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“Help the Aged and Age Concern 
England are to merge and relaunch 
under a fresh name later this year, 
be-coming the biggest charity 
representing older people in the UK.”



The Background

“We intend to combine the strengths of two powerful 
organisations into a new Charity which will deliver even 
more for older people. The new Charity will provide high 
quality services and ensure the voices of older people are 
heard wherever their interests are at stake. (Age Concern 
England Chair: Catherine Mcloughlin)



Positioning

A core idea and positioning strategy that will portray the 
new organisation as the biggest charity representing older 
people in the UK, putting them at the forefront as one of the 
UK largest charitable organisations.



The challenge

A identity that will be simply and would work in a cost 
effective way putting the new charity at the forefront 
aswell as being adaptable to work throughout the various 
networks.

The brand would need to work for a complex number 
of audiences, from donors, government, volunteers and 
partners but also will need to work with the staff of both 
organisations.



HTA & Age Concern logos



Pre logos



Pre HTA & Age Concern communications

Falling Short

The state of our pavements: 
an investigation for the  

National Falls Awareness Day 
campaign

Annual Report and Accounts 2008
A shared responsibility
Working together to improve older people’s lives

PEOPLE OF ALL AGES have put 
themselves behind bars to fight 
for the right for older people to 
be treated equally.

At the end of 2008, members of 
the public in six English towns and 
cities from Hull to Eastbourne 
entered the Help the Aged Age 
Cage. The cage represents the 
barriers older people face in 
society when they are treated 
unfairly because of their age.

Actresses Sylvia Syms and Doreen 
Mantle joined thousands of 
people to have their picture taken. 
They signed a petition asking 

the Government to provide a 
date and details for a law to 
end ageism. Petitions were then 
handed to local MPs including 
Cabinet Ministers Harriet Harman 
and Alan Johnson.

continued >>

FEBRUARY/MARCH 2009        CAMPAIGNING TOGETHER FOR POSITIVE CHANGE

ACTIVATE Tools & Resources

WORKING WITH

YOUR MP

Your Campaigns

CRAZY PAVING

BEHIND BARS FOR EQUALITY
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www.helptheaged.org.uk/campaigns

Standing up for equal treatment: members of the public in the Age Cage
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In Britain, from age 70 you’re 
not called for routine breast 
cancer screening.

95 per cent of annual travel 
insurance policies impose an 
upper age limit.

Two-thirds of people think 
today’s workplaces are ageist.

Almost half of doctors 
specialising in the care of 
older people think the NHS is 
institutionally ageist.

‘The sooner we have these 
proposed age regulations for health 
and social care in place, the better 
it will be for older people.’

Alex Mair
CEO of the British Geriatrics Society

Campaigns Update

HELP SAVE 
THE SOCIAL CARE 

SYSTEM

Age Concern England
The National Council on Ageing
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Report of the Trustees 
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25% Ownership

Digital outreach

Age Concern: Scotland Age Concern: Northen Ireland Age Concern: England Age Concern: Wales

Subsidiaries

Masterbrand

Age Concern Holdings Ltd The Prime Initiative Ltd

Age Concern Trust Corporation

100% Ownership

Charity Flowers Ltd

Age Concern Enterprises Ltd Age Concern Financial Solutions

85% Ownership

Aid-Call Ltd

Age Concern Financial Partnerships Ltd ARP050

Retirex Ltd

51% Ownership

Age Concern Shops Ltd

Age Concern Brand Architecture



Subsidiaries

Masterbrand

Intune group Seniorlink Eldercare

Principal Subsidiarys

RIA trading limited

HelpAge Ltd AgeCare and Leisure services ltd

Dormant Subsidiarys

WorkAge Ltd HTA services ltdHelpAge (UK) Ltd

Help The Aged Brand Architecture



New mission statements



Mission statement Values

 
Our vision is a society where all older people can enjoy 
equality and a dignified life free from poverty, isolation  
and neglect as respected members of society.

Service
We work to providing a service that benefits and aids older 
people whatever situation.

Enabling
We are committed to enabling older people to live with 
dignity as valued and respected members of society.

Influential
We research and campaign for Government policy and 
practice delivering change in the aid of older people.

Collaborate
We are committed to working with our partners providing a 
unique and diverse service to older people.

Support
Our main focus is to provide care and support to the elderly.



Objectives

• Defeating ageism in society and defending equality and 
human rights for the elderly.

• Combating poverty to achieve significant reductions in 
financial hardship and maximizing income in retirement.

• Reducing Isolation and loneliness for the most 
disadvantaged in the UK and severely deprived countries 
and enabling older people to make full contributions to our 
economy‚ society and neighbourhoods.

• Promoting good-quality care, independence and wellbeing 
also maximizing life expectancy and promote health. 

• A greater involvement of older people in shaping the 
policies and services that affect 
their lives.

• We research the needs of older people and campaign for 
Government policy and practices to change. 



Core Idea Concepts



Enabling older people to live with dignity as 
valued and respected members of society

Creative Personality 
Colours – Bright, warm, pleasing to the eye
Photography – Happy, Cheerful, bright, enjoyment, love, 
assistance, care excitement, freedom, joy, peace, kindness, 
goodness
Visual – Stands outs, draws attention, attracts, soft.
Tone of voice – emotive, persuasive, engaging, informative, 
appealing

Concept Idea Concept 1



  Core Idea_01 Photography concepts



Core Idea_01 creative concepts 



Advocating for older people’s rights and dignity

Creative Personality
Colours – Engaging, stands out, unique, contrasting
Photography – Depressing, shocking, ignorance, grief, 
dark, poverty, depression, frustration, fear, failure, lonely, 
Exhaustion, Exclusion left alone, Pain, hard hitting
Visual – Impact, eye catching, concerned, focus point, load, 
strong, hard hitting, revealing
Tone of voice – truthful, informative, engaging, revealing 

Concept Idea Concept 2



  Core Idea_02 Photography concepts



Core Idea_02 creative concepts 



Respect, value and care for the Elderly

Creative Personality
Colours – Neutral, blue
Photography – Respectful, helpful, caring, upholding, 
influential, value, addressing,  confidence, 
Visual – Questioning, persuading, impactful, soft
Tone of voice – Questioning, helpful, engaging,  
respectful, caring, equality

Concept Idea Concept 3



  Core Idea_03 Photography concepts



Core Idea_03 creative concepts 



Respecting the Aged
Age Freedom
Age Value
Age Well
Age Good
Age living
Age Aid
Age Action
First Age
Age First
Age Purpose
Purpose Age
Age Respect
Age Forward
Respect Age 

Naming concepts
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