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The number of online adults to use classified ads websites, 

such as Craigslist, has more than doubled since 2005.  

The number of online adults who have used online classified ads has more than doubled 

�L�Q���W�K�H���S�D�V�W���I�R�X�U���\�H�D�U�V�����$�O�P�R�V�W���K�D�O�I���������������R�I���L�Q�W�H�U�Q�H�W���X�V�H�U�V���V�D�\���W�K�H�\���K�D�Y�H���H�Y�H�U���X�V�H�G���R�Q�O�L�Q�H

classified sites, compared with 22% of online adults who had done so in 2005.

On any given day about a tenth of internet users (9%) visit online classified sites, up 

from 4% in 2005.

��

These are the main findings of an April 2009 survey by the Pew Research Center�¶s 

Internet & American Life Project survey. They highlight the growing importance of such

sites to internet users and reflect the changes in the audience for classified ads �± both 

those who place them and those who make purchases �± that have devastated a key 

revenue source for traditional newspapers. 

��

The figures also underscore the growing social role of online classified ads. On May 13, 

Craigslist eliminated the controversial �³erotic services�́ ��section of its site and said it would

manually review every ad posted in a new �³adult services�́ ��section it had created. The 

move came after a Boston medical student was charged with killing a masseuse he had 

found on the erotic services section of Craigslist.

In the world of online classified advertising, Craigslist is by far the most used website in 

the United States. In March 2009, classified sites averaged 53.8 million unique visitors, 

up 7% from February.1 Craigslist had 42.2 million unique visitors in the month of 

March. 2 The free, no-frills, user -generated and self-policing classified ads site has grown 

tremendously since its start in 1996 in San Francisco. As of April 2009, Craigslist had 

established itself in over 500 cities across 50 different countries.3 Some other online 

classified sites include Gumtree (primarily UK) and Kijiji (worldwide).

Classified ads sites are a one-stop-�³shop�́ ��for everything from jobs to apartments to 

furniture to movers to puppies. However, users don �¶t buy anything directly  on classified 

websites �± they use the sites to set up meetings, and transactions are conducted in 

person or by mail �± a characteristic which separates online classifieds from auction or 

shopping websites like eBay and Amazon.

  

Age is a significant factor in online classifieds use.  

�)�U�H�H���R�Q�O�L�Q�H���F�O�D�V�V�L�I�L�H�G�V���V�L�W�H�V���O�L�N�H���&�U�D�L�J�V�O�L�V�W���D�U�H���W�U�H�P�H�Q�G�R�X�V�O�\���S�R�S�X�O�D�U���Z�L�W�K�����\�R�X�Q�J���D�G�X�O�W�V��

moving to new cities, looking for jobs, or trying to find inexpensive goods or roommates.

Internet users ages 25-44 are significantly more likely than any other age group �± 

including 18 -24 year olds �± to use classified ads. Fully 62% of online 25-34 year olds and

57% of 35-44 year olds use online classified ads, compared with 49% of online 18-24 

year olds and 48% of online 45-54 year olds.

Internet users 55 years old and older are significantly less likely than younger age 

groups to use online classifieds. Just over a third (35%) of online 55-64 year olds use 

classified sites, while about a quarter (26%) of internet users 65 years old and older do 

so.

On a typical day, 18-44 year old internet users are also slightly more likely than online 

adults 55 and older to use classified sites.

��

 

College graduates and higher income -earners as well as urban 

and suburban internet users are more likely than their 

counterparts to use online classified ads.  

Online adults living in households with incomes of $50,000 or more a year are 

significantly more likely than lower earners to visit and use classified ads sites. More 

than half (56%) of higher income internet users use sites like Craigslist, compared with 

47% of those making $30,000 -$49,999 and 42% of those making less than $30,000 a 

�\�H�D�U�������,�Q���D�G�G�L�W�L�R�Q�����R�Q�O�L�Q�H���D�G�X�O�W�V���P�D�N�L�Q�J�������������������R�U���P�R�U�H���D�U�H���P�R�U�H���W�K�D�Q���W�Z�L�F�H���D�V���O�L�N�H�O�\��

as those earning less than $30,000 a year to use online classified ads on a typical day. 

Similarly, college graduates are significantly more likely than online adults with no 

college education to use online classified ads. Fully 54% of online college graduates use 

classified ads sites, while 45% of online adults with a high school degree and 40% of 

online adults with no high school education use these types of websites. However, 

college graduates are no more likely than those with less education to use online 

classified ads on a typical day.

