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Abstract
During the COVID-19 pandemic, older consumers have increased their usage of social networking services (SNSs) to avoid social
isolation, yet this behavior remains unexplored. Through selective optimization with compensation theory, the authors combine
concepts from gerontology and marketing to investigate the following research question: How does older consumers’ usage of
SNSs during the pandemic interrelate with the constructs of social well-being? The research draws on qualitative data collated
during lockdown in the United Kingdom, including 14 semistructured interviews from participants age 65–80 and six months
of netnographic data from an online forum geared toward older people. The findings reveal how older consumers leverage
three strategies—selection, optimization, and compensation—to improve their use of SNSs and social interactions during lock-
downs. Such behaviors in turn interrelate with the dimensions of social well-being: social acceptance, social integration, social
contribution, social actualization, and social coherence. This research contributes to the marketing literature by (1) introducing
a framework for transformative SNSs into transformative service research, (2) utilizing theory from gerontology studies to fur-
ther understand the older consumer, and (3) enhancing the sparse understanding of older consumers’ use of SNSs. Future
research directions and managerial implication are suggested for both marketers and developers of SNSs for aging consumers.
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In March 2020, the World Health Organization announced that
the spread of COVID-19 had become a global pandemic (World
Health Organization 2020). Many governments across the
world set about instigating regulations to reduce the spread
and devastation of the disease. As a result, by April 2020,
over 100 countries were in either national or local lockdowns,
impacting billions of people globally (Dunford et al. 2020).
As expected, having the resources to interact both economically
and socially through digital technology became imperative as
retail, essential services, and communication with friends and
family were essentially limited to online environments, result-
ing in a surge of digital technology usage and consumption of
online services such as social networking services (SNSs;
Office for National Statistics 2020; Pandey and Pal 2020).
SNSs are defined as “web-based services that allow individuals
to connect with each other” (Langaro, Rita, and de Fátima
Salgueiro 2018, p. 147), which includes social media-based
applications and websites encouraging users to create, circulate,
and annotate content (Kozinets 2019).

Issues arose, however, as consumers with different levels of
digital experience, cultures, financial situations, and health sta-
tuses faced challenges regarding their accessibility to digital
technology. In particular, older consumers (defined here as
those over age 55) are traditionally assumed to be laggards or
nonadopters of technology, with 3.7 of the 4 million people
who had never used the internet as of 2019 in the United
Kingdom in that age bracket (Office for National Statistics
2019). During the pandemic, however, internet usage frequency
increased, and by 2020, 60% of people age 65–74 in the United
Kingdom possessed a social media profile (AgeUK 2021).
Subsequently, the most popular SNSs for consumers age 55
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and older are Facebook (72%), WhatsApp (63%), and YouTube
(52%) (AudienceProject 2020). Not only are older consumers
increasingly using mainstream social media platforms, but
they are also engaging with SNSs that directly target their age
group, resulting in an influx of platforms such as Silversurfers
(https://www.silversurfers.com), Fifty Plus Forum (https://fifty-
plusforum.co.uk), Olderiswiser (https://www.olderiswiser.
com), and Gransnet (https://gransnet.com/). Even with such an
influx of new users, however, limited understanding exists
regarding how older adults have reacted to this online transition,
and how such increased technology affects their well-being,
especially when using nuanced services such as SNSs.

This research adopts a transformative service research (TSR)
perspective to address the following research question: How
does older consumers’ usage of SNSs during the pandemic
interrelate with the constructs of social well-being? Thus, it
seeks to solve practical issues pertaining to the development
and marketing of mainstream and directed SNS, to consider
and enhance the well-being of older consumers (Anderson
et al. 2013; Anderson and Ostrom 2015). We use a two-phased
qualitative approach involving 14 interviews and a six-month
netnography. The research combines knowledge from the
field of gerontology with TSR literature by using the theory
of selective optimization with compensation (SOC), originally
coined by Baltes and Baltes (1990), as a lens to understand
how older consumers use SNSs to improve their social
well-being.

The research makes three important contributions to the
extant literature on older consumers’ experiences with
SNSs. The first contribution is to the area of TSR, as we
explore how use of SNSs by aging consumers interrelates
with social well-being, in order to create an understanding
of transformative internet services for this age group.
Moreover, social well-being is a welfare-based construct
that is currently underused in services marketing, especially
within the context of SNS use by older consumers (Keyes
1998). The study focuses on social well-being, as it has pre-
viously been found that customer-to-customer interactions
within the hospitality industry positively influence the
social well-being of older consumers (Altinay et al. 2019).
In light of the social isolation caused by the COVID-19 pan-
demic lockdowns, it is imperative to explore whether the
same is true for customer-to-customer interactions in internet
services.

Second, we contribute to the literature on aging consumers.
The majority of theories and frameworks within interactive mar-
keting (e.g., technology acceptance model) are developed on the
basis of empirical data from younger consumers, without recog-
nizing the changes that occur when we age. We therefore use
SOC as a theoretical lens to explain, within the context of
SNS consumption, how individuals respond to the challenges
of aging by altering their life goals and aspirations (Baltes
and Baltes 1990). It is a flexible theory that has been applied
to a variety of contexts, including social interactions (e.g.,

Rohr and Lang 2009), but it is underutilized within the market-
ing field.

Third, we add to the understanding of older consumers’ SNS
usage, a topic that has not received in-depth treatment within
the marketing field. In addition to contributing to the academic lit-
erature, we also discuss practical implications for marketers,
developers, and designers of SNSs, both when these networks
are aimed primarily at older adults and when they are produced
for audiences with broader demographics. Thus, we answer
recent calls for enhancing marketing-based knowledge on aging
consumers’ lived experiences of technology usage (Lee and
Coughlin 2015; Nunan and Di Domenico 2019; Wilson-Nash
and Tinson 2021) and the influence of specific consumer behav-
iors on older people’s well-being (Moschis 2012).

To achieve these objectives, the remainder of the article is
arranged as follows. First, we review the literature on older con-
sumers of SNSs within the marketing field, marketing conceptu-
alizations of well-being, and the theory of SOC. Second, we
discuss the data collection and analysis methods before presenting
the findings and theoretical framework. Finally, we conclude with
a discussion of the theoretical and managerial implications of the
findings, and how these relate to the respective contributions.

Conceptual Background
Older Consumers of Social Media
Despite the increase in usage of SNSs by older consumers, little
research addresses this topic, especially within marketing; in
fact, our research review yielded only nine articles on this
topic within the marketing literature. Table 1 unpacks key
dimensions of these studies, such as the research topics and
context, utilized theories, methodologies, key metrics, and find-
ings. The topics of these studies vary, including how older con-
sumers use SNSs in general (Bae et al. 2021; Su and Tong
2021), their smartphone usage (Busch et al. 2021), and how
they access branded social media platforms (e.g., Facebook;
Jung and Sundar 2016; Kim and Shen 2020). Furthermore, con-
sumers in the extant research represent cultures from countries
in Europe, Asia, and North America (Busch et al. 2021; Khoo
and Yang 2020; Su and Tong 2021). In addition, the research
explores multiple explicit reasons for using SNSs, such as pro-
cessing information and misinformation (Choudrie et al. 2021),
sharing photos (Pera, Quinton, and Baima 2020), and finding
health-related information (Parida, Mostaghel, and Oghazi
2016). Thus, there is a need for further marketing research
that explores the holistic usage of SNSs by older consumers.

Importantly, the studies also vary widely with respect to the-
ories leveraged or generated. For example, uses and gratifica-
tions theory is employed to understand SNS usage, whereas
the technology acceptance model and the extended unified
theory of acceptance and use of technology (UTAUT2) are uti-
lized to capture intention to use SNSs (Bae et al. 2021; Jung and
Sundar 2016; Parida, Mostaghel, and Oghazi 2016; Su and
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Table 1. Review of the Marketing Literature on Older Consumers of SNS.

References Context Theory Metrics Methodology Key Findings

Jung and Sundar
(2016)

How and why older
consumers use Facebook
in the United States

Uses and gratifications
theory and power usage

Quantitative survey in the
United States (352
adults age 60–86)

Social bonding, social bridging,
curiosity, and responding to
requests from family members are
all motivations for using Facebook.

Social bonding is the main
motivator of most activities older
consumers participate in on
Facebook.

Using messaging functions increases
older consumers’ time spent on
Facebook.

Parida,
Mostaghel,
and Oghazi
(2016)

Use of social media sites for
health-related information
by older consumers in
Sweden

Technology acceptance
model, age, and gender

Quantitative survey in
Sweden (610 adults age
60 and over)

Positive effects of general
technology use experience,
attitudes toward technology use,
age, and gender on social media
use were found for health-related
activities.

For old-older consumers and
women, attitudes about
technology strengthen the use of
social media for health purposes.

Khoo and Yang
(2020)

The impact of social media
use by middle-aged and
older consumers in the
United States on their
executive functions

Executive functions,
perceived social support,
sense of control, social
media use, and health
status

Quantitative surveys in
the United States (1,735
adults age 40 and over)

Perceived social support mediates
the relationship between social
media use for interpersonal
interactions and executive
functions.

Social media use by older
consumers for social connection
improves executive functions and
protects against age-related
cognitive decline.

Kim and Shen
(2020)

Comparison of older and
younger consumers of
Facebook

Socioemotional selectivity
theory and uses and
gratifications theory

Quantitative survey and
behavioral Facebook
data (25,726 adults age
18–25 and 982 adults
age 50 and over)

Compared with younger
consumers, older consumers
benefit more from engaging in
directed communication activities
and less from having a large
network size.

Pera, Quinton,
and Baima
(2020)

Sharing photos on social
media by older consumers
in Italy and the
United Kingdom

Subjective well-being and
the digital self

Qualitative interviews (16
adults age 60 and over)
and focus groups (32
adults age 60 and over)

Sharing photos on social media
interacts with the dimensions of
subjective well-being:
self-acceptance, positive relations
with others, autonomy,
environmental mastery, purpose
in life, and personal growth.

Photo sharing enhances well-being
by encouraging self-reflection,
self-representation, and a sense of
community.

Photo sharing creates bonds
between older consumers, but it
can also break bonds as there is a
conflict between wanting
autonomy and needing
relationships with others.

Bae et al.
(2021)

Intention to use mobile
social networking services
by middle age older
consumers in Korea

Uses and gratifications
theory and information
system continuance use
model

Quantitative survey in
Korea (358 adults age
40 and over)

Information seeking, social
interaction, and habitual pastime
have a positive effect on user
satisfaction. The social support

(continued)
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Tong 2021). The primary focus from the extant literature is
therefore on what variables influence the intention to use or
actual usage of SNSs. The issue with this approach is the
intention to develop recommendations encouraging social
media usage by older consumers, without fully understanding
the impact of SNSs on their welfare. Only a handful of
studies explore older consumers of SNSs in relation to health,
functioning, well-being, and security (Choudrie et al. 2021;
Khoo and Yang 2020; Parida, Mostaghel, and Oghazi 2016;
Pera, Quinton, and Baima 2020). For example, sharing
images on social media enhances the well-being of older con-
sumers by encouraging self-reflection, self-representation, and
a sense of community (Pera, Quinton, and Baima 2020). The

present research builds on this work to explore the influence
of SNS usage on older consumers’ well-being, during a time
when people’s well-being was continuously being challenged.

A running theme throughout the literature is investigating
how social connectedness influences older consumers’ propen-
sity to use SNSs. Measures such as social interaction, social
influence, social bonding, and social bridging have a positive
effect on older consumers’ satisfaction with, perceived value
of, and level of social media usage (Bae et al. 2021; Busch
et al. 2021; Jung and Sundar 2016; Su and Tong 2021). Kim
and Shen (2020) reveal that compared with younger adults,
older consumers benefit more from engaging in direct commu-
nication activities and less from attempting to develop a large

Table 1. (continued)

References Context Theory Metrics Methodology Key Findings

motivation has no effect on
satisfaction.

