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Executive Summary 
The Pennsylvania Department of Aging (PDA) is creating new opportunities for Senior Community Centers 

(SCCs) to welcome current visitors and attract new community members and has partnered with the 

National Center to Reframe Aging to reframe the conversation about SCCs. The project is designed to 

explore new communication approaches to position Pennsylvania’s 450+ SCCs as recognizable, in-person 

community hubs that connect older people to vital resources, services, and their broader communities. 

Responding to the priorities and strategies presented in Aging Our Way, PA: A Plan for Lifelong 

Independence, Pennsylvania’s 10-year multisector plan on aging, this partnership addresses the need to 

ensure that the growing and increasingly diverse population of older Pennsylvanians will benefit from their 

local SCCs, allowing them to continue to be vital, active, and respected members of their communities.  

The three-phase approach is intended to 1) explore perceptions of SCCs, 2) review current 

communications about SCCs, and 3) identify best communication strategies to promote and strengthen 

SCCs, as detailed in Appendix A. This report shares the findings from Phase 1, Mapping the Terrain, 

which consists of a 27-question online survey that was distributed to all SCCs in Pennsylvania during July 

2025. The survey is designed to better understand the current practices of SCCs regarding branding, 

communications, public perception, services/activities, participation levels, and satisfaction. Approximately 

66% of all SCCs across the state responded to the Phase 1 survey. Key takeaways are:  

Opportunities for Growth: Most SCCs have unfilled capacity with the potential to welcome more older 

people. Opportunities must be leveraged, such as new partnerships, to increase awareness about SCCs 

and educate older adults and their care partners about the value SCCs provide to those who participate.  

Value of SCCs: SCCs provide important value to older Pennsylvanians with the three most important 

benefits being socialization, activities, and nutritious meals. These and other value propositions articulated 

in this report must be emphasized in efforts to reframe SCCs. 

Reframing Public Perception: The stigma ascribed to aging was one of the primary reasons cited by 

respondents for lack of SCC participation. In reframing communications about SCCs, we must continue 

the work to promote a more complete understanding of aging. Reducing the stigma of aging will support 

efforts to improve understanding of SCCs as vibrant, welcoming places for all older Pennsylvanians.  

Marketing and Communications Capacity: Fewer than half of respondents indicated that they have 

rebranded their SCC within the past decade and did so to modernize an outdated image and to reach new 

audiences or expand their outreach. The greatest challenges faced by SCCs related to marketing and 

communications are limited funding, time, and staff expertise that could be devoted to these efforts. 

What’s Needed by SCCs for Reframing: Respondents indicated that it would be useful to have a range 

of communication support materials, including templates for marketing, talking points/messages that 

reflect the value of SCCs, assistance with media partnerships, support for social media, and other digital 

outreach. The need for diverse resources reflects the high level of assistance needed by SCC staff given 

the opportunities and challenges mentioned above. 
These findings and others detailed in this report will be used to inform the research conducted in Phase 2: 

Developing the Strategy and assist in the creation of the tools, education materials, and recommendations 

for an action plan in Phase 3: Equipping the Network.  

https://www.pa.gov/agencies/aging/aging-our-way-pa
https://www.pa.gov/agencies/aging/aging-our-way-pa
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Background 
Learnings from Aging Our Way, PA 

As part of its plan for the future of aging, the Pennsylvania Department of Aging (PDA) is creating new 

opportunities for Senior Community Centers (SCCs) to welcome current visitors and attract new 

community members. Towards this end, the PDA has partnered with the National Center to Reframe 

Aging, the leading organization dedicated to ending ageism in America, to reframe the conversation about 

SCCs. 

This partnership, Reframing Communications about Senior Community Centers, is exploring new 

communication approaches to position Pennsylvania’s 450+ SCCs as recognizable, in-person community 

hubs that connect older Pennsylvanians to vital resources, services, and their broader communities.  

SCCs are a cornerstone in communities and a pillar of daily life for the older people they serve, playing a 

vital role in the health and well-being of the aging population. However, perceptions of SCCs are often 

shaped by stereotypes, misunderstandings, and a lack of knowledge. Outdated ideas about aging 

continue to shape perceptions and limit the investment these centers deserve. By reframing the 

conversation, stronger community support can be created for SCCs as vital spaces where older people 

can be active, connected, and valued. 

This partnership responds to findings emanating from listening sessions and a needs assessment 

conducted for Aging Our Way, PA. Pennsylvania’s 10-year multisector plan was designed to meet the 

needs and preferences of older people across the Commonwealth. As part of the process to develop 

Aging Our Way, PA, PDA listened to people in all 67 counties in the Commonwealth about the desire to 

reimagine how older Pennsylvanians can age with dignity, self-determination, and the necessary supports 

and services to remain independent. The plan consists of five priorities, 36 strategies, and 163 tactics 

designed to bring about the actual change needed to create a longevity-ready Pennsylvania. 

