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#1
INTRODUCTION

GWI Audience Reports examine the digital behaviors and profiles of key interest groups – with 
this report placing a spotlight on the Baby Boomer generation (those aged 53-64 in 2015). 

Although Boomers often lag others when it comes to digital trends, this wealthy and asset-rich 
group remain a key target for brands and advertisers alike. As a result, this report draws on 
our two most recent waves of research (with a global sample size of 83,806 online adults aged 
16-64) to focus on:

• The profile of Baby Boomers – from their professional lives and wealth profiles to their 
attitudes, interests and motivations, what are the defining characteristics of this group?

• Device ownership and usage – how many Boomers have smartphones, and how many are 
engaging with tablets and wearables?

• Internet behaviors – what do Boomers do online, and how do they consume media? 

• Social trends – which social networks are the most favored, and how do Boomers behave 
inside the social space?

• E-commerce figures – how many are buying products online, and in which categories?

• Brand engagement channels and preferences – how do Boomers discover, research and 
interact with brands while online?

Similar reports are available on Gen X, Millennials and Teens, as well as a range of other key 
audiences (including the Top 1% and Business Leaders). All of our Audience Reports can be 
downloaded from the Insight Store.
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Need a market-specific look at this subject? Or want to explore these behaviors and trends for 
a different audience? GWI is now offering clients the chance to customize any of our reports or 
infographics to reflect their target audiences or priority markets. 

With prices starting from just £299 / $450, this option allows existing data to be re-cut by 
any of the audiences, markets, behaviors or attitudes tracked in the GlobalWebIndex survey – 
with final outputs featuring tailored commentary and professionally designed visuals. For more 
information, get in touch with our Head of Trends, Jason Mander – jason@globalwebindex.net.

Create custom audiences in our Audience Builder and explore their demographics and digital 
behaviors to help you target the customers you want. 

From Sports Fans to Early Tech Adopters, Snapchatters to Online Shoppers, use our powerful 
PRO platform to create bespoke audiences based on shared interests, demographics, attitudes 
or behaviors. To start, click on ‘My Audiences’ in PRO.

Alternatively, choose from our extensive list of Default Audiences, covering the most important 
demographics and marketing personas, as well as all of the audiences covered in past reports.

CUSTOM REPORTS AND INFOGRAPHICS

PRO USER?
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Each year, GWI interviews more than 170,000 internet users across 32 markets – making it the largest on-going study into the 
digital consumer instigated to date.

Research is conducted in quarterly waves, each of which 
has a global sample size of more than 40,000 internet 
users. Typically, we interview between 3,000 and 4,000 
people per year per market, with larger sample sizes in key 
countries such as the UK and the US (30,000 each). Data is 
collected in the last six weeks of every quarter, ensuring it is 
as up-to-date as possible. In this particular report, we draw 
primarily on our Q3 and Q4 2014 waves of research among 
83,806 adults. 

Respondents complete an online questionnaire that uses 
stratified sampling techniques to ensure that they are 
representative of the internet population aged 16 to 64 in 
each country (with correct proportions in terms of gender, 
age and educational attainment). 

EMEA
UK / Ireland / France / Germany / Italy / Spain / Netherlands / Poland 
/ Turkey / Russia / Sweden  /  Saudi Arabia  / UAE  /  South Africa

AMERICAS
US / Canada / Mexico / Brazil / Argentina

APAC
China / Hong Kong / Singapore / India / Indonesia / Japan / Taiwan / 
Vietnam / Thailand / Malaysia / South Korea / Australia / Philippines

NOTES ON 
METHODOLOGY

A wide range of definitions exist when it comes to well-known generational groups such as Gen X and Baby Boomers. Within our 
sample of 16-64 year-olds, GWI uses the following age-bands:

Millennials/Gen Y – those aged 18-32 in 2015
Generation X – those aged 33-52 in 2015
Baby Boomers – those aged 53-64 in 2015 

For clients using slightly different age-bands, these definitions can be modified accordingly on the PRO Platform.

DEFINING BABY BOOMERS
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#2
KEY TRENDS AND 
NUMBERS

• While Boomers account for 12% of adult internet 
users globally, the figure can exceed 25% in mature 
internet markets like the Netherlands and Australia 
and then fall as low as 2% in emerging internet 
markets such as Vietnam, Indonesia and Saudi Arabia. 
Quite simply, low internet penetration rates typically 
found in fast-growth countries mean that their online 
populations tend to be much younger; in the years 
ahead, though, that means the greatest growth in the 
numbers of online Boomers will be coming from these 
emerging internet nations.

• Members of this generation are more likely than 
average to be in rural areas (16%), to have left 
school aged 16 (9%) or 18 (23%) and to be divorced or 
widowed (17%). Nevertheless, they are still most likely 
to be in a city (53%), to have a university degree (34%) 
and to be married (65%).

• Boomers under-index significantly for owning a 
smartphone (60%) or tablet (38%), with PCs/laptops 
remaining by far the most favored. This is reflected in 
their (much) lower usage levels for the mobile internet 
– Boomers spend just 0.61 hours on the mobile web 
per day, compared to a global average of 1.88 hours.

• Despite being some of the most likely to express 
online privacy concerns, Boomers are among the least 
likely to take direct steps such as deleting cookies or 
using private browsing windows (around a third are 
doing both of these on a monthly basis). 

• Boomers consume more traditional/linear TV per 
day than any other age group (3.26 hours, vs the 
average of 2.57 hours). This is in line with the stronger 
premium they attach to traditional/offline channels 
more generally; when it comes to product/brand 
discovery, it’s certainly not a coincidence that they 
over-index the most for in-person recommendations, 
in-store displays and coverage in physical print press.

• Facebook still rules the social networking space, 
with two thirds of Boomers having an account and 
36% actively using the network. That said, active usage 
rates slipped by seven percentage points over the last 
year and, on a monthly basis, YouTube is attracting 
more visitors than Facebook. What’s more, smaller 
networks are seeing gentle rises in engagement as 
multi-networking behaviors flourish.

