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To find out more about the work of TED visit www.tedineastlindsey.co.uk 
or call 01529 301966

TED Ageing Better in East Lindsey is funded by The National Lottery Community Fund 
and managed by YMCA Lincolnshire
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The increasing ageing population means that by 2037, a quarter of the total 
UK population will be over 65. Lincolnshire, and in particular East Lindsey will 
continue to have a higher than national average number of older residents. 
Projections show that by 2041 30% of the Lincolnshire population will be over 
65, while in East Lindsey this will be 40%. This presents challenges but also 
opportunities in terms of how we deliver our services, our businesses and for our 
local economy.

This commitment has also resulted in East Lindsey employing its first Age-friendly Principal Officer, 
co-funded with TED, with the aim of achieving Age-friendly Community Status as recognised by WHO. 

I am delighted to be the Executive Councillor for Better Ageing, a newly created Portfolio. Through my 
role, I will ensure the legacy of TED continues for the benefit of our community.

William Gray
Portfolio Holder for Better Ageing and Older Persons Champion
East Lindsey District Council

We believe in supporting people to live and age well in East Lindsey and beyond, and to constantly find 
ways in which to do that across all of our services and partnerships. Similarly, we know that there is 
fantastic work happening elsewhere across the county and beyond.

Supporting people across all of our communities to live and age well is important for so many reasons. 
Wellbeing, independence, physical health, mental health, financial wellbeing, prosperity, inclusion, 
happiness, comfort....the list goes on. The TED programme is working in numerous ways to reach out to 
those in the community to become engaged in activities and events to help them feel more connected 
and supported. 

East Lindsey District Council has made a commitment to support people to live well for longer and is 
part of the UK network of age friendly communities. 

Michelle Howard
Assistant Director for People
East Lindsey District Council

As an elected member at East Lindsey, I am proud to have been involved with the 
development of TED Ageing Better in East Lindsey from the start of the programme. 
In my role as Older Persons Champion at East Lindsey, it is wonderful to see TED 
reaching its aim of reducing social isolation and loneliness, improve connections 
and access to community resources. East Lindsey is fully committed to ensuring 
we provide an inclusive and age-friendly environment for residents and visitors, of 
which Age-friendly businesses play a pivotal role. 



TED Ageing Better in East Lindsey is one of 
fourteen partnership programmes funded 
through The National Lottery Community Fund 
- Fulfilling Lives: Ageing Better Programme, each 
of which is exploring creative ways for people 
aged over 50 to be actively involved in their local 
communities, helping to combat social isolation 
and loneliness.

TED is a partnership of older people and 
voluntary and public sector agencies, led by 
YMCA Lincolnshire, working closely with East 
Lindsey District Council to reduce social isolation 
and loneliness that many older people in the 
district experience.

The overarching outcomes of the TED 
programme are:

►	 Older people will be better connected   
 with volunteering, social, leisure and health   
 improving activities leading to an enhanced   
 quality of life.
►  More older people will report that they do   
 not feel lonely or isolated.
►  Older people will feel positive about the   
 opportunities that getting older presents.
►  Older people will have more  opportunities   
 to influence the design, delivery and 
 evaluation of services and businesses   
 available to them.

TED has developed innovative and creative ways 
for people, aged over 50, to be actively involved 
in their local communities, and have created 
a significant number of new volunteering 
opportunities. Having worked with over 500 
volunteers who have collectively contributed 
over 8000 hours of their time. These volunteers 
have additionally reported a range of benefits 
to their own health and wellbeing as well as 
the development of new skills, and a greater 
appreciation of social isolation and loneliness in 
their communities.

TED Ageing Better in East Lindsey
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►  Friendship Groups (YMCA Lincolnshire 
       TED team)
 TED’s self-sustaining, volunteer led    
 Friendship Groups are designed to bring   
 people together in a social setting. TED   
 sees the benefit for older people getting   
 together in groups as this enables friendship  
 to develop and the ability to share ideas and  
 support each other.

► Age-friendly Business Awards    
 (YMCA Lincolnshire TED team) 
 TED has developed an Age-friendly Business   
 accreditation for businesses that meet the  
 strict criteria designed by TED in co-   
 production with older people from across   
 East Lindsey. Successful businesses receive   
 an accreditation certificate and sticker to go  
 on their window to show people they have   
 achieved the quality award.