Aging Our Way, PA includes the following key tactic that this partnership seeks to address: 

Tactic #36: Research older adult and near older adult preferences to inform an action plan to reframe 
Senior Community Centers and congregate meals to better promote membership and participation. 

The three key areas identified from the listening sessions and needs assessment for Aging Our Way, PA 

that are relevant to this tactic and this partnership are 1) social participation, 2) communication and 

information, and 3) health services and community supports.  

Multiple themes related to social participation emerged from these listening sessions, including the desire 

expressed by many older people for safe, accessible, and affordable community spaces and events in 

which to engage socially. In terms of communication and information, many older people are interested in 

a recognizable, trusted, and singular source of information and guidance to facilitate and manage 

connections to resources related to health and social services. Ensuring access to services and programs 

that promote wellness and maintain health was identified as a key to aging with dignity and independence.  

During the listening sessions, many SCC participants shared stories of experiences with their own senior 

centers, what they like and dislike, and where they think improvements can be made. Insights from these 

stories revealed that SCCs are often seen as a lifeline to avoid social isolation, serving not only as a place 

that provides information on available services, but also as a base that creates a sense of community for 

participants. However, the PDA also gleaned from these conversations that older people want the kinds of 
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resources, services and programs that SCCs offer, but many who do not participate are not aware of or 

interested in SCCs already in their communities and offer programs and services that could meet their 

needs and wants.  

These insights from Aging Our Way, PA underscore the need for much greater awareness and broader 

communication about SCCs to ensure that more older Pennsylvanians can benefit from SCC programs 

and resources, engage socially, remain independent in their communities, and continue to be vital, active, 

and respected members of their communities. 

Senior Community Centers in Pennsylvania 

SCCs facilitate the social, emotional, and physical well-being of older Pennsylvanians as part of a 

comprehensive and coordinated system of programming and services.1 More than 450 Senior Community 

Centers (SCCs) are located in various community settings across the state. SCCs offer a wide variety of 

activities, programs, and services that vary from center to center depending on the needs and desires of 

the community being served. Services and programs are provided at no cost to all participants ages 60 

years and older. Required services offered at the SCCs include: 

• Nutrition services such as congregate meal services, nutrition education, and nutrition screening 

and counseling; Required services offered at a SCCs include:  

• Fitness and well-being classes;  

• Educational programs for creative instruction, self-enrichment, and independent living; and  

• Volunteering opportunities.  

The SCCs also facilitate access to services that may be available within the planning and service area of 

each local Area Agency on Aging’s (AAA). Usually, this involves making a referral to the local AAA on a 

participant’s behalf. Many SCCs offer services or provide access to representatives for the following 

services: providing information, referral, and outreach; transportation; legal and advocacy assistance; 

employment services; volunteer services; long-term care ombudsman services; housing and placement 

services and assistance, and other services that may be available in the local community. 

  

 

1 2024-2028 Pennsylvania State Plan on Aging. Pennsylvania Department of Aging, . 

https://www.pa.gov/content/dam/copapwp-pagov/en/aging/documents/resources-for-aging-professionals/state-plan-
on-aging/documents/2024-2028%20pennsylvania%20state%20plan%20on%20aging.pdf. Retrieved August 26, 
2025. 

https://www.pa.gov/content/dam/copapwp-pagov/en/aging/documents/resources-for-aging-professionals/state-plan-on-aging/documents/2024-2028%20pennsylvania%20state%20plan%20on%20aging.pdf
https://www.pa.gov/content/dam/copapwp-pagov/en/aging/documents/resources-for-aging-professionals/state-plan-on-aging/documents/2024-2028%20pennsylvania%20state%20plan%20on%20aging.pdf
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Participants of Senior Community Centers  

The residents of the Commonwealth are living longer, 

healthier lives and growing more diverse every day. 

Pennsylvania is home to 3.5 million people ages 60 

years and older, the fifth-highest total in the country. As 

Pennsylvanians live longer, the population of people 

over the age of 60 will also continue to grow; currently, 

almost one of every four residents in the Commonwealth 

are 60+, and in five years, this is expected to shift to one 

in three residents.  

Comparatively, based on average participation in SCCs 

in 2024, only one of 46 older Pennsylvanians, or 2% of 

older Pennsylvanians, participates in a SCC (Figure1).  

Figures 2-5 provide snapshots of the demographics of 

SCC participants by gender identity, age group, race, 

and ethnicity. Compared to the 2022 US Census data 

referenced in the Pennsylvania 2024-2028 State Plan on Aging, SCC participants across the state reflect 

the race and ethnicity demographics of Pennsylvania’s 60+ population. 

 
Figure 2 Percentage of SCC community members in 2024 by gender identity, based on average SCC participation numbers in 
2024. Data are provided by the Pennsylvania Department of Aging. 

 
Figure 3 Percentage of SCC community members in 2024 by age group, based on average SCC participation numbers in 2024. 
Data are provided by the Pennsylvania Department of Aging. 

