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STAY IN

BOSTON

“There was a point where | was like, ‘I got gotta get
out of here,’” Revolus said. “But | think now that
I’ve graduated college and I’m working, | honestly
[feel] this sense of responsibility to the city and the
fact that it’s given me so much.

MESSAGING

This cause includes rather important
content that needs to be conveyed, but
for parents to be receptive it cannot
come across as being too harsh or
accusatory. Stay in Boston strives to
remain positive so that the audience is
attracted to the campaign materials and
wants to learn more, promoted through
the use of lighter colors and imagery.
Many of the headlines are encouraging
so that parents recognize that they can
make a difference if they take part in the
campaign. Statistics and testimonials
highlight the significance of this cause
and help those who are unaware to
understand the current housing
situation in Greater Boston.

The resources portion of the website
will include links to articles published
about the housing crisis in Greater
Boston, particularly those that include
accounts from young adults themselves.
They share the recent experiences of
individuals attempting to rent or buy

a home in the area, but also the factors
that have or may soon prompt them

to leave.

... | do feel a bit like if I’'m going
to establish anything, | want to
be in Boston.”

? Aisha, 2u

CALL TO ACTION

By Reeping up with projects that are
proposed for their neighborhood and
attending local meetings and votes,
parents and other Boston residents
can advocate for more housing in their
communities and help makRe a difference
for the next generation. While this
campaign is meant to be informational
and raise awareness of the lack of
affordable housing available to young
adults, it is also very much a call

to action.

After being presented with the variety
of statistics and articles included in the
campaign materials, which emphasize the
significance of the cause, the audience
will have a better understanding of the
housing situation in Boston young adults
are currently faced with. Stay in Boston
worRs to supply the audience with the
information and resources they need to
apply this Rnowledge towards making a
difference in their neighborhoods today.
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To meet demand by 2030,
Greater Boston will need
125,000 to 200,000
new units of housing.
Even with a rising
population, the region has
permitted LESS HOMES CAMPAIGN
RECENTLY than it did bacR
in the mid-1980s. 22 On the Go
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32 In Your Neighborhood
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ST RAT EGY This series consists of a set of three The text is bold and yet limited to a few
posters that are implemented along Rey points, for individuals are likely not STAYIN BOSTON STAY IN BOSTON
popular transportation routes around stopping for long and need to quickly
0,+ C the city of Boston. Displayed at bus stops, understand what the campaign is
ause train stations, and on trash containers, advocating for. The signs take advantage BOSTO“ .s Fu._._ OF
05 Name the sighage transforms the displays to of the time in which individuals spend
catch the attention of individuals on their waiting for their bus or train to arrive, oppon‘ru". Es' 3“0/
06 Angle way to and from work or their homes. and are looRing for something to focus WHAT WILL YOU DO WHEN YOU CHILDREN °
. The signage is colorful, with illustrations  on in the meantime. CAN NO LONGER AFFORD TO STAY HERE? OF BOSTON’S
07 Audience of parents and their young adult children o POPULATION IS
08 Location FEE BETWEEN 20 AND
09 Rollout ' e, UL
THE CITY HAS THE HIGHEST
CONCENTRATION OF YOUNG
PEOPLE IN THE COUNTRY.
THEY NEED A PLACE TO LIVE.
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“] started looking in the Boston “It was an absolute no. | STAY IN BOSTQ)
area because | was like, ‘It couldn’t afford it. | couldn’t
would be nice to be closer to find anything under, like, $2,000.”
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Stay in Boston is a campaign focused on Renting an apartment or buying a home | want to stay in Boston. The name “Stay In the future this campaign name can L
raising awareness of the lack of available in the city has become increasingly out in Boston” draws inspiration from the continue to be utilized with an expanded . f
and affordable housing for young adults of reach for many, Wit_h the shortage shared sentiment of young adults (like purpose and target audience. There is :‘?I :
in Greater Boston, espgcnally recent of available units causing prices to me!) who wish to continue living in the also the flexibility to substitute in names
college graduates looRing to contlonuef skyrocket. Y_our?;g_ adults do r;ot just ) city long-term. This concise statement of the different Boston neighborhoods,
living and Worhlr}g |r? the area. 34% o make up a significant part (,) the city’s is clear and to the point, addressing the an opportunity for the campaign to have
Boston’s population is between 20 and population, they also contribute to . . . . . . .
. heart of the campaign. That being said, a unique rollout in different communities.
34 years old, and the area is home to the economy, the workforce and the th id forring t ifi
roughly 64 colleges and universities that livelihood of communities. Boston needs € name avoids referring to a.spem ©
attract students from across the country. them to stay in the city. By informing group of people so that all residents
Many of these young adults are forced to  residents of the struggle faced by young feel as if they are able to relate to and
move away after graduation due to the adults, Stay in Boston hopes to call more support the cause. While the cause is
high cost of living, leaving behind the attention to the issue, encouraging centered around providing more housing
life they had started to build. others to join the cause and advocate for for young adults in Greater Boston, there
more housing in their community. are many other individuals who are in
need of affordable options too.
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“They’re making money in the business,” Hospitality to me is not just about
he said. “I’m losing money paying rent. welcoming people. It’s about making
What needs to be done here is that there the changes necessary so folks want
needs to be a more intentional effort on to stay in Boston.”
infrastructure and hospitality.
? Nate, 25
One of the greatest obstacles faced by “What will you do when your children The primary audience for this campaign The campaign rollout appeals to the
larger or affordable housing projects in can no longer afford to live here?” is is parents currently living in the Greater relationship parents have with their
neighborhoods is a lack of community a question posed across the different Boston area, particularly those with children, encouraging them that they
support. This campaign intends to campaign series, a reminder that for children under the age of 25. At the upper can make a difference in their child’s
encourage residents to be more aware many residents, their children are end of this spectrum are parents with future in the city. The secondary audience
of and supportive towards new projects currently attempting to live in the area recent college graduates currently faced is all of the Boston residents who will
in their area, while providing them with on their own or may want to in the with the struggle to afford rent in the come into contact with the design
the resources to become more involved. future. Parents should feel more inclined area, while those with younger children interventions in their day-to-day lives.
After providing an introduction to the to support the campaign since it provides may be thinRing about the future, and They may not have children, but when
current housing situation in Boston their children with the opportunity to will eventually find themselves in this presented with data surrounding housing
through a selection of statistics, Stay live a successful life in Boston. The cause situation. Any parent should feel more availability in the area and the reasons
in Boston reaches out to parents in the is one that can directly benefit those inclined to listen once they recognize to advocate for more, this campaign
Greater Boston area and appeals to the closest to them, and parents should find their connection to the cause, as they strives to encourage individuals to
connection they have with their children. themselves invested in the outcome. have a personal stake in what happens. support their community.
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LOCATION