►  Men Do - Male Carers (Carers First)
 TED Men Do works with male carers and   
 offers creative ways for them to be more 
 social and actively involved in their local   
 community. Using a personalised approach,  
 Men Do develops the confidence of male   
 carers using befriending, mentoring and   
 buddying initiatives.

►  Befriending (Age UK Lindsey)
 The TED Gateway to Friendship Befriending  
 Project offers one-to-one support and   
 friendship to vulnerable and isolated older   
 people.

►  Gateway to Friendship Lunch Clubs   
 (Age UK Lindsey)
 The TED Lunch Clubs are aimed at those  
 older people who may have been missing   
 out on regular social contact, serving fresh,   
 home cooked food. They are a key part of   
 our work to relieve loneliness and prolong   
 independence in later life by providing  
 a meeting point for older people in the   
 community.

►  Digital Skills Training (Lincs Digital)
 The TED Digital Skills project offers outreach   
 digital support sessions which include an 
 awareness of online safety, finances,   
 communication and shopping. Sessions   
 are designed around the needs of those   
 attending and often differ between venues.

►  Fitness, Food and Friends (Magna Vitae)
 The TED Fitness Food and Friends project   
 offers outreach sessions which bring people   
 together to learn about ways in which they  
 can help themselves to improve their   
 physical and mental wellbeing.

TED has taken a test and learn approach to identifying and designing services and 
solutions to meet locally identified needs. As a result TED delivers services across East 
Lindsey through a combination of direct delivery from the team and commissioned 
partners. These services include:

►  CHAPS (Magna Vitae)
 The TED CHAPS project recreates traditional   
 social and working men’s clubs with a view   
 to engaging men in Mablethorpe, Skegness   
 and Winthorpe. Using sport as a theme,   
 weekly sessions offer opportunities for men  
 to meet and socialise whilst doing familiar  
 and popular working class past times   
 including playing darts and dominoes,  
 and watching sport and talking about   
 sporting memories.

►  Specialist Advice (Citizens Advice Lindsey)
 TED offers a range of advice, casework   
 and specialist support including support  
 with complex financial, debt and housing   
 issues. Our goal is to help people find a   
 way forward, whatever problem they face   
 by empowering them to make decisions and  
 change their circumstances for the better.

Learning is a key feature of the programme and regular learning reports are produced 
and publicly available on https://tedineastlindsey.co.uk/learning/

Key areas of learning include:
►  The role of housing in reducing social   
 isolation and loneliness in East Lindsey
►  Increased inclusivity and reaching and   
 engaging people who are LGBTQ+
►  Engaging lonely/socially isolated older   
 people
►  Age-friendly and Accessibility
►  Engaging Businesses

	

►  Supporting and engaging older men   
 in East Lindsey
►  Supporting male carers in East Lindsey
►  The role of Friendship Groups in tackling   
 isolation and loneliness
►  Communication
►  Working in Partnership to tackle    
 isolation and loneliness
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East Lindsey is a large, sparsely populated 
district with a higher than average ageing 
population where 29% of people are aged 65 
and over, with a predicted annual growth rate 
of 1%, double the national average. Although 
the last 40 years has seen continuous growth 
in life expectancy, this is not generally reflected 
in levels of good health, with healthy life 
expectancy decreasing, and the gap between 
healthy life expectancy and life expectancy 
widening. High numbers of older people move 
to East Lindsey in their retirement years and 
many have multiple chronic health conditions 
and few social and familial connections locally. 
Public transport across East Lindsey is poor and 
therefore accessing services can be challenging, 
especially for older adults. 

These challenges present significant issues in 
relation to health and social care, increasing 
isolation. Local services are having to change 
to support this ageing population, yet have 
decreasing financial resources.
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Ageing Better in East Lindsey

50% of people over the age of 75 
live alone, with many reporting that 
television is their main form 
of company.

17% of older people stated that 
they go for a week without speaking 
to a friend, family member or 
neighbour.