  

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

2024 SCC Participants by Gender Identity

Female [51%] Male [21%] Non-Binary [.01%] Transgender [.03%] Non-Disclose or Unknown [28%]
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2024 SCC Participants by Age Group

60-69 [23%] 70-79 [43%] 80-89 [28%] 90 [6%]

75,784 

3,500,000 

Opportunity to Grow SCC 
Participation

Avg 2024 SCC Consumers PA 60+ Population
Figure 1 Average participation in Pennsylvania's Senior 

Community Centers (SCCs) in 2024 compared to total 
population of older Pennsylvanians in 2024. 
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Phase 1 Survey Findings 
Survey Methodology 

The 27-question online survey, conducted during July 2025, was distributed to all SCCs in Pennsylvania 

by the PDA and the Pennsylvania Association of Senior Centers. The full list of survey questions asked is 

in Appendix B. The number of individual survey respondents was 324, representing approximately 300 

SCCs or 66% of the 455 SCCs across the state. The intent of this survey was to capture how and what 

SCCs communicate about their center; therefore, survey respondents were primarily SCC executive 

directors/directors, as well as assistant directors, program managers, and coordinators. Perspectives from 

the general public, including older Pennsylvanians, is the basis of Phase 2. This report provides findings 

and insights from the survey respondent SCCs.  

Background information about the respondent SCCs is in Appendix C; this includes the type of SCCs, the 

center’s capacity, the activities offered, and staffing. The survey findings (outlined below) focus on the 

outreach and communication strategies of SCCs and the barriers SCCs face regarding public perception. 
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Figure 5 Percentage of SCC community members by race, 
based on average SCC participation numbers in 2024, 
compared to 2022 US Census data on race for Pennsylvania’s 
older population. SCC data are provided by the Pennsylvania 
Department of Aging. 

Figure 4 Percentage of SCC community members by ethnicity, 
based on average SCC participation numbers in 2024, 
compared to 2022 US Census data on ethnicity for 
Pennsylvania’s older population. SCC data are provided by the 
Pennsylvania Department of Aging. 
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Survey Responses on SCC Participation 

Age of Participants 

Survey respondents were asked to estimate the 

percentage of SCC participants by age range. As 

indicated in Figure 6, SCC survey respondents 

reported that on average more than 50% of SCC 

participants were living in their eighth decade of age 

at the time of the survey with close to 50% living in 

their seventh decade. These results, which mirror 

state SCC data presented in the background 

section, show that SCC participants generally skew 

older while some centers engage with those living in 

their fifties and sixties, highlighting the challenge of 

addressing the needs and interests of multiple 

generations of older people. 

Reasons for Participating in SCCs 

Responses from SCC directors, managers and coordinators to the question about top reasons older 

people participate in SCC programs highlighted: 1) socialization, 2) activities, and 3) nutritional meals.  

Socialization was by far the top reason for older people to participate, based on the 

experience of the respondents. Socialization includes social engagement and the 

connection, friendships, camaraderie, and fellowship that older people gain by participating 

in senior centers. Respondents believed that the connections and sense of belonging and 

being part of a community help to reduce the isolation and loneliness that so many of us 

experience as we age.  

Activities were the second most important reason for older adult participation in SCCs as 

indicated by survey respondents. Activities include those that help older people stay 

physically and mentally active, such as exercise and wellness programs. Games including 

bingo, as well as arts & crafts, outings/trips, and activities that provide continued learning, 

were also important activities mentioned by the respondents.  

Meals/congregate meals provided by SCCs were the third most important attraction for 

older adult participation in SCCs. The affordable, nutritious meals offered by senior centers 

are crucial for the health of older people and also contribute to the socialization that is 

essential for maintaining quality of life as we age. 

  

50-59 
years, 2%

60-69 
years, 
24%

70-79 
years, 
48%

80-89 
years, 
54%

90 years 
and over, 

9%

Figure 6 Percentage of SCC participants by age group, as 
estimated by 281 survey respondents in 2025. 
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Groups Most Difficult to Engage 

Survey respondents were asked to rank the groups or people they find are most difficult to engage in 

senior center programs and activities, with a ranking of 1 representing the group most difficult to reach and 

a ranking of 12 representing the group least difficult to reach (Figure1). While many interrelated factors 

influence participation, based on survey responses, one can conclude that older people who are working 

and eligible to participate in SCC programming do not see SCCs as a place for them to engage. This may 

be influenced by the other top group identified, people who do not identify with the term “senior.”  

  

Figure 7 Groups of people that survey respondents find the most challenging to engage, with responses in rank order from 1 to 12 

(most to least difficult to engage). Data are average rankings from 281 survey respondents. 

Reasons for Not Participating in SCCs 

Relatedly, survey respondents were asked to rank the top reasons why older Pennsylvanians do not 

attend and participate in senior centers in their communities. The top reasons not to participate are as 

follows: 

1. Negative perceptions of senior centers 

2. Stigma 

3. Transportation 

4. Programs do not match interests 

5. Caregiving responsibilities, including caring for grandchildren 

6. Health concerns, such as chronic illness and mobility concerns 

Additionally, comments provided by the respondents indicated that time constraints such as work and/or 

other activities elsewhere do not allow for time for older people to participate in SCC activities. A general 

lack of awareness among older people and what SCCs have to offer was also mentioned by several 

respondents as a reason for not participating. One respondent summed it up this way: “We are often a 

hidden treasure! We do our best to get the word out!” 

