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Pulling the curtain back on the secret lives 
of the 55+ population 

New research with 2,500 Americans (including 1,500 aged 55+) from  
Age of Majority and Head Solutions Group dispels any myth that older 
Americans are slowing down between the sheets or giving up their partying 
ways. They are defying outdated perceptions about how they should behave, 
proving that we shouldn’t underestimate their willingness to experiment with 
new ideas. 

So, jump aboard this rock and roll train and enjoy a glimpse into the lives of 
today’s 55+ American.

Older Americans love their 
sex, drugs and rock and roll 

Doobies, dildos 
and drum solos:

Survey methodology
2,502 U.S residents participated in an online 

survey from August 14 to August 20, 2018. The 

2,502 survey respondents sample was drawn from 

major regions in proportion to the U.S. Census. 

The statistical margin of error in this survey is ±2.0 

percent, 19 cases out of 20. Head Solutions Group 

conducted this survey on behalf of Age of Majority.

Age of Majority refers to the 
largest, wealthiest and fastest 
growing consumer cohort: 

The  mature consumer,  age 55+ 



Rock and roll forever
We often hear how Millennials don’t 
get Boomers and Boomers don’t get 
Millennials, but they might have more in 
common than you think, when it comes 
to music and who they like to hang with. 
Eight in 10 (83 percent) Millennials are 
likely to party with or to hang out with 
their parents just for fun and seven in 

10 are likely to party with or to hang out 
with their grandparents. 

Rock and roll might be another way to 
bridge the generation gap. Classic Rock 
is the top music genre among older 
Americans and the fourth most popular 
among Millennials (after Pop, Hip-Hop 
and Adult Contemporary). Musical tastes 

might just be getting passed on from one 
generation to the next. Nearly one-third 
(30 percent) of Americans 55+ with kids 
18 or older are likely to share advice on 
music with their kids and four in 10 (41 
percent) Millennials are likely to seek out 
music advice from their parents.
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Vibrate this: sex and dating
Nearly two-thirds (64 percent) of people 55+ are sexually active, 
with a quarter of them having sex at least once a week and 
one percent having sex every day. Older Americans aren’t just 
enjoying an active sex life, nearly two-thirds (65 percent) have 
tried sex toys or aids to keep things interesting, including nearly 
one-third (30 percent) who have experimented with vibrators/
dildos or who have watched sex videos (29 percent). A smaller 
even more adventurous group have tried restraints/ropes/
handcuffs (six percent) or played sex games (six percent).

Being older, though, doesn’t mean Americans are any 
wiser when it comes to using protection against sexually 
transmitted infections. Nearly six in 10 (58 percent) 
Americans 55+ say they don’t worry about using protection 
for STIs, about the same percentage (57 percent) of 
Millennials who say this.

Rolling with the times:  
older Americans going to pot
The research suggests greater use of cannabis is budding with 
the 55+ group. Though only seven percent of Americans 55+ 
claim to have consumed cannabis in the past year, four in 10 
(44 percent) say they are more likely to try it in any form today 
than five years ago. Their attitude towards legalization is also 
more chill than younger groups. Millennials (51 percent) are 
more than twice as likely as Americans 55+ (24 percent) to 
believe cannabis should never be legalized for any reason. 

Favorite music genres of older Americans

1. Classic Rock
2. Country 3. Adult 

Contemporary
4. Classical 5. R&B/Pop (tied)

28%
of dating

Americans 55+
are using online 
dating websites

4 in 10
Americans 55+
are more likely to try cannabis 
today than 5 years ago



Doobies, Dildos and Drum Solos: Older Americans love their sex, drugs and rock and roll     3

(Source: 2018 Survey from Age of Majority and Head  
Solutions Group)

Keeping a healthy pace with 
Millennials

Older Americans are far more physically 
active than they’re being given credit for. 
While more than a quarter of Americans 
(26 percent) believe seniors aren’t very 
active, the research found people 55+ 
are literally giving younger ones a run 
for their money in their quest for fitness. 
Americans 55+ (54 percent) are almost 
as likely as Millennials (55 percent) to say 
they’ve exercised regularly in the last 12 
months and are almost as likely (26 per-
cent) as Millennials (28 percent) to have 
followed a diet within the past 12 months.