• E-commerce rates among Boomers are only slightly 
behind the average, with 60% of this generation 
having purchased a product online in the last month. 
However, PCs/laptops dominate this process much 
more strongly for Boomers than other audiences: 
57% are buying via one of these devices, vs just 14% 
for mobiles and 9% for tablets. As elsewhere, helping 
this generation to overcome their reservations 
surrounding mobiles and tablets remains one of the 
biggest challenges.
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PROFILING  
BABY BOOMERS #3
• Globally, Boomers account for 12% of adult internet users aged 16-64. This share 
rises much higher in mature markets like the Netherlands and Australia (25%+) but can 
fall as low as 2% in markets such as Saudi Arabia and Indonesia. 

• Boomers are most likely to be living in cities (53%), to have a university degree (34%) 
and to be married (65%). Compared to other generations, though, they over-index the 
most for being in rural environments (16%), for having left school at the ages of 16 
(9%) or 18 (23%) and for being divorced or widowed (17%).

• 75% of Boomers own at least one property – whether outright or with a mortgage – 
while 82% have at least one car in their household.

• In terms of attitudes, Boomers over-index strongly for having an anti-tech sentiment 
and for being concerned about their privacy. In relation to interests, they are furthest 
ahead of other generations for politics, pets, nature and books.

• Over 50% of Boomers take a foreign vacation at least once a year, while over 80% are 
taking at least one domestic break over the same period.

KEY STATS
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The Baby-Boomer generation – those who are 53-
64 years-old in 2015 – account for 12% of global 
internet users aged 16-64.

That makes them a much smaller cohort than 
Millennials (48%) or Gen X (40%), with the skew 
towards young online populations within fast-
growth nations being a major contributor of this. 
Indeed, while internet penetration in countries 
such as the US and UK now stands at 85%+, it is 
yet to hit the 20% level in markets such as India or 
Indonesia – which means their internet populations 
are dominated by younger demographics. 

This comes through particularly clearly in the 
country-by-country figures in Chart 1; Baby 
Boomers account for at least a quarter of internet 
users in places like the Netherlands, Australia, 
Germany, the US and Sweden but as few as 2% in 
Saudi Arabia, Indonesia and Vietnam. There is in 
fact a pretty clear division to be seen here: mature 
internet markets appear in the top half of the list, 
with Boomers typically comprising at least 15% of 
their internet users, whereas fast-growth nations 
are in the lower half.

Figures by gender and income are relatively even; 
men (54%) are slightly ahead of women (46%), but 
the differences are hardly profound. Bigger divisions 
emerge when we look at living environments; over 
half (53%) of Boomers are in cities. Despite this, 
Boomers actually under-index here compared to the 
global average; although just 16% report living in 
rural environments, that makes them 1.5x as likely 
to say this.

Looking at how Boomers compare to the average 
is also relevant in relation to education; despite 
this audience being most likely to say they reached 
degree level (34% did), that makes them 20% less 
likely than the average person to have done this. 
In contrast, they over-index notably for having left 
school at the ages of 16 or 18. 

PROFILING BOOMERS: DEMOGRAPHICS

Chart 1:  Profiling Boomers: Demographics

Source: GlobalWebIndex Q3-Q4 2014 
///  Base: Internet Users Aged 16-64
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For obvious age-based reasons, Boomers are 
nearly 4x as likely as others to be divorced or 
widowed (17% are). Nevertheless, the vast majority 
of them are married (65%). Just over three quarters 
have children. 

Interestingly, over a fifth of Boomers report living 
by themselves (22%), with some 6% have their 
elderly parent(s) in residence.

Source: GlobalWebIndex Q3-Q4 2014
///  Base: 10,483 Internet Users Aged 52-64
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Source: GlobalWebIndex  Q3-Q4 2014  
///  Base: 10,483 Internet Users Aged 52-64

Chart 2:  Profiling Boomers: Wealth

PROFILING BOOMERS: WEALTH

As we would expect given their age profile, 
Baby Boomers are a relatively affluent bunch. 
To take property first, an impressive 55% say 
that they own at least one property outright 
and some 31% own at least one house with 
a mortgage – with Boomers over-indexing 
on both measures. In contrast, just 25% say 
that they don’t own any property at all. Similar 
patterns emerge for cars: 82% of Boomers 
have at least one vehicle in their household, 
but they over-index the most strongly for 
owning 2+ cars.

As Chart 2 shows, Boomers are an asset-
rich generation. Nearly three quarters have 
additional wealth in the form of cash/savings/
pension funds and close to a third have 
stocks/shares/bonds. Small but important 
minorities have gold (11%) or art/antiques 
(6%). Nevertheless, if we look at the estimated 
value of these additional assets, it’s clear that 
property remains the biggest asset of all for 
this generation.
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Chart 3: Profiling Boomers: Professional Life

Source: GlobalWebIndex Q3-Q4 2014  ///  Base: 10,483 Internet Users Aged 52-64

PROFILING BOOMERS: PROFESSIONAL LIVES

Fewer than 40% of Boomers describe themselves as full-time workers, with this 
generation much more likely than average to be retired, unemployed or self-
employed. They also over-index for working on a part-time basis. 

In terms of positions, it’s not a surprise to see this older audience over-indexing 
for the most senior ones: they are 1.5x as likely to be in a C-Suite or Director role. 
But with the biggest single group being in non-managerial positions, it’s clear that 
there’s something of a divide among this audience.
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GWI’s survey tracks more than 75 different attitudes and 
self-perceptions, allowing us to compare Baby Boomers 
against the average internet user.

If we look at the 10 biggest over-indexes – that is, the places 
where agreement among Boomers is furthest ahead of the 
equivalent figure among all internet users – the age-profile 
of this audience has an obvious impact. Boomers lead other 
groups for preferring face-to-face rather than digital forms 

PROFILING BOOMERS: ATTITUDES AND INTERESTS

Chart 4: Profiling Boomers: Attitudes

of communication and for being indifferent to current 
trends. 