  

2.48
2.72

3.4
4.91

6.13

6.26
6.97
7.13

7.36
9.28

9.76
11.6

People who are working

People who do not identify with the term "senior"

People who face transportation or mobility barriers

Men

People of color

Caregivers of older people

People who are socially isolated

LGBTQ+ older individuals

People with limited English proficiency

People from low-income households

None

Other (please specify)

Rankings on Most Difficult Groups to Reach Shows Stigma About the Word 
"Senior" Persists
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Survey Responses on SCC Perception 

The Value of Senior Community Centers 

Respondents were also asked what words best exemplify the value of SCCs. The word cloud below 

shows the words that appeared in the responses most frequently, with socialization, friendship, and 

connection being the most common. Other words that respondents used frequently to exemplify value are 

nutrition, physical activity, and health and wellness. As shown in the word cloud, a host of other words 

describe the value and many benefits of SCCs based on the views of the survey respondents, consisting 

of SCC directors, managers, and coordinators. 

  



 

11  Reframing Communications about SCCs: Phase 1 Brief 
© Copyright 2025, National Center to Reframe Aging 

What Needs to Improve or Change About the Current Perception 

An important aspect of reframing communications about SCCs is understanding public perception of them. 

The survey asked SCC directors, managers, and coordinators, “If you could improve or change one 

aspect of how your center is perceived in the community, what would it be?” This question resulted in 

interrelated themes about common public perceptions in need of improvement or change, as listed below 

with quotes from the open-ended responses:  

•"Our Center is modern and very active; opposed to the stigma many believe"

•"To rebrand the center as a dynamic, multigenerational-friendly hub where aging is celebrated, 
not stigmatized"

•"I would change the perception that senior centers are boring."

•"To shift the perception from “just a senior center” to a vibrant, modern hub for active aging and 
lifelong engagement."

•"We are a very modern center... It would be nice to shake the stigma of senior centers being a 
dull place where decrepit individuals sit all day playing cards."

Senior Community Centers are Vibrant

•"We are for active adults! We are friendly and welcoming. We are safe."

•"'Senior' can carry stigma or limit appeal, especially for active adults in their 50s, 60s, and even 
70s who don’t identify with that label."

•"We have activities and volunteer opportunities for younger older people (60-69)"

•"We are a hub of robust services for adults 55 or older vs. a 'senior center'"

•"Coming to the center will keep you young and active. Not turn you into an old person."

•"We would shift how people perceive our organization’s identity—starting with our name. The 
[current name] presents several challenges: [the city in the name] implies we only serve 
residents of [that city] when in reality our programs draw older adults from across [the] County 
and beyond."

Senior Community Centers are for All Older Pennsylvanians

•"How vital the center is helping to keep older adults healthy, happy and independent"

•That the participants are physically and cognitively independent, and our programs are designed 
for them to stay that way.  We are not a care facility in any way.

Senior Community Centers are Valuable!

•" 'Center' suggests a fixed building rather than the diverse, community-based programs we now 
offer throughout the region. In recent years, we’ve expanded our reach with more “center without 
walls” initiatives—bringing wellness, technology, and educational programs into libraries, 
community centers, and partner sites. These efforts are helping us connect with a broader, more 
diverse audience of older adults. Changing how we are perceived—and ultimately, what we’re 
called—is essential to fully reflect the vibrant, inclusive, and modern organization we’ve become."

•We’d change the outdated perception that senior centers are only for “old” or frail individuals. 
Many people still associate us with bingo and rocking chairs, but today’s senior center is vibrant, 
active, and empowering. We offer fitness classes, educational workshops, volunteer 
opportunities, and social engagement for independent, capable adults who want to stay 
connected and live well.

Senior Community Centers are Diverse!
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Survey Responses on SCC Branding & Communications 

Branding 

Impacting public perception is the brand or image that an older person has in the local community. Survey 

respondents were asked if their center has been rebranded, such as changing name, mission/vision, 

identify, logo, etc., within the last 10 years. Forty-one percent of respondents indicated that they had 

rebranded.2 The reasons for rebranding are shown in Figure 8 (respondents could choose more than one 

reason), with modernizing an outdated image being the most common reason, followed by reaching new 

or expanded audiences. 

  

One respondent summed up their rebranding strategy as follows:  

Another respondent shared their rebranding experience and recommendations: 

 

2 Based on some of the responses provided in the other reasons for rebranding, respondents have varying definitions 

of rebranding. The other reasons listed focus on communication-based rebranding efforts. 

72%

61%

17%

6%

25%

21%

10%

Modernizing an
outdated image

Reaching a new or
expanded audience

Market repositioning

Create a unified brand
after merger

Relocation or new
building

Addressing negative
publicity

Other

Figure 8 Various reasons SCCs have rebranded, according to 
109 survey respondents. 