Perceived ubiquitous connectivity
and perceived network increase
influence perceived usefulness.

Perceived usefulness influences
satisfaction. Satisfaction and
perceived usefulness have a
positive effect on continuance
intention.

Busch et al.
(2021)

Smartphone usage by older
consumers in Norway

Loneliness, habit, social
influence, emotional gain,
fear of missing out,
self-control, and
problematic smartphone
usage

Quantitative survey in
Norway (154 adults age
60–89)

Social media and news reading are
the most common activities of
smartphone usage.

Habit and social influence are strong
predictors of smartphone use.
Loneliness is not. Fear of missing
out is not prevalent.

Higher self-control relates to lower
problematic smartphone usage.

Choudrie et al.
(2021)

Older consumers’
processing of information
and misinformation during
COVID-19 in the United
Kingdom

Adoption behavior and
attitude, artificial
intelligence,
misinformation, and trust

Deep learning
classification algorithms
and qualitative
interviews (20 adults
age 50–87)

Humans (e.g., older consumers)
cannot process the difference
between information and
misinformation as accurately as AI
can.

Older consumers are more inclined
to use traditional media rather
than new media. They are
therefore more immune to
misinformation than younger
generations.

Corrective messages with attractive
presentation are deemed less
convincing by older consumers.

Su and Tong
(2021)

Intention to use social
networking technology by
Chinese older consumers

UTAUT2 and expectation
confirmation theory

Quantitative survey in
China (323 adults age 50
and over)

Performance expectancy, facilitating
conditions, social influence, and
hedonic motivation positively
influence perceived value.

Facilitating conditions and
perceived value have a positive
effect on satisfaction.

Perceived value and satisfaction
positively influence intention to
use social networking technology.
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network. These directed communication activities can improve
executive functions and protect against age-related cognitive
decline, especially when friends and family provide social
support (Khoo and Yang 2020). Interestingly, Pera, Quinton,
and Baima (2020) indicate the complexity of social connected-
ness by revealing that sharing images creates and breaks bonds
between older consumers, as there is a conflict between needing
relationships but striving for autonomy.

Extant research on aging consumers’ SNS usage (see
Table 1) has primarily taken a quantitative survey-based
approach, measuring the usage of or intention to use SNSs
(Bae et al. 2021; Busch et al. 2021; Jung and Sundar 2016;
Khoo and Yang 2020; Kim and Shen 2020; Parida,
Mostaghel, and Oghazi 2016; Su and Tong 2021). Only a few
studies use a qualitative data collection process with interviews
and focus groups to explore older people’s consumption of
social media in depth (Choudrie et al. 2021; Pera, Quinton,
and Baima 2020). For instance, Pera, Quinton, and Baima
(2020) explore how sharing photos on social media influences
the subjective well-being and digital self of older consumers.
A study by Choudrie et al. (2021) is the only investigation of
older consumers’ SNS engagement during the COVID-19 pan-
demic. Their qualitative study investigates how aging consum-
ers process information and misinformation compared with
artificial intelligence (AI) technology. The present research
builds on this qualitative in-depth understanding by taking a
holistic approach and exploring the overarching SNS usage of
older consumers during periods of lockdown, and the influence
of this behavior on their well-being. As being in lockdown
during a pandemic is a new experience for most, there is a
need for in-depth exploratory research on this topic.

Marketing Conceptualizations of Well-Being
Consumer well-being is understood as how content a person
feels with their possessions, services, acquisition of goods,
retail establishments in the community, and ability to repair
and dispose of goods (Day 1978, 1987; Lee et al. 2002;
Leelanuithanit, Day, and Walters 1991; Sirgy and Lee 2008).
This material-based definition determines how products and ser-
vices influence consumers’ satisfaction and consequent happi-
ness. Since the emergence of transformative consumer
research and subsequently TSR, which both strive to posi-
tively influence the welfare of consumers, the marketing disci-
pline has begun developing new approaches to understanding
well-being (Anderson et al. 2013; Mick 2006). The most
widely utilized constructs are hedonic well-being, which con-
sists of pleasure and enjoyment, and eudaimonic well-being, in
which individuals realize the potential or significance of life
(Tikkanen 2020).

From a TSR perspective, and within the context of older con-
sumers’ use of internet-based services, some studies combine
measures of both hedonic and eudaimonic well-being. For
instance, Bianchi (2021) investigates how using internet ser-
vices can influence these components in a study of older con-
sumers and develops five dimensions: social connectedness,

personal growth, enjoyment, autonomy, and mastery. Several
studies focus primarily on eudaimonic well-being, using either
Ryff’s (1989) construct of psychological well-being or
Keyes’s (1998) theory of social well-being, which is the self-
evaluation of one’s situation and functioning within society.
Scholars have leveraged psychological well-being, which Ryff
dimensionalizes as including self-acceptance, relationships,
autonomy, environmental mastery, purpose in life, and personal
growth, to explore older consumers’ photo sharing on social
media (Pera, Quinton, and Baima 2020) and use of SNS (Kim
and Shen 2020). Tikkanen (2020) seems to be the sole
researcher to use social well-being, combining both psycholog-
ical well-being and social well-being to explore the influence of
self-tracking services (e.g., wearables) on consumer welfare.

Social well-being is valuable in exploring the influence of
social media on consumer well-being. For example, Chou, Leo,
and Chen (2021) demonstrate that two dimensions—social inte-
gration and social contribution—enhance the propensity of both
customers and moderators to offer help in virtual communities.
Furthermore, researchers have successfully investigated the
social well-being of consumers in customer-to-customer contexts
involving older people (Meneses Fernández et al. 2017). For
instance, for older consumers of commercial senior living ser-
vices, interactions with employees, peers, and outsiders are essen-
tial to achieve social well-being (Feng et al. 2019). Similarly,
social interactions between older consumers within the hospital-
ity industry have a direct influence on social well-being and sat-
isfaction (Altinay et al. 2019). To the authors’ knowledge,
however, Keyes’s (1998) theoretical construct of social well-
being is yet to be applied to a combination of these contexts,
amalgamating customer-to-customer interaction between older
people with the examination of SNS usage as a consumption
behavior.

Selection, Optimization, and Compensation
Within the discipline of gerontology, Baltes and Baltes (1990)
describe the SOC process. It is a model of successful aging
that focuses on how individuals maximize gains and reduce
losses in response to everyday challenges and the changes asso-
ciated with aging (e.g., experiencing vulnerability, reduced
adaptability to environmental changes, and reduced reserve
capacity). The model is therefore useful for aging individuals
who are managing changes to their functioning and environ-
ment, as they can use their strengths and abilities (e.g.,
wisdom and perspective; Wilson-Nash and Tinson 2021) to
adjust their goals. It is a flexible process that accounts for the
heterogeneity and many trajectories of aging, within a multitude
of contexts. For instance, Rohr and Lang (2009) implement
SOC to answer the question of how older people adopt the valu-
able influence of social relationships to face the challenges and
demands of life.

The key components of the SOC theory are as follows.
Within a social context, “selection” indicates how older
people choose their preferred situation, on the basis of opportu-
nities within their social settings. In other words, aging
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individuals preserve resources and reserves and strive for more
meaningful relationships by regulating contact with certain
salient people and social groups (Rohr and Lang 2009). In addi-
tion, “optimization” refers to older people maintaining or aug-
menting their social contexts, which involves spending their
time, energy, and resources on improving relationships with
existing contacts or on building new relationships (Kamin,
Lang, and Kamber 2017). These interactions in turn help
improve the cognitive, mental, and physical functioning of the
aging individual (Rohr and Lang 2009). Finally, “compensa-
tion” refers to how older people adjust to losses and burdens,
such as conflicts, social isolation, loneliness, loss of a loved
one, and health deterioration. Often, these situations can lead
to the purchasing and usage of technology; alternatively, tech-
nology also can encourage compensation. Kamin, Lang, and
Kamber (2017) suggest that technology within a social
context can be useful for aiding successful aging through
SOC; however, there is currently little empirical literature
applying Baltes and Baltes’s (1990) theoretical model to this
context.

Combining theoretical approaches and empirical findings
from both the gerontology and marketing disciplines has been
essential in consumer studies to reevaluate concepts such as
cognitive age (Mathur et al. 2017), explore preventative
health care behaviors (Mathur et al. 2020), and understand
older consumers’ experience of vulnerability (Moschis,
Mosteller, and Fatt 2011). More specifically, the concept of suc-
cessful aging that originates in gerontology has been—and
should continue to be—applied to the study of older consumers’
experiences in market- and servicescapes (LaBarge and Pyle
2020; Plaud and Guillemot 2015). For example, LaBarge and
Pyle (2020) develop a framework that combines the marketing
knowledge of vulnerable consumers with the theory of success-
ful aging. They discover that older consumers perceive aging to
be an evolution rather than a decline, and that older consumers
can accept and adapt to situations they cannot change. In addi-
tion, older consumers are heterogeneous, with a plethora of
lived experiences. Blanket applications of purely marketing-
based approaches (e.g., categorizing the entire community as
“vulnerable”) results in oversimplifications and limited knowl-
edge gain with respect to how older people engage with the mar-
ketplace and influence their well-being (LaBarge and Pyle
2020).

There is consequently scope to combine gerontology con-
cepts with knowledge from the marketing discipline to make
meaningful knowledge gains with respect to the experiences
of older consumers. Thus, taking a TSR stance, we leverage
the theory of SOC as a lens to explore how older consumers
used SNSs to influence their social well-being during the
COVID-19 pandemic (see Figure 1). Within the extant market-
ing literature, the theory has only previously been applied to
older consumers’ selection and usage of brands (Sikkel 2013),
and not to their use and adoption of services, including SNSs.
We therefore explore (1) how older consumers implemented
SOC when consuming SNSs during the COVID-19 pandemic,
(2) how this SNS consumption impacts the SOC of social

contacts, and (3) how the SOC of SNSs and social contacts
interrelates with the constructs of social well-being.

Methodology
We believe our research aims require in-depth exploration of
older consumers’ lived experiences on SNSs because this
study explores an underresearched topic in a novel context
(i.e., the COVID-19 pandemic). We collected primary data in
two phases. In the first phase, semistructured, in-depth inter-
views were conducted via online video conferencing software
to explore consumption of mainstream SNSs by aging consum-
ers. The second phase involved an observational netnographic
study of a public forum directed at older consumers, which
hosted an online community.

Phase 1: Semistructured Interviews
Semistructured, in-depth interviews offer reasonable freedom
for research participants to recount their experiences and
voice their thoughts, emotions, and reflections while adhering
to the objectives of a study, thus enabling a comprehensive anal-
ysis and understanding of the meaning behind a phenomenon
(Brinkmann and Kvale 2018; Roulston and Choi 2018).
Previous studies on older consumers have often used this
method for analogous reasons (Rosenthal, Cardoso, and
Abdalla 2021; Westberg, Reid, and Kopanidis 2020). Online
video conferencing is now an established alternative to
in-person interviews (Edwards and Holland 2013; Hanna
2012), and we used this technique to minimize health risks
while complying with regulations in force during the
COVID-19 pandemic.

Following purposive and snowball sampling, we recruited
consumers age 65 and over who had been residents in the
United Kingdom for at least 20 years, owned at least one elec-
tronic device (e.g., smartphone, tablet, computer, laptop), and
had previous social media usage experience. We approached
potential informants through SNS channels, such as
Facebook, and more traditional channels, such as emails.
Participants who agreed to be interviewed were asked to
invite their friends, acquaintances, or relatives. Overall, we
recruited 14 participants for online video calls, which lasted
between 45 and 75 minutes. Interviews with 14 participants
were sufficient to address the research question, as the inter-
views were supplemented by the observational data collated
in the second phase. Table 2 contains participant profiles of
the interviewees.