11% reported that they can go 
for more than a month at a 
time without any form of social 
interaction.

Loneliness has been linked to an 
increase in risk of death by 29%

East Lindsey District Council has pledged its 
commitment to be a member of the UK Network 
of Age-friendly Communities. As the first District 
Council member, East Lindsey joins the growing 
movement to make places more age-friendly. 

In conjunction with the Centre for Ageing Better, 
the programme looks to foster healthy and 
active ageing making it possible for people to 
continue to stay in their homes, participate in 
the activities they value, and contribute to their 
communities, for as long as possible.

TED has also begun to identify links 
between those who experience loneliness 
and isolation and an increase in ill health, 
an increased risk of mortality, higher rates 
of emergency admissions, re-admittance to 
hospital and earlier entry into care homes. 
Loneliness and isolation are also linked to 
depression and poor cardiovascular health.

But there is hope, as TED impact analysis 
indicates that our interventions aimed at 
reducing social isolation and loneliness 
have the potential to have significant 
impact, including:

of individuals have more social 
contact following participation 
in TED activities

76%

increasing their participation  
in social activities as a result  
of TED

75%

of TED participants feel better 
connected to others70%



Together, East Lindsey District Council and 
YMCA Lincolnshire via TED Ageing Better in East 
Lindsey have formed a unique partnership and 
are working towards achieving Age-friendly 
Community status for the East Lindsey District, 
as recognised by the World Health Organisation 
(WHO) Global Network for Age-friendly Cities 
and Communities.

“Delighted to welcome East Lindsey as the first 
district council to join the UK Network of Age-
friendly Communities. East Lindsey has joined a 
growing movement of cities, counties, towns and 
city regions across the UK who are committed 
to putting older people at the heart of plans 
to make their place one where people are able 
to live healthy and active later lives. We look 
forward to working alongside East Lindsey to 
ensure that people are in safe, accessible homes, 
have the opportunity to stay in fulfilling work 
and live in connected communities, and where 
importantly, no one misses out on enjoying a 
good later life.”

Anna Dixon
Chief Executive of Centre for Ageing Better

“This is impressive news for the residents of East 
Lindsey. Becoming a member of the Network 
builds on the excellent legacy of TED and creates 
a positive transition when the project concludes 
in 2021, which will enable the important work to 
be continued in preparing communities to age 
better. It is imperative our residents are part of 
this journey and their input will be beneficial in 
informing our strategies and projects.”

Councillor William Gray
Portfolio Holder for Better Ageing and Older 
Persons Champion 
East Lindsey District Council 

“We are thrilled that our collaboration with ELDC 
to create an Age-friendly Community is being 
recognised nationally. Membership of the Age-
friendly Communities Network will enable us 
to share learning and best practice with other 
communities whilst supporting us to progress 
our work towards East Lindsey becoming the first 
Age-friendly district in the UK.”

Amy Thomas
Communities Director
YMCA Lincolnshire
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An age-friendly world enables people of all ages to actively participate in community activities and treats 
everyone with respect, regardless of their age. It is a place that makes it easy for older people to stay 
connected to people that are important to them, and it helps people stay healthy and active even at the 
oldest ages and provides appropriate support to those who can no longer look after themselves.

The World Health Organisation (WHO) have identified eight ‘domains’ each of which should be looked at 
through the lens of age-friendliness in order to ensure equality of access to services.

Many businesses and brands are ignoring a huge portion of the UK population by failing to target over-
50s effectively when creating marketing material, despite them making up over a third of the market. 
This toolkit hopes to enlighten you on the methods and techniquies that will be helpful to consider when 
marketing to people over 50.

“I just come for the chat, it doesn’t matter 
if there is an activity or not, the mixing is 
good”.

“I love it; it’s great if I didn’t come here 
I’d just have a doze in the afternoon. I 
wouldn’t miss it for anything”.
 
Friendship Group Members

Outdoor Spaces
and Buildings

Transportation Housing Social Participation

Respect and 
Social Inclusion

Civic Participation 
and Employment

Communication 
and Information

Community and 
Health Services
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About this toolkit

We understand that there is a wide range of marketing techniques or styles and therefore this toolkit 
has been designed to support you on your individual journey towards creating your own marketing and 
engaging with the intended audience, whether that be to help you understand and become a part of your 
wider community, improve your environment or consider the way you interact with older people.