But there are less obvious trends in evidence too. So, while 
Boomers are keen deal-hunters they are also willing to stick 
to brands that they like. Privacy matters too: this group is 
more likely to express concern about how their data is being 
used and about staying anonymous on the internet. This 
marks them apart from younger generations, and Millennials 

Question: To what extent do you agree/disagree with the 
statements below? Somewhat agree, Strongly agree  /// Source: 
GlobalWebIndex Q3-Q4 2014  ///   Base: 10,483 Internet Users 
Aged 52-64

Want to explore this data on the PRO Platform? Search “Self-
Perceptions’ in the free search bar or click Personal Profiling > 
Attitudes & Lifestyle > Self-Perceptions



13

in particular: while the older age groups are more likely to express concern about this, younger ones more likely to be taking direct 
action.

When we turn our attention to the 15 attitudes where overall levels of agreement are highest, Boomers are a skill- and knowledge-
driven group who place a strong premium on family values and keeping in touch with current affairs. What’s more, despite this 
group being the most likely to express an anti-tech sentiment, it’s still three quarters of them who say the internet is the first 
place they look when they need information.

In terms of interests, the Boomer generation shows several overlaps with other groups – with options like food/cooking, music and 
travel all scoring highly. It’s their over- and under-indexes which are arguably most revealing here, though. They are considerably 
behind other generations in terms of the premium attached to gaming, fashion and adventure sports, whereas they are ahead of 
the curve for areas such as politics, pets and books.

Chart 5: Profiling Boomers: Interests

Want to explore this data on the PRO Platform? “Interests” in the 
free search box, or click Personal Profiling > Interests > Areas of 
Interest.

Question: Here is a list of topics that may interest you. Can you please indicate 
which of these you are strongly interested in? ///  Source: GlobalWebIndex Q3-Q4 
2014  ///  Base: 10,483 Internet Users Aged 52-64
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With four fifths of online Baby Boomers saying it’s important for them to keep up with news and current events, it’s clearly 
significant that over half say they use the internet for exactly this purpose. In fact, this motivation out-scores all others and is 
one of the only places where Boomers over-index compared to other generations. 
 
The role of the internet as an information source is also apparent: close to 1 in 2 are using it to research products or to look for 
information more generally. 

PROFILING BOOMERS: INTERNET USAGE MOTIVATIONS

Want to explore this data on the PRO Platform? 
Enter “Internet Usage Motivations” in the 
free search box, or click Internet Landscape > 
Internet Usage Motivations. Alternatively, you 
can download our pre-cut “”Internet Usage 
Motivations” data packs.

Question: How important are the reasons below for you using 
the Internet? Very Important  ///  Source: GlobalWebIndex Q3-
Q4 2014  ///  Base: 10,483 Internet Users Aged 52-64

Chart 6: Top Reasons for Using the Internet
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In one of the newest additions to our survey, we look at 
the numbers who play/take part in various sports and 
follow/watch a range of sporting competitions. 

Given the age profile of Boomers, it’s not a surprise to 
see them under-indexing dramatically for participating 
in all of the sporting activities tracked in our chart. 
Swimming is by far the top option (15%), following by 
cycling and table-tennis (on 8% each) and then golf 
and tennis (5% each).

PROFILING BOOMERS: SPORTS

Chart 7: Profiling Boomers: Sports

As we would expect, the results are much higher when we switch 
our focus to spectating via TV. Now, football/soccer rises to top 
position (47%), with athletics, tennis and swimming all competing 
for second position on close to 40%. 

Boomers are also much more in line with the average when it 
comes to watching individual leagues/competitions. Predictably, 
the Olympics is the biggest draw of all, with about three fifths 
watching both the Summer and Winter versions. This makes them 
by far the most popular sporting competition tracked in our survey, 
as well as the one where Boomers over-index the most. 
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Want to explore this data on the PRO Platform? Enter “Sports” in the free search box, or 
click Personal Profiling > Sports

Question:  Which of the following sports do you play or watch on TV? Which of the following sporting 
leagues do you watch on TV?  ///  Source: GlobalWebIndex Q3-Q4 2014
///  Base: 10,483 Internet Users Aged 52-64
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Boomers remain a particularly important audience 
when it comes to travel. Although they are notably 
less likely than average to be traveling internationally 
for work – a result of so many in this generation 
being retired or else working in non-managerial roles 
– over half take foreign vacations on an annual basis 
and more than four fifths take domestic breaks.

While the majority of Boomers are vacationing once 
a year or less, there are small minorities who take 
trips on a much more frequent basis. Some 16% take 
domestic breaks each quarter, for example, while 4% 
do the same on an international basis.

PROFILING BOOMERS: TRAVEL

Chart 8: Travel Behaviors

Want to explore this data on the PRO Platform? Click on Personal 
Profiling > Travel > Travel Frequency

Question: Which of these best describes how often you do each of the following 
activities? ///  Source: GlobalWebIndex Q3-Q4 2014  ///  Base: 10,483 Internet Users 
Aged 52-64
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DEVICE TRENDS

#4

• By some distance, PCs/laptops are still the top devices and online access points for 
Boomers. Just 60% own a smartphone and an even lower 46% are using mobiles to get 
online. There are similar under-indexes for tablet ownership but Boomers are furthest 
behind the global average for owning/using wearable devices.

• Samsung is the top mobile handset brand (33%), followed by Nokia (16%). That the 
latter has displaced Apple’s iPhone to third position is a reflection of Boomers over-
indexing for owning feature phones.

•  Boomers are some of the most likely to express concerns about online privacy but 
among the least likely to take any proactive steps to safeguard this (i.e. to delete cookies 
or use private browsing windows, which about a third are doing each month).
 

KEY STATS
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PCs/laptops continue to dominate for Boomers; they 
are the devices that members of this generation are 
most likely to own and most likely to use in order to 
access the internet. 