We based our conversations on a semistructured inter-
view guide (see Appendix) with set questions, while allow-
ing participants to follow diverse paths within given topics
(Brinkmann and Kvale 2018). We encouraged participants
to elaborate on key issues through probing questions and
prompting when necessary. Each interview began with ques-
tions regarding the general use of digital devices. Questions
were then focused on the use of social media, use of specific
platforms, frequency and ways of engagement, perceived
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ease of use, and obstacles faced, as well as online social
interactions during the pandemic. Interviewees were then
asked to reflect on the impact of such experiences in their

lives and to raise possible concerns about their SNS
usage. We concluded the interviews by asking the partici-
pants to make predictions about their social media

Table 2. Interview Participant Information.

Participant Pseudonym Age (Years) Gender Preferred Electronic Device Preferred SNS SNS Usage

1 Ian 71 Male Smartphone WhatsApp Daily
2 Jack 65 Male Tablet Twitter Daily
3 George 70 Male Tablet Facebook Daily
4 Jimmy 79 Male Desktop computer YouTube Weekly
5 Paul 70 Male Tablet WhatsApp Weekly
6 Edith 69 Female Desktop computer, smartphone WhatsApp Daily
7 John 74 Male Tablet, desktop computer WhatsApp Weekly
8 Laura 80 Female Smartphone Facetime Daily
9 Jennifer 79 Female Laptop WhatsApp, Facebook Daily
10 Emily 65 Female Smartphone WhatsApp Daily
11 Mark 71 Male Smartphone WhatsApp Daily
12 Maeve 70 Female Tablet WhatsApp Daily
13 Lesley 66 Female Laptop Zoom Weekly
14 Helen 77 Female Tablet Facebook Daily

Figure 1. Proposed Framework for Aging Consumers’ Interactions with SNSs.
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engagement in the future and to provide suggestions for how
designers might enhance the preferred platforms our infor-
mants had discussed.

Phase 2: Covert Netnography
Netnography is a method that encompasses traditional ethno-
graphic research practices while continually adapting to the
current digital landscape (Kozinets 2019). As it involves gather-
ing data from naturally occurring online conversations, it is a
valuable tool for understanding consumers and gaining insights
regarding their experiences on SNSs (Waqas, Salleh, and
Hamzah 2021). In our study, netnography took the form of non-
participant observation, in which we downloaded archived data
without engaging with the informants (Lee and Broderick 2007;
Xun and Reynolds 2010). A covert, versus overt, netnography
was deemed more appropriate in studies of consumers during
vulnerable times (e.g., a pandemic; Fletcher-Brown et al.
2021; Parkinson et al. 2017).

Following Kozinets’s (2019) criteria of selecting online
research sites that are relevant, active, interactive, diverse, and
rich, we selected an online forum involving frequent
customer-to-customer interactions between older consumers
on various topics, many of which were relevant to our research
questions. The forum is accessible to the public, and members’
anonymity is assured by their use of nicknames. Of the 52 topics
in the forum, we chose to scrape the posts from 11 topics due to
their clear relevance to the research. Discussions ranged from
technology to culture, arts, entertainment, and recreational
activities, with reference to social media on several occasions.
By using NCapture (an NVivo scraping tool) we downloaded
622 archived threads and 42,318 posts, dated between
September 2020 and March 2021. From the downloaded data,
we retained 346 threads and 21,895 posts for analysis, on the
basis of their potential to inform the findings. The forum
name was anonymized, usernames were given synonyms, and
all reported data were paraphrased to avoid being reverse-
searchable and revealing the identity of participants.

Data Analysis
We anonymized all interview transcripts and netnographic data
and imported it to NVivo for analysis. Following a reflexive the-
matic analysis procedure (Braun and Clarke 2021), two research-
ers created preliminary codes. Braun and Clarke (2021) suggest
that if researchers notice strong connections between the data
and theoretical concepts early in the coding process, they can
commence coding by leveraging a theoretical lens. In the prelim-
inary coding process, it was evident that codes emerging from the
data were aligning with Baltes and Baltes’s (1990) SOC theory
and that participants were demonstrating an influence of SNSs
on social well-being (Keyes 1998). The data analysis therefore
transformed into a hybrid approach of inductive and deductive
thematic analysis (Fereday and Muir-Cochrane 2006), used pre-
viously to position SOC as a theoretical lens to understand older
people’s well-being (e.g., Joly-Burra, Gallerne, et al. 2020;

Joly-Burra, Van der Linden, and Ghisletta 2020; Nimrod
2020). Following recommendations from Braun and Clarke
(2021), we continued the coding process from a curious,
opening, and questioning position. Instead of merely identifying
the theory, we also intended to explore how SOC (Baltes and
Baltes 1990) was evidenced in the data.

Following Braun and Clarke’s (2021) well-articulated coding
procedure, we developed 307 preliminary codes, which were cat-
egorized into nine clearly defined themes and 25 subthemes
through a comprehensive and iterative coding process. We used
tools such as memos and mind maps to ensure that the themes
were representative of the data, and there was evidentiary
support for a clear narrative relating to the theoretical concepts.
We relied on a third researcher, who had not coded the data, to
cross-check the coding and themes for reliability, sense, and rela-
tion to theory. Table 3 summarizes the key themes and subthemes
and indicates how they relate to the dimensions of SOC and social
well-being (Baltes and Baltes 1990; Keyes 1998).

Findings
In analyzing the data, a framework of transformative SNSs
for the aging consumer emerged (see Figure 2). It uses
SOC (Baltes and Baltes 1990) as a theoretical lens to
explain the interaction of older people’s SNS consumption
on their social contexts, and the influence of this interaction
on social well-being. The following analysis presents the
findings from the nine primary themes and how they relate
to the dimensions of SOC, as indicated in Table 3. The
themes provide a holistic perspective of SNS usage during
the pandemic, presenting broader themes than have been pre-
sented in prior qualitative research (e.g., Choudrie et al. 2021;
Pera, Quinton, and Baima 2020) and creating an overview of
the aging consumer of SNSs.

Selection
Older consumers in lockdown select SNSs by choosing plat-
forms with preferential features (e.g., video calling), basing
their consumption on recommendations from family and
friends, and employing device-specific selection. As a result,
they use SNSs to aid in the selection of their social connections
by carefully redistributing their social reserves, communicating
with chosen people, and sustaining family occasions and rituals
(see Figure 2), which in turn enhance their social acceptance.
The following analysis further unpacks these elements of
selection.

Selecting functional SNSs through recommendations. In lockdown,
SNSsenable regular and important communicationwith social con-
tacts and are consequently chosen for their convenience and func-
tionality, such as free communication, instant messaging, and
visuality. For example, Mark (age 71), like many other older con-
sumers, selects SNSs with video calling functions “to keep in
touch with family and friends, mainly family.” His daughter lives
abroad with her husband and children, so during the travel
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restrictions, he thought that “WhatsApp is a fantasticwayof talking
to them and also it’s cheap, it’s cheaper than making a phone call.”
Mark also uses Zoom to connect with trusted contacts:

And we’ve done an awful lot of Zoom. Communications with
family and with friends. And in fact, we’ve got into a routine

with two other couples that every Wednesday night we have
dinner together. It started as a one-off, and it’s turned into a
weekly thing, and it’s kind of really helpful to everybody.

Generally, as certain SNSs are chosen to fulfill a particular
purpose or function, older consumers choose a select number

Table 3. Summary of Themes and Subthemes Identified from the Data Analysis.

Theme Definition Subthemes Theoretical Dimension

Selecting functional SNSs
through recommendations

Older consumers select which SNS they use by
choosing SNSs with preferential functional
features (e.g., video calling), basing
consumption on recommendations from
family and friends, and using a specific device
for each SNS.

• Preferential features
• Snowball usage
• Device-specific selection

“Selection” from SOC (Baltes
and Baltes 1990)

Selecting social contacts by
(re)distributing reserves

Older consumers use SNSs to aid in the
selection of social contacts by maintaining
their social circles but redistributing reserves
toward geographically distanced friends and
family, therefore only communicating and
celebrating special occasions with chosen
people.

• Redistributing reserves
• Communicating with
select family and friends

• Sustaining family
occasions and rituals

“Selection” from SOC (Baltes
and Baltes 1990)

Demonstrating social
acceptance by seeking
advice

Older consumers demonstrate social
acceptance by seeking and accepting advice on
both lighthearted and serious topics from
selected people within their social circle,
indicating trust toward their social contacts.

• Seeking advice on
light-hearted topics

• Seeking advice on serious
topics

“Social acceptance” from social
well-being (Keyes 1998)

Optimizing SNSs through
collaboration

Older consumers discover ways of improving
their understanding of SNS functionality by
engaging in trial and error, seeking assistance
from friends and family, and helping others
optimize SNSs.

• Engaging in trial and error
• Seeking assistance in
optimizing SNS

• Providing assistance for
optimizing SNS

“Optimization” from SOC
(Baltes and Baltes 1990)

Demonstrating resilience by
optimizing (digital)
communities

Older consumers in lockdown demonstrate
resilience by using SNSs to create online
communities and engage in leisure pursuits,
which enhances community involvement.

• Optimizing leisure
pursuits

• Demonstrating resilience
Enhancing online
communities

“Optimization” from SOC
(Baltes and Baltes 1990)

Social contribution and
integration through
collaborative learning

Older consumers enable social integration by
using SNSs to create digital communities.
Within these digital communities, older
consumers experience social contribution by
providing assistance through collaborative
learning, as they feel worthwhile in their
contributions.

• Social integration within
online communities

• Social contribution by
collaborative learning

“Social integration” and “social
contribution” from social
well-being (Keyes 1998)

Compensating for SNS
obstacles by overcoming
technical barriers

Older consumers are compensating for, and
overcoming, the technical barriers associated
with using SNSs. There are dangers when
older consumers are unable to compensate for
these barriers.

• Encountering barriers
(e.g., security)

• Overcoming barriers
• Being unable to overcome
barriers

“Compensation” from SOC
(Baltes and Baltes 1990)

Compensating for lockdown
and loneliness

Older consumers use the convenience of SNSs
to compensate for losses within their social
lives, such as social isolation, loneliness, and
loss of a loved one, all of which the pandemic
exacerbated.

• Reducing social isolation
and loneliness

• Managing grief and loss
Coping in a crisis (e.g.,
pandemic)

“Compensation” from SOC
(Baltes and Baltes 1990)

Enhancing social
actualization and
coherence with
compensation

Older consumers use SNSs to compensate for
losses, which results in social actualization, as
they look for a hopeful future and optimistic
outlook on life, and social coherence, as they
use SNSs to know and understand more about
the world.

• Searching for social
actualization

• Enhancing social
coherence through
improved understanding

“Social actualization” and “social
coherence” from social
well-being (Keyes 1998)
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of SNSs to use. For instance, Facebook is used to stay connected
with people and follow their lives, and YouTube is chosen for
information searching. Other social media, such as WhatsApp
and Zoom, are selected for their video call functions, replacing
Skype as being useful to contact relatives and friends living geo-
graphically far away (Neustaedter et al. 2015). This approach
differs from that of younger consumers, who predominantly
use a higher number of platforms (Boczkowski, Matassi, and
Mitchelstein 2018).

In most cases, the different SNSs are introduced through
recommendations from trusted family and friends within
the user’s inner circle (Pera, Quinton, and Baima 2020),
which creates snowball usage. In some cases, support is
required for installation. Laura (age 80), for instance, uses
SNSs to talk to “family members and close friends.” Her
grandson helps with the setup:

Because of my age, I haven’t actually been brought up with online
media. So it was like a different language … so he had to explain
everything.

Generally, however, older consumers are messaged through
a particular SNS (e.g., WhatsApp) or sent an invitation (e.g.,
Facebook) by family members, and this consequently spurs
SNS usage, indicating that older consumers are just as influen-
tial in the product-led growth of SNSs as younger consumers are
(Widlund 2021).

