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A note from the Executive Director

Since 2011, Link-age Connect has been conducting consumer Market Research
exclusively with older adults and those who serve them. The Technology Study has
been fielded about every 3-4 years since that time. It began with technologies that
mainly focused on medical conditions and health management of older adults. It has
now grown into all technologies that touch all demographics in the categories of
Communication/Entertainment, Safety/Security/Smart Home, and Health &
Wellness, while still focusing on the 55+.

Our last study was completed in 2021, and this report will highlight some of the
comparisons from that time as we were emerging from the pandemic. This year, we
added a few technologies that were not included in the 2021 study such as Al,
cybersecurity, and mental health apps, among others.

We are proud to focus our business on the largest demographic on the planet and
are humbled by the many thousands of older adults who have allowed us into their
lives through the years and given us valuable insights.

We hope this report enables you to learn more about older adults and come away
with a deeper understanding of their wants and needs in the technology space.

Sincerely,

Suzanne Viox
Executive Director
Link-age Connect
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Executive Summary
Overview

This technology study was fielded to better understand older adults’ ownership and
usage of various technologies. As in past studies, we have broken the data down in
age increments of five years (age 55 — 100) to enable us to identify trends,
similarities, and differences among smaller segments of this vast group of older
adults.

We fielded the study in late summer/early fall 2025. It was deployed electronically
via various channels including a password protected survey on social media, several
senior living communities across the United States and partners of Link-age.

We have analyzed and compared these results with past studies, and the following is
a full report of those findings.

Key Findings

Finding #1: Older adults are seeing more benefits of technology than ever before.
Finding #2: Willingness to allocate financial resources to technology has increased.

Finding #3: The greatest barrier to technology adoption is keeping up with the latest
technologies.

Finding #4: Older adults continue to embrace and adopt technology if it meets a
perceived need for their lives.

Implications

Traditionally, the older adult consumer has not been a focus for many product and
service companies. They cite the primary reason for this as this consumer group just
does not spend at the levels of their younger cohorts. There are also several other
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myths that exist with this group that simply are not true, with one being that they do
not know how to use technology and subsequently are averse to buying/using it.

We have found, and you will see in this report, this is not the case. In fact, one could
argue that the older adult population has adopted and purchased more technology
in their lifetimes than any age group. When you look at what technology existed
when they were born and the rapid growth and development of all technology, this
group has certainly seen a complete transformation in how we live and how
technology plays a key role in about every aspect of our lives.

The key to older adults is to know them as people. Not a group of 55+, but
individuals who have a life of experience and wisdom, who know clearly what they
like and want, who have learned what is important in life and live that way. And we
as marketers need to know and understand this to capture older adults as our
consumers and keep them as customers.

Recommendations
Based on this information, a few key points must be highlighted
o Keep it simple. We simplify as we age. Therefore, products that are

complicated will likely not be considered by older adults.

o Need trumps want. If the product does not meet the perceived needs of
the older adult, they will likely not use it; clarify in marketing what need
your product/service meets for them.

o Older adults are more loyal than any other demographic. If you speak
directly to them as consumers and meet their needs, they will be a
customer for life.

Research Methodology

Survey Design
The survey itself was fielded in electronic format; however, we did accept some pen-

and-paper surveys that were printed out by a couple of Senior Living Communities.
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These surveys were hand keyed into the survey tool, and all incomplete surveys were
struck from the data.

It contained a total of 27 questions that probed ownership and usage of various
technologies. The technologies were broken down into three categories:

e Communication/Entertainment
e Safety/Security
e Health/Wellness

Each category probed ownership, usage, interest, education of, barriers to adoption,
and willingness to allocate financial resources to purchasing.

Sample

Total Respondents: 658

Survey Period: August 1, 2025 — September 30, 2025
Target Audience: Adults age 55+

Demographics

25%
22%
19%

8% | 10%
7%
I 4%
2% 2%
N . N
75-79 55-59

95-99 90-94 85-89 80-84 70-74 65-69 60-64

Age
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We broke our respondents down into five-year increments, with 66% of responses
coming from adults age 75-89.

