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Age and Internet use.

Where do they go — what do they do?

So What?



Who uses the Internet the most?
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Geography is a better Education is a better
proxy than age proxy than age

93% of people (< 70 years old) with a
university degree access the Internet from
home

Access to the Internet is 20% higher in the
north than the south of the country



% of age group with internet access at home
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Socio Economic Group is
a better proxy than age



Average monthly hours online
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There is NO simple connection

between a person’s age and their
use of the Internet
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Average age = 40 years old



adds 55 profiles /day

Low take-up of age specific
social networking sites



“..what sources of information did you use
for the last major product you

purchased...”

Ads in print media

Ads in radio / TV

Editorial in print media
soclal networking sites
Web sites of the company

Independent review sites



18-24 25-29 30-39 40-49 50-64 65+

Ads in print media 22% 20% 13% 16% 27% 17%
Ads inradio/ TV 21% 22% 10% 15% 17% 10%
Editorial in print media 15% 11% 70% 13% 13% 17%
Soclal networking sites 16% 9% 3% 1% 3% 0%

Web sites of the company  40% 32% 29% 46% 38% 29%

Independent review sites 17% 21% 14% 24% 20% 16%
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The habits of older and younger
Web users are different but NOt

that different.



physiological ageing matters




» Inhibitory deficit

» Processing speed

Cognitive Ageing
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age-silo and age-neutral
marketing need different strategies
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Web video Is important when
marketing to all ages of consumers
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% % % % % 14,368 ratings 4,821,202 views



Within 24 months between 75%
and 95% of the Internet’s traffic
will be video
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Test the Web site with
the Intended audience




Spend 5-10% of Web
development budget on testing



5 Convert words into actions

1. Apply the knowledge
2. Be committed
3. The devil Is In the detall
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