Smartphones are a much weaker second among this 
audience than they are for other generations; only 
60% say they personally own one, and just 46% are 
using mobiles to get online. In both cases, that means 
Boomers under-index dramatically. In contrast, they are 

DEVICE OWNERSHIP

Chart 9: Device Ownership and Usage 

Want to explore this data on the PRO Platform? Enter “Device Ownership” or “Internet Device Access” in the free search box, or click Internet Landscape > Access Points > 
Device Ownership OR Internet Device Access

Question: Which of the following devices do you personally own? ///  NOTE: Respondents see the following definitions/illustrative examples:
Smartphone: a phone that allows you to download apps, send/receive emails and browse the internet.  Smartphones include iPhone, Blackberry and Android phones such as the Samsung 
Galaxy s5   ///   Tablet: e.g. an Apple iPad, Samsung Galaxy Tab, Microsoft Surface, Google Nexus   ///   Smart TV: a television that can connect to the internet   ///   Smart Wristband: e.g. Nike 
Fuelband, Jawbone Up, Adidas miCoach   ///   Smartwatch: e.g. Pebble, Sony Smartwatch, Samsung Galaxy Gear

Question: In the past month, from which of the following devices have you accessed the internet either through a web browser or an application?
///  Source: GlobalWebIndex Q3-Q4 2014 ///  Base: 10,483 Internet Users Aged 52-64

35% more likely than average to own a feature phone. As a result, 
it’s in this generation where the biggest shift to smartphones and 
the mobile internet is yet to take place.

Boomers are behind average for most of the other devices tracked 
in our chart too – with only 38% having a tablet and a quarter 
having a smart TV. This trend is especially pronounced in relation 
to wearables; the proportions with a smartwatch or wristband 
stand at just 3% and 2% respectively.
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Globally, 3G remains the most common mobile internet connection type; this is 
also the case among Boomers – with 3G on 18% and 4G on 13%. Significantly, 
almost as many Boomers say they normally connect via WiFi only as via 4G.

In line with global trends, Samsung is the most popular mobile handset brand (33%). 
But while the iPhone takes second place globally, it’s Nokia which claims second 
spot for Boomers. In fact, this audience is 30% less likely than the average person 
to have an iPhone and they under-index for all of the smartphone-producing 
manufacturers tracked in our chart. Once more, we thus see this audience’s 
lingering fondness for feature phones as well as their hesitation about embracing 
the mobile internet.

MOBILE AND TABLET TRENDS

Chart 10: Mobile Trends

Want to explore this data on the PRO Platform? 
Enter “Connection Speeds” in the free search 
box, or click Mobile > Mobile Specifications > 
Mobile Connection Speeds

Want to explore this data on the PRO Platform? 
Enter “Mobile Brand Ownership” in the free 
search box, or click Mobile > Handset Brand > 
Mobile Brand Ownership

Question: When using the internet on your personal mobile 
phone, what type of service/connection do you use? 
///  Source: GlobalWebIndex Q3-Q4 2014
///  Base: 10,483 Internet Users Aged 52-64

Question: Which of the following mobile brands do you 
currently own? ///  Source: GlobalWebIndex  Q3-Q4 2014 ///  
Base: 10,483 Internet Users Aged 52-64
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In relation to tablets, Apple’s iOS (on 9%) takes second position behind global 
leader Android (on 15%). All other operating systems then account for minor 
shares only, confirming that the tablet contest is a straight 2-way battle. As with 
mobiles, though, Boomers under-index across the board for tablet usage.

Chart 11: Top Tablet Operating Systems

Want to explore this data on the PRO Platform? Enter “Operating Systems” in the free search box, or 
click Tablet > Tablet Specifications > Tablet Operating Systems

Question: What operating system runs on your tablet? ///  Source: GlobalWebIndex Q3-Q4 2014 ///  Base: 10,483 
Internet Users Aged 52-64
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Boomers place a strong premium on online privacy. Some 55% say they prefer to be 
anonymous when online, with a similar proportion feeling worried about the internet 
eroding their personal privacy (an area where they over-index). Nevertheless, they 
are behind average in terms of all the online privacy behaviors tracked in our chart – 
indicating that they are some of the most concerned about privacy but some of the 
least likely to take direct action.

Boomers are most likely to have deleted cookies to prevent websites from 
remembering them – with just a third saying that they’ve done this in the last month 
and two thirds having done this at some point. 

It’s also just over a third who have used a private browsing window within the last 
month (35% have), with close to half having ever done this.

We find smaller numbers for some of the more niche/specialized behaviors. So, a 

PRIVACY TRENDS

Chart 12: Online Privacy Measures 

Want to explore this data on the PRO Platform? Enter “Online Privacy Measures” or “VPN” in the free search box or 
click Internet Landscape > Access Points > Online Privacy Measures OR Internet Landscape > VPN/Proxy Usage

Question: Which of the following things apply to you when you access the internet from your main computer? // When you access 
the internet, do you ever do so using a VPN (virtual private network) or proxy server? Can you please tell us why you use VPNs or 
proxy servers when browsing the internet?  ///  Source: GlobalWebIndex Q3-Q4 2014 ///  Base: 10,483 Internet Users Aged 52-64

fifth have recently used an ad-
blocker service, while a tenth are 
utilizing anti-tracking tools. 

It’s also about 1 in 10 who say they 
have connected to the internet 
via a Virtual Private Network 
(VPN) or Proxy Server, tools which 
allow individuals to get online via a 
remotely located server (which are 
often based in a different country). In 
terms of motivations for doing this, 
the search for better entertainment 
content is in joint top place with 
protecting one’s anonymity. 
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ONLINE BEHAVIORS

#5

• Boomers are spending an average of 4.41 hours on the internet each day, with 
mobiles capturing a much lower share of this online time than among other audiences 
(just 0.61 hours, or 14%).