Other reasons for rebranding mentioned by 

respondents are:  

• New leadership 

• Dropped the word senior for the name 

• Whole company rename and rebrand 

• New major donor 

• Attract more donors/sponsors to fundraise for a capital 

campaign for a new building 

• Highlight breadth of programs/activities offered, 

Rebranding has to continue beyond a name change 

and signage and has to extend to programing, exercise 

options and updated menu choices. 

• We change our mission statement every 3-4 years to 

best communicate the message to the community 

We obtained grant funding to hire a consultant to help with the selection of a name as well 

as the graphic design elements of the new logo and its application to all communications. 

Even with a VERY professional consultant this was difficult work and I never would 

recommend that a Center consider doing this without professional assistance. ... When 

you rebrand, you get ONE chance to get it right, and professional guidance is invaluable. 

To Reflect Our Evolving Mission and Energy: As our programs, services, and membership 

have grown, we wanted a brand that better reflects the vibrant, active, and welcoming 

environment we offer—not the outdated stereotype of a senior center.  

To Strengthen Community Awareness and Engagement: We needed a fresh identity to 

reach more people—older adults, families, donors, and partners—and help them see how 

much we have to offer. A clearer, more modern brand helps us stand out and connect.  

To Attract the Next Generation of Seniors” Today’s older adults are living longer, staying 

active, and seeking purpose. Our new branding helps appeal to those “younger seniors” 

who might not see themselves in the word “senior center,” but would thrive here. 
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Respondents who have not rebranded in the past 10 years were asked if they were to do so what the 

reasons would be. Similar to those centers that have already rebranded, the top reasons given for a 

potential rebranding were to modernize an outdated image and to reach/expand audiences. 

Motto or Tagline 

SCCs were asked if they have a tagline or motto for their center. Only about one-third (29% of survey 

respondents) indicated that they have a tagline or motto. Common tagline themes that were shared 

express the ideas of inclusiveness and welcoming all older people; friendship; aging well; being a caring 

environment; and having fun. Examples provided by survey respondents include: 

Live Full. Live Well. Live Long. 

This is your time, this is your place. 

Where the coffee is hot and the conversation is lively! 

Where Everyday is Brighter with Friends 

Honor the past, Encourage the present, and Grow the future 

Aging Better Together 

Aging Well Begins Here! 

Where Smiles Never Retire 

Communications Formats 

Survey respondents were asked about formats that are used to promote their senior center. As shown in 

Figure 9, respondents were asked to select all formats that apply to their center. Other ways in which 

SCCs indicated promote their center is through their town or county website, signs and banners, 

partnerships such as with local Lions Club and the Senior Games, television stations, and bulk mailings.  

95%
81%

70%

66%

62%

62%

58%

49%

48%

7%

1%

Word of mouth or personal outreach

Social media (e.g., Facebook, Instagram)

Flyers or posters in the community

Center website

Printed newsletters

Community presentations or tabling at fair and other events

Partnerships with other organizations

Local newspapers or radio

Email updates or newsletters

Other (please specify):

We don’t currently have a regular communication strategy 

Figure 9 Frequency with which SCCs use various communication formats to promote their center and programming, according to 268 survey 
respondents. 
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Target Audiences 

Survey respondents were asked to select their top three target audiences for outreach and 

communication. As shown in Figure 10, the top three audiences are people who may benefit but do not 

currently attend, current SCC participants, and the public. Other important audiences are caregivers, other 

community-based organizations, and health care and social service providers. Funders or donors, local 

elected officials, and government agencies were less of a priority for communications among the 

respondent SCCs. 

Common Challenges 

The survey explored the challenges that SCCs have experienced in communicating and marketing their 

centers. Limited funding was identified as the most significant challenge. Almost 50% of respondents 

indicated that limited staff capacity or expertise and difficulty reaching certain demographic groups, such 

as older people who work, 

presented barriers. Other 

challenges identified by the SCC 

respondents were that they are 

hindered by limitations on signage 

and use of social media, that 

outreach and recruitment are a 

function of the local AAA and not 

the SCC, that no local newspaper 

exists in their community, and that 

access to technology is limited or 

some older people prefer not to 

use it. 

  

What challenges does your center face when it 
comes to communication and outreach?  

Percent of 
Respondents  

Limited funding or budget for communication  72% 

Limited staff capacity or expertise  49% 

Difficulty reaching certain demographic groups  46% 

Lack of training or tools to create effective materials  18% 

Outdated or inconsistent messaging  15% 

Limited access to technology  13% 

Other 10% 

Table 1 Percentage of respondents who ranked each communication and outreach 

challenge, among 268 survey respondents. Options are shown in order of most 
challenging to least challenging. 

Figure 10 Target audiences for SCC outreach and communications. Each box represents the extent to which that audience was 
ranked among the top three audiences selected by survey respondents; the larger the box, the higher it was ranked by 
respondents. 

