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Linkage Connect Study 
In Partnership with AgeTech West 

Older Adults Internet and Social Media Usage 
Summary 

Background: 
The Pew Research Center fields research annually that looks at US Adults’ 
social media usage among those adults that are online.  A key reported data 
point is that 43% of “online adults” over the age of 65 use social media networks.  
This is believable in that “online” adults are much more likely to be social network 
users (being tech-savvy enough to be online), but there is also a hypothesis that 
this 43% is skewing heavily towards the younger end of the 65+ bracket.    

“65+” is a rather large bracket, and this Linkage Connect-lead re-field of the Pew 
Center survey is intended to bring forward finer-textured, additional information 
regarding social media usage among the broad spectrum of the senior population 
– the population Linkage Connect studies as part of it’s research and consultancy
services. 

For the purposes of the Link·age survey, the Older Adult group is defined by 65 
years or older. 

Methodology: 

 The over-arching concept was to re-field the Pew Center’s survey, as
faithfully as possible, with a larger sample size of the 65+ population, so
we could understand social media usage among ascending age groups,
which we grouped in 5 year increments.

o Sample outgo was Linkage Connect population and Age Tech West
Membership, consisting of residents and clients served by the
Senior Living Owner Organizations of Link·age and Age Tech
West.  These individuals reside in independent homes, Senior
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Living Communities or affordable housing communities throughout 
the United States. 

o 1778 completed paper surveys were obtained from respondents
that were 65+.  Internet users, by Pew Center’s definition,
represented 1187 completed surveys.

 We used same question wording as the Pew Center to
define “online user”, “social networking user” and “Twitter
user”.

o We used Pew Research Questions in the survey, and the same
demographic definitions that were used in the Pew Research.

o We added two questions among non-online population to
understand interest in using email and the internet, as well as
ownership of devices that can access the internet.  This information
is not contained in the Pew Research study.

o Our study was fielded in September 2013.  Data was collected via
paper and pencil surveys.

Executive Summary: 

 The majority of 65+ consumers are online, by the Pew Center definition.
Pew’s research found 85% of adults 18+ are online, and the Linkage
Connect figure, which is based exclusively on the 65+ population, was
67%.  

 There were striking differences between those older adults online and not
online.  Our research showed online users were more far more likely to be
higher income and have attained higher levels of education vs. those not
online.

o The minority of those not online had interest in email or internet.
 Yet, almost 20% of those not online own internet-enabled

devices.  How and why did they get these devices?  Did they
try to become users and failed to adopt?  Why?

 35% of those 65+ in the Linkage Connect sample that are online use
social networking sites.  As age increases, the percentage of those online
that use social networking falls.  This shows the older Boomers are more
likely to use social media than older consumers.

o Far fewer 65+ online users use Twitter, at 4% of our “online”
sample.

Key Learnings: 
Usage of email and the internet among Older Adults: 

 While the percentage of Older Adults (65+) online is lower in the Linkage
Connect sample than in the Pew Research Center’s Study (sample was
18+), a majority of the Older Adult population (via our Linkage Connect
survey) is online.

o Percentage of 65+ Population online:  67%
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o Percentage of Adult Population online via Pew:  85%

Usage of Social Media among Older Adults: 

 The percentage of online Older Adults that are using social media is 35%
overall.  This compares to Pew’s social media usage figure of 72% in the
18+ population, and Pew’s figure of 43% for the 65+ population.

o Linkage Connect’s results show roughly 50% of online users
between the ages of 65 and 75 use social media.

o Social media does does not fall of dramatically until age 85, where
it falls to 28% of online users in that age bracket.

Percentage of Online Adults Using Social Media, Pew Research Center and 
Linkage Connect Results: 

Pew Research Center Internet & American Life 
Project Spring Tracking Survey, April/May 2013 

All Internet Users (n=1,895) 72% 

Social Media Usage by Age: 

18-29 89% 

30-49 78% 

50-64 60% 

65+ 43% 

Linkage Connect 2013 Older Adults Internet and 
Social Media Usage Study 

All Internet Users (n=1187) 35% 

Social Media Usage by Age: 

65-69 54% 

70-74 48% 

75-79 42% 

80-84 38% 

85-89 28% 

90-94 24% 

95-99 28% 

Social Media Usage by Education and Annual HH Income 

 Amongst Social Media Users in the Older Population, we do not see
significant skews in education level.   Social Media usage by education
ranges between 34% and 46%.

 There also are not strong skews in HH income among Social Media users.
Social Media usage by income ranges from 38% to 45%.