• On a typical day, Boomers watch more traditional/linear TV than any other generation 
(3.26 hours). That compares to just 0.28 hours spent viewing online TV. Boomers are 
also the only generation where physical print forms of press remain ahead of online 
coverage (0.44 vs 0.38 hours).

• Two thirds of Boomers are second-screening as they watch TV, but – unlike globally 
– laptops and then desktop PCs remain the top devices for this.

• Boomers are most likely to carry out “functional” activities on the internet; checking 
the weather is the top online activity, checking email is the top reason for second-
screening and news/weather/mapping apps are the ones where they over-index the 
most.

KEY STATS
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Overall, Boomers are spending an average of 4.41 hours online per day – considerably below the global average of 6.15 hours. 

A lack of enthusiasm for the mobile internet is playing a large role in this; while Boomers are not too far behind the average in 
terms of time spent online via a PC/laptop/tablet (3.8 hours for Boomers vs 4.27 hours for all internet users), they lag dramatically 
behind when it comes to time spent on the mobile web (0.61 hours vs an average of 1.88).

Their dislike of the mobile internet finds further reflection if we look at mobile web time as a percentage of total time spent online; 
globally, 31% of online time is via a mobile, whereas among Boomers the equivalent figure is just 14%. 

Despite all this, the prevailing patterns here are still in line with the average: the year-on-year figures show an increase for 
mobiles and a decrease for PCs/laptops/tablets. The shifts are hardly dramatic but it’s a sign of things to come. 

If we look at specific media behaviors, offline forms of consumption remain in the lead for TV, radio and press. This is a significant 
departure from the global average; in virtually all countries and among almost every other demographic, online forms of press 
have overtaken physical print forms in terms of the media time they capture. Among Boomers, physical press (0.44 hours per 
day) is still just ahead of online (0.38 hours).

Elsewhere, Boomers are watching an average of 0.28 hours of online TV per day, vs. 3.26 hours for linear/traditional TV. That 
means just 8% of their TV is online, compared to 22% among all internet users. In fact, Boomers consume more traditional/linear 
TV each day than any other generation. 

TRADITIONAL VS DIGITAL MEDIA CONSUMPTION

Chart 13: Media Consumption Behaviors

Want to explore this data on the PRO Platform? Enter “Time Spent” in the free search box, or click Media Consumption > Cross Media Consumption > Time Spent... 
Alternatively, you can download our “Digital vs Traditional Media Consumption” report

Question: On a typical day, roughly how many hours do you spend on/doing the following?  ///  Source: GlobalWebIndex 2013 and 2014 (averages across each year) ///  Base: 25,526 & 
28,334 Internet Users Aged 52-64
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Second- or dual-screening has long been a mainstream 
behavior among internet users; while this is the case among 
Boomers too – with two thirds saying they’ve multi-tasked 
in this way while watching television – engagement is 
notably lower than among other audiences.

2ND SCREEN BEHAVIORS

Chart 14: 2nd Screening

Want to explore this data on the PRO Platform?  Click on Media Consumption > Second-Screen Consumption > Multi-tasking - TV and Online OR Second Screen Behaviors

Question: Which of the following devices have you used while watching TV? // The last time you were watching TV and using the internet, which of the following did you do?  ///  
Source: GlobalWebIndex 2013 + 2014 (averages across each year)  ///  Base: 25,526 & 28,334 Internet Users Aged 52-64

Globally, mobiles overtook laptops as the number one 
dual-screen device back in 2013; subsequently, they have 
opened up an eleven-point lead. Among Boomers, however, 
mobiles (22%) come a distant third behind laptops (35%) 
and desktops (26%). There are however some signs that this 
generation is beginning to catch up with the others; between 
2013 and 2014, laptops and desktops both fell in popularity 
while mobiles and tablets posted small increases.

In terms of specific activities, it is those of a slightly functional 
nature which top the table for Boomers: 30% have emailed 
while they watch TV (representing an over-index of 1.13) and 
about the same proportion have checked news websites. 
The top option globally – chatting to friends – lies in joint 
fourth position on 19%.
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Checking the weather is the most popular cross-
device online activity for Boomers (2 in 3 have done 
this within the last month). Globally, it’s watching 
video clips which takes pole position, followed by 
social networking; that these activities are once 
again superseded by relatively “functional” ones 
among the Boomers group is a further reflection 
of this generation’s higher age profile. 

Nevertheless, the importance of the internet as 
a content consumption channel is still clear from 
these figures. Over 6 in 10 are watching online 
video clips, 3 in 10 are streaming music and 1 in 4 
are viewing films as well as TV on-demand. 

Across all of these media-related activities, it’s 
important to recognize that the audiences on 
PCs and laptops remain by far the greatest. In 
part, this is a natural result of ownership and 
usage levels for these devices being the highest. 
Nevertheless, it also demonstrates just how 
favored PCs and laptops remain for content-
related behaviors, especially among older internet 
users. In today’s multi-device internet landscape, 
increasing engagement via mobiles and tablets will 
not affect this picture significantly. People are still 
likely to use PCs/laptops for some of their content 
consumption; they won’t simply be abandoned for 
other devices, especially as their larger screens will 
always command significant appeal.

That said, certain genres remain much more 
wedded to PCs and laptops than others. Aside 
from obvious mobile-centric behaviors such as 
location-based searches and instant messaging, 
the ratio between PC vs mobile engagement is 
closest for activities such as social networking 
and music streaming – meaning that these are 
the behaviors which, relatively speaking, Boomers 
have embraced the most strongly on mobile 
platforms. 

TOP INTERNET ACTIVITIES

Chart 15: Top 20 Internet Activities in Last Month

Want to explore this data on the PRO Platform?  Enter “Online Activities” in the 
free search box, or click Cross-Device > Online Activities - Cross-Device Split

Question: Which of the following have you done in the last month?  ///  Source: GlobalWebIndex 
Q3-Q4 2014 ///  Base: 10,483 Internet Users Aged 52-64
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On a monthly basis, social networking apps are the most popular among Boomers – just over a fifth are using them. 