Marketing is one of the most important things a project can do. Not only does marketing build brand 
awareness but it can also increase uptake, grow interest and engage customers. There is a multitude of 
ways marketing can help when delivering projects, especially as a nonprofit organisation

1. Creating an awareness
Good marketing can both help to inform and educate your target audiance and your key stakeholders.

2. Raise additional funds
Marketing can help you advertise/highlight the need for additional funding when looking to extend an 
existing project or add other aspects to what you are delivering. It can also help to share how you are using 
the funding/donations you are recieving.

3. Establish an image
For an organisation to thrive and grow it is important to create a strong and reliable image to show to 
your target audience. Marketing helps to strengthen your organisations missions, values and can increase 
positive associations when your organisations name is mentioned. 

4. Find volunteers or additional partners
Most projects require the assistance of volunteers or partner organisations to fully utilise the skills available 
in a community. Having partner organisations can bring fresh ideas to projects and benefits to both 
organisations who are working together.

5. Drive further social and political change
The main role of a nonprofit organisation is to bring awareness of positive change in specific sectors of 
society. Marketing can help to drive change by gathering the support of communities and additional 
organisations who will then be able to drive change.

This toolkit includes some inspiring case studies, hints and tips from marketing being produced currently in 
the TED Programme, and how we have learnt to engage with socially isolated people in a rural area. “Now, I don’t want to seem rude but sitting 

around drinking tea and coffee is just not for 
me. This [Platform 50 Men’s Gym Take¬over] 
is perfect really, just the job. It has to be 
things [activities] that people want to do, 
and it has to come from the people” 

(Frank, Service User)
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How to market to and engage with Socially Isolated 
people in a rural area

When beginning to think about marketing, we first need to think about the desired outcome of what we 
are designing. This includes considering the age of the target audience, location of audience, their access 
to services and the methods of delivery for the produced marketing. Looking at the wide range of styles it 
can be broken down into two main categories: 

It is important to think about the access of the audience when you are trying to decide between 
marketing options. A recent study indicated that 47% of people aged 75 or over use the internet daily 
(ONS, 2019), with an approximate 93% of households in Great Britain having access to the internet (ONS, 
2019). Looking closer at the statistics of internet usage with over 50s, the following information can be 
seen:

These statistics show that the most commonly used Social Media is Facebook for both age groups, with 
Instagram being used least. Although there is an average of 15.67% difference between the two age 
groups listed, with less over 65’s using any form of Social Media. 

There is a growing increase in the number of 50+ who choose to access the internet from 2011 to 2019 
(ONS, 2019), with the greatest increase being of those aged 65-74. 

However, just because individuals have access to a specific service does not mean they will choose to use 
it. It can be seen in most over 50 communities that a selection of people are reluctant to engage with 
digital services, as the majority do not see the need or have a lack of required skills to take full advantage 
of the opportunities the internet has to offer. 

Many over 50’s still prefer to have printed media from which to gather information on their local areas. But 
designing printed marketing comes with its own hurdles to overcome. These hurdles include things such 
as font size, spacing, use of contrasting colours and front style. All of these features must be considered 
before creating marketing material for print. 

Thinking about the reasons 
why it is important to consider 
these features, it is startling to 
realise that approximately 1 in 
3 people have some form of 
vision-reducing eye disease by 
the age of 65 (Quillen, 1999). 

Image by Centre for Ageing Better



Often when people start to lose their sight, they can report difficulties when trying to read small, printed 
writing. As we grow older, the chances of sight complications increase (Sinclair, Ryan and Hill, 2014):

Things to consider:

  Type Face
When looking at the type face, it is important to 
think about the complexity as quirky or unusual 
are highly unsuitable for legible text, especially 
if an individual struggles to read. Typeface 
however is not as important as contrast, size, 
weight and spacing, but it is still something to 
consider such as the examples below. 

