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IT’S OFFICIAL:  MARKETERS CAN’T AFFORD NOT  TO BUILD  
RELATIONSHIPS WITH BOOMERS 

L atest Thi rdAge/JWT Boomer Survey Busts M yths About Boomer Technology Habi ts 
 
LAS VEGAS – March 26, 2007 – The first online research study conducted by ThirdAge Inc. and JWT 
BOOM under their formalized partnership was unveiled today during the Beyond the Numbers: 
Boomer Marketing Summit in Las Vegas.  Results of the survey reveal surprising new data regarding 
Baby Boomers and their use of technology. 
 
“Boomers are regularly stereotyped as being technophobes and slow to jump on the technology 
bandwagon,” says Lori Bitter, Senior Part at JWT BOOM.  However, our study shows that not only are 
the Boomers online, they’re regularly using the Internet and are using Broadband even more than the 
national average across all age groups.” 
 
 
Baby Boomers, or mid-lifers, have grown up in the information age.  And as a personality set, they will 
seek facts, data and often peer input, and then will make up their own minds.  As with all other aspects of 
their lives, they like to be in charge and in control. 
 
They are savvy shoppers and like to spend online. 
 
 
Relationships 
Fully 95% of all Boomers use the internet to stay in touch with family and friends.  Other high percentage 
activities include browsing the Web (95%), doing general research (92%), reading articles (91%), 
researching products before purchasing offline (86%) and online shopping (73%). 
 
 
 
 



 
Marketing Insights 
While the ubiquitous viral and word-of-mouth marketing trend has been attributed to much younger age 
groups, Boomers are sharing their thoughts, opinions and research with friends (96%), their children 
(84%), spouses (83%), and co-workers (71%), making this cohort one of the most active groups in the 
viral marketplace.  “Though they don’t really care about social-marketing, _____, they are definitey more 
viral than most other audiences,”  says _______.  Given the times in which they grew up, Boomers know 
when somethings real or not, and they trust people in their same lifespace to be open and honest with their 
opinions.” 
 
Marketers would do well to understand the value of an intergrated marketing plan in marketing to 
Boomers, as 92% of oomers will visit and online Website after they’ve read about it in a print article.  
89% will visit a site online after seeing a print ad, and 83% will visit a site after seeing a television ad. 
 
 
 
 
“The Internet is the only medium in which marketers can develop a relationship with their customers,” 
says Whiteley.  “The medium is dynamic, alive, and interactive – just like the Boomers themselves.” 
 
 
 
 
 
Special Interests 
Perhaps given their age and the particular lifestage, the major subject that Boomers are researching on the 
Internet is health and wellness.  Fully 82% of all Boomers online are researching or reading health and 
wellness information. 
 
 
 
 
 
 
 
 
 
 
So, What Does It All Mean? 
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