= Male

= Female

As with most of our studies, females made up almost two thirds of our respondents.
Here are a few other demographic breakdowns:

e Geography — 22 states are represented.

e 56% of our respondents are married.

e 67% live independently in a Senior Living Community
e 42% live alone

LINK-AGE CONNECT 2025 TECHNOLOGY USE AMONG OLDER ADULTS
6



i
link-age

Findings
The Devices

Land line ownership is certainly declining, although research is showing that younger
cohorts are re-engaging in land line ownership to assist in keeping their young
children off mobile devices and social media longer; so, it will be interesting to see if
this trend catches on with older age groups.

Among land line ownership of our respondents, 62% of them live in Senior living
which sometimes require and provide land lines for security and other reasons.
Among those who have a land line and do NOT live in senior living, most are age 85+.

The 10S (iPhone) is dominating over the android (Samsung, LG, etc.), with 67%
owning an iPhone today. In 2021, these two groups were much more evenly
distributed at 40% vs. 42%, respectively. This ownership remains consistent in all age
groups from 55 — 100. In addition, smart phone ownership is up 10% over the 2021
study.

We have also seen a significant increase in the usage of smart phones for various
features. The pandemic period pushed usage of these devices for features other than
making calls and texting. Older adults are now using their smart phones more
frequently and it is their preferred device for emails, social media, video
communication (Zoom, Facetime, Skype, etc.) and watching videos. Convenience,
familiarity, and mobility are stated as the primary drivers for this shift.

The graph below represents the various tasks older adults are doing on smart phones
several times per day. As you can see, they are using them significantly more for
texting and email than in 2021, and somewhat more for social media. And when we
combine this data with the usage of several times per week, the number for texting
increases to 87%, for email to 86% and for social media to 53%.
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Tasks Performed Several Times Per Day on Mobile Phone

2021 W2025

Tec [ 7
Social Media (Facebook, X, Instagram, etc.) -3?;”7%

Video Chat (Facetime, Facebook Messanger, etc.) B 5%
Engage with Short Form Video Content 110

Use Al Chatbots for Information and Assistance %

Play Mobile or Console Games I 01

The second most preferred device for older adults is the tablet. In the past decade,
tablet use has been the highest among those 55 and older. The mobility that this
device provides, as well as a screen larger than a mobile smart phone, are two main
reasons. Ownership of tablets has increased 5% since 2021. Shopping and banking
are the only two tasks that the tablet still owns, but again those numbers are
decreasing as well.

Although 70% of our respondents own a laptop, tasks such as shopping, video
conferencing and accessing news that were traditionally performed on the laptop are
now increasingly done on smart phones. However, 36% of our respondents are still
using this device for their on-line banking. In addition, laptop and desktop ownership
and usage is slighter higher among our older age brackets. This is likely due to a few
factors including larger screens, familiarity with those devices, and those individuals
spending more time at home than their younger cohorts, thus not needing the
portability feature of the smaller devices.
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Communication & Entertainment Technologies
Embracing them now more than ever!

This category continues to be the preferred category of technology among older
adults. With so much emphasis on health, chronic disease management, decreased
physical mobility and overall decline, this category emphasizes the complete
opposite for older adults. These technologies give older adults an alternative way to
live a vibrant life, stay connected, informed and entertained, while engaging in
activities that otherwise would no longer be possible.

Older adults are willing to allocate more financial resources to this category than the
other two we explored in this study, and it has surpassed Heath & Wellness in level
of interest among older adults since our 2021 study.