Furthermore, SNS selection is intertwined with technol-
ogy selection. Older consumers choose a preferred device
for each of their selected SNSs, instead of having a multitude
of SNSs across all digital devices or relying primarily on a
smartphone as younger consumers do (Dunaway and
Soroka 2021). For example, Maeve (age 70) selects her

Figure 2. Transformative SNS for the Aging Consumer.
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iPad for Facebook and Skype, but her smartphone for
WhatsApp:

I have Facebook and WhatsApp, I have Skype… and they’re all on
my iPad, not necessarily on my phone. I don’t use Facebook on my
phone. No. I use WhatsApp on my phone. I don’t use the others on
my phone at all.

Consequently, older consumers of SNSs select the platform
they use on the basis of functionality and through recommenda-
tions, but they also select the device they consume each SNS on,
an understanding not gleaned from previous studies focusing on
a single platform (e.g., Jung and Sundar 2016; Kim and Shen
2020). This advances the SOC theory by demonstrating that
older consumers select not just their social contacts (Kamin,
Lang, and Kamber 2017; Rohr and Lang 2009) but also the
technology and SNSs that they plan to use.

Selecting social contacts by (re)distributing reserves. The data dem-
onstrate how older consumers, through the use of SNSs, put
time and energy into maintaining relationships with trusted
(and select) family and friends (Baltes and Baltes 1990).
During periods of lockdown, most respondents reported no
changes to the structure of their social circles, but only
changes to the ways they communicate with people. For
example, George (age 70), finds that staying in contact
through SNS is easier than meeting face-to-face, but he still
“stay[s] in contact with the same people that [he] stayed in
contact [with] beforehand,” which is indicative of selective
behavior (Rohr and Lang 2009). Emily (age 65) reiterates this
point, noting, “I don’t think it [SNS use] necessarily widens
your [social] circle. … I think after a while you tend to fall
back on the people who really are your friends.”

Interestingly, however, although lockdown does not change
older consumers’ choices of whom to communicate with, in
some cases it alters how our informants distribute their
“reserves” for relationships (Rohr and Lang 2009). For instance,
before the lockdown, Emily (age 65) held strong relationships
with friends who lived near her (e.g., within her village). But
in lockdown, Emily distributes her social resources and social
acceptance toward friends who are more geographically dis-
persed. In other words, lockdown affords Emily the time and
opportunity to reconnect with trusted but physically distanced
friends:

It’s made me want to contact friends that I don’t see very often, and
I probably have more contact with friends that I don’t see very
often. Which is a positive. People that I maybe only speak to a
couple of times a year, I’m probably checking in with them every
3 or 4 weeks now. Some more often … particularly if I know
they’re on their own.

The redistribution of reserves is not just present in
day-to-day communication with select, and geographically
diverse, socially accepted contacts. Rather, time is also spent
on sustaining cherished family occasions and rituals, such as
birthdays, religious holidays, and anniversaries (Abel,

Machin, and Brownlow 2021), thus strengthening family
bonds (Crespo et al. 2011). Respondents use SNSs to develop
creative and innovative ways of staying connected during
these special occasions, despite the physical distance of
family members. Jennifer (age 79), whose family usually
holds a large event for Christmas, reports having “the strangest
Christmas” over lockdown. She says jovially, “I mean we were
even taking photographs of our food and sending the children
photographs of what we’re eating [laughs out loud] and I had
a glass of wine [chuckles].” Furthermore, John (age 74) and
his family use Zoom to celebrate special occasions and cheer
themselves up with collective, fun, and innovative games:

So we had a good session on Sunday, so it was Valentine’s Day, but
we weren’t able to celebrate that properly. So the family, the six of
us, set up a game of Cluedo on the Zoom. And my daughter spread
the board out on her floor of the living room and so we’ve pinned
that to the screen … quite liberating I thought. It was the general
idea to come to the conclusion between us. It wasn’t one person
who suggested it, but it worked really well. Also, we also dressed
up. We dressed up in the costume of the characters that we were
playing. It’s really good. We’re going to do that again [smile].

Not only is selection of social contacts occurring as estab-
lished in the SOC framework (Rohr and Lang 2009), but our
findings demonstrate that pandemic-related social isolation, as
a contextual issue, creates a redistribution of social reserves
from the selection of localized personal contacts to the selection
of more physically distanced contacts. In this situation, older
consumers do not just use SNSs to expand their networks as
younger consumers do (Wolny and Mueller 2013), but they
redistribute their reserves within their already established
network of friends and family, creating more time for family
rituals and communication with distanced friends.

Demonstrating social acceptance by seeking advice. The data indi-
cate how selection, a construct from Baltes and Baltes’s (1990)
SOC theory, interacts with social acceptance, a construct from
Keyes’s (1998) theory of social well-being. By selecting
social contacts with their selected SNS, the participants demon-
strate social acceptance of others, as they trust others within
their social circles and believe that they can be kind during dif-
ficult times (Keyes 1998).

This is also evidenced on the forum, as choosing to partici-
pate in the forum is a form of selection: the user selects the
forum, the forum topic, and the form of engagement by either
creating a thread or posting a response. Selection further indi-
cates enhanced social acceptance, as forum members, even
though they do not know one another, increasingly trust
others enough to ask for and follow various forms of advice.
For instance, Deary63 asks forum members to suggest how to
furnish her home, which is a decision of great importance:

I am soon having my kitchen, living room and hallway laid with
wooden style Karndean Laminate. I will have to buy a lovely rug
to go between my couch, comfy chairs and TV. Looking for
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something 120× 170 cm in size. I’ve seen some really great ones,
however, one is wool, some are polyester, and a few are acrylic.
I’m a bit clueless about the pros and cons of these various materials.
So, I would be very thankful for any advice you might have.

Other forum members ask for advice on a range of topics
with varying importance. Some are interested in mundane deci-
sions relating to what books to read, what television shows to
watch, and what radio stations or programs to tune into;
others share serious and pertinent topics relating to caring for
a loved one, difficult relationships, and grief. Consequently,
SNS selection can help older consumers engage with their
salient and selected networks and communicate about difficult
topics with trusted contacts, demonstrating social acceptance
and subsequent social well-being (Keyes 1998). This not only
reveals that services for older consumers can be transformative
and enhance social well-being (Feng, Altinay, and Olya 2019)
but also shows that digital services, such as SNSs, can have a
similar effect, rather than being detrimental to health and well-
being (Schünemeyer and Walsh 2020).

Optimization
Alongside demonstrating selective behavior, the data reveal
how older consumers practice optimization (Baltes and Baltes
1990) during lockdown. Figure 2 indicates that finding ways
to optimize SNSs and helping others optimize SNSs are essen-
tial in enhancing online community involvement and engaging
in leisure pursuits. Not only do aging consumers strive to opti-
mize their social relationships (Kamin, Lang, and Kamber
2017), but they also optimize the use of SNSs, which in turn
optimizes relationships and improves social contribution and
integration. The following analysis further explores these
interactions.

Optimizing SNSs through collaboration. Older consumers in lock-
down strive to optimize the SNSs that they consume by learning
to use a multitude of functions in an effective and efficient
manner. Many find using digital devices and social media
easy, due to previous experiences of consuming technology in
the workplace, whereas others learn through continuous trial
and error. Laura (age 80), for example, reports learning new
skills while organizing activities for others within her commu-
nity. Her success in optimizing Zoom gives her tremendous
feelings of pride and self-worth:

I think I’ve grown in the last year to a level of competence. For
example, last Saturday, I had organized for my village to do a
village virtual quiz. I just organized it. Somebody else hosted it.
But during that quiz, there were two friends who were in different
places. I learned how to do a dual screen which I have never
done before (feel so proud). I learned how to do that last week,
which was wonderful.

Part of the optimization process often involves collaboration
with others, either asking for assistance with using SNS or

helping people use SNS. Edith (age 69), like many other
older consumers, helps her friends use social media, as “a lot
people found it very challenging to connect with this technol-
ogy,” so she makes “a lot of effort to actually help people to
do it [use SNSs] without being physically present.” Equally,
forum members regularly leverage the forum to ask questions
about how to optimize SNSs. A user called Shelly52 begins a
forum thread with this question:

We have been using video for communicating with family and
friends since the start of lockdown, but I keep hearing about
Zoom. I’m feeling really silly because I don’t even know what
Zoom is. Can somebody help?

Notably, we observe 24 responses to this question, with
many people willing to socially contribute by helping
Shelly52 with information, stories, and experiences of using
Zoom. Within digital communities that are instigated and
attended by older consumers, there is a sense of collaboratively
helping other people learn how to use SNSs, which optimizes
the use of SNSs. Previous literature ascertains that older con-
sumers receive technical assistance from relatives (e.g., grand-
children; Pera, Quinton, and Baima 2020); however, we
discover that collaboratively helping each other optimize
SNSs is equally as effective. This subsequently indicates that
SOC theory is applicable to older consumers’ optimization of
SNSs, not just to the process of optimizing social contacts
(Rohr and Lang 2009).

Demonstrating resilience by optimizing (digital) communities.
During stages of lockdown, people are required to stay at
home and avoid contact with others, leading to dramatic
changes in the many hobbies, activities, and communities that
engaged people. With leisure activities and hobbies being
imperative for older people’s quality of life (Gabriel and
Bowling 2004), many of our participants report partaking in
hobbies, such as music, photography, and sports, and going to
the cinema, theater, art exhibitions, museums, restaurants, and
pubs before the pandemic. But suddenly, during lockdown,
many of these activities either ceased or moved onto SNSs.
The innovative and creative use of SNSs by older consumers
to continue these activities is impressive and demonstrates
their resilience and optimization of both social contact and
technology.

For example, John (age 74) was active before the pandemic
and visited the gym three times a week; he also enjoyed playing
snooker and bowling, and he sat on numerous committees that
involved interacting with various social contacts. In lockdown,
many of his activities moved onto SNSs, so he maintains rela-
tionships that benefit his cognitive, mental, and physical func-
tioning (Rohr and Lang 2009):

Exercising at home, I do two Zoom exercise sessions on the
Tuesday and Wednesday … and the art society, we have a
monthly lecture. Oh yes—I’m also on the committee of the
Huckleworth Music Society and we have a series of Zoom concerts.
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So the last one was last Friday. I have quite a lot of interaction with
my drinking friends on Zoom weekly. Well… normally of course I
would have gone out to the pub and have a drink with them every
Tuesday night.

Likewise, the innovative use of SNSs for the optimization of
community activities is evident in the forum data. On a thread
about how to use Zoom, two older consumers, who enjoy
playing music and singing, mention the mute function as an
improvement on regular rehearsals. CuppaSoup14 writes that
they “belong to a choir” and they are “taught new songs line
by line and then all sing together but on mute!!” They can all
see one another but only hear themselves. Similarly,
GreenEmerald expresses that they are also part of a music
group and “the individual leading the tune/song is the only
one that has their sound on; everyone else is on mute and
sings or plays along. It works excellently and no one worries
about wrong notes!”

Participating in social activities often leads to a sense of com-
munity felt by the participants. As personal community involve-
ment can enhance health and well-being (Joe, Perkins, and
Subramanian 2019), many participants report prepandemic
community participation, with an interest in local societies
and groups related to business and leisure. However, in lock-
down, older consumers further demonstrate resilience and opti-
mize their community involvement by using SNSs. For Laura
(age 80), being in the community is a lifeline from social isola-
tion, as she uses SNSs to continue communicating with people:

It’s changed dramatically.… I am a widow, so I live on my own. So
my whole social life was outside, in the community. I’m quite a
busy person. I was a very busy person. And all of those things
stopped. My life is now my home and my little bit of garden. I’m
using social media to be part of the bigger wide world.

