. Improve Economic Security 

6. Create Sustainability

https://www.mass.gov/lists/age-friendly-massachusetts-action-plan 7



Thinking Differently

“I’m not 20. I don’t 
want to be 20, but I’m 

really freaking cool. 
That’s what I think 

about when I’m posting 
a photo.”

https://www.nytimes.com/2018/06/20/style/instagram-grandmas.html
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Insights from
The FrameWorks 
Institute Research

● Using us/we language.
(Aging is a shared experience.)

● Countering the belief that tackling 
ageism is a “zero-sum game.”

● Avoiding metaphors that make aging 
sound catastrophic (e.g. “Tidal 
wave,” “tsunami”.)

“America needs an aging 
attitude adjustment. 
Unless the field of 
advocates who care about 
aging issues cultivates a 
more visible, more 
informed conversation 
on older people, it will 
remain difficult to advance 
the systemic changes 
needed.”                                                                                                                     
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Reframing Aging Training

• Tufts Health Plan Foundation has committed $250,000 over five years to support changing the 
conversation about aging, ageism and issues important to older people. 

• Using a curriculum developed by the Frameworks Institute, a master trainer has begun conducting in-
person sessions with key stakeholders. Hosted 20 Reframing Aging trainings 2,000+ people. 

Potential Reframing Training Audiences:

State Government Media
Technology & 

Innovation 
Community

Words That Do Not Work

× Cliff, tsunami, apocalypse, 
crisis-oriented words 

× Burden, vulnerable
× “Them”

Words That Work

 Wisdom, experience, 
opportunity

 Assets, contributions
 “Us”
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Changing the Conversation
Local Examples

Barnstable Adult Community Center
(formerly Barnstable Senior Center)

City of Boston Age Strong Commission
(formerly Commission on the Affairs of the Elderly)

2Life Communities
(formerly Jewish Community Housing for the Elderly)

Salem for All Ages & Community Life Center
(formerly Salem Senior Center)

Throughout the Commonwealth, local municipalities and organizations are rebranding and 
reframing aging to ensure it is viewed as an asset and an opportunity. 
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THANK YOU

Robin Lipson
robin.lipson@mass.gov
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https://www.mass.gov/doc/reimagine-aging-year-one-progress-report/download



Mayor Martin J. WalshAGE STRONG COMMISSION Presentation By Cassandra BaptistaMayor Martin J. Walsh

Age Strong Commission

Rebranding and Ageism Campaign



Rebranding: why is this important?
● Opportunity to define and assert what we value, 

advocate for, and believe in. 
● Chance to tell a new, more powerful story about 

aging well in Boston.



City Department of Innovation and Technology
Digital Team



And our staff, 
who are our brand 

ambassadors!



Constituent 
Feedback Staff Engagement Industry 

Trends

● Age-Friendly 
Research

● Name Survey
● In-depth 

interviews
● Web User Testing

● Rebrand 
experiences

● Internal research
● Constituent 

Personas

Research and Methodology

● FrameWorks 
Institute’s Insights

● Name audit of 
cities across the 
United States



“I hate the term 
elderly. It makes 
think of a bent 
over person 
shuffling along.” “I like it when I'm looked 

on as a strong person 

physically fit and 

mentally aware.”

I am a powerful 67 elder 
woman. Strong, 
Experienced and 
Advanced. walk along 
with me. I have no fear.

“strong in experience, morals, 
good values and in general 
what life has to offer.”

It was a pleasure knowing 
someone finally gave me a chance 
to ask me questions about how I 
view myself!

What Have Constituents Been Saying?



● 22 people from the 
shuttle

● 31 people at City 
Hall

● 8 one-on-ones with 
people who couldn’t 
make it

= 10+ hours of staff 
conversations

Conversations with Staff!



Naming Criteria

Short/simple Findable/Clear
Contains 
Commission

Available on 
Social Media

Has a positive point 
of view (preferred)

Alternative 
meanings or 
problematic 
acronyms? Too trendy?