Compared to all internet users, however, Boomers under-index notably for app usage, a reflection of their lower-than-average 
enthusiasm for smartphones. And it’s once again in relation to the most “functional” tools – e.g. news, banking and weather apps 
– where they come closest to the average.

TOP APPS

Chart 16: Top 15 App Types

Want to explore this data on the PRO Platform?  Enter “Applications” in the free search 
box or click Apps > Types of Applications

Question: Which of the following apps have you used in the past month? ///  Source: GlobalWebIndex 
Q3-Q4 2014 ///  Base: 10,483 Internet Users Aged 52-64
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SOCIAL NETWORKING

#6

• Facebook remains the top social network for membership and active usage; two 
thirds of Boomers have an account on the site, and 36% actively use it. 

• However, YouTube is the top platform in terms of monthly visits, while Facebook’s 
active usage slipped by 7 percentage points between 2013 and 2014. Smaller platforms 
like Pinterest, Instagram and Tumblr recorded small rises over the same period as the 
trend towards multi-networking continues to strengthen.

• Boomers are most likely to “follow” people they know on social media (65%), but over 
a quarter are “following” their favorite brands.

• Clicking the “like” button is the top behavior on Facebook – 29% of Boomers did this 
last month.

KEY STATS
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In the previous chapter, we saw that just over 50% of Boomers are using social networks on a monthly basis. Facebook is the 
dominant force here: two thirds of this audience have an account on the site and about a third describe themselves as an active 
user (those who have used or contributed to the service within the last month). 

TOP SOCIAL NETWORKS

Chart 17: Top Social Networks

Want to explore this data on the PRO Platform? Click on Social Media > Social 
Platforms > Account Ownership / Active User 

Question:  Account: On which of the following services do you have an account? // Active users: 
Which of the following services have you used or contributed to in the past month using any 
type of device? / Messaging Services: Which of the following mobile / tablet applications have 
you used in the past month? (on any device) ///  Source: GlobalWebIndex 2013 + 2014 (averages 
across each year) ///  Base: 25,526 & 28,334 Internet Users Aged 52-64
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As is also the case globally, Google+ and YouTube compete for second position among 
Boomers, with Twitter just behind. However, look at visitation rather than membership 
or active user rates and there’s a clear shift in the rankings; YouTube (64%) overtakes 
Facebook (60%) as the most visited site, while Twitter rises to third position, above 
Google+. All this gives clear proof that many people are using Facebook, YouTube 
and Twitter in relatively passive ways – e.g. visiting them without carrying out any 
actions. It also demonstrates that many YouTube visitors do not have accounts, and 
that measuring “active usage” on such a site tells only part of the story.

Analyzing year-on-year engagement rates shows that all four of the top platforms 
have seen declines in active usage, with the drop being most pronounced on Facebook 
(43% in 2013 to 36% in 2014). In part, this is the result of multi-networking becoming 
more prolific, with users maintaining profiles on a wider range of services. It’s 
certainly telling that some of the smaller networks such as Pinterest and Instagram 
recorded small increases over the period in question.

Within the app space, Facebook takes top spot once again with just under a quarter 
of Boomers using it. YouTube is a close second on 19%. The most popular messaging 
app is Facebook Messenger (12%) and then WhatsApp (11%), further underlining 
Facebook’s dominance in this area.
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Unsurprisingly, Boomers are most likely to “follow” people they know in real life on social media; some 65% are doing this, 
putting this generation absolutely in line with the average. After that, they then  under-index for all of the other categories tracked 
in our chart, a trend which is especially pronounced for actors, bloggers and vloggers.

SOCIAL “FOLLOWING”

Chart 18: Social “Following”

Want to explore this data on the PRO Platform? Enter “Types of People” in the 
free search box, or click Social Media > Social Platforms > Types of People/
Organizations Followed.

Question: Which of the following types of people or organizations do you prefer to follow online 
via social media services (i.e. Facebook,  Twitter, etc.)?   ///  Source: GlobalWebIndex Q3-Q4 2014 
///  Base: 10,483 Internet Users Aged 52-64
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Although this audience is about 30% less likely than average to follow favored brands, it’s still just over a quarter who are doing 
this (with about a fifth following brands they are thinking of buying from). That social networks, and Facebook in particular, 
continue to represent a major touchpoint is thus beyond doubt. Indeed, as Chart 19 shows, some 13% of Boomers are visiting 
branded pages on Facebook each month.

Chart 19: Top Actions on Facebook

Want to explore this data on the PRO Platform? Click on Social Media > Social Platform Past Month Activities > Twitter / Facebook Actions

Question: Thinking about when you use Facebook, can you please tell us if you have done any of the following within the last month?  ///  Source: GlobalWebIndex Q3-Q4 2014 ///  Base: 
10,483 Internet Users Aged 52-64
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As with most other audiences, Boomers are most likely to turn to social 
media in order to keep up-to-date with their friends. This does however 
represent a slight under-index compared to the average – a pattern which 
is in fact present for all of the top ten motivations. 

Segmenting Boomers on social networks based on their behaviors reveals 
that 55% can be characterized as “sharers” – those who are uploading 
photos, hitting “like” buttons, re-posting/re-tweeting or sharing content. 

Following behind in second place (40%) are the “commenters” group 
– those who have posted questions or comments across various social 
platforms. The “creators” come next (36%); these are networkers who are 
uploading videos, writing stories or blogs, running their own websites or 
contributing product ideas to campaigns. 

MOTIVATIONS FOR USING SOCIAL NETWORKS

Chart 20: Top 10 Motivations for using Social Networks

Want to explore this data on the PRO Platform? 
Click on Social Media > Social Network Services > 
Motivations to Use a Social Network

Question: What are you main reasons for using social networking 
services?  ///  Source: GlobalWebIndex Q3-Q4 2014 ///  Base: 
10,483 Internet Users Aged 52-64

Elsewhere, some 36% of Boomers are “socializers”, 
individuals who say they use the internet to stay 
in touch with friends or to keep others up-to-date 
with their lives. Meanwhile, 34% can be classified 
as “reviewers” – people who are posting reviews 
and opinions online.

