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These days, speak-
ing to someone with 
a real Boston accent 
is as rare an experi-
ence as finding a 
good lime rickey. 
Today, only about 
15 percent of area 
residents still say 
“Hahvahd” without 
an ironic smirk—and 
many of those have 
retreated to pockets 
of Dorchester and 
Charlestown. None-
theless, years after 
Robin Williams first 
mangled “retahded” 
on movie screens 
across America, 
national companies 
are still using the 
accent as their go-to 
advertising gimmick.

We know this 
should offend us 
—have we nothing 
else to offer the 
world but lobster 
and a tendency to 
drop our r’s? “It’s 
passé,” says BU 
advertising profes-
sor Tobe Berkovitz. 
“I think they do it to 
be cute and to tag on 
to Boston traditions 
that really aren’t 
there anymore.” (Or, 
as one commenter 
noted on a blog 
recently: “I want 
to stab whatever 
a--holes think this is 
clever marketing.”) 

And yet, as the 
success of these 
recent ad campaigns 
suggests, the only 
thing stronger than 
our pride is our fond-
ness for Old Boston. 
Make that Bahston.  
eva medoff

To promote a new route, AirTran “tried to connect  
Boston with things that are popular in Baltimore,” says 

airline spokeswoman Cynthia Tinsley-Douglas. “So  
that would be crabs.” Poor Baltimore.

branding 
The 
accenT 
ThaT 
Wouldn’T 
die

“No matter where you are in the country,” notes  
Emily Reid of Maker’s Mark, “everybody loves the  

Boston accent—unless you’re a Yankees fan.” Goes to  
show you can live in Kentucky and still get us.

“Boston has this amazing sense of pride in the accent, so we tapped 
into that,” says Tara McRae of the Puma marketing team. T-shirts 
from the campaign sold briskly at recent Fan Pier parties. Wicked.


