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Summary: Much of the research on social media usage focuses on young adults, and more recently,
older adults. This paper focuses on social media usage of middle-aged adults on Facebook. A mixed
method approach is used to examine how this age group uses Facebook and engages with brands on
the platform; and explores how their behaviour has changed over time. A set of strategic
recommendations for brand engagement with this age group is then developed.

Introduction

In 2025, Facebook (now Meta) is still a formidable organisation, with 3.07 billion monthly active users
and nearly 60% share of the total global social media population (Kumar, 2025). In 2023, Facebook was
the most commonly used social media platform among marketers worldwide as well as the most
important driver for web traffic from third party websites among social media platforms globally
(Dencheva, 2023). The largest p

However, there has long been a perception that Facebook is ‘out’ and ‘uncool’ (e.g. Sutter, 2012;
Buchmann, 2022). This perception has been driven by a pronounced shift in user demographics. In
2013 25% of UK users were in the 15-24-year-old age group (Dixon, 2023, Aug 25) but this decreased
to 19% 2018. In contrast, the use of Facebook by over 55-year-olds rose from 13% in 2013 to 24% in
2018 (Dixon, 2023, Aug 25), thus creating a perception of a platform that is left by young people and
being ‘taken over’ by a much older demographic. This perception has been compounded by academic
research focusing on the use of Facebook by young adults and more recently also on older (65+) adults
(Lim et al 2022; Wilson et 2023).

There is, however, a lack of attention concerning middle aged adults (35-54 years). This group of
Facebook users constituted 33% globally in 2023 (Dixon, 2023, May 22) which is reflected in the US
data, where also 33% of Facebook users are in this age group (Kumar, 2025). Especially globally, these
groups are sizeable and for marketers, an attractive target. They are an economic active group with
disposable income (Clark, 2024), technology aware and socially connected. Even more importantly,
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research has shown that Facebook use among this group is more stable with less attrition than in
younger age groups (Bosak and Park, 2018).

It is the aim of this paper to explore the social media usage behaviour of middle-aged UK adults, with
a particular focus on Facebook. A secondary aim is to establish if individuals perceive to have changed
their Facebook usage behaviour over time.

Research methods & design

The project consists of two studies. Study 1 uses a deductive, quantitative approach based on an online
survey to empirically test the importance of a range of motivational dimensions on Facebook use for
middle-aged adults. Respondents are recruited through the authors’ social and professional networks,
and by distributing posters with a link and a QR code to the survey in community hubs.

The motivational dimensions include Relationships (e.g. Whitney and Li-Barber, 201; Newman et al,
2021) Virtual community (e.g. Hollenbaugh, 2014; Kang and Shin, 2021); Self-expression (e.g.
Carpenter, 2012); Archiving self/memories (e.g. Kang and Shin, 2021); Diversion/Entertainment (e.g.
Newman et al, 2021; and Information sharing; Renumeration (e.g. Saradikis et al, 2016) and
Empowerment (ibid).

Study 2 consists of a series of online Focus Groups to explore behavioural changes and motivations of
Facebook use for middle aged adults in more detail. This study is based on an inductive, qualitative
approach. The focus here will be on exploring changes of Facebook use and brand engagement on the
platform over time.

Projected outcomes

The ultimate outcome of the paper is the development of strategic recommendations for brands to
tap into key motivations for Facebook use by middle aged adults and thus increase brand engagement
on the platform.

References

Bosak, K., & Park, S. H. (2018). Characteristics of adults’ use of Facebook and the potential impact on
health behavior: Secondary Data Analysis. Interactive Journal of Medical Research, 7(1).
https://doi.org/10.2196/ijmr.9554

Buchmann, S. (2022, August 23). Meta under pressure — part 1: How facebook became uncool. digitec.
https://www.digitec.ch/en/page/meta-under-pressure-part-1-how-facebook-became-
uncool-24567

Carpenter, C. J. (2012). Narcissism on facebook: Self-promotional and anti-social behavior. Personality
and Individual Differences, 52(4), 482—-486. https://doi.org/10.1016/j.paid.2011.11.011

Clark, D. (2024, January 4). UK average disposable income per household by age 2022. Statista.
https://www.statista.com/statistics/824464/mean-disposable-income-per-household-by-
age-uk/

Dixon, S. J. (2023, May 22). UK Facebook users by age group 2023. Statista.
https://www.statista.com/statistics/1030055/facebook-users-united-kingdom/