FS Me
Lucinga Calligraphy
Baskerville Old Face
Arial

A suggestion when looking at the type face 
is to compare similarly looking characters 
for example 1, l, ! and I. When writing these 
together in blocks of text it can cause difficulties 
for those with visual impairments when trying to 
distinguish between the characters.

1l!I (Gill Sans MT)
1l!I (Baskerville Old Face)
1l!I (FS Me)
1l!I (Arial)

  Size
For individuals with visual impairments, written 
type size from 9-12pt is advised as a minimum 
from the RNIB. Although some people might 
still struggle to read this size with ease and 
therefore it would be suggested that from 12-
16pt is a more suitable size. Size of the pt can 
also differ on the type face selected as can be 

seen below. 

FS Me 16pt
Arial 16pt

  Weight
When considering adding text in Bold, more 
recent findings show that a medium weight 
or a semi-bold design is more readable for 
visually impaired individuals. Italics should not 
be used for continuous text but can be used to 
emphasise key words or phrases to make the 
reader notice. It is also interesting to consider 
the type face again, as the style of the bold and 
italic traits can affect each font differently.

FS Me Bold / FS Me Italic
Arial Bold / Arial Italic

 Headings
These should always be clearly defined from the 
main body of the text. A slightly different type 
face can be used for the title that compliments 
the main text style and the theme of the 
document. The use of headings allows for the 
key messages to be sent across to the reader 
before they begin to look at the rest of the 
document. Changing the pt from 16 – 18/20 
helps to additionally highlight the information.

 Layout
If there is multiple sections of information 
needing to be shared, a simple and easy to 
read layout is the best option. Giving generous 
margins helps the readers to separate the 
information blocks such as the wide range of 
information included on a newsletter. If there 
are columns included, such as in a newspaper or 
a flyer, having a distinguished gap between the 
two makes it easier to differentiate between the 
two sections of information.

There is more to consider than just the colour scheme, and the correct information when creating 
written marketing, these typography top tips below might be able to help you out:
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Typography Top Tips

Because of the strong connections between reduced eye sight and growing older, the appearance of any 
material designed for the 50+ age bracket needs to be carefully considered.

There is then a third method of marketing that happens all the time, this being Word of Mouth. Word of 
Mouth Marketing (WOMM) can be defined as ‘a marketing method that relies on casual social interactions to 
promote a product’ (Marketing Terms, 2019). WOMM has become even more prevalent with the advent of 
online social networks, giving access for more people to share their own personal views. A report from Forbes 
indicated that 92% of consumers believe recommendations from their friends and family over all other forms 
of advertising.  



  Contrast
Finally you will need to think about the contrast on 

the document, in terms of background colours and 

the colour of the fonts. Making sure there is a well-

defined contrast such as simple black on white. In 

nearly all cases, it is advised that text isn’t used over 

any images on the marketing material. When using 

coloured text, it is suggested that a plain background 

is used. However there are still colour contrasts that 

need to be considered, such as avoiding using similar 

colour together. For example red and orange, or green 

and blue. Especially if the selected colours are similar 

in brightness when used together. Colours used should 

be bold, rather than pastel colours as they can be 

difficult to read/notice on a white background.

More things to think about when using colour is to 

be careful when selecting complimentary colours for 

example orange with blue, red with green, or purple 

with yellow, as they can cause a difficult effect for 

reading if they are too similar in tone. A colour wheel 

below (Canva) shows the complimentary colours as 

being the ones opposite each other: 

With the range of visual 
impairments, there are no set rules 
to what individuals are able to 
distinguish, especially regarding 
colours. Both the RNIB and UK 
Association for Accessible Formats 
(UKAAF) offer extensive guidelines 
in relation to marketing/publishing 
documents for those with visual 
impairments to read. 
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Top Tip: Remember who your target 
audience is, and not to stereotype 
the things you are offering or the 
ways you decide to market them.

Identifying the Audience

1. Identify a need for marketing material

What marketing material do you already have? Is it reusable or can you alter the intent of the content? 
Finding a style that works for you and your target audiance can be a big help when creating multiple 
marketing items for a specific demographic.

By identifying the need for material, you can locate the gaps in your project marketing that you can look at 
filling. 

2. Identify area of need and target audience 

Think about what the project is, or what aspects you are looking to market. 