Urban and suburban residents are also significantly more likely than rural internet users

to use online classified ads. Some 47% of both urban and suburban internet users utilize 

sites like Craigslist, compared with 32% of rural internet users. Online rural adults are 

also much less likely to use these sites on a typical day: one in ten (10%) urban and 

suburban internet users use online classifieds, while just 4% of rural adults do so.

While women and men are equally likely to visit online classified ads sites, men (12%) 

are slightly more likely than women (7%) to use these sites on a typical day. 

��

 

Demographics of classified ad users have changed little over 

time, though younger age groups grew even more likely than 

older groups to use classified ad websites.  

Over the past four years, the demographic makeup of online classified users changed 

very little. The percentages of demographic groups using online classifieds grew at a rate

that mirrors the growth of the total online population using these sites: the percentage of

all internet users to utilize classified sites grew 27 percentage points from 2005 to 2009, 

while most other demographic groups �¶��growth ranged from 25 to 29 percentage points. 

The exception to this pattern involves different generational use of classified sites. Online

18-29 year olds saw a 30 percentage-point increase in their use of online classified ads, 

and 30-49 year old internet users marked a 32 point increase in online classifieds use. 

On the other hand, internet users ages 50-64 saw a 21 point increase, and online seniors 

(age 65+) saw the smallest increase overall: 13 percentage points.

��

About the Pew Research Center �¶s Internet & American Life 

Project  

The Pew Internet Project is an initiative of the Pew Research Center, a nonprofit �³fact 

tank �́ ��that provides information on the issues, attitudes and trends shaping America and

the world. The Pew Internet Project explores the impact of the internet on children, 

families, communities, the work place, schools, health care and civic/political life. The 

Project is nonpartisan and takes no position on policy issues. Support for the project is 

provided by The Pew Charitable Trusts.

Methodology  

This report is based on the findings of a daily tracking survey on Americans' use of the 

Internet. The results in this report are based on data from telephone interviews 

conducted by Princeton Survey Research International between March 26 to April 19, 

�������������D�P�R�Q�J���D���V�D�P�S�O�H���R�I���������������D�G�X�O�W�V�����������D�Q�G���R�O�G�H�U�������)�R�U���U�H�V�X�O�W�V���E�D�V�H�G���R�Q���W�K�H���W�R�W�D�O��

sample, one can say with 95% confidence that the error attributable to sampling and 
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�X�V�H�U�V�����Q� �����������������W�K�H���P�D�U�J�L�Q���R�I���V�D�P�S�O�L�Q�J���H�U�U�R�U���L�V���S�O�X�V���R�U���P�L�Q�X�V�����������S�H�U�F�H�Q�W�D�J�H���S�R�L�Q�W�V�������,�Q

addition to sampling error, question wording and practical difficulties in conducting 

telephone surveys may introduce some error or bias into the findings of opinion polls.

A combination of landline and cellular random digit dial (RDD) samples was used to 

represent all adults in the continental United States who have access to either a landline 

or cellular telephone. Both samples were provided by Survey Sampling International, 

�/�/�&�����6�6�,�����D�F�F�R�U�G�L�Q�J���W�R���3�6�5�$�,���V�S�H�F�L�I�L�F�D�W�L�R�Q�V�������1�X�P�E�H�U�V���I�R�U���W�K�H���O�D�Q�G�O�L�Q�H���V�D�P�S�O�H���Z�H�U�H��

selected with probabilities in proportion to their share of listed telephone households 

from active blocks (area code + exchange + two-digit block number) that contained 

three or more residential directory listings. The cellular sample was not list -assisted, but 

was drawn through a systematic sampling from dedicated wireless 100-blocks and 

shared service 100-blocks with no directory -listed landline numbers.

The response rate for the landline sample was 20.6 percent. The response rate for the 

cellular sample was 18.2 percent.

Non-response in telephone interviews produces some known biases in survey-derived 

estimates because participation tends to vary for different subgroups of the population, 

and these subgroups are likely to vary also on questions of substantive interest. In order 

to compensate for these known biases, the sample data are weighted in analysis. The 

demographic weighting parameters are derived from a special analysis of the most 

recently available Census Bureau�¶s March 2008 Annual Social and Economic 

Supplement. 
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