Device Ownership
2025vs. 2021

smarterone S ;5.
Personal Computer - Desktop [ L6/l
roe: LS
v .
eReader | 410"
w1
Streaming Device - Roku, Apple TV, etc. [ 5 1%

Wearable Communication Device - Smart Watch e

ot TV I 7

Al Powered Assistant I 369

m 2021 = 2025

WIFI and smart TV ownership have reached the highest levels and for good reasons.
It is difficult to find a TV at this point that is not a smart TV and this is one of the
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devices that older adults continue to tell us they will invest in and replace as needed,
well into their 90’s. It would also be safe to speculate that many of the respondents
who say they do not own and are not interested in a smart TV (in this study it was
10%) in fact they do own a smart TV; they just do not realize what it is. As for WIFI,
we will see throughout this report, just as with all age groups at this point, that it has
become a standard necessity in our lives. One could argue that it is even more so for
older adults. 97% of our respondents own WIFI today and this number is up from
89% in 2021.

Short form videos, such as You Tube and Tik Tok, have been embraced by older
adults for several years now. They prefer to watch a “how to” video or cook a recipe
via You Tube, vs. reading directions, and they are viewing these on their mobile
phones more than tablets or laptops. They enjoy the engagement and more
personal experience that videos offer. This medium has also increased learning and
exploration of new topics and life experiences. They can offer a social engagement
feature by “traveling” to many parts of the world, teaching a new language or skill, as
well as participating in group-type activities where actual engagement is occurring.

Streaming device ownership continues to rise with an increase of 10% from 2021 to
this year, as does the number of older adults who are streaming, which has increased
40% since 2021. Not surprisingly, 70% of our respondents stated the television as the
preferred device for streaming. The smart phone once again should be highlighted
here; in 2021 only 8% of our respondents were using the smart phone to stream
content, and in 2025 this number has doubled to 16%.

Streaming content has several benefits for this demographic. They, like most other
age groups, dislike commercials and this option allows them to watch content
commercial-free. It also allows them the flexibility to watch what and when they
wish.

The pandemic period heavily introduced video communication platforms to all age
cohorts, but especially older adults. In lieu of live visits and interaction, we all
“visited” with loved ones and friends via Zoom, Skype, Facetime, or the like. Some
focused research on these platforms showed a slight decline in usage among older
adults early post pandemic. They wanted to see and visit in person after the inability
to do that for such a long time. These numbers are now starting to increase again, as
the older adults have seen the benefits and ease-of-use of these platforms. In 2021,
37% were not using them at all, today that number has dropped to 23%. They are
now quite comfortable using them during times when a live option may not be

LINK-AGE CONNECT 2025 TECHNOLOGY USE AMONG OLDER ADULTS
10



possible; such as an illness or injury, driving at night or in bad weather is not
preferred, or when communicating with long-distance family and friends.

New to this year’s study was Al. Earlier this year, we connected several focus groups
exploring Al with older adults. We wanted to understand what they know about it,
what they think of it, what they might be using, the benefits to them and their
appetite for engaging more frequently with it.

We found that many were a bit leery of it but can see that it may have great benefits
in their lives as they age and are, for the most part, cautiously optimistic, and our
study confirmed this with little ownership (11%) and even less interest in Al-
enhanced smart TV (57%). However, there is more ownership in Al Powered
Assistant, such as Alexa and Google Home at 36%. Conversely, 45% say they do not
own these devices nor are they interested in them.

Al chatbots are used by almost 20% of our respondents. These include ChatGPT,
Claude, etc., and although the usage is low at this point, and 21% admit to not
knowing enough about them to have an opinion, we will see later in this report that
interest in these is significant, especially for those ages 55-74.

As Al becomes more mainstream in our lives, we will continue to watch the adoption
rate of various forms of Al within the older adult space. Understanding clearly what
works for older adults, the benefits they see in it, how to educate them in various
forms, and how they engage with it will be key to provide the positive impact it can
have on their lives.

This category of Communication and Entertainment is, by far, the most used and
interesting technology for older adults; and for devices such as the television and
mobile phones, one that they continue to invest in upgrading and replacing.
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Safety, Security & Smart Home Technologies

This category tends to fall in a want vs. need for older adults, and although some
embrace the safety and security components, there are very mixed reviews on smart
home tech.