While many cities across the United
States find themselves without enough
housing to Reep up with their growing
population, this campaign is specific

to the city of Boston. The messaging
provides statistics relevant to residents
in the Greater Boston area and design
implementations spread out across local
neighborhoods. Stay in Boston intends
to reach as many residents as possible
through signage that will be passed by
many, alongside promotional materials
delivered right to their doorstep. Once
successful, the campaign platform can
be expanded for implementation in other
large cities throughout the country.

“This might sound so
depressing, but | truly
cannot wrap my head
around when I’ll ever be
able to buy a home. It
just feels so unattainable
right now,” she said.

% Kate, 29

ROLLOUT

The rollout for this campaign is divided
into two parts: signage interventions
along popular routes of transportation
and door hangers delivered to individual
homes. With bold and colorful sighage
adorning bus stops, train stations, and
trash containers, there will be many
opportunities to catch the attention of
people on their way to and from worR.
These messages are intended to be brief
and maRe individuals aware that the
cause exists, while more information
will be introduced in the form of door
hangers that arrive on their doorsteps.

“In some ways, I’'m
resighed to the possibility
that | may have to rent
forever if | choose to

live here.”

They target the individual and allow
people to review details of the campaign
when it is more convenient. Both of
these interventions will refer people

to a website that connects them with
project proposals and upcoming meetings
in their neighborhood, opportunities

to become more involved and advocate
for the cause in their community. The
website will also serve as a resource for
background on the campaign and to find
articles with additional information

and testimonials.

Closer to Home

This series consists of a variety of

door hangers that will be delivered to
individual homes and apartments in
Greater Boston. The type, colors, and
illustrations have a similar feel to the
poster series, but each door hanger
contains more information, with an
eye-catching statistic and visual on the
front paired with more details on the
back about the cause and next steps.
They also contain information specific
to the particular neighborhood, such as
the percentage of young adult residents.

With these door hangers delivered right
to their doorstep, this campaign targets
the individual and allows them to review
the details of the campaign when it is
convenient for them. The information
also becomes harder for people to ignore.
After learning about the significant
number of young adults living in their
neighborhood and the challenges they
face to afford to stay there, residents are
prompted to get more involved and check
out the website for more information.
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More than 1in 4 renters
housing in Greater Boston.
close to $226,000 on rent BRAN D
i n t h e i r lifeti mes Of those young adults, . of thS? young adults, () Of those young adults,

