
    
NEW MEDIA INSIGHTS
FOR LOCAL ADVERTISERS

It’s once again time for a bit of housekeeping in THE 
MEDIACENTER’s research warehouse where we store very 
recent and interesting information and insights that deserve 
to be shared with you and your prospects and clients.

Stuck between the giant numbers of Millennial and Baby 
Boomer consumers is Generation X, whose members are 
generally considered those born from 1965 to 1980, or 36 
to 51 years of age during 2016. At approximately 65+ million, 
they have well established careers and incomes and are 
in that prime consumer window for homes and everything 
needed to fill them as well as vehicles, clothing, travel, etc.

In Nielsen’s Q3 2016 Total Audience Report, adults, 35–
49, are only second to adults, 50–64, in monthly reach for 
Live+DVR/Time-shifted TV, at 56.99 million and 59.87 million, 
respectively, and they are #1 in DVD/Blu-Ray device and 
game console.

In terms of their Internet use, Limelight Networks found from 
a September 2016 poll that 40% of adults 34–50, spent a 
minimum of 11 hours per week online for personal rather than 
business/work reasons.

For the period, 2015–2021, Generation X members’ Internet 
use penetration has or will exceed 90% for every year.

Video content appears to be a major draw of the Internet for 
Generation Xers, as 77.7% were digital video viewers during 
2016, which is expected to increase to 78.2% during 2017.

According to a Think with Google survey, YouTube is where 
73% of Gen Xers search for and view videos “to learn how 
to do something.” Large percentages of them are also using 
YouTube for “nostalgic” content, such as past events and 
people, past music events and artists and past entertainment 
and pop culture.

Generation X is definitely an excellent audience for 
advertisers to target with complementary TV and digital 
media campaigns as well as creating and posting more  
video content.

“CLEAN UP IN THE DIGITAL AISLE!”

US Gen X Internet Users and Penetration, 2015–
2021

YEAR TOTAL PENETRATION % CHANGE

2015 59.7 M 90.8% +0.9%

2016 60.0 M 91.3% +0.5%

2017 60.2 M 91.5% +0.3%

2018 60.3 M 91.6% +0.1%

2019 60.2 M 91.5% -0.1%

2020 59.9 M 91.1% -0.5%

2021 59.6 M 90.7% -0.5%

eMarketer, March 2017
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Is Facebook Faltering?
A major challenge for any large, global-reaching company, 
such as Facebook, is remaining relevant and finding ways to 
retain as many users as possible. Although no one is certainly 
panicking at Facebook, Mr. Zuckerberg and company can’t 
be pleased that a January 2017 survey of its users found that 
Facebook use has been declining. 

It’s the Generation Xers who are reducing their Facebook 
use the most, increasing from 25% for 2012 to 41% saying 
they will use it less during 2017. Millennials’ use has also 
declined during the same period, but less significantly, at 31% 
and 35%, respectively.

Facebook will find growth, however, as a prime destination 
for mobile video content, since 53.8% of users access the site 
exclusively on a mobile device. The forecast is for Facebook 
to add 12.9 million new users from 2017 through 2021, and 
interestingly, almost half are expected to be adults, 65+.

Small Businesses Are DIY Email Marketers
According to a BIA/Kelsey February 2017 article, 60.7% of 
small businesses do their own email marketing and 46.3% 
have email addresses for more than half of their customers.

Small businesses not currently using email as a marketing 
channel are planning to spend more on email campaigns 
during 2017 than those small businesses already using email, 
at 35.4% and 32.6%, respectively.

Although email may not be as “sexy” and “cutting edge” 
as social media or videos, a July 2016 response rate report 
from the Direct Marketing Association and Demand Metric 
revealed that email delivers a median ROI of 122%, compared 
to 28% for social media, 27%, direct mail; 25%, paid search; 
and 18%, online display.

Small Businesses’ Email Campaign ROI,  
February 2017

ROI DESCRIPTION PERCENT ROI

Extraordinary 7.0% 20+ times 

Excellent 10.9% 10–19 times

Good 34.3% 5–9 times

Fair 25.7% 2–4 times

Poor 7.3% 0

Not sure 14.9% ---

BIA/Kelsey, February 2017 

Marketing Email Content US Email  
Marketers Sent, July 2016

CONTENT TYPE PERCENT

Newsletters 83%

Standalone 79%

Lead nurturing 71%

Transactional 62%

eMarketer, December 2016 


