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Getting to know tech-savvy consumers

Nearly 6% of all consumers in the US are "digitally savvy," according to Scarborough

Research's "Understanding the Digital Savvy Consumer" report.
The research company surveyed consumers with higher-than-average ownership of certain
consumer electronics (such as DVRs, satellite radio or VoIP) and participation in certain

Internet behaviors (such as blogging, downloading music and online gaming).

The group skewed male, young and wealthy.

Demographic Profile of US Digital Savvy Adult
Consumers, August 2006-March 2007 (% of

respondents)

Age

18-24 s 3
25-34 3%
a5-44 4%
45-54 16%
55-6id 7%
65+ 1%
Income

<525,000 5%
§25,000-539,95% 1%
$40,000-54%,95% 9%,
$50,000-574,95% 19%
§75,000-59%,95% %
$100,000-5149,599 1E%
150,000+ 6%
Education

Safme high scheal 4%,
High sehoal graduate it
Same collegs (includas associate degraes) I
College graduate (bachelar's degraas) il N
Sarme postgradiata 3%
Postgraduate degres 15%
Note: n=5,672

Sowurce: Scarborough Research, “Understanding the Digital Savvy
Consumer.” May 13, 2008
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More than one-half of respondents had spent over $500 online during the past year, and more
than one-third spent over $1,000.

The digitally hip crowd is a good target for luxury marketers. Respondents were 56% more
likely than the average consumer to own or lease a luxury vehicle, 175% more likely to have
spent at least $500 on men's or women's business clothing during the past year and 49%
more likely to own a second home.



It would be easy to view this digital demographic as having the same characteristics as the
overall Internet population, only to a greater degree: more hours logged online, better-
educated and more affluent. That is mostly true, with one main difference—females
outnumber males in the overall Internet population, just as they do in the general US
population.

The US Internet population in 2008 also skewed younger than the total US population: 40%
are between the ages of 18 and 43, compared with about 38% of the general population. A
greater percentage of high-income households are online compared with households with
annual income below $50,000, according to Harris Interactive.

While one-quarter of Internet users were 18 to 29 years-old, Harris estimated that this age
group made up just 22% of the general US population. The same held true for 30 to 39 year-
olds (20% of Internet users versus 18% of the population) and 40 to 49 year-olds (21%
versus 20%). By contrast, the Harris survey found that just 9% of Internet users were over
age 65 even though this group makes up about 16% of the general population.

Demographic Profile of US Adult Internet Users* vs.
Total Adult Consumers, July-October 2007 (% of

respondents)
Adult Total
Internet adult
USETs* CONSUMers**
Age
18-29 25% 22%
30-39 20% 18%
di-49 2% 20%
a0+ i2% A0%
50-6d 23% 24%
G+ P 16%
Gender
Mala S0 48%
Fermale S0 52%
Race/ethnicity
Whita T3% 5%
Black 13% 1%
Hispanic 13% 13%
Education
High school or less iyt A47%
Some college i 27%
College or postgraduste degres 3% 26%
Household income
=525,000 13% 17%
525,000-549,999 3% 22%
$50,000-%100,000 53% 51%

Nate: n=2,062 ages 18+, *access from any focation; **data is based an the
March 2007 US Census Bureau CLiTent Population Sunsay
Source: Harris interactive as cited in press redaase, Nowvermbar 5, 2007
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The same pattern held true for income and education levels: More people online had college or
graduate degrees (30% of the online population versus just 26% of the general population)



and belonged to households with annual incomes between $50,000 and $100,000 (53% of
Internet users versus 51% of the general population).