Furthermore, before the pandemic Jack (age 65) was heavily
involved in his village community, and so he reports that “at the
beginning of lockdown, a group of neighbors set up a village
WhatsApp group, and we communicate through WhatsApp.”
This narrative resonated with several participants, as groups
were set up in Facebook, Microsoft Teams, and Yahoo, all
with the intention to optimize social contact with specific com-
munities of people. Online communities offer benefits for older
adults, such as social support, self-empowerment, and enhanced
well-being, which create resilience (Kamalpour, Watson, and
Buys 2020); however, what is interesting here is the preexisting
resilience that enables older consumers to move nondigital com-
munities to online communities with SNSs consumption.
Younger consumers often use technology as a means of culti-
vating resilience, such as by engaging in e-commerce during
lockdown (Guthrie, Fosso-Wamba, and Arnaud 2021), but we
find that older consumers’ subjective views of themselves and
psychological mechanisms are proficiently developed (Baltes
and Baltes 1990), with an extreme and preestablished propen-
sity for resilience.

Social contribution and integration through collaborative learning.
As indicated in Figure 2, the analysis reveals how using SNSs
effectively and being part of an online community through opti-
mization, a construct described by Baltes and Baltes (1990),
interact with both social contribution and social integration,
which are constructs of social well-being (Keyes 1998).
Social contribution represents a person’s perception of feeling
worthwhile when they contribute to society, and social integra-
tion relates to feeling part of society, sharing interests with
others, and belonging to a community (Keyes 1998). By opti-
mizing digital communities through SNSs, older consumers
enable their social integration during times when their social
well-being is challenged. Moreover, by optimizing their use
of SNSs through collaborative learning, older consumers expe-
rience social contribution as they feel worthwhile in their contri-
butions on online communities.

The following example demonstrates the importance of SNS
optimization to social integration in society and how, without it,
people become further isolated. Ian (age 71) has a group of
friends accustomed to meeting up for drinks in the pub.
Unfortunately, the pandemic thwarted this activity, and his
community moved onto SNSs. He talks about how a couple
of the members need support in using Zoom from other com-
panions, through social contribution:

I organize a regular zoom meeting with one group of friends.
There’s about seven or eight people. And um … seven of them
are now fully capable of using Zoom. One of them took quite a
lot of coaching and, and technical support [smile]. But he got that
in the end. But number eight of the group did not want to have any-
thing to do with it at all, and so I’ve hardly been in touch with him at
all. I, I haven’t seen him for a year.

A failure to optimize SNSs can result in the inability to remain
a part of the community, as in the case of Ian’s friend, who is
excluded because of a lack of interest or ability to use SNSs.
With this exclusion comes a lack of social integration and conse-
quently a reduced level of social well-being (Keyes 1998). The
danger here is that as more people move online (Guthrie,
Fosso-Wamba, and Arnaud 2021), others with limited access to
SNSs and the internet will become further socially isolated.
Whereas the use of SNSs helps with a positive cycle of optimiza-
tion, improving the social integration and social contribution
aspects of the participants’ social well-being (Keyes 1998) and
consequently advancing their cognitive, mental, and physical
functioning (Rohr and Lang 2009), not having access to SNSs
develops a negative cycle of social isolation.

Compensation
As well as demonstrating selection and optimization, the data
indicate how older consumers of SNS practice compensation
during lockdown (Baltes and Baltes 1990). Figure 2 shows
that older consumers compensate for, and overcome, the techni-
cal barriers associated with a quick transformation onto SNSs.
Figure 2 also indicates how older consumers used the
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convenience of SNSs to compensate for losses and troubles
within their social lives, such as social isolation, loneliness,
and loss of a loved one, all of which the pandemic exacerbated.
In most cases, this compensation enhances social actualization
and social coherence, but in other cases, where compensation
does not occur, there can be serious negative outcomes with
regard to social well-being. The following analysis examines
the components of compensation.

Compensating for SNS obstacles by overcoming technical barriers.
Despite the obvious benefits that SNS use provides, a number of
barriers still prevent older consumers from adopting technology.
These include a lack of confidence, understanding, support,
experience, internet connection, and money, alongside concerns
about privacy, manipulation, cyberbullying, and offensive
material (Choudrie et al. 2021; Leist 2013). For instance,
Edith (age 69) expresses concerns relating to safety and
security:

And I think the whole issue of cyber bullying and I think there are
issues about financial, identity theft and all that kind of thing, which
again, I suppose I just try and stay reasonably up to date with things
[chuckles]. But I again, as you’re getting older, I can imagine a sit-
uation where my memory isn’t so good. My focus isn’t so good.
And I’m likely to be much more vulnerable in that situation. And
I don’t know what will happen.

She overcomes these concerns by being careful with per-
sonal information and cautious on SNSs, reporting that this
“is why I don’t put stuff up on Facebook. Only in exceptional
circumstances, so I’m quite careful about security aspects.”
For most, these barriers are merely obstacles to overcome, but
for others, they can lead to a rejection of SNSs or technology.
Jennifer (age 79) recalls how her friend’s digital exclusion led
to a dangerous situation of social isolation:

I did have a friend, sadly, she died a couple of weeks ago, who
didn’t use any technology. She didn’t know how to watch or
listen to a CD or she had never ever, she was 80, she had never
ever used a machine. … I just couldn’t understand. She was
missing out on so much. Scared, she was scared of, she had this
fear that if she used these things, everybody would know everything
about her. So, anyway she was lonely. The lockdown essentially
killed her because she just got more and more depressed. And,
but she’s in a better place now. Not so unhappy.

In addition to identifying the SNS obstacles older consumers
experience (Braun 2013), this example demonstrates the
dangers associated with not being able to overcome, or compen-
sate for, the barriers. Previous work from Kamin, Lang, and
Kamber (2017) suggests that people compensate for losses
and burdens by purchasing and using technology. Our findings
establish that older adults do not just compensate for the chal-
lenges of life but also compensate for the challenges (or barri-
ers) that come with the rapid adoption of using SNSs. Our
findings also highlight the dangers associated with not being
able to overcome and compensate for these barriers.

Compensating for lockdown and loneliness. For aging consumers
who typically enjoy face-to-face interactions and rely on
face-to-face retailing services (Meneely, Burns, and Strugnel
2009), the lockdown had a huge negative impact on their
lives. Many interview participants report feeling socially iso-
lated and lonely while missing nonvirtual interactions. John
(age 74) indicates how the enforced social isolation had a neg-
ative effect on his health, as he started to consume more
alcohol:

I have to try and control my drinking habits. I’m not drinking exces-
sively, but I’m certainly drinking more than I would have done
before the pandemic because I would be out and about. So normally
after a session at the gym I would go to a local golf club that I’m
also a social member of, just go for a coffee and a chat and some
like lunch. Well, I can’t do that now, because the golf club is
shut. So I’ll drink wine.

All participants report increasing their SNS usage to com-
pensate for the loss of face-to-face interaction. This compensa-
tion comes in many forms and involves video calls, community
groups, information searching, content sharing, and instant mes-
saging. Laura (age 80), for example, discusses the convenience
and benefits of instant messages, compared with using a tradi-
tional telephone. These messages prevent Laura, who is
widowed and lives alone, from feeling completely isolated:

It’s most important that I keep in touch with people. It used to
always be by telephone in the “olden days” [makes quotation
marks with fingers in the air]. Now, I don’t instantly speak to
people, but have them know that I’ve contacted them, so they can
get back to me. For example, on WhatsApp, I can send the
message, they “ping” and oh yes, they’ve received the message,
even though they might not get back to me immediately. Without
it, I would feel very isolated.

Kamin, Lang, and Kamber (2017) express that technology
could be used to compensate for losses and burdens, such as
loneliness and isolation, but until now there is limited empir-
ical evidence to support this. Our data are from a context in
which many losses and burdens were experienced (i.e.,
COVID-19 lockdown), and in support of the work of
Kamin, Lang, and Kamber, most older consumers did turn
to SNSs for compensation, creating empirical evidence of
this assumption. Moreover, our research implies that it is
not just technological devices that can provide compensation,
but that digital services, such as SNSs, are equally as
important.

Enhancing social actualization and coherence with compensation.
The data indicate how overcoming losses, burdens, and techni-
cal barriers through compensation (Baltes and Baltes 1990)
interacts with social actualization and social coherence, both
of which are constructs of social well-being (Keyes 1998).
Social actualization occurs when older consumers of SNSs
believe that society has the potential for an optimistic outlook,
and social coherence involves older consumers wanting to
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understand more about the social and digital world and making
sense of life (Keyes 1998).

The following example demonstrates how older consumers
who are experiencing grief from the loss of a loved one use
SNSs as compensation to improve their social well-being
(Keyes 1998). One forum topic, entitled “Bereavement,” expe-
riences frequent activity, especially during lockdown. In one
thread, user Bourbon73 talks about how listening to music trig-
gers feelings of grief ever since the loss of a loved one:

How long will it be until I can listen to music again? It’s been 3
years since my husband died but I still can’t listen to classical
music. This is such a sorrow to me as music was such a big part
of both mine and my husband’s lives. Before Covid, I do think I
was coping quite well with the support of my family. I was also
out and about more and travelling to foreign countries.

Social actualization is improved through SNSs in this
example, as Bourbon73 looks for a hopeful future that would
include listening to classical music again; this user asks other
forum members to help provide an optimistic outlook on life.
Social coherence is enhanced through Bourbon73’s attempt
to know and understand more about the world by asking
forum members for advice. This quote expresses the pandem-
ic’s interference with older people’s relational grief (Kumar
2021) processes; therefore, they use SNSs as a form of com-
pensation for that grief. By asking for responses and reassur-
ance on the forum, Bourbon73 attempts to compensate for
the loss of a loved one by enhancing social actualization and
social coherence, which influence overall social well-being
(Keyes 1998).

Discussion
Academic Contributions
Our primary contribution involves advancing TSR by devel-
oping a framework of transformative SNSs for aging consum-
ers (see Figure 2). The theory of SOC (Baltes and Baltes
1990) reveals how SNS use is transformative for aging con-
sumers experiencing social isolation in lockdown, by influ-
encing the components of social well-being (Keyes 1998).
TSR frameworks for aging consumers are generally focused
on physical and assistive services, such as socially supportive
services (e.g., Feng, Altinay, and Olya 2019); our study is the
first to develop a TSR framework for aging consumers of
digital services (e.g., SNSs). To do this we combine two
underused concepts in the marketing field: SOC theory from
gerontology (Baltes and Baltes 1990) and Keyes’s (1998)
social well-being.

The framework in Figure 2 indicates that selection of specific
SNSs and social contacts leads to social acceptance, as older
consumers develop trust in the technology that they are using
and trust in the individuals within their chosen social circle.
Optimization of SNSs creates social integration as older con-
sumers develop quality relationships through communities,
and it creates social contribution as they participate in these

communities by sharing information, helping with technical
issues, and responding to queries. Finally, compensating for
losses and burdens (e.g., death, lockdown) by using SNSs
results in older consumers’ improving their social actualization,
by searching for a hopeful future, and creating social coherence,
by wanting to know and understand more about the digital
world. If older consumers, however, are unable to optimize
SNSs or compensate for technical barriers, this results in a neg-
ative impact on their social well-being.

The second contribution is to marketing research through
the application of SOC theory, which was originally coined
within gerontology (Baltes and Baltes 1990), to further under-
stand the consumption of SNSs by aging consumers. Despite
previous research combining marketing with gerontology liter-
ature, few consumer behavior studies utilize Baltes and
Baltes’s (1990) theory (except, as mentioned, for Sikkel
[2013], in a different context). By doing so we advance the ger-
ontology research of Kamin, Lang, and Kamber (2017), who
propose that older people use technology to select, optimize,
and compensate for social contexts and that challenges and
opportunities in social contexts motivate technology use. Our
research is the first marketing study to empirically test this
assumption and discover that older consumers do not only
use SNSs to select and optimize social contexts, but similarly
they select and optimize the SNSs they consume. Moreover,
older people compensate not only for losses and burdens
(e.g., death) but also for the challenges technology poses, by
overcoming technical barriers (e.g., security) through collabo-
rative support of one another.