Smart home products such as smart locks, smart home automation and Al powered
security systems have not seemed to catch on with this demographic as much as
with younger cohorts. These items are more of a want item and a non-necessity item
that our data shows are not needed by our respondents. 56% state “no perceived
need” as the reason for not adopting smart home technologies, and this increases
with age. In addition, 27% of respondents stated, “lack of knowledge about available
options”, and “Complexity of setup and use”, as reasons for not adopting.
“Cost/affordability,” is not as big of a deterrent, as only 17% cited this factor, down
significantly from 2021 when this number was 47%.

We have learned through many past projects that older adults overwhelmingly adopt
and use products and services that meet a need for them. Although one could argue
that many of these products DO meet a need, the older adults are not seeing or
understanding that need, and it is reflected in their lack of interest.

The chart below represents ownership of various safety, security and smart home
technologies:

Cybersecurity tools (VPNs, password managers, identity theft
protection, etc.)

I 42%
Smart Home Automation (controls lights, thermostats, etc.) | NEEBB 12%

Smart Locks and Video Doorbells [N 10%

Al-powered Security Systems (Ring Home, Google Nest with Al
features, etc.)

Home Activity Monitoring Sensors [ NG 5%

[

Home Security System [N 052%

Key Fob Panic Button NN 22%

Medical Alarm Pendant/Fall Detection Device (includes Apple
watch, Phillips Lifeline, etc.)

I 47%

Medical alarm pendants/fall detection device ownership was up substantially from
2021. However, we added the Apple watch to this category, given the vast number
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of respondents in 2021 that wrote in this tech to the “other” response. In addition,
we have seen a slight increase in ownership overall of this category, minus the smart
lock/video doorbells which declined slightly.

New to this study this year was Cybersecurity. This is quite a hot topic among older
adults, and they continue to be the most targeted demographic for fraud. In addition
to 42% who already own some types of cybersecurity tools, another 16% is
interested in them.

Health & Wellness Technologies

This category has been and continues to be the least favored among our
respondents. None of us wants to be reminded of what is wrong with us and what
might need to be fixed, and older adults are no exception.

We have been shouting for years about development of health technologies that are
incorporated into other devices so as not to shine a light on a person’s need for
them. A perfect example of this would be the Apple watch. We saw the dramatic
increase in ownership of Medical Alarm Pendant/Fall Detection devices in the last
section (likely from us adding the Apple Watch to this category), grow from 8% in
2021 to 47% in 2025. We are now starting to see the emergence of more types of
products, and we have added several to this study.

The chart below highlights the lack of interest in the more traditional technologies
within this category:

Not Interested

Advanced Fitness Tracker [N 36%
Live Clinical Professional Chronic Disease Management NN 57%
Internet Connected blood Pressure Cuff I 63%
Diabetes Monitor I 70%
CHF Weight Scale I 70%
CPAP Machine I — 7 1%
Virtual Physician Visits NI 43%
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Since 2021, our respondents have let go of basic fitness trackers that count only daily
steps. In 2021, 26% owned one of these devices and today that number was zero.
However, in 2021, 17% owned an advanced fitness tracker, and that number today is
42%. These devices not only track steps, but also, in most cases, track heart rate and
sleeping patterns and offer the convenience of viewing stats and reports via an app.
Given our respondents’ high ownership of smart phones and tablets, it is not
surprising they have adopted these devices as well.

Virtual physician visits hit a peak during the pandemic and have now pretty much
leveled off. The fact that CMS has pulled back on coverage of some types of visits
and the fact that older adults overwhelmingly prefer live visits to virtual, are two
main factors. About 20% of our respondents who do not use virtual physicians today
are interested in them.

Although only 9% of our respondents use Live Clinical Professional Chronic Disease
Management, 22% say they do not know enough about it to have an opinion. Given
the high rates of chronic diseases among older adults, this is an area of great growth
opportunity. Awareness and education about the availability and benefits of this
offering could prove to produce more positive health outcomes.