Is it being delivered in a specific area or is it across various locations? 

What is the age range or is it inclusive to all?

Does the activity/project offer the audiance an incentive or something to learn?

3. Choose a suitable marketing style for identified audience  

When picking a marketing method, there is a plethora to choose from. Think about what style works for the 
audience you previously identified. 

Although it is easy to categorise marketing methods by demographics, there is now more evidence to show 
that a multi-platform approach is the way forward. This is because more people are accessing information 
on more platforms than ever. 

TED found that their project connects more with delivery partners and stakeholders on Twitter, but has 
more audience interactions on Facebook and by printed media. Finding out what style works for each 
target audience can help to make your marketing reach futher.

4. Design marketing material

There are more and more ways to create marketing material than ever before. Some of these do cost but 
there is also a lot of free options you can choose from. Whether you create your marketing in InDesign, 
Photoshop or Microsoft Publisher, you should use the one that feels best for your projects needs and your 
own skills. 

Think about the key facts that need including when creating the material, what do you need the reader 
to see and what information do they need to take away with them? Try using the suggestions from earlier 
when considering the font, size, colours ect, as these will all need to come together when the item is 
finished. 

If you are looking at social media marketing, you need to consider the difference in the screen sizes people 
might be viewing the content on. Also that there is a difference between platforms such as Instagram, 
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Working with Partners

Facebook and Twitter in regards to the maximum sizes and shapes of image they show. For example 
Facebook and Instagram have a very square format, while Twitter is more of a rectangle.  

If you are wanting to use templates to assist in the designing of content, sites like Canva are a good place 
to start. While the  majority of their content is free for users, there are some paid features that you can buy 
membership for or apply under their nonprofit section to create a premium account.

5. Deliver marketing in the most appropriate format

Do you have the resources to print material in your organisation, or can you outsource to a local printing 
company? 

How about delivering any printed material? Do you have enough staff, will the items be posted or are you 
getting a delivery service to hand out the printed material? 

Have you got contacts within your delivery partners and stakeholders who can assist on sharing the 
information, either print or digitally? 

If you are posting information on local notice boards, have you got permission from whoever runs/looks 
after the boards?

Have you tried using something like Hootsuit to post your social media? This can help if you are regularly 
posting on multiple accounts.

Building up a database of key contacts is a good place to start, those who will assist in sharing the 
information between their peer or friendship groups. Also remember that Word of Mouth (WoM) is very 
important when it comes to smaller or more close-knit communities. 

When delivering a project that has multiple partners and stakeholders, it is helpful to consider their own 
marketing, their reach/audience and what they will be including on their social media. 

•	 Do you create a marketing plan that could be shared with the partners and stakeholders? 
A suggestion would be to have a written/digital plan of key dates and events that you and your 
partners can refer to when planning joint communications. 

•	 Work out if there are any awareness days that correspond to your project that you can use to highlight 
issues and increase the publics understanding around specific areas of interest, such as 'National 
Older Person's Day' which is in October. Knowing about these days in advance can help you organise 
and plan specific media campaigns that can be used to highlight both the awareness day and how it 
connects to the project you are delivering. 

•	 Do you have information on multiple websites? It is worth working with your partners to make sure 
your project information is visible on their organisations website, along with the aspect they might be 
delivering on your own. Communication with the local council is also a key idea of making sure the 
news/information about your delivery is visible to their members and councilors. 

•	 Guidance on marketing material for all partners. If you have your own project logo, organisation logo 
and a funder logo, creating your own marketing material might already by difficult. But for a delivery 
partner who will also have their own additional logos to add it can be harder to place them all in a 
document. A suggestion would be to share any logo guidance you have recieved from funders and your 
own organisations to give the delivery partners an outline on the logo usage. 

•	 Organising regular marketing meetings with your partners and stakeholders will help everyone 
understand the guidelines and discuss marketing ideas for the project you are all working on.

•	 Share project photography, as long as you have consent from the participants. If your project has 
multiple delivery partners, sharing images across the whole project can help to promote what is 
available to participants. Photos from events also help in marketing as they show 'real world' situations 
and emotions over stock images, which are often stereotyped. 