Dixon, S. J. (2023, Aug 25). Facebook users: age distribution in Great Britain 2013-2018. Statista.

https://whttps://www-statista-com/statistics/278287/age-distribution-of-facebook-users-in-great-
britain/

Dencheva, V. (2023, September 27). Social media platforms used by marketers 2023. Statista.
https://www.statista.com/statistics/259379/social-media-platforms-used-by-marketers-
worldwide/


http://www.digitec.ch/en/page/meta-under-pressure-part-1-how-facebook-became-
http://www.statista.com/statistics/824464/mean-disposable-income-per-household-by-
http://www.statista.com/statistics/1030055/facebook-users-united-kingdom/
http://www.statista.com/statistics/259379/social-media-platforms-used-by-marketers-

Hollenbaugh, E. E., & Ferris, A. L. (2014). Facebook self-disclosure: Examining the role of traits, social
cohesion, and motives. Computers in Human Behavior, 30, 50-58.
https://doi.org/10.1016/j.chb.2013.07.055

Kang, H., & Shin, W. (2021). When Facebook becomes a part of the self: How do motives for using
Facebook Influence  Privacy = Management?  Frontiers in  Psychology, 12.
https://doi.org/10.3389/fpsyg.2021.769075

Kemp, S. (2023, October 19). Reports - datareportal — global digital insights. DataReportal.
https://datareportal.com/reports

Kumar, N. (2025) Facebook Users Statistics (2025) — Worldwide Data. Demandsage.
https://www.demandsage.com/facebook-
statistics/#:~:text=As%2001%202025%2C%20Facebook%20has,which%20has%20194.1%20m
illion%20users.

Lin, Y. (nd). Why do people wuse Facebook? [updated Nov 2023]. Oberlo.
https://www.oberlo.com/statistics/why-do-people-use-facebook

Lim, M. S., Molenaar, A., Brennan, L., Reid, M., & McCaffrey, T. (2022). Young adults’ use of different
social media platforms for Health Information: Insights from web-based conversations.
Journal of Medical Internet Research, 24(1). https://doi.org/10.2196/23656

Newman, L., Stoner, C., Corbett, A., Megalogeni, M., Khan, Z., & Spector, A. (2019). Development of
the ‘SNS older adults measure’ (SNS-OA) to examine social network site use in older adults.
Aging & Mental Health, 25(1), 68-77. https://doi.org/10.1080/13607863.2019.1673700

Saridakis, C., Baltas, G., Oghazi, P., & Hultman, M. (2016). Motivation recipes for brand-related social
media use: A boolean—FSQCA approach. Psychology & Marketing, 33(12), 1062—-1070.
https://doi.org/10.1002/mar.20940

Special, W. P., & Li-Barber, K. T. (2012). Self-disclosure and student satisfaction with Facebook.
Computers in Human Behavior, 28(2), 624—630. https://doi.org/10.1016/j.chb.2011.11.008

Sutter, J. D. (2012, May 10). When did facebook become so uncool? | CNN business. When did
Facebook become o) uncool. https://www.cnn.com/2012/04/10/tech/social-
media/facebook-uncool-instagram/index.html

Wilson, G., Gates, J.R., Vijaykumar, S. and Morgan, D.J., (2023). Understanding older adults’ use of
social technology and the factors influencing use. Ageing & Society, 43(1), 222-245.

https://doi:10.1017/50144686X2100



https://doi.org/10.3389/fpsyg.2021.769075
https://www.demandsage.com/facebook-statistics/#%3A%7E%3Atext%3DAs%20of%202025%2C%20Facebook%20has%2Cwhich%20has%20194.1%20million%20users
https://www.demandsage.com/facebook-statistics/#%3A%7E%3Atext%3DAs%20of%202025%2C%20Facebook%20has%2Cwhich%20has%20194.1%20million%20users
https://www.demandsage.com/facebook-statistics/#%3A%7E%3Atext%3DAs%20of%202025%2C%20Facebook%20has%2Cwhich%20has%20194.1%20million%20users
http://www.oberlo.com/statistics/why-do-people-use-facebook
https://doi.org/10.1002/mar.20940
https://www.cnn.com/2012/04/10/tech/social-media/facebook-uncool-instagram/index.html
https://www.cnn.com/2012/04/10/tech/social-media/facebook-uncool-instagram/index.html

4|Page