The final group in the GWI Social Segmentation 
are the “passives”; this segment, which includes 
25% of Boomers, represents those not included 
in any of the other categories. These networkers 
are typically not interacting with content or fellow 
contacts in any major way. Tellingly, Boomers 
over-index more strongly here than for any of the 
other social segments tracked in our chart – being 
more than twice as likely to fall into this passive 
category.
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E-COMMERCE

#7

• Some 60% of Boomers purchased a product online last month, with PCs/laptops 
remaining fundamental to this (57% bought via one of these devices, vs just 14% for 
mobiles and 9% for tablets).

• Free delivery is the biggest online purchase driver for Boomers (53%), although this 
audience also over-indexes for easy checkout processes and rewards/loyalty points.

• About a third of Boomers bought some form of digital content last month, with 
e-Books (11%), music downloads (10%) and mobile apps (8%) scoring the highest figures.

KEY STATS
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Last month, 6 in 10 Boomers purchased a product 
via the internet – putting them only very slightly 
behind the global average (66%). 

The dominant role of PCs and laptops here is clear 
to see; 57% say that they used these devices for 
their purchase, underlining the enduring connection 
that they have with online commerce. 

That also means that almost everyone who is an 
online buyer is using PCs/laptops for at least some 
of their purchases; just 3% are using mobiles or 
tablets only. What’s more, the numbers buying via 
mobiles (14%) or tablets (9%) are considerably lower 
than average.

ENGAGEMENT WITH E-COMMERCE

Chart 21: E-commerce Behaviors

Want to explore this data on the PRO Platform?  Enter 
“Products Purchased” or “Products Researched” in the free 
search box, or click Commerce > Online Purchasing and 
Research. 

Question: Looking at the list of products and services below, which of the 
following have you purchased online in the past six months? And which of 
the following have you researched online prior to purchasing? ///  Source: 
GlobalWebIndex Q3-Q4 2014 ///  Base: 10,483 Internet Users Aged 52-64
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Of the 60+ distinct product categories tracked in the GWI survey, it is clothes (22%), books 
(18%) and gifts (18%) which Boomers are most likely to have purchased online within the last six 
months. 

Following behind are shoes, healthcare products, travel/holidays and a series of everyday grocery 
products – reflecting the importance of online supermarket shopping. 

As we might expect, most of the big-ticket items appear towards the bottom of the list – a result 
of these being the most infrequently bought categories as well as the digital consumer’s lingering 
reluctance to use the internet for particularly expensive purchases. 

When focus switches to the numbers who are researching these 60+ products online, some 
interesting differences emerge. If we look at the ratio of researchers to buyers, it’s clear that 
items fall into some distinct categories. Where a product has a ratio below 1, it means people 
are more likely to purchase it rather than research it online – i.e. for clothes, there are 0.73 
online researchers for every 1 online purchaser. Most of the products in this group are FMCG/
CPG products that are purchased on a regular basis (e.g. air fresheners, snack foods, chocolate, 
soft drinks, etc). In these instances, there is neither the need nor desire to invest much time in 
research; purchasing habits in these categories are fairly habitual or deal-driven, and the items 
in question are typically low-value ones. 

There are however a handful of items which do not fit these rules, including gifts, clothes, shoes 
and fragrances. It’s in these categories that we’re seeing a degree of showrooming; there’s an 
obvious benefit to investigating or testing the products in question to find the right fit or style, 
but some consumers are doing this in-store before completing their purchase journey online in 
order to access the best prices or to take advantage of convenient delivery options. 

Given the less digitally engaged nature of this audience, the existence of showrooming can seem 
a little surprising. As we saw earlier, though, the desire to find the best deals is one of the places 
where the agreement levels among the Boomer generation are highest – and furthest ahead 
of the average. 

At the other end of the spectrum are those product categories where the ratio is above 1. In 
these cases, people are more likely to be researching rather than buying them online; the highest 
figures of all are seen for cars, with a range of electronics products, furniture and financial 
products following behind. Here we’re seeing the webrooming trend in action; consumers spend 
time researching various options online and narrowing down the list of choices before completing 
their purchase journey offline inside a store. It’s no surprise that most of the categories 
susceptible to webrooming involve big purchases where the levels of investment (both financially 
and emotionally) are significant; whether to take advantage of in-store customer service, to test 
products for themselves or to gain a degree of reassurance before committing to purchase, 
webroomed products are those where the physicality of in-store retail often remains important.
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When we ask Boomers which factors are most likely to increase their likelihood of buying something 
online, one stands out particularly clearly: free delivery (53%). In fact, Boomers over-index more 
strongly here than for any other factor – although a quick and easy checkout process also has strong 
relative appeal for this group. 

Financial rewards (39%) and customer reviews (34%) are influential too, as are loyalty points (33%). 
Unsurprisingly, Boomers under-index on factors relating to social networking or connecting with 
online reps. They’re also 30% less likely to say that personalized recommendations carry appeal – an 
area where pronounced privacy and data concerns will be playing a major role. 

ONLINE PURCHASE DRIVERS

Chart 22: Top 10 Online Purchase Drivers

Want to explore this data on the PRO Platform? Enter “Purchase Consideration” in the free search box, or click Marketing 
Implications > Brand Activation > Motivation to Drive Purchase Consideration.

Question: Which of the following online activities from a brand are most likely to positively influence your consideration to purchase? ///  Source:  
GlobalWebIndex Q3-Q4 2014 ///  Base: 10,483 Internet Users Aged 52-64
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While Boomers are only slightly behind the global average 
when it comes to buying products and services via the 
internet, they are significantly behind for purchasing digital 
content. In fact, Baby Boomers are over 1.5x as likely to say 
they haven’t purchased any of the 15 or so options tracked in 
Chart 23. 