With the rapid emergence of Al, there have been many introductions involving Al
into the health care space. These involve health monitoring, behavioral pattern
monitoring, Al companions for social connection and cognitive health, and
medication management, just to name a few.

We added several newer Health & Wellness Technologies to this study; the chart
below shows the ownership and interest level of these technologies:

80%
10%
60%
50%

40%

30%

o i
o =M _m m B

Remote Physical Social Robots -  Mental Health  Smart Hearing  Al-Driven Health

Therapy Companionship, Apps Aids - connect to  Maonitoring
Platform reminders, smart phone Apps/Devices
health prms
m Own/Use ¥ Interested but do not own
M Not Interested B Do not know enough about it
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Although many are not interested currently, at least a quarter of our respondents do
not know enough about them. This presents a great opportunity for more education
on the benefits of these technologies to older adults to promote their adoption.

Newer Technologies
So many new and Innovative ideas!

When asked about interest level in some of the newer technologies, a considerable
number of our respondents are extremely or somewhat interested. Those that have
the highest level of NO interest fall within the 75-89 age groups by 65-70% of total
responses. The chart below represents those extremely or somewhat interested vs.
not interested at all in these technologies:

Accessibility Features (voice control, large font 30%
interfaces) 49%

Sustainable Technology (such as smart 37%
thermastats like Nest) 45%

Digital Wallets and Contactless payments (Apple
pay, Google Wallet)

40%
42%

Generated Al Tools (Chat GPT, Google Gemini,
Claude, etc.)

41%
41%

m Notinterested at all H Extremely/Somewhat Interested

It will be quite interesting to monitor adoption of these technologies over the next
few years. If marketed with an emphasis on the benefits of these technologies from
the perspective of meeting a need for older adults, especially with the 75+ age
groups, they are likely to catch up to ownership and adoption of the much younger
cohorts.

Additional Insights

Interest vs. willingness to allocate financial resources

Although interest in all three categories is high, the older adults have a harder time
spending money on them; however, this may be changing. The chart below show
interest level vs. willingness to allocate financial resources by category:
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Willingness to Allocate Financial Resources
vs. Interest Level

20%
et s wetiness |

. 5%
Safety, Security & Smart Home 62%

Communication & Entertainmen: |
85%

| Willingness to spend B Extremely/Somewhat Interested

Overall, these numbers look like there is great interest in the Health & Wellness
category. When we look strictly at those who are “extremely” interested, this
number is 34%. This is even more extreme for Safety & Security where only 17% are
“extremely” interested. Interest level from 2021 has increased slightly with exception
of Health & Wellness, which remained flat.

In terms of allocated spending, 28% find all three categories equal, while
Communication & Entertainment had the highest increase, up 40% from 2021. And
more people overall are willing to spend money on tech; in 2021, 38% were not
willing to allocate ANY financial resources on any of the categories while in 2025 that
number dropped significantly to 19%.

There continues to be substantial room for growth and opportunities with Safety &
Security technologies. Many of these products would certainly benefit older adults
by remaining independent longer, as well as assisting when vision, hearing, or other
improvements are present. We need to be sure we are addressing their needs while
clearly articulating the benefits to them.

The greatest benefits of technology for older adults’ lifestyle

Throughout this report, we have stressed the need to address to the older adults
why this technology should be adopted and how it can help. But what do they feel, in
general, are the greatest benefits of technology for their lifestyle? The chart below
represents these benefits today compared to 2021:
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Benefits of Technology

Technology keeps me healthy m 39%
Technology keeps me socially active ” 49%
Technology enables me to experience things | otherwise could not m 51%
Technology keeps me safe ‘%31%
Technology keeps me entertained m 70%
Technology keeps me educated and informed ” 85%
Technology keeps me connected to people and events ” 77%

m2025 m2021

In terms of age, those in the older age brackets, mainly 80+, find technology a
benefit to keeping them healthy, socially active, safe, and experiencing things they
otherwise could not.