Consequently, we demonstrate that SOC theory is a valu-
able framework to apply to the context of older consumers of
SNSs and can provide insightful understanding for marketers,
developers, and designers. For example, when older consum-
ers select SNSs to communicate with their peers, they maintain
the same social circle, which differs from younger consumers’
use of SNSs to widen their social network (Wolny and Mueller
2013). Furthermore, younger consumers often turn to digital
services, such as e-commerce, to cope with environmentally
imposed constraints (Guthrie, Fosso-Wamba, and Arnaud
2021). Older consumers, however, demonstrate a preestab-
lished resilience, which is used to optimize online digital com-
munities and subsequent relationships. Older consumers tend
to have more privacy concerns than younger consumers,
even in an offline environment (D’Acunto, Volo, and Filieri
2021), resulting in further barriers to SNS consumption. Our
study illustrates older consumers’ ability to compensate for
these barriers by accessing an online space for seeking and pro-
viding advice.

The final contribution is to the sparse marketing literature on
older consumers’ usage and understanding of SNSs, by provid-
ing in-depth qualitative insights on their lived experiences of
using social media during the pandemic. We enhance the
work of Choudrie et al. (2021) and Pera, Quinton, and Baima
(2020) by providing a detailed qualitative narrative of older con-
sumers’ use of SNSs. However, the present study moves beyond
focusing on a particular function of SNSs, such as photo sharing
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or processing information (Choudrie et al. 2021; Pera, Quinton,
and Baima 2020), to provide a more holistic view of SNS expe-
riences. By looking at the consumption of multiple SNSs, we
find that older consumers do not just select which SNS they
use but also select a preferred digital device for each platform
(e.g., tablet for Skype, smartphone for WhatsApp). This use is
different from that of younger consumers who either access
SNSs across all devices or primarily access SNSs on their smart-
phones (Dunaway and Soroka 2021).

Moreover, the study provides perspectives from older con-
sumers living through a pandemic, and how they adapt and
alter their SNS-related behavior to compensate for a lack of
social interaction. This topic is absent from the extant marketing
literature. Indeed, Choudrie et al. (2021) is the only known
study to explore older adults’ SNS use during COVID-19, yet
it focuses largely on how successfully older consumers
process information and misinformation. Interestingly, we dem-
onstrate how older consumers use SNSs to maintain their
selected social circle, but in lockdown they redistribute reserves
within their social circle to more geographically distanced
friends and family, a finding only gleaned from conducting
research during the pandemic.

Managerial Implications
Marketers, developers, and designers of SNSs can use the pro-
posed TSR framework (see Figure 2) to improve the social well-
being of older consumers. It indicates, for instance, how being
able to optimize SNSs with trial and error and technical support
from peers allows older consumers to optimize leisure pursuits
and online communities, which are imperative for social integra-
tion and social contribution. However, if it is difficult to optimize
SNSs or if technical barriers are not compensated for, then there
are negative consequences for the social integration, contribution,
actualization, and coherence of aging consumers. Practitioners
therefore need to improve the inclusivity and accessibility of
SNSs for older people to create a transformative service.

Previous studies specify how family members (e.g.,
grandchildren) help older adults with technical issues (Pera,
Quinton, and Baima 2020); however, we indicate that collabora-
tive technical support between aging peers is imperative in the
optimization of SNSs. SNSs that directly target older consumers
(e.g., Silver Surfers, Gransnet) already demonstrate good practices
for fostering collaborative technology support. For example, they
host forums for older consumers with discussion boards on tech-
nology, in which registered users can exchange experiences and
ideas and become more knowledgeable in using social media,
alternative digital platforms, and devices. For mainstream SNS
platforms, however, further improvements could be made.

Many mainstream SNS platforms place emphasis on
improving accessibility, which is vital for consumers with
cognitive, mobility, hearing, and visual impairments and
other related accessibility needs, which can amplify with
age (Botelho 2021). For example, Facebook ensures
linting and flow, contextual headings and keyboard com-
mands, and scalable font sizes to ensure accessibility

(Iskandar et al. 2020), and Twitter publicizes text, image,
emoji, and video accessibility guidelines (Dorney 2021).
They therefore focus on the accessibility of the content
but lack accessible training materials on how to use SNSs
and how to overcome technical barriers. Following this
idea, larger social media platforms should focus on improv-
ing their help and support pages by providing coproduced
step-by-step video tutorials, designed by older people, and
facilitating community-based support forums. Collaborative
peer-based learning and coproduction is important as the
design of digital resources is influenced by homophilic ten-
dencies, whereby developers understand themselves, their
peers, and people with similar characteristics but disregard
diverse user groups, including older consumers, and the dis-
tinct ways in which they interact with SNSs (Rosales and
Fernández-Ardèvol 2020). The recommended changes will
make these platforms more welcoming to beginner-level
users and, therefore, to older consumers who may have
less prior exposure to such systems.

Limitations and Directions for Future Research
Our study enhances in-depth understanding of older consumers’
lived experiences of using SNSs during the pandemic. It is
based on a select group of individuals and those engaging with
one chosen SNS forum. Consequently, future research should
extend our qualitative approach by undertaking additional netno-
graphic work to account for a range of heterogeneous SNSs that
older consumers are using. Furthermore, introverted consumers
of SNSs may be underrepresented in our sample, as they might
fail to come forward for interviews and contribute less to online
forum discussions (Alarcón-Del-Amo, Gomez-Borja, and
Lorenzo-Romero 2015). Capturing their perspectives is important
because these older consumers might also be the ones prone to
isolation, and understanding their perspectives could make acces-
sible SNS design and function even more imperative. Future
research should therefore focus on isolated older consumers,
who are not as prevalent on social media due to factors such as
financial status, personality, low technical experience, a lack of
informal technical support, and limited internet access.

Finally, the present study is based on experiences of older con-
sumers living in the United Kingdom. It is unclear whether their
experiences mirror those of older consumers in other countries
and cultures and whether the same theoretical underpinnings
can be applied. Further research should consequently expand
the study toward different countries with varying socioeconomic
and cultural factors, to explore whether Baltes and Baltes’s
(1990) theory is transferable and whether the same dimensions
of Keyes’s (1998) social well-being are identified. As SNSs
increasingly provide global services and enable communication
despite geographical proximity, future multinational research is
imperative when creating relevant and rigorous recommendations
for marketers and developers of SNSs. This approach would help
ensure that the internet services provide older consumers
throughout the world with opportunities for SOC and subsequent
improved social well-being.
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Appendix: Topic Guide for Interviews

Acknowledgments
The authors would like to thank Cele Otnes for her unwavering support
and invaluable comments on previous versions of this article. The
authors would also like to extend gratitude to all participants who
were involved in the research for providing fascinating insights that
helped shape the findings of this study and future directions for market-
ers, developers, and designers of social networking services.

Special Issue Editors
Daniele Scarpi, Martina Benvenuti, and Lia Zarantonello

Declaration of Conflicting Interests
The author(s) declared no potential conflicts of interest with respect to
the research, authorship, and/or publication of this article.

Funding
The author(s) received no financial support for the research, authorship,
and/or publication of this article.

References

Abel, Susan, Tanya Machin, and Charlotte Brownlow (2021), “Social
Media, Rituals, and Long-Distance Family Relationship

Maintenance: A Mixed-Methods Systematic Review,” New Media
& Society, 23 (3), 632–54.

AgeUK (2021), “Briefing Paper: Digital Inclusion and Older People—
How Have Things Changed in a Covid-19 World?” (accessed
February 12, 2022), https://www.ageuk.org.uk/globalassets/age-uk/
documents/reports-and-publications/reports-and-briefings/active-
communities/digital-inclusion-in-the-pandemic-final-march-2021.pdf.

Alarcon-del-Amo, Maria-del-Carmen, Miguel-Angel Gomez-Borja,
and Carlota Lorenzo-Romero (2015), “Are the Users of Social
Networking Sites Homogeneous? A Cross-Cultural Study,”
Frontiers in Psychology, 6, 1127.

Altinay, Levent, Haiyan Song, Melih Madanoglu, and Xuan LornaWang
(2019), “The Influence of Customer-to-Customer Interactions on
Elderly Consumers’ Satisfaction and Social Well-Being,”
International Journal of Hospitality Management, 78, 223–33.

Anderson, Laurel and Amy L. Ostrom (2015), “Transformative Service
Research: Advancing Our Knowledge About Service and
Well-Being,” Journal of Service Research, 18 (3), 243–49.

Anderson, Laurel, Amy L. Ostrom, Canan Corus, Raymond P. Fisk,
Andrew S. Gallan, Mario Giraldo, Martin Mende, Mark Mulder,
Steven W. Rayburn, Mark S. Rosenbaum, Kunio Shirahada, and
Jerome D. Williams (2013), “Transformative Service Research: An

Topics Interview Questions

History of technological devices • What electronic devices do you own?
• Can you please tell me when you got your technology?
• How did you get your technology?
• Which electronic device do you use the most every day?

Social media platform user experience (Visual aid: an A4 sheet with different social media logos)
• Which of these social media platforms you have heard of?
• What social media platforms do you use?
• Can you please describe how you first came across these social media platforms?
• How long ago did you start using social media platforms?
• Could you talk about why you wanted to use social media in the first place?
• When you first started using social media, how easily did you adjust to the new platform?

– (If difficult) What kind of obstacles did you have while learning how to use social media
platforms?

• Which social media platform do you use the most and how often do you use it?
– Could you describe a bit more about what do you normally do with that platform?

Facilitators and barriers of social media
usage

• What do you like about social media?
• What do you dislike about social media?
• Do you have any concerns while using these social media apps?
• Can you please talk about what social media means to you?
• In what ways has using social media influenced your social circle?
• In what ways has using social media influenced your life?

Influence of lockdown • What leisure activities did you do before lockdown?
• What leisure activities do you do now?
• Do you think the pandemic has changed your social life? If so, how has it changed your social life?
• How has lockdown impacted your desire to keep in touch with people?
• How has lockdown impacted your use of social media?

General observations and future
suggestions

• How important do you think social media is to people’s lives?
• Do you want to try any other social media in the future? And why?
• What suggestions do you have about improving the social media market?

Wilson-Nash et al. 317

https://www.ageuk.org.uk/globalassets/age-uk/documents/reports-and-publications/reports-and-briefings/active-communities/digital-inclusion-in-the-pandemic-final-march-2021.pdf
https://www.ageuk.org.uk/globalassets/age-uk/documents/reports-and-publications/reports-and-briefings/active-communities/digital-inclusion-in-the-pandemic-final-march-2021.pdf
https://www.ageuk.org.uk/globalassets/age-uk/documents/reports-and-publications/reports-and-briefings/active-communities/digital-inclusion-in-the-pandemic-final-march-2021.pdf
https://www.ageuk.org.uk/globalassets/age-uk/documents/reports-and-publications/reports-and-briefings/active-communities/digital-inclusion-in-the-pandemic-final-march-2021.pdf


Agenda for the Future,” Journal of Business Research, 66 (8), 1203–
10.

AudienceProject (2020), “Reach of Leading Social Networking Sites
Used by Those Aged 56 and Older in the United Kingdom (UK)
as of 3rd Quarter 2020,” (accessed June 29, 2022), https:///www.
statista.com/statistics/1059480/social-media-usage-uk-age-56-over/.

Bae, Hyeyoon, Sang Hyun Jo, Hyun Joo Jung, and Euehun Lee (2021),
“Factors Affecting the Diffusion of Mobile Social Network
Services in an Aging Society: Value of Informative, Hedonic and
Ubiquitous Services,” Journal of Services Marketing, 35 (6),
834–46.