. many are forced to move . many are forced to move many are forced to move
to the suburbs or even to the suburbs or even to the suburbs or even
out-of-state, unable to DF R D OF'ff‘OJ'tSfafte: t!”a;'etfo OF RESIDENTS IN out-of-state, unable to
afford to stay in Boston. : afford to stay in Boston. THE R END ARE afford to stay in Boston.
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Boston is close to becoming the WEEN 20 AND . zf;t::::;," [I,:;m y BETWEEN 20 AND 3% * To meet demand by 2030,
12 Logo 2ND MOST EXPENSIVE city for ARS OLD e e YEARS OLD. Greater Boston will need
renters, with the median rent 125,000 to 200,000 new
on a one-bedroom apartment units of housing.
13 Typefaces being $2.720.
artment is $2,720. . o
P — MR e Pexlon s berm{GeILESS
1'"‘ Color‘ Palette new, affordable housing projects ct to pay close to HOMES RECENTLY than it did
today is a lack of local support. $226,000 on rent in their back in the mid-1980s.
lifetimes.
16 Image r'y Do your part. Support new housing » e . Do your part. Support new housing
18 M N projects in your community. a ;L::Jor(li’ r‘):ujtoj:mr:x: y[n:f\‘;t’/ projects in your community.
essaging - - -
N What will you do when L What will you do when What will you do when
19 Cal[ to Act|0n your children can no vour children can no vour children can no
longer afford to live here? i longer afford to live here? longer afford to live here?
Learn more by visiting - & P @ Learn more by visiting
our website or checking, = our website or checking
out @stayinboston - l out @stayinboston
STAY IN BOSTON on Instagram! . - STAY IN BOSTON STAY IN BOSTON on Instagram!
-
30 31
LOGO TYPEFACES inYour Neighborhood
The identity of Stay in Boston is conveyed The typeface used throughout this This screen-based series is a website This provides the audience with an
through a combination of the name of campaign is Brevia, which has a light | want to stav in Boston that provides individuals with all of avenue to take what they have learned
the campaign and an abstracted image A and playful feel. The variety of weights y : the resources necessary to accept the about and start to advocate for change
logo above. The home in the center is m. allows for numerous applications, which | want to stay in Boston. campaign’s call to action and advocate in their local community, becoming more
established through geometric forms maintains a consistent feel across the R for more housing in their neighborhood. involved with the campaign. The website
that can be interpreted as a traditional campaign. The bold and black fonts are I want to stay in Boston. The posters and door hangers provide will be advertised on the posters and
i ildi r ver - i raw i : ici i i i
home, ¢ ty apartment building, or any ery eye-catching and draw the attention I want to stay in Boston. basic |nformalt|op about the campaign, door hangers, but}wm also}prompt users
other residence. Surrounded by three of people from afar, perfect for the but the website is a larger resource to sign up for the information that can
figures meant to represent parents and campaign name and to highlight Rey 1 want to stay in Boston. with campaign background, articles be delivered to their email address.
their child, the simplicity of the forms phrases and statistics. The regular and N that share the stories of young adults
- i STAY IN BOSTON | I want to stay in Boston. : -
allow for interpretation so they can medium fonts read well at smaller scales who currently or at one point had
apply to anyone. The style of this logo for the door hangers and campaign lived in Greater Boston, and a search
matches the rest of the campaign, a light website, but also the body text of this that provides residents with proposed
and friendly feel that contrasts with the campaign booR. This typeface supports projects and upcoming meetings in
more serious content, but is able to the messaging of the campaign so that their neighborhood.
draw in the audience to learn more. the audience is not too intimidated by the
content, and instead is more receptive
towards the cause.
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IMAGERY

This campaign relies on simplified
illustrations for all imagery. Some are

of different houses or apartments in
Boston, while others depict young adults
with their parents outside of their home
or having a conversation. The simple
and colorful style draws the audience in
to see what the campaign is about and
has a different impact than photographs
conveying the present situation. The
audience must want to support this
cause and not feel discouraged by what
they see displayed around them, and so
these illustrations portray the positive
outcome that is possible with the
success of this campaign.
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Drawn in by these images, the audience
might just become more receptive to the
messaging of Stay in Boston.

The website design incorporates dashed
lines that loop around and connect

the different panels. These bold lines
establish the flow of information, while
also relating to the boundaries on a map
that separate different neighborhoods.
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ABOUT

In the fall of 2023, | completed a co-op
at an architecture firm specializing in
large, multi-family residential projects.

| was able to catch a glimpse into the
process of bringing these buildings from
conceptual drawings to construction,

as well as the obstacles surrounding
getting projects likre these approved. |
read a series of articles that highlighted
affordable housing projects being shut
down by communities over the fear of
how it might impact their neighborhood,
despite the need for more housing
across the state, especially in Greater
Boston. Going into this project | wanted
to explore the topic further and consider
how | could convey the message to a
larger audience in a way that would
resonate with them, bringing together
my interests in architecture and design.
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