All age groups, from 55-99 found great benefit in technology keeping them
entertained, educated, and informed, as well as keeping them connected to people
and events.

The greatest barriers to technology adoption for older adults today

We hear frequently that older adults believe that technology is not affordable,
therefore they cannot buy it. While this is true, it is not the primary reason keeping
them from adopting technology.

Many are simply overwhelmed (along with many much younger than them), by the
complexity and sheer number of choices we have today. Older adults want simplicity
in all parts of their lives and technology is no different. They want to be able to
choose, learn and operate a technology without a great deal of stress. They want to
have minimal updating or need to replace devices. They want to know what they use
will keep their personal information safe. And as stated several times, they want it to
meet a true need for them.

The chart below shows the barriers to adoption today compared to 2021:
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Barriers to Technology Adoption

Cost/affordabiliry | A —— 155

Complexity of technology

Lack of knowing what to buy/keeping up with the latest tech 34%

Lack of knowledge of howto use | v 1

Lack of internet access or sufficient internet speed m@ 5%
Myage [ 200"

Lack of accessibility features w %

52%
45%

49%

Concerned about personal information/privacy/security ” 43%

m2025 m 2021

Sources for learning about technology

There are various sources for learning about technology today. In this study, we have

heard from our respondents as we have in the past that there is just too much

information out there and technology is changing and developing so quickly that

they just cannot keep up; can any of us?

We asked in a free form question, by category, what or who is the number one
source for learning about technologies in this category. The chart below represents
an Al generated summary of all the responses and appropriate percentages based on

the totals:

Sources for Learning About Technologies

39%

19%

5% 5%

Communication & Entertainment Safety, Security & Smart Home Health & Wellness

B Watching a video, i.e. YouTube M Observing friends/family One-on-one

M On-line or news media Class orworkshop W Physician/health care provider

LINK-AGE CONNECT 2025 TECHNOLOGY USE AMONG OLDER ADULTS
18



Older adults are still relying on their physician or health care provider for informing
them about Health & Wellness technologies. This has remained consistent for this
category since we began this study in 2011. These numbers are dropping significantly
though as older adults become much more proactive in their health and are now
going on-line to research and learn more about options for their health.

Older adults are on-line more than ever; they stay on sources and click through on
websites more than their younger cohorts, and they spend more time to learn. Once
again, there is huge opportunity here. Meeting older adults where they are, on social
media and trusted websites, technology companies can provide educational
materials that include features, benefits, and competitive information about various
technologies in an easy-to-understand video.

There are also organizations in the market that provide hands-on, personal
one-on-one or group setting technology learning and troubleshooting for older
adults. The Geek Squad was one of the first in the space and others such as The
Smarter Service and Parasol Alliance, both geared to Senior Living, are leaders in
helping older adults with tech.

In their words

As always, we solicit comments from our respondents to give us any last thoughts
they may have about technology. These are just a few of the close to two hundred
additional comments we received, with over 53% of them coming from our age 80-
89 age groups.

These quotes speak directly about the experiences and perspectives of our
respondents:

"I just turned 55 but | believe more education is needed for seniors in this area.”
— Age 55-59, married male, owns a condo or house

"I don’t want information for the sake of information-even for my health. | want
technology to help simplify my life and let me do more of what | want to do."

— Age 60-64, married female, owns a condo or house

LINK-AGE CONNECT 2025 TECHNOLOGY USE AMONG OLDER ADULTS
19



"My life is busy and full, unless | see a strong possible benefit, more technology is not
worth the bother."

— Age 70-74, married female, rents in Senior Living

"Tech means a much better way to be healthy and happy."
— Age 70-74, single female, rents in Senior Living

"I readily adopt new tech if useful.”