Baltes, Paul B. and Margret M. Baltes (1990), “Psychological
Perspectives on Successful Aging: The Model of Selective
Optimization with Compensation,” in Successful Aging:
Perspectives from the Behavioral Sciences, Paul B. Baltes and
Margret M. Baltes, eds. Cambridge University Press, 1–34.

Bianchi, Constanza (2021), “Exploring How Internet Services Can
Enhance Elderly Well-Being,” Journal of Services Marketing, 35 (5),
585–603.

Boczkowski, Pablo J., Mora Matassi, and Eugenia Mitchelstein (2018),
“How Young Users Deal with Multiple Platforms: The Role of
Meaning-Making in Social Media Repertoires,” Journal of
Computer-Mediated Communication, 23 (5), 245–59.

Botelho, Fernando H.F. (2021), “Accessibility to Digital Technology:
Virtual Barriers, Real Opportunities,” Assistive Technology, 33 (1),
27–34.

Braun, Michael T. (2013), “Obstacles to Social Networking Website Use
AmongOlderAdults,”Computers inHumanBehavior, 29 (3), 673–80.

Braun, Virginia and Victoria Clarke (2021), Thematic Analysis: A
Practical Guide. SAGE Publications.

Brinkmann, Svend and Steinar Kvale (2018), “Conducting an
Interview,” in Doing Interviews. SAGE Publications, 57–72.

Busch, Peter André, Geir Inge Hausvik, Odd Karsten Ropstad, and
Daniel Pettersen (2021), “Smartphone Usage Among Older Adults,”
Computers in Human Behavior, 121, 106783.

Chou, Cindy Yunhsin, Wei Wei Cheryl Leo, and Tom Chen (2021),
“Servicing Through Digital Interactions and Well-Being in
Virtual Communities,” Journal of Services Marketing, 36 (2),
217–31.

Choudrie, Jyoti, Snehasish Banerjee, Ketan Kotecha, Rahee Walambe,
Hema Karende, and Juhi Ameta (2021), “Machine Learning
Techniques and Older Adults Processing of Online Information
and Misinformation: A Covid 19 Study,” Computers in Human
Behavior, 119, 106716.

Crespo, Carla, Magdalena Kielpikowski, Jan Pryor, and Paul E. Jose
(2011), “Family Rituals in New Zealand Families: Links to
Family Cohesion and Adolescents’ Well-Being,” Journal of
Family Psychology, 25 (2), 184–93.

D’Acunto, David, Serena Volo, and Raffaele Filieri (2021), “‘Most
Americans Like Their Privacy’: Exploring Privacy Concerns
Through US Guests’ Reviews,” International Journal of
Contemporary Hospitality Management, 33 (8), 2773–98.

Day, Ralph L. (1978), “Beyond Social Indicators: Quality of Life at the
Individual Level,” in Marketing and the Quality of Life, Fred
D. Reynolds and Hiram C. Barksdale, eds. American Marketing
Association, 11–18.

Day, Ralph L. (1987), “Relationship Between Life Satisfaction and
Consumer Satisfaction,” in Marketing and Quality-of-Life
Interface, A. Coskun Samli, ed. Greenwood Press, 289–311.

Dorney, Hayley (2021), “Our Accessibility Team Shares Best Practices
for Creating Twitter Content,” Twitter (accessed November 18,
2022), https://business.twitter.com/en/blog/our-accessibility-team-
shares-best-practices.html.

Dunaway, Johanna and Stuart Soroka (2021), “Smartphone-Size
Screens Constrain Cognitive Access to Video News Stories,”
Information, Communication & Society, 24 (1), 69–84.

Dunford, Daniel, Becky Dale, Nassos Stylianou, Ed Lowther,
Maryam Ahmed, and Irene de la Torre Arenas (2020), “Coronavirus:
The World in Lockdown in Maps and Charts,” BBC (April 7),
https://www.bbc.co.uk/news/world-52103747.

Edwards, Rosalind and Janet Holland (2013), What Is Qualitative
Interviewing? Bloomsbury Academic.

Feng, Kuo, Levent Altinay, and Hossein Olya (2019), “Social
Well-Being and Transformative Service Research: Evidence from
China,” Journal of Services Marketing, 33 (6), 735–50.

Fereday, Jennifer and Eimear Muir-Cochrane (2006), “Demonstrating
Rigor Using Thematic Analysis: A Hybrid Approach of Inductive
and Deductive Coding and Theme Development,” International
Journal of Qualitative Methods, 5 (1), 80–92.

Fletcher-Brown, Judith, Sarah Turnbull, Giampaolo Viglia, Tom Chen,
and Vijay Pereira (2021), “Vulnerable Consumer Engagement:
How Corporate Social Media Can Facilitate the Replenishment of
Depleted Resources,” International Journal of Research in
Marketing, 38 (2), 518–29.

Gabriel, Zahava and Ann Bowling (2004), “Quality of Life from the
Perspectives of Older People,” Ageing and Society, 24 (5),
675–91.

Guthrie, Cameron, Samuel Fosso-Wamba, and Jean Brice Arnaud
(2021), “Online Consumer Resilience During a Pandemic: An
Exploratory Study of E-Commerce Behavior Before, During and
After a COVID-19 Lockdown,” Journal of Retailing and Consumer
Services, 61, 102570.

Hanna, Paul (2012), “Using Internet Technologies (Such as Skype) as a
Research Medium: A Research Note,”Qualitative Research, 12 (2),
239–42.

Iskandar, Tatiana, Dominic Gannaway, Ankit Sardesai, and
Jonathan Yung (2020), “Making Facebook.com Accessible to as
Many People as Possible,” Facebook (July 30), https://
engineering.fb.com/2020/07/30/web/facebook-com-accessibility/.

Joe, William, Jessica M. Perkins, and S.V. Subramanian (2019),
“Community Involvement, Trust, and Health-Related Outcomes
Among Older Adults in India: A Population-Based, Multilevel,
Cross-Sectional Study,” Age and Ageing, 48 (1), 87–93.

Joly-Burra, Emilie, Elisa Gallerne, Martial Van der Linden, and
Paolo Ghisletta (2020), “Goals Do Not Buy Well-Being, but
They Help: Qualitative Illustrations of Goals Prioritization and
Stabilization When Facing Age-Related Challenges,” Swiss
Journal of Psychology, 79 (3–4), 137–48.

Joly-Burra, Emilie, Martial Van der Linden, and Paolo Ghisletta
(2020), “A Mixed-Method Study on Strategies in Everyday
Personal Goals Among Community-Dwelling Older Adults,”
Gerontology, 66 (5), 484–93.

318 Journal of Interactive Marketing 58(2-3)

https:///www.statista.com/statistics/1059480/social-media-usage-uk-age-56-over/
https:///www.statista.com/statistics/1059480/social-media-usage-uk-age-56-over/
https:///www.statista.com/statistics/1059480/social-media-usage-uk-age-56-over/
https://business.twitter.com/en/blog/our-accessibility-team-shares-best-practices.html
https://business.twitter.com/en/blog/our-accessibility-team-shares-best-practices.html
https://business.twitter.com/en/blog/our-accessibility-team-shares-best-practices.html
https://www.bbc.co.uk/news/world-52103747
https://www.bbc.co.uk/news/world-52103747
https://engineering.fb.com/2020/07/30/web/facebook-com-accessibility/
https://engineering.fb.com/2020/07/30/web/facebook-com-accessibility/
https://engineering.fb.com/2020/07/30/web/facebook-com-accessibility/


Jung, Eun Hwa and S. Shyam Sundar (2016), “Senior Citizens on
Facebook: How Do They Interact and Why?” Computers in
Human Behavior, 61, 27–35.

Kamalpour, Mostafa, Jason Watson, and Laurie Buys (2020), “How
Can Online Communities Support Resilience Factors Among
Older Adults,” International Journal of Human–Computer
Interaction, 36 (14), 1342–53.

Kamin, Stefan T., Frieder R. Lang, and Thomas Kamber (2017),
“Social Contexts of Technology Use in Old Age,” in
Gerontechnology: Research, Practice, and Principles in the Field
of Technology and Aging, Sunkyo Kwon, ed. Springer, 35–56.

Keyes, Corey Lee M. (1998), “Social Well-Being,” Social Psychology
Quarterly, 61 (2), 121–40.

Khoo, Shuna Shiann and Hwajin Yang (2020), “Social Media Use
Improves Executive Functions in Middle-Aged and Older Adults:
A Structural Equation Modeling Analysis,” Computers in Human
Behavior, 111, 106388.

Kim, Chelsea and Cuihua Shen (2020), “Connecting Activities on Social
Network Sites and Life Satisfaction: A Comparison of Older and
Younger Users,” Computers in Human Behavior, 105, 106222.

Kozinets, Robert V. (2019), Netnography: The Essential Guide to
Qualitative Social Media Research. SAGE Publications.

Kumar, Ritesh M. (2021), “The Many Faces of Grief: A Systematic
Literature Review of Grief During the COVID-19 Pandemic,”
Illness, Crisis & Loss, 31 (1), 100–119.

LaBarge, Monica C. and Martin Pyle (2020), “Staying in ‘the
Works of Living’: How Older Adults Employ Marketplace
Resources to Age Successfully,” Journal of Consumer Affairs,
54 (2), 742–74.

Langaro, Daniela, Paulo Rita, and Maria de Fátima Salgueiro (2018),
“Do Social Networking Sites Contribute for Building Brands?
Evaluating the Impact of Users’ Participation on Brand
Awareness and Brand Attitude,” Journal of Marketing
Communications, 24 (2), 146–68.

Lee, Nick and Amanda J. Broderick (2007), “The Past, Present and
Future of Observational Research in Marketing,” Qualitative
Market Research, 10 (2), 121–29.

Lee, Chaiwoo and Joseph F. Coughlin (2015), “Older Adults’
Adoption of Technology: An Integrated Approach to Identifying
Determinants and Barriers,” Journal of Product Innovation
Management, 32 (5), 747–59.

Lee, Dong-Jin, M. Joseph Sirgy, Val Larsen, and Newell D. Wright
(2002), “Developing a Subjective Measure of Consumer
Well-Being,” Journal of Macromarketing, 22 (2), 158–69.

Leelanuithanit, Orose, Ralph Day, and Rockney Walters (1991),
“Investigating the Relationship Between Marketing and Overall
Satisfaction with Life in a Developing Country,” Journal of
Macromarketing, 11 (1), 3–23.

Leist, Anja K. (2013), “Social Media Use of Older Adults: A
Mini-Review,” Gerontology, 59 (4), 378–84.

Mathur, Anil, Fon SimOng, Choong Kwai Fatt, Pakakorn Rakrachakarn,
and George P. Moschis (2017), “Beyond Cognitive Age: Developing
a Multitheoretical Measure of Age and Its Assessment,” Journal of
Marketing Analytics, 5 (1), 31–43.

Mathur, Anil, Preecha Yingwattanakul, Randall Shannon, Euehun Lee,
and Cristiane Pizzutti (2020), “Using the Life Course Approach to

Explain the Onset and Continuity of Preventive Health-Care
Behaviors: A Comparative Study Across Four Countries,”
Journal of Global Scholars of Marketing Science, 30 (1), 45–59.

Meneely, Lisa, Amy Burns, and Chris Strugnel (2009), “Age
Associated Changes in Older Consumers Retail Behaviour,”
International Journal of Retail & Distribution Management, 37
(12), 1041–56.

Meneses Fernández, María Dolores, Juana Dolores Santana
Hernández, Jorge Martín Gutiérrez, María Reyes Henríquez
Escuela, and Eulalia Rodríguez Fino (2017), “Using
Communication and Visualization Technologies with Senior
Citizens to Facilitate Cultural Access and Self-Improvement,”
Computers in Human Behavior, 66, 329–44.

Mick, David G. (2006), “Meaning and Mattering Through
Transformative Consumer Research,” Advances in Consumer
Research, 33 (1), 1–4.