 The Pew Center results were similar – no significant differences between
Education levels and HH Income levels among social networking users.
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Education Level Percent 

High School Graduate 46% 

Some College 38% 

College Graduate 35% 

Graduate-Level Degree 43% 

Doctorate 34% 

Annual HH Income 

Less than $30K per year 40% 

$30K-$49.9K per year 38% 

$50K-$74.9K per year 45% 

Greater than $75K 38% 

Usage of Twitter among Older Adults: 

 Few members of the Older Adult population that are online use Twitter.
We see similar, single-digit percentages among the 65+ Pew Center age
break, and the Linkage Connect population.

o Twitter usage takes a dramatic drop in the 80-84 age group, similar
to what we see in the social media usage data above.

Percentage of Online Adults Using Twitter, Pew Research Center and 
Linkage Connect Results: 

Pew Research Center Internet & American Life 
Project Spring Tracking Survey, April/May 2013 

All Internet Users (n=1,895) 18% 

Social Media Usage by Age: 

18-29 30% 

30-49 17% 

50-64 13% 

65+ 5% 

Linkage Connect 2013 Older Adults Internet and 
Social Media Usage Study 

All Internet Users (n=1187) 4% 

Social Media Usage by Age: 

65-69 8% 

70-74 6% 

75-79 6% 

80-84 3% 

85-89 2% 

90-94 2% 

95-99 0% 

Interest in using email or the internet amongst Older Adults not online 
today: 
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 72% of the non-online population indicated they were “not at all” interested
in becoming an email or internet user.

o Only 25% showed any level of interest in becoming an email or
internet user.

Device ownership of the non-online Older Population: 

 Related to non-online Older Adults’ lack of interest in moving to the online
world, is their relatively low ownership of devices that can access email or
the web.

o Desktop PC are owned by the largest percent of non-online Older
Adults, at 19% ownership.

o It is curious as to why these consumers have these devices that
can access the internet and email, yet the devices are not being
used for this purpose.

Internet-enabled Device Ownership of Non-Online Older Adults: 

Device Percent Own 

Desktop PC 19% 

Laptop 14% 

Tablet 12% 

Smartphone 9% 

SmartTV 11% 

Non-Online Older Adults Device Ownership and Age: 

 Looking at online non-users, device ownership (while low overall) is
concentrated among older age consumers.

 It is possible these consumers were online at one point, and have left, or
were never online despite having devices that can achieve connectivity.

Age Desktop 
PC 

Laptop Tablet Smart-
Phone 

Smart TV 

65-69 3% 6% 5% 5% 6% 

70-74 5% 5% 5% 5% 6% 

75-79 8% 8% 2% 2% 4% 

80-84 19% 17% 19% 16% 16% 

85-89 32% 30% 30% 35% 29% 

90-94 23% 22% 21% 19% 22% 

95-99 8% 9% 14% 14% 12% 

Comparison of Online Older Adults vs. Non-Online Older Adults: 

 There are some striking differences between these two populations.  The
Online Older Adults have much higher education, and higher incomes.
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o 54% of the Non-Online group has only achieved “Some College” or
HS Diploma as their highest degree.

o 65% of those Online are College Graduates, or higher.
o 53% of Non-Online population earns $49.9K per year or less.
o 44% of Online population earns more that $50K per year.

 In terms of gender, the online population is more likely to be male than it’s
non-online counterpart.

Demographic Comparison of Online vs. Non-Online Older Adults: 

Online Non-Online 

Gender 

Men 31% 26% 

Women 69% 74% 

Education Level 

High School Graduate 10% 30% 

Some College 23% 24% 

College Graduate 34% 24% 

Graduate-Level Degree 22% 9% 

Doctorate 9% 2% 

Annual HH Income 

Less than $30K per year 17% 39% 

$30K-$49.9K per year 23% 24% 

$50K-$74.9K per year 20% 9% 

Greater than $75K 22% 7% 

About Link·age 

For nearly 20 years, Link·age has helped businesses understand the aging 
population and has advised them on how to capitalize on the rapid demographic 
shift in the United States.  Based in Mason, Ohio, Link·age includes three 
companies:  Connect, Solutions and Ventures.  

Link·age Connect conducts research on the senior demographic and uses data 
to educate companies catering to this market.  
Link·age Solutions is a member-driven group purchasing entity for senior care 
providers, comprised of more than 460 senior living communities in 16 states.  
Link·age Ventures invests in companies providing products, services or 
technology to the 55-plus market.  

About AgeTech West 

AgeTech West is a collaborative founded by LeadingAge California, LeadingAge 
Oregon and LeadingAge Washington to advance the delivery of tech-enabled 
aging services toward a new standard of care. We believe that technology-
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enabled aging services can help older adults achieve greater “connected 
independence,” safety and security, socialization and wellness, and management 
of personal health while improving care delivery, coordination and efficiencies. 
AgeTech acts as an educator, broker, enabler and advocate to support aging 
service providers as they leverage technology to better serve older adults and 
enhance their organizations’ innovation, strategic growth and sustainability. 