People who may benefit 
but do not currently 

attend 
Senior Center 
participants General public 

Community-based 
organizations 

Health and social 
service providers 

Funders or donors 

Local elected 
officials or 

government agencies 

Caregivers or family 
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participants
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Communications Responsibilities 

When asked about who is responsible for 

communications and outreach activities at 

SCCs (Figure 11), almost 50% of respondents 

reported that this role is a shared responsibility 

of SCC staff. Respondent comments did 

indicate that it is commonly the executive 

director or director who takes the lead for 

communication-related activities with staff 

support. Thirty percent of SCCs indicated that 

they collaborate with their local AAA on 

communications. Only 2% of SCCs reported 

using external consultants for communications 

and outreach. Others involved with 

communications include volunteers, Boards of Directors, and marketing/outreach coordinators, although 

this last support role is not very common among SCCs. 

Communication Support Needed 

Respondents were asked what 

communications-related support and 

resources would be helpful. Up to 50% of 

respondents indicated that a range of 

materials would be useful, as shown in Table 

2. This need for diverse resources reflects

the high level of assistance and materials

needed by SCC staff, likely due to their

limited capacity, such as staff time and

expertise, to devote to communications-

related efforts.

Survey Responses on SCC 

Participant Satisfaction and Staff Educational Formats 

Satisfaction Surveys 

About 75% of respondents said they conduct satisfaction surveys of their programs and services. Of those 

who conduct these surveys, 60% use the responses in messaging and marketing/promotion to inform 

sharing perspectives about the most popular programs. Among SCCs that do not conduct satisfaction 

surveys, the reasons for not doing so are lack of willingness or comfort level of participants to complete 

surveys; limited staff time and capacity; have never done it and have not considered it; feedback is 

provided by other means such as Advisory Councils, town hall meetings and listening sessions; some 

participants do not want things to change; and it is not required by leadership. 

Support or Resources Needed to 
Communicate about SCCs 

Percent of 
Respondents 

Templates for flyers, social media posts, or 
newsletters 

59% 

Talking points that reflect the value of senior 
centers 

57% 

Help building partnerships with media or 
other organizations 

56% 

Support with social media or digital 
outreach 

51% 

Sample language or messaging 31% 

Other 9% 

Table 2 Percentage of respondents who ranked the communication 
support and resources needed, according to 268 survey respondents. 
Options are shown in order of most needed to least needed. 

48%

30%

18%

2%
2% Shared responsibility of

Senior Center Staff

AAA Communications
Director/ Manager/
Coordinator

Other

Volunteer

External Consultant

Figure 11 Percentages of each role responsible for communications 

and outreach at SCCs, according to 267 survey respondents..
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Educational Format and Education on Reframing Aging 

The survey asked if the respondents or any of their staff have participated in education sessions 

conducted by the National Center to Reframe Aging about the principles of reframing aging. Only 13% 

affirmed that they or their staff had participated in such education. 

When asked to rank which educational formats on communication strategies would be most helpful to 

SCC staff, the following lists the respondents' rankings of strategies from most to least helpful: 

1. In-person training 

2. Virtual training 

3. Self-paced learning modules 

4. Tool kits 

5. One-on-one engagement such as coaching/mentoring 

The findings from this question and the question about what communication support is needed are critical 

for Phase 3 of this project, when practical tools and educational materials will be created and 

disseminated to help SCC staff and the aging network in Pennsylvania to implement new framing 

strategies. 

Key Takeaways 
Opportunity to Grow: State data indicate that only 2% of people ages 60 years and older in 

Pennsylvania participate in SCCs. Furthermore, most SCCs responding to the survey have unfilled 

capacity with the potential to welcome more older people to their centers. Aging our Way, PA showed that 

many older people were unaware of what SCCs have to offer, although the available programs often 

match what they said they want or need. Opportunities to increase participation must be leveraged, 

including new partnerships, awareness and education campaigns targeted at all older Pennsylvanians, 

their care partners, healthcare and social service providers, and others to inform them of the value that 

SCCs can provide for those who participate.  

Value of SCCs: Based on the experience of the survey respondents, SCCs provide important value to 

older Pennsylvanians who regularly participate. The three most important benefits noted are regular 

means for socialization, a broad range of activities, and nutritious meals. These and other value 

propositions articulated by the survey respondents should be emphasized in any efforts to reframe SCCs. 

Reframing Public Perception on Aging: All Pennsylvanians are aging and the more people in the 

Commonwealth embrace this idea the closer we will come to diminishing the stigma of aging, and by proxy 

the stigma associated with participating in a SCCs. This challenge is one of the primary reasons cited by 

respondents for why older people do not attend SCCs. In reframing communications about SCCs, we 

must also continue the work to promote a more complete understanding of aging as a whole. Reducing 

the stigma of aging will support efforts to improve understanding of SCCs as places that are vibrant, 

welcoming/inclusive of all older Pennsylvanians, valuable through the resources, programs, and services 

provided, and diverse, both in who they serve and in what they offer. 