•	 Project Hashtags are usefully for the delivery 
partners, stakeholders and your own project 
staff. By selecting a few simple hashtags that all 
partners can use, these can be featured on social 
media and in marketing material or images. The 
two selected for this project were:
#AgeingBetter
#TEDinEastLindsey
As you can see throughout this document, there 
are photos that include the selfie cards with the 
chosen hashtags on. 

•	 Freebies and branded items with your slogan 
or logo that you can share between partners, 
stakeholders and participants. These are useful 
to get people interested in the project and if you 
are at a larger event they can help get people over 
to a stall where you can explain the project and 
premmise behind your delivery.

6. Evaluate the success and reach of the 
marketing material used

When people attend the events, are you asking them 'How 
they heard about the event'? This is a good way to identify 
which forms of marketing have been more successful than 
others in sharing the information. Another good method 
would be to ask people to invite someone they know to 
the next event or something else project related as the 
WoM will help new people find out about what you are 
delivering.

Monitoring the content view on social media is also a 
good way to assess the reach and impact your marketing 
is having on your followers. You can seperate your free 
marketing and the paid marketing when looking at the 
statistics to view how much the paid 'advertising' of your 
marketing makes compated to those you are posting 
manually.



New and Improved Newsletter
When the TED Newsletter restarted, it had been 
a couple of months since the last edition was 
published, plus it was a new member of staff 
who had now been deligated to organise and 
distribute the copies. 

Upon viewing the old format, the style and logo 
were out of date with the recent re-branding. 
The first step would be to create a more 
streamlined design that could quickly be edited 
when the next addition was needed. 

It was decided that the first edition would be 
branded as the 'New TED Newsletter' to give 
a sense of new beginnings. As there had been 
such a break between this and the previous, the 
newsletter consisted of 2 pages of A4, so there 
was 4 sides of writing. 

The project was re-introduced along with 
the aims of the newsletter and the general 
information that would be shared, plus how 
often they could expect the newsletter editions. 

Older Persons Day
When looking at what National Awareness 
days were coming up, National Older 
Persons Day on the 1st of October was 
highlighted. With this information, we could 
begin planning in earnest! 

As the project had 4 main delivery locations 
across East Lindsey: 
•	 Mablethorpe
•	 Skegness
•	 Horncastle 
•	 Louth

It was decided that 4 events would be 
planned, to be held at exactly the same 
time on the same day. This would require a 
lot of legistics as well as good marketing. 

All delivery partners were contacted, 
along with additional organisations and 
stakeholders that would be able to offer 
assistance, information or guidance to 
people over 50 in East Lindsey. 

Marketing wise, posters were created for 
each location, which required a sturdy 
template that could be edited with each of 
the locations information.
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When discussing content with the internal team and 
delivery partners, it was occasionally difficult to get 
enough information to fill the full 4 pages. Therefore it 
was decided that the newsletter would become a single 
piece of A4, so 2 sides of information. 

This meant that a small and consise monthly newsletter 
could be sent out with delivery and activity updates on a 
regular basis. 

The larger 2 sided A4 newsletter was then repurposed 
as a seasonal quarterly version that would include 
more information on what the project had achieved or 
wider information that was coming from the partners 
or funding organisation. By creating a planned seasonal 
version, a seasonal design for each of the 4 seasons that 
could then be edited for content nearer the time. 

Having both the seasonal and monthly newsletter 
templates really speeded up organising, designing and 
distrobuting the copies when the time came. When it 
came to sharing the newsletter, copies were sent out to 
participants, delivery partners and stakeholders, a digital 
version was also added to the website. 

Printed versions were also kept in the offce which 
allowed the project staff to take copies when out at 
events to reach members of the public who might not 
have heard about the project before. 

This marketing material could then be sent out via the 
communications lists created through the project, adapted for 
use on social media and disseminated through partners and 
their contacts. 

For marketing at the event, the usual board that was taken for 
display purposes would need to be copied and adapted so that 
there was a version at each of the locations. 

This meant that the content could be updated to reflect what 
the project had recently been delivering. Photos and quotes 
were heavily featured on the boards, as you can see above. 
The hopes here were to give those attending an insite into the 
project and the impact it has had on the lives of those who had 
been participating. 