— Age 75-79, married male, rents in Senior Living

"I love having a smart house. It makes life so much easier. It has linked me with like-
minded people. It has enabled me to find recommendations for workers, etc. in caring
for my home and auto. It enables me to stay in touch with relatives and friends."

— Age 75-79, single female, owns a condo or house

"Great when it works. Grew up with TV and telephones. Prefer those modes; saying
that, I like texting and emails now. And | find ChatGPT great for recipes and
gardening tips."

— Age 80-84, married female, owns a condo or house

"Use the KISS principle."

— Age 80-84, divorced male, rents in Senior Living

"Looking forward to incorporating Al into more elements of daily activities."
— Age 85-89, married male, rents in Senior Living

"At age 87, | make use of technology as it benefits me. My son-in-law tells me what |
need and how to use it."

— Age 85-89, married female, rents in Senior Living

"I like it and think it enhances the quality of my life — | wish | was more proficient in
it."

— Age 90-94, widowed female, rents in Senior Living
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"Helpful though need help to learn to use."
— Age 90-94, widowed female, rents in Senior Living

"I love being able to contact friends and family with email. | enjoy Facebook pictures
of friends and relatives. | can watch my church services when | cannot get to church."

— Age 95-99, widowed female, rents in Senior Living

Conclusion
Summary of Key Findings

This 2025 Technology Study revealed that this demographic continues to defy
outdated stereotypes about older adults and technology. Far from being resistant to
technological change, adults aged fifty-five and older are actively embracing new
tools that enhance their quality of life, well into their nineties, with 97% now owning
Wi-Fi and smartphone usage increasing by 10% since 2021. The data demonstrates
that older adults are discerning consumers who adopt technology purposefully—
they seek simplicity, clear benefits, and solutions that meet genuine needs rather
than wants. Communication and Entertainment technologies lead in both adoption
and investment, driven by older adults' desire to stay connected, informed, and
engaged with the world around them. Meanwhile, barriers to adoption center less
on cost than on the overwhelming pace of technological change and the complexity
of available options.

Implications for those marketing to and/or serving the older adult market

These findings carry significant implications for organizations serving the older adult
market. The willingness to allocate financial resources to technology has increased
substantially, with only 19% unwilling to spend on any technology category in 2025
compared to 38% in 2021. This represents a demographic with both purchasing
power and intention. However, success in this market requires a fundamental shift in
approach—speaking directly to older adults as individuals with distinct preferences,
emphasizing how technology meets their specific needs, and providing education
through their preferred channels. The growing interest in emerging technologies like
Al chatbots, particularly among the 55-74 age group, signals opportunities for early
movers who can effectively communicate benefits while maintaining simplicity.
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Recommended Next Steps

Organizations seeking to serve this demographic should prioritize simplicity in
product design and marketing communications, clearly articulating how each
technology addresses a specific need rather than highlighting features alone.
Investment in educational content—particularly video formats delivered through
online channels where older adults are increasingly present—will prove essential for
driving adoption. Companies should consider the power of loyalty in this
demographic: older adults who find products that meet their needs become long-
term customers, making the investment in understanding and serving them well a
strategic advantage. Finally, continued attention to emerging technologies in the
Health & Wellness space presents significant growth opportunities, particularly when
integrated seamlessly into devices older adults already use and trust.

Looking Ahead

As technology continues to evolve at an unprecedented pace, the older adult
demographic will remain a significant opportunity for meaningful innovation—they
have witnessed more technological transformation in their lifetimes than any other
generation. The coming years will reveal whether emerging technologies like Al
companions, advanced health monitoring, and smart home systems can earn their
place in older adults’ lives by demonstrating clear value and maintaining the
simplicity they require. Link-age Connect remains committed to tracking these
trends, providing research that illuminates the wants, needs, and behaviors of this
vital demographic, and ensuring that the voices of older adults continue to shape the
development of technologies that serve them. The 2025 study confirms what we
have long known: older adults will adopt technology enthusiastically—when it works
for them, not the other way around.
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