Moschis, George P. (2012), “Consumer Behavior in Later Life: Current
Knowledge, Issues, and New Directions for Research,” Psychology
& Marketing, 29 (2), 57–75.

Moschis, George P., Jill Mosteller, and Choong Kwai Fatt (2011),
“Research Frontiers on Older Consumers’ Vulnerability,” Journal
of Consumer Affairs, 45 (3), 467–91.

Neustaedter, Carman, Carolyn Pang, Azadeh Forghani, Erick Oduor,
Serena Hillman, Tejinder K. Judge, Michael Massimi, and
Saul Greenberg (2015), “Sharing Domestic Life Through
Long-Term Video Connections,” ACM Transactions on
Computer-Human Interaction, 22 (1), 1–29.

Nimrod, Galit (2020), “Aging Well in the Digital Age: Technology in
Processes of Selective Optimization with Compensation,” The
Journals of Gerontology: Series B, 75 (9), 2008–17.

Nunan, Daniel and Maria L. Di Domenico (2019), “Older
Consumers, Digital Marketing, and Public Policy: A Review
and Research Agenda,” Journal of Public Policy & Marketing,
38 (4), 469–83.

Office for National Statistics (2019), “Internet Users, UK: 2019 Internet
Use in the UK Annual Estimates by Age, Sex, Disability and
Geographical Location,” (May 24), https://www.ons.gov.uk/
businessindustryandtrade/itandinternetindustry/bulletins/internetusers/
2019.

Office for National Statistics (2020), “The Impact of the Coronavirus So
Far: the Industries That Struggled or Recovered,” (December 9),
https://www.ons.gov.uk/economy/economicoutputandproductivity/
output/articles/theimpactofthecoronavirussofartheindustriesthatstruggl
edorrecovered/2020-12-09.

Pandey, Neena and Abhipsa Pal (2020), “Impact of Digital Surge
During Covid-19 Pandemic: A Viewpoint on Research and
Practice,” International Journal of Information Management, 55,
102171.

Parida, Vinit, Rana Mostaghel, and Pejvak Oghazi (2016), “Factors for
Elderly Use of Social Media for Health-Related Activities,”
Psychology & Marketing, 33 (12), 1134–41.

Parkinson, Joy, Lisa Schuster, Rory Mulcahy, and Heini Maarit Taiminen
(2017), “Online Support for Vulnerable Consumers: A Safe Place?”
Journal of Services Marketing, 31 (4–5), 412–22.

Pera, Rebecca, Sarah Quinton, and Gabriele Baima (2020), “I AmWho
I Am: Sharing Photos on Social Media by Older Consumers and Its

Wilson-Nash et al. 319

https://www.ons.gov.uk/businessindustryandtrade/itandinternetindustry/bulletins/internetusers/2019
https://www.ons.gov.uk/businessindustryandtrade/itandinternetindustry/bulletins/internetusers/2019
https://www.ons.gov.uk/businessindustryandtrade/itandinternetindustry/bulletins/internetusers/2019
https://www.ons.gov.uk/businessindustryandtrade/itandinternetindustry/bulletins/internetusers/2019
https://www.ons.gov.uk/economy/economicoutputandproductivity/output/articles/theimpactofthecoronavirussofartheindustriesthatstruggledorrecovered/2020-12-09
https://www.ons.gov.uk/economy/economicoutputandproductivity/output/articles/theimpactofthecoronavirussofartheindustriesthatstruggledorrecovered/2020-12-09
https://www.ons.gov.uk/economy/economicoutputandproductivity/output/articles/theimpactofthecoronavirussofartheindustriesthatstruggledorrecovered/2020-12-09
https://www.ons.gov.uk/economy/economicoutputandproductivity/output/articles/theimpactofthecoronavirussofartheindustriesthatstruggledorrecovered/2020-12-09


Influence on Subjective Well-Being,” Psychology & Marketing, 37
(6), 782–95.

Plaud, Cécile and Samuel Guillemot (2015), “Service Interactions and
Subjective Well-Being in Later Life,” Journal of Services
Marketing, 29 (4), 245–54.

Rohr, Margund K. and Frieder R. Lang (2009), “Aging Well Together
—a Mini-Review,” Gerontology, 55 (3), 333–43.

Rosales, Andrea andMireia Fernández-Ardèvol (2020), “Ageism in the
Era of Digital Platforms,” Convergence, 26 (5–6), 1074–87.

Rosenthal, Benjamin, Flavia Cardoso, and Carla Abdalla (2021),
“(Mis)Representations of Older Consumers in Advertising:
Stigma and Inadequacy in Ageing Societies,” Journal of
Marketing Management, 37 (5–6), 569–93.

Roulston, Kathryn and Myungweon Choi (2018), “Qualitative
Interviews,” in The SAGE Handbook of Qualitative Data
Collection, Uwe Flick, ed. SAGE Publications, 233–49.

Ryff, Carol D. (1989), “Happiness Is Everything, or Is It? Explorations
on the Meaning of Psychological Well-Being,” Journal of
Personality and Social Psychology, 57 (6), 1069–81.

Schünemeyer, Vivienne and Gianfranco Walsh (2020), “The
Relationship Between Health- and Fitness-Related Social Media
Use and Consumers’ Disordered Eating,”Marketing ZFP, 42, 37–47.

Sikkel,Dirk(2013),“BrandRelationsandLifeCourse:WhyOldConsumers
Love Their Brands,” Journal of Marketing Analytics, 1 (2), 71–80.

Sirgy, M. Joseph and Dong-Jin Lee (2008), “Well-Being Marketing:
An Ethical Business Philosophy for Consumer Goods Firms,”
Journal of Business Ethics, 77 (4), 377–403.

Su, Jin and Xiao Tong (2021), “Catching Silver Consumers in China:
An Integrated Model of Chinese Older Adults’ Use of Social
Networking Technology,” Asia Pacific Journal of Marketing and
Logistics, 33 (9), 1903–17.

Tikkanen, Hannu (2020), “Characterizing Well-Being Capabilities in
Services,” Journal of Services Marketing, 34 (6), 785–95.

Waqas, Muhammad, Noor Akma Mohd Salleh, and Zalfa
Laili Hamzah (2021), “Branded Content Experience in Social
Media: Conceptualization, Scale Development, and Validation,”
Journal of Interactive Marketing, 56, 106–20.

Westberg, Kate, Mike Reid, and Foula Kopanidis (2020), “Age
Identity, Stereotypes and Older Consumers’ Service
Experiences,” Journal of Services Marketing, 35 (1), 54–64.

Widlund, Matilda (2021), “Product-Led Growth—The Future of User
Acquisition, Expansion and Retention for SaaS Companies,”
master’s thesis, Department of Information Technology,
Disciplinary Domain of Science and Technology, Mathematics
and Computer Science, Uppsala University, Sweden.

Wilson-Nash, Carolyn and Julie Tinson (2021), “‘I Am the Master of
My Fate’: Digital Technology Paradoxes and the Coping
Strategies of Older Consumers,” Journal of Marketing
Management, 38 (3–4), 248–78.

Wolny, Julia and Claudia Mueller (2013), “Analysis of Fashion
Consumers’ Motives to Engage in Electronic Word-of-Mouth
Communication Through Social Media Platforms,” Journal of
Marketing Management, 29 (5–6), 562–83.

World Health Organization (2020), “WHO Director-General’s
Opening Remarks at the Media Briefing on COVID-19—11
March 2020,” (March 11), https://www.who.int/director-general/
speeches/detail/who-director-general-s-opening-remarks-at-the-
media-briefing-on-covid-19—11-march-2020.

Xun, Jiyao and Jonathan Reynolds (2010), “Applying Netnography
to Market Research: The Case of the Online Forum,” Journal
of Targeting, Measurement and Analysis for Marketing, 18 (1),
17–31.

320 Journal of Interactive Marketing 58(2-3)

https://www.who.int/director-general/speeches/detail/who-director-general-s-opening-remarks-at-the-media-briefing-on-covid-19---11-march-2020
https://www.who.int/director-general/speeches/detail/who-director-general-s-opening-remarks-at-the-media-briefing-on-covid-19---11-march-2020
https://www.who.int/director-general/speeches/detail/who-director-general-s-opening-remarks-at-the-media-briefing-on-covid-19---11-march-2020
https://www.who.int/director-general/speeches/detail/who-director-general-s-opening-remarks-at-the-media-briefing-on-covid-19---11-march-2020

	 Conceptual Background
	 Older Consumers of Social Media
	 Marketing Conceptualizations of Well-Being
	 Selection, Optimization, and Compensation

	 Methodology
	 Phase 1: Semistructured Interviews
	 Phase 2: Covert Netnography
	 Data Analysis

	 Findings
	 Selection
	 Selecting functional SNSs through recommendations
	 Selecting social contacts by (re)distributing reserves
	 Demonstrating social acceptance by seeking advice

	 Optimization
	 Optimizing SNSs through collaboration
	 Demonstrating resilience by optimizing (digital) communities
	 Social contribution and integration through collaborative learning

	 Compensation
	 Compensating for SNS obstacles by overcoming technical barriers
	 Compensating for lockdown and loneliness
	 Enhancing social actualization and coherence with compensation


	 Discussion
	 Academic Contributions
	 Managerial Implications
	 Limitations and Directions for Future Research

	 Acknowledgments
	 References


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /All
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile ()
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 5
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness false
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages false
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Average
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages false
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Average
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages false
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Average
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /PDFX1a:2003
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError false
  /PDFXTrimBoxToMediaBoxOffset [
    33.84000
    33.84000
    33.84000
    33.84000
  ]
  /PDFXSetBleedBoxToMediaBox false
  /PDFXBleedBoxToTrimBoxOffset [
    9.00000
    9.00000
    9.00000
    9.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000500044004600206587686353ef901a8fc7684c976262535370673a548c002000700072006f006f00660065007200208fdb884c9ad88d2891cf62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef653ef5728684c9762537088686a5f548c002000700072006f006f00660065007200204e0a73725f979ad854c18cea7684521753706548679c300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV <>
    /HUN <>
    /ITA <>
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020b370c2a4d06cd0d10020d504b9b0d1300020bc0f0020ad50c815ae30c5d0c11c0020ace0d488c9c8b85c0020c778c1c4d560002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken voor kwaliteitsafdrukken op desktopprinters en proofers. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents for quality printing on desktop printers and proofers.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames false
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks true
      /AddColorBars false
      /AddCropMarks true
      /AddPageInfo true
      /AddRegMarks false
      /BleedOffset [
        9
        9
        9
        9
      ]
      /ConvertColors /NoConversion
      /DestinationProfileName ()
      /DestinationProfileSelector /NA
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure true
      /IncludeBookmarks true
      /IncludeHyperlinks true
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MarksOffset 6
      /MarksWeight 0.250000
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /NA
      /PageMarksFile /RomanDefault
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /LeaveUntagged
      /UseDocumentBleed false
    >>
    <<
      /AllowImageBreaks true
      /AllowTableBreaks true
      /ExpandPage false
      /HonorBaseURL true
      /HonorRolloverEffect false
      /IgnoreHTMLPageBreaks false
      /IncludeHeaderFooter false
      /MarginOffset [
        0
        0
        0
        0
      ]
      /MetadataAuthor ()
      /MetadataKeywords ()
      /MetadataSubject ()
      /MetadataTitle ()
      /MetricPageSize [
        0
        0
      ]
      /MetricUnit /inch
      /MobileCompatible 0
      /Namespace [
        (Adobe)
        (GoLive)
        (8.0)
      ]
      /OpenZoomToHTMLFontSize false
      /PageOrientation /Portrait
      /RemoveBackground false
      /ShrinkContent true
      /TreatColorsAs /MainMonitorColors
      /UseEmbeddedProfiles false
      /UseHTMLTitleAsMetadata true
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