Marketing and Communications Capacity: About 40% of respondents indicated that they have 

rebranded their SCCs in the past decade and did so to primarily modernize an outdated image and to 

reach new audiences or expand existing audiences. Most SCC directors take the lead in their marketing 

and communications efforts, in conjunction with staff support and/or in partnership with their local AAA. 
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The greatest challenges are lack of funding, time, and expertise to devote to effective marketing and 

communications strategies.  

What’s Needed by SCCs for Reframing: When asked what communications-related support would be 

helpful, respondents indicated that a range of materials would be useful, such as templates for marketing 

materials, talking points/messages that reflect the value of SCCs, assistance with media partnerships, and 

support for social media and other digital outreach. In addition, SCCs prioritized in-person training for 

educational opportunities to reframe communications about their SCCs. This need for diverse resources 

reflects the broad interest and recognition of the importance of on-going communications that could 

reframe their centers to reach a wider range of audiences who can benefit. 
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Appendixes 
Appendix A: Reframing Communications about Senior Center Project Overview 

The Pennsylvania Department of Aging (PDA) and the National Center to Reframe Aging are collaborating 

with key communities of interest and older Pennsylvanians to better understand perceptions and increase 

public awareness, engagement, and investment in Senior Community Centers (SCCs). An advisory 

committee, composed of professionals working in the SCC space and older Pennsylvanians, is helping to 

guide the process. 

A three-phase approach is underway, involving 1) to explore perceptions of SCCs, 2) to review current 

communications about SCCs, and 3) to identify best approaches to promote and strengthen SCCs, as 

follows:  

➢ Phase 1: Mapping the Terrain – The focus of the first phase is a statewide survey of aging 

network professionals to better understand the current practices of SCCs regarding branding, 

communications, public perception, services/activities, participation levels, and satisfaction. This 

survey will help inform further work by filling in gaps in understanding of the what and how of SCC 

communications. This Phase 1 report provides insights from the survey, which is being distributed 

to SCCs and other stakeholders in Pennsylvania. 

➢ Phase 2: Developing the Strategy – Informed by the Phase 1 survey findings, the Phase 2 

qualitative research will include stakeholder interviews, experimental surveys, and focus groups 

with a representative sample of Pennsylvania residents, to identify and test effective ways to 

reframe how the public understands and values SCCs. This research will produce a strategic brief 

and inform recommendations for moving forward. The FrameWorks Institute is the research partner 

for Phase 2. 

➢ Phase 3: Equipping the Network – The final phase will create and disseminate practical tools and 

educational materials and will recommend an action plan to help the aging network implement the 

new framing strategies and support policy changes. 

 

  

https://www.frameworksinstitute.org/
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Appendix B: Senior Community Center Survey Questions 

Background on Your Senior Center 

1. What is the name of your senior center?  

2. In what zip code is your senior center located? 

3. In what year was your senior center established? 

4. Which one of the following best describes your center? 

SCC Participation and Capacity 

5. Roughly what percent of your senior center members/participants are from each of the following 

age ranges?  

6. At approximately what percent capacity is your center currently? 

7. Based on your experience, what is the top reason older people participate in your center’s 

programs? 

8. Which groups do you find most difficult to engage in your center’s programs and services? [Select 

all that apply] 

9. Based on your experience, what are the top reasons older people do NOT join your center and/or 

participate in your programs? [rank choice] 

Communications and Messaging 

10. What three words best exemplify to you the value of senior centers? 

11. Does your center have a motto or tagline? 

12. From the list below, select the formats that are used to promote your senior center locally? [Select 

all that apply] 

13. What are the top three messages your center tries to communicate to the public? 

14. Who are your primary target audiences for outreach and communication? [Select the top 3 target 

audiences] 

15. What challenges does your center face when it comes to communication and outreach? [Select all 

that apply] 

16. If you could improve one aspect of how your center is perceived in the community, what would it 

be?  

17. Over the past ten years, has your center rebranded itself, such as changing its name, 

mission/vision, identity, logo, etc. ? [Yes or No] 

a. If yes, For what reasons did your center rebrand? Select all that apply: 

i. Please share any additional information about your center’s rebranding. [Open text 

box] 

b. If no, If you were to rebrand today, for what reasons would you do so? 

18. What types of support or resources would help you improve how you communicate about your 

center? [Check all that apply] 

Programs and Services 

19. What programs, services, and activities are offered at your center? [Select all that apply] 

20. Of the activities offered, what are the three most popular? [Select only three] 

21. Does your center conduct satisfaction surveys of activities and programs? 

a. If yes, Do you use satisfaction survey responses in messaging, and marketing/promotion, 

such as sharing perspectives about the most popular programs?  



 

20  Reframing Communications about SCCs: Phase 1 Brief 
© Copyright 2025, National Center to Reframe Aging 

b. If no, What is the greatest barrier to conducting satisfaction surveys? 