By making sure plenty of paper copies of marketing material 
were produced, it meant that the staff at all locations had 
access to the same broad information, as well as the specific 
marketing material for their own delivery area. 
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TED Ageing Better in East Lindsey
Telephone: 01529 301966
Email: ted@lincsymca.co.uk
www.tedineastlindsey.co.uk

East Lindsey District Council
Telephone: 01507 601111
Email: customerservices@e-lindsey.gov.uk
www.e-lindsey.gov.uk

YMCA Lincolnshire
Telephone: 01529 302466
Email: office@lincsymca.co.uk
www.communitylincs.com

Age UK Lindsey
Telephone: 01507 524242
Email: info@ageuklindsey.co.uk
www.ageuk.org.uk/lindsey

Carers First
Telephone: 01522 782224
Email: hello@carersfirst.org.uk
www.carersfirst.org.uk/lincolnshire

Citizens Advice Lindsey
Telephone: 0808 278 7904
www.citizensadvice.org.uk

Lincs Digital
Email: lincsdigital@outlook.com

Magna Vitae (Meridian Leisure Centre)
Telephone: 01527 607650
Email: info@mvtlc.org
www.magnavitae.org

Dementia Friends
www.dementiafriends.org.uk

World Health Organisation
www.who.int

Centre for Ageing Better
www.ageing-better.org.uk

Sensory Trust 
www.sensorytrust.org.uk/information

Business in the Community 
www.bitc.org.uk/what-responsible-business

Design Council’s Principles of Design
www.designcouncil.org.uk/resources

Action on Hearing Loss’s Guide for Employers
www.actionhearingloss.org.uk/how-we-help

2928

Resources & ContactsTED Newsletter

Friendly Banter
This centre of our seaside town
Is where the action is.
Head to the Hildred’s Centre
For something you can’t miss.
All year you’ll find there’s colour
Within this bright arcade.
But now it’s very special
For friendships can be made.

The ‘TED’ team have descended
To help us meet and greet.
Bench buddies waiting for you,
Who knows whom you might meet?
We all need friendly banter
So seek the Banter Bench.

And while you’re there, a cup of tea,
If you’ve a thirst to quench.

A bench to sit and chat awhile.
A buddy by your side.
You never need to feel alone
When a friend is there to guide.
Don’t miss this opportunity
New friendships may await.
Go to the Hildred’s Centre
The outcome could be great.

Pauline Thornley 
(TED Volunteer) 
June 2018

  WELCOME

Hello and welcome to the November  
TED Newsletter.

Find out what activities we and our 
Delivery Partners have planned for 
November 

We have also included some puzzles 
and things for you to have fun with.

Newsletter - November 2020

Decade of Healthy Ageing 
The Decade of Healthy Ageing (2020-2030) is an opportunity for older people themselves 
to be at the centre of this plan to bring together governments, civil society, international 
agencies, professionals, academia, the media, and the private sector for ten years of 
concerted and collaborative action to improve the lives of older people, their families, and the 
communities in which they live.

What is Healthy Ageing?
Healthy Ageing is the process of developing and maintaining the functional ability that 
enables wellbeing in older age. Functional ability is about having the capabilities that enable 
all people to be and do what they have reason to value.

Keep your eyes and ears out for any work TED, our Delivery Partners and East Lindsey District 
Council will be organising for the future.

AGEING BETTER IN 
EAST LINDSEY

www.tedineastlindsey.co.uk
ted@lincsymca.co.uk

01529 301966

TED 
Times

 

Stay up to date with the 

latest news... Join us 

online:

 @ted_EastLindsey

Look out of our next edition
The next edition will be available from February 
2021, in which we will be sharing our delivery ideas 
for the new year.



Contact Information
TED Ageing Better in East Lindsey
The Old Mart 
Church Lane
Sleaford
Lincolnshire
NG34 7DF

T 01529 301966
W www.tedineastlindsey.co.uk
E ted@lincsymca.co.uk

       @ted_EastLindsey

TED Ageing Better in East Lindsey is funded by The National Lottery 
Community Fund and managed by YMCA Lincolnshire