Topping the list are e-Books (11%), music downloads (10%) 
and mobile apps (8%). As we might expect, they are furthest 
behind the average when it comes to buying game-related 
content or digital gifts.

As with most other audiences, monetizing all content 
consumers remains a challenge. If we return to Chart 16, for 
example, it’s 20% of Boomers who say they’ve used a gaming 

DIGITAL CONTENT

Chart 23: Content in Last Month

Want to explore this data on the PRO Platform? Enter 
“Content” in the free search box, or click Content > Paid 
Content > Content Have Paid For

Want to explore this data on the PRO Platform? Enter “On-
Demand” in the free search box, or click Media Consumption 
> On-Demand

Question: Which of the following types of online content have you paid for in 
the past month?   ///  Source: GlobalWebIndex  Q3-Q4 2014 ///  Base: 10,483 
Internet Users Aged 52-64

Question: Which of the following services have you used in the last 
month? ///  Source: GlobalWebIndex Q3-Q4 2014 ///  Base: 10,483 
Internet Users Aged 52-64

app in the last month; here, though, we can see that just 5% 
paid for a gaming app during the same period. And this is a 
pattern which is typically repeated from category to category 
– there are more people engaging with digital content on a 
monthly basis than there are paying for it. 

Similar patterns are in evidence when we turn our attention to 
specific on-demand media services. Google Play is the most 
popular of all (16% have used it in the last month), followed by 
Netflix (12%) and then iTunes (12%). But just 7% say they paid 
for a TV/film streaming service last month, demonstrating 
the impact of account sharing and free trials for a name like 
Netflix.
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BRAND ENGAGEMENT

#8

• Boomers are most likely to find out about new products via a recommendation from a 
friend (43%) – typifying the premium they attach to more traditional or offline discovery 
sources. 

• When researching products, Baby Boomers are most likely to turn to search engines 
(59%) or consumer review sites (41%).

• A fifth of Boomers have “liked” a brand or product in the last month.

KEY STATS
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Boomers are most likely to discover new products or brands through a recommendation from a friend (43%). Stories on newspaper/
magazine websites come a close second (41%), followed by results from a search engine (40%). 

PRODUCT DISCOVERY SOURCES AND RESEARCH CHANNELS

Chart 24: Top 10 Discovery Sources and Research Channels

Want to explore this data on the PRO Platform? Enter “Brand 
Discovery” in the free search box, or click Marketing Implications > 
Brand Discovery > Sources of Brand Discovery

Want to explore this data on the PRO Platform? Enter “Product 
Discovery” in the free search box, or click Marketing Implications > 
Brand Discovery > Sources of Consumer-Driven Product Discovery. 

Question: In which of the following ways are you most likely to find out about new 
brands, products, or services?  ///  Source: GlobalWebIndex  Q3-Q4 2014 ///  Base: 
10,483 Internet Users Aged 52-64

Question: Which of the following online sources are you primarily using when you are 
actively looking to find out more information about brands, products, or services?  ///  
Source: GlobalWebIndex  Q3-Q4 2014 ///  Base: 10,483 Internet Users Aged 52-64

Broadly speaking, Baby Boomers tend to over-index the most for the more traditional or offline discovery sources – including 
in-store displays/promotions, stories in print press and word-of-mouth. 

Further along the purchase journey, when consumers are actively looking for more information about a product or service, search 
engines move to pole position – being used by close to 6 in 10 (59%). Consumer reviews also move up the list to capture second 
place, underlining the importance attached to peer-to-peer information. 

It’s for some of the more specialized areas where we see this audience under-indexing compared to average internet users – 
including forums, blogs and Q&A sites.
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GWI’s survey tracks 20 different ways that consumers can interact with a brand online each month. Among the Boomer generation, 
a fairly sizable 36% say that they haven’t done any of them in the last 30 days – making them about twice as likely as the average 
to select this option. That said, it’s still nearly two thirds of Boomers who are engaging with brands via the internet in at least 
some form. 

By far the most popular type of interaction is visiting a brand’s website; 44% claim to have done this recently. In second place is 
“liking” a brand/product; over 1 in 5 have done this in the last month.

That only relatively small minorities are interacting with brands in other ways underlines the sheer importance of brand websites 
and social network pages as consumer touchpoints. Even so, branded videos are clearly important too – 15% are watching them 
each month.

Elsewhere, it’s important to note that just 9% say they have a left a review on a brand’s website. With an impressive 44% saying 
they review products on a monthly basis, the vast majority of these are being posted elsewhere within the online space. 

BRAND INTERACTIONS

Chart 25: Top 10 Brand Interactions

Want to explore this data on the 
PRO Platform?  Enter “Interactions” 
in the free search box, or click 
Marketing Implications > Brand 
Activation >  Interactions in the 
Past Month

Question: Which of the following brand-related 
actions have you done in the past month?  ///  
Source: GlobalWebIndex Q3-Q4 2014 ///  Base: 
10,483 Internet Users Aged 52-64
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Of the various factors that might convince Boomers to advocate a brand, one stands out 
particularly clearly: over half (55%) say that some form of reward would encourage them 
to do this.

BRAND INTERACTIONS

Chart 26: Top 10 Reasons for Brand Advocacy

Want to explore this data on the 
PRO Platform? Enter “Advocate” 
in the free search box, or click 
Marketing Implications > 
Brand Activation >  Motivation 
to Advocate Favorite Brand. 
Alternatively, you can download our 
pre-cut “Motivations to Promote 
Brands” data pack

Question: What would most motivate you to 
promote your favorite brand online? ///  Source: 
GlobalWebIndex Q3-Q4 2014 ///  Base: 10,483 
Internet Users Aged 52-64

While the figure for rewards represents a very slight under-index compared to the average 
internet user, the second- and third-placed options show notable over-indexes – with 
high-quality products (48%) and great customer service (39%) having a much bigger 
impact on Boomers than other generations. 
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