Active or 
Passive







For us, strength comes in many forms. 
Strength of community. Of cultures. 
Of experiences. Strength to embrace new 
chapters and opportunities. 
We believe that Bostonians who are 55+ 
make our City strong and vibrant.



What’s in a 
name?

● Better reflects who we serve
● Better captures our work
● Connotes a bold societal shift
● Distinctly Boston



What’s Improved?

Our Name!
Our Vision Statement: A City that Embraces Aging

Our Values (Respect, Inclusivity, Patience, Integrity, Joy)

Our Website
Our Social Media Handles (@AgeStrongBos)
Our Mission Statement



Mission Statement

Our mission is to enhance the lives of 
people 55+ with meaningful programs, 
resources, and connections so 
together we can age strong in Boston.



Creation of Materials

● Logo
● Website text
● Folder
● Brochure
● Banners
● Staff shirts
● Giveaways (bags, 

journals, grippers)



Age Strong Shuttle Redesign

Before After



“I love the new name. 
Age Strong...that’s me!”

What Older Bostonians Are Saying...





AGE STRONG PUBLIC 
AWARENESS CAMPAIGN
LAUNCHED IN OCTOBER 2019



What is this public awareness campaign?

Goal:

To challenge stereotypes 
about aging through print and 
digital advertising 

Audiences:

● The primary audience is the general public 
to help people identify their own implicit 
biases so that they can change them. 

● The secondary audience is older 
Bostonians, who hopefully will feel more 
confident about this life stage.



● Landing on the idea. We knew we wanted it to be disruptive, so we went for a bold, unexpected choice; 
we also wanted a call to action that reinforced our new name. We also considered what can Boston do or say that 
no other city can?

● Identifying where we would want these ads featured (because that can dictate how you 
go about producing it). We knew we wanted to have it in a lot of different mediums and formats, and that 
influenced how we directed the photoshoot. 

● Selecting the photographer and the setting (criteria: find a partner who is better than we can 
afford because the right fit was going to want to work on this). Setting: we did the entire shoot in one day to save 
money.

● Process of selecting the models How do we tell Boston’s story as best as we can with authentic 
voices?

● Be open to editing (and know when to stop). We had a few partners we trusted review the 
stories and give feedback. 

Organizing an Ageism Public Awareness Campaign



What is the Strategy Behind this Concept

● To spark change, the statement needs 
to be bold and powerful

● Creates interest with the dissonance 
and tension

● Labels reveal our implicit biases
● Authenticity with Boston stories 
● Call to action to continue the convo on 

social media



Behind the Scenes of the Photoshoot













Our Campaign Assets Include: 

● Commercial (Comcast, BNN, City TV)
● 60 bus shelters (Oct. and Nov.)
● Digital signage (at City Hall, South Station, + Logan 

airport via Massport)
● Pop-up banners (at BPL branches + events)
● Bookmarks
● Social Media (toolkit here)
● Mayor’s letter in neighborhood papers
● Website (boston.gov/age-strong-campaign)
● Boston Seniority magazine issue
● New gallery in City Hall 

https://www.youtube.com/watch?v=3mpkLNm-x50
https://docs.google.com/document/d/1-fwzoHMjBlY7bRK7b0xZGDFmjY3JAUPU3gsVJlgEUII/edit?usp=sharing


How the Campaign Adapted to Different Mediums 

Digital ScreenBus Shelter Bookmark6ft Banner



What People Are Saying



Measuring Success

● 16k+ views online of 
our commercial

● 35k+ views of AARP’s 
Disrupt Aging video about 
our campaign

● Finalist for the Adobe 
Government Creative 
Awards



Media Earned



Tips to for Reframing Your Organization

❏Listen to your community
❏Do your research
❏Gather your team (and continuously bring them along)
❏Identify your tools
❏Create criteria (be specific)
❏Hone in on your uniqueness (think: what will resonate in your 

community?)
❏Remember it’s about longevity (not speed)



THANK YOU
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