%&$#?@ that! Older Americans 
have a problem with political 
correctness

Have we gone too far in our quest for po-
litical correctness? The research would 
suggest so. Nearly half (48 percent) of 
Americans overall say society is too polit-
ically correct and this limits our freedom 
of speech. It’s a small window into the 
mindset of Americans 55+ that they (53 
percent) feel more strongly about this 
than those under 55 (44 percent) and 
Millennials specifically (38 percent). Not 
surprisingly, Millennials (17 percent) are 
far more likely than Americans 55+ (11 
percent) to believe we’re not politically 
correct enough and “freedom of speech 
should be more limited”.

No joke: younger, older genera-
tions don’t want the same ads

So, what can the marketing world take 
from this research into the lifestyles of 
older consumers? It appears a lifetime 
of evaluating ads has made them more 
impervious to promotional or emotional 
sells. They’re seeking information to 
make informed choices about what to 
buy and advertisers that win with them 
will empower them to do so. 

There are dramatic differences in what 
younger vs. older generations want to 
see in ads. Americans 55+ (69 percent) 
are far more interested in clear product 
information in ads than Millennials (41 
percent). They (seven percent) are far 
less receptive to heartwarming ads than 
Millennials (18 percent) and more than 
twice as likely (40 percent) as Millennials 
(15 percent) to say they don’t want a hard 
sell from ads. All kidding aside, Millenni-
als (30 percent) are three times as likely 
as people 55+ (10 percent) to feel humor 
is important in ads.

Tech a streaming success
The research suggests Americans 55+ are also happily embracing new forms of tech 
and entertainment, while literally cutting ties with older ways of staying in touch. 
While four in 10 (41 percent) Americans think seniors don’t understand or like to use 
new technology, other survey insights help undercut this myth.

More than half (53 percent) of Americans 55+ have already cancelled their land 
line (telephone) in favor of a cell phone or are likely to do so in the next two years, 
compared to 69 percent of Millennials. 

Nearly four in 10 Americans 55+ (37 percent) have already cancelled their cable/
satellite TV service or are likely to do so in the next two years, many in favor of 
streaming TV services (see infographic). Consumer tech like smart speakers is also 
enjoying rapid growth among older Americans with nearly four in 10 (38 percent) 
people 55+ having already purchased one or planning to do so in the next two years.

Top sources of information about products 
and services (by generation)

Consumers 
55+ Gen X’ers Millennials

1.Friends 
(55 percent)

1. Friends 
(54 percent)

1. Social media ads 
(55 percent)

2. Family 
(53 percent)

2. Family 
(51 percent)

2. Family/friends 
(51 percent)

3. TV ads 
(44 percent)

3. TV ads 
(49 percent)

3. Online video 
(47 percent)

4. Newspaper/magazine 
ads (39 percent)

4. Social media ads 
(36 percent)

4. Online ads/TV ads 
(45 percent)

5. Online ads/experts in 
the media (26 percent)

5. Online ads 
(34 percent)

5. Bloggers/vloggers/ 
YouTube (34 percent)

56% of Americans 55+
already have or plan to sign up for a 
streaming TV service like Netflix  
or Amazon Prime Video
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Conclusion
Stereotypes of older Americans as tech challenged, physically and sexually inactive 
and overly conservative who have lost their spirit of fun and adventure are slowly 
melting away as new research reveals a group focused on living life to their fullest. 
The implications of better understanding variances in their attitudes, interests and 
behavior are massive for anyone developing or marketing products, services and 
experiences to the 55+ audience, given their $2.9 trillion in annual spending. As 
the research suggests, they are highly savvy consumers, well equipped to evaluate 
and reject marketing that’s misaligned with their priorities or values or to reward 
marketing that invests in making a deeper connection.

About Age of Majority
Age of Majority was launched after observing a huge gap 
in how the market perceives, portrays and engages mature 
consumers, based on its extensive collective management 
consulting, brand management and agency experience. AoM is 
on a mission to break the myths and to crush the stigmas and 
stereotypes associated with aging and to help brands identify 
and exploit business opportunities to grow revenue and affinity 
with the mature consumer audience. 

Find out more at www.ageofmajority.com

About Head Solutions Group
Head Solutions Group (U.S.) Inc. is a leading strategic insights 
agency with offices in New York, Chicago, Los Angeles, Toronto 
and London.  Head delivers deep customer insights that 
increase knowledge and propel business action. Age of Majority 
and Head Solutions Group are separate and unaffiliated firms 
and are not responsible for each other’s services or policies. 

Find out more at www.headsolutionsgroup.com