Staffing 

22. How many staff and volunteers do you have at your center? 

23. For how long have you been working at the center?  

24. What is your title? 

25. Who is primarily responsible for communication and outreach at your center?  

26. Have you or any staff at your senior center participated in a Reframing Aging training offered by 

the Center to Reframe Aging? 

27. What educational formats on communications strategies would be most helpful to you and your 

staff?  
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Appendix C: Profile of Senior Community Center Survey Respondents 

Year Senior Community Center was Established 

Based on the decades in which respondent SCCs were established (as shown in Figure 12), more than 

60% of SCCs were established 40 or more years ago; 11% of SCCs were launched over the most recent 

two decades. These findings show that the SCCs that responded to the survey have been long-standing 

entities in their communities. 

 

Figure 12 Decades in which the Senior Community Center (SCC) represented in survey responses were established. 

Type of Senior Community Center 

The most common type of SCC (81% of 

respondents) is funded by and affiliated with 

the local Area Agency on Aging. About 8% of 

SCCs are stand-alone/privately owned, such 

as those affiliated with communities of faith, 

with another 2% being part of their local 

Recreation and Parks Department. Many of 

the privately-owned SCCs indicated that they 

receive some of their funding from the local 

AAA to provide services such as congregate 

meals, and/or have AAA services on site. The 

common affiliation of AAAs with SCCs 

throughout Pennsylvania reflects a close 

financial and supportive relationship. 

Capacity of Senior Community Centers 

The survey queried about current capacity, i.e., the ratio of current number of participants to the maximum 

possible number of participants a center can accommodate, e.g., 100% is full capacity, while 50% is half 

capacity or half of the number that can be accommodated by a center. The responses ranged from a low 

of 10% to a high of 100% capacity, with an average capacity of 59%. Only 12 SCCs indicated a capacity 

of lower than 25%, while 100 SCCs, or 35%, indicated they were at 75% or greater capacity. Only 14 

SCCs, or 5% of respondents, are at full capacity. These findings indicate that most SCCs responding to 

the survey have unfilled capacity with the potential to welcome many more older people. 

31% 24% 15% 9% 5% 6%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

9%

SCCs Represented in Survey by Decade Established

1966-1975 1976-1985 1986-1995 1996-2005 2006-2015 2016-2025

81%

8%

2%
9%

SCCs Represented in Survey by Type

Funded and affiliated with
the local Area Agency on
Aging
Stand-alone senior
center/privately managed

Part of Parks and
Recreation Department of
local government
Other

Figure 13 Pie chart representing the various types of SCCs that 
responded to the survey. 
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Staffing Levels and Tenure 

The survey asked about full- and part-

time staff and volunteers. The number 

of staff and volunteers at SCCs varied 

considerably among the respondents. 

Full-time staff ranged from 0 to 25 

persons per center, with 65% of 

respondent centers having none or 

only one full-time staff (Figure 14). 

Part-time staff ranged from 0 to 40 

individuals per center. Volunteers, an 

invaluable asset to SCCs given the 

common low staffing at SCCs, ranged 

from 0 to several hundred volunteers 

among respondent SCCs.  

Survey respondents, as noted earlier, are primarily directors and managers, and were asked about how 

long they have worked at the center (figure 15). Approximately 45% of respondents indicated that they are 

fairly new to their center – a tenure of less than one year up to 5 years – while another 19% indicated they 

have worked at their center for 6 to 10 years and 12% indicated they have worked at their center 21 or 

more years. These results reflect the significant trend of high turnover of staff in the health and social 

services sectors that can significantly affect the capacity of staff to innovate their programming and 

services, and to conduct impactful communications and outreach efforts, among other activities dedicated 

to modernization.  

 

Figure 15 Years of survey respondents’ service at their SCC, based on 267 respondents. 

Most Popular Programs 

SCCs ranked the most popular programs offered at their centers that continue to engage older people. 

The following are the most popular:  

• Congregate meals 

• Exercise programs such as Tai Chi, 

EnhanceFitness, group walking 

• Holiday celebrations 

• Mahjong, bingo, or other board games 

• Art 

In addition, many centers reported offering other programs and services such as Medicare and benefits 

assistance and counseling, financial planning, evidence-based programs such as chronic disease self-

management education and falls prevention, movies, cooking, book clubs, and intergenerational 

programming. Only 10% of respondent SCCs indicated that they offer pickleball, which has become very 

popular among all generations over the past decade. 

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Survey Respondents by Years of Service

1 – 5 Years [38%] 6 – 10 Years [19%] 11 – 15 Years [15%]

21+ Years [12%] 16 – 20 Years [9%] Less than 1 Year [7%]

0%

20%

40%

60%

80%

100%

SCCs Represented by Staff Levels

0 FT staff [28%] 1 FT staff [37%] 2 FT staff [15%]

3 FT staff [4%] 4 FT staff [4%] 5 to 9 FT staff [7%]

10 to 19 FT staff [4%] 20 to 25 FT staff [1%]

Figure 14 Column chart depicting the staffing levels of SCCs represented in the survey 
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