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Generation
Baby Boomers
Baby boomers (also simply known as
boomers) are the generation born between
1946-1964, named for the period following
World War ll which experienced a spike in
U.S. births.
As an aging but powerful group, boomers
have had—and continue to have—a
significant impact on the economy. In this
report, we’ll take a look at that impact
through the lens of their spending habits,
behaviors, and connection with live events.

BOOMERS BY THE NUMBERS

37%

71.6

of surveyed
Experience fans that
are aged 50+ make
at least $100k a
year.

million boomers
in the U.S.1

38%

of boomers still in
the work force have
at least a bachelor’s
degree.3
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53%

of fans in this age
group (surveyed from
the Experience
platform) have at least
a college degree.

Boomer history is rooted in significant
economic change.
There are currently 71.6 million boomers in
the country, a close second to the millennial
generation (72.1 million).1
Their childhoods coincided with America’s
huge postwar economic growth and many
boomers came of age during the politically
tumultuous 1960s and ’70s.2

While experiencing significant societal change
throughout their lifetimes, they’ve been driven
by the great “America dream,” working long
hours that continue into their retirement age.
With such a strong work mentality present, and
time to build their wealth, boomers remain
one of the biggest buying powers in the
country.

BUYING POWER

$2.6

Second Largest Population1

Trillion

Millennials
72.1M

Boomers
71.6M

Gen X
65.2M

in Buying Power4
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The outlook on their spending is far from
slowing down.
Until millennial numbers surpassed them in
2019, boomers were the largest generation.4
Consumers over 50 now account for more
than half of all U.S. spending. In fact, they’re
responsible for more spending growth over the
past decade than any other generation,
including millennials.5
One of the factors likely contributing to the
sheer buying power of this cohort is their work

What are boomers spending on
entertainment?
Boomers devote the
largest percentage of
their spending to local
sporting events,
followed by Gen X, then
the Greatest Generation,
and then millennials.7

ethic. Boomers are the only population group
experiencing growth in the work force.
This means that their “golden years” will in
many cases be spent working, translating to
more disposable income and purchasing
power.6 With boomers currently clocking in at
$2.6 trillion in buying power, they’re an
economic force to be reckoned with.

What type of sporting event
tickets do boomers purchase?
According to Experience survey data,
boomers were more likely to buy full
season tickets when compared to other
ages. 25% of boomers reported that
they purchased season tickets versus
20% of other ages.

15%
Boomers spend 6%
of their income on
entertainment. This
is more than Gen X
(5.3%) and
millennials (4.5%).7

25%

60%

Single-Event Tickets
Season Tickets
Partial Season Tickets
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Boomers are staying in the work force longer
and it shows.
Advances in healthcare have helped boomers
live longer than generations that came before
them. While previous generations have retired
when they reached the age of 65, that’s not
the case for this demographic. The majority of
boomers are still in the work force, with 69%
of baby boomers saying they either expect
to or are already working past age 65, or
don’t plan to retire.4

For proof of spending, we look to their debt.
Americans between the ages of 65 to 74 hold
more than five times the borrowing obligations
that the same age group held two decades
ago. This is likely to include mortgage, auto,
credit card, and other consumer debt.14 The
amount of debt that some boomers carry
could at least partially account for the large
numbers of baby boomers staying in the work
force longer.

2024 Projected Labor Force Participation13
Percentage of Labor Participation

Women Aged 55-64

70%

Women Aged 65-74

Men Aged 55-64

Men Aged 65-74

63%
26%
70%
34%

of the nation’s disposable income comes from boomers.12
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Technology offers a new avenue for
connection.
While boomers may not be first to adopt
the latest technology, they’re becoming
more digitally savvy and comfortable
with technology over time. Forbes
reports that boomers use their phones
approximately five hours per day. This
is strikingly similar to millennials, who use
their phones five and a half (or more)
hours per day.8

67%
of boomers own a
smartphone.4

Internet usage is gaining traction as
well. 85% of boomers reported that
they research products online9 and
66% make regular purchases via web
devices. 10 Interestingly, data from
Experience fan surveys shows 44% of
this age group prefer to buy event
tickets on a computer and 39% on a
smartphone.

55%

of boomers surveyed
by Experience have
spent over $100 on
mobile tickets.

63%
44%
How are boomers
purchasing event
tickets?

39%
29%

Computer
Boomers
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7%
Smartphone

2%

In Person
Other Ages

“

“While they have the technical savvy to take advantage of the ease
and universal access to information smartphones provide, they still
aren’t digital natives and therefore consult (and trust) many
traditional channels as well.”
– Daniel Burstein, Director of Editorial Content, and Dr. Liva LaMontagne,
Editorial Research Manager, Marketing Sherpa12

Data shows that smartphones are not the
boomer generation’s preferred source to make
purchases. And when it comes to social
influence, boomers are more selective on
what sources they trust for brand
recommendations.10
Even though they may use smartphones to
research products, when it comes to buying,
Marketing Sherpa reports that boomers are
least likely to use a smartphone to make a
purchase from social media.12 Experience data
corroborates this trend: just 2% of boomers
have bought event tickets from social media
in the past 2 years, versus 4% of nonboomers. Social resources may prove to be a
better outlet to reach boomers and nurture
them throughout the customer journey as
opposed to hard-sell tactics.

”

Boomers use
Facebook far
more than any
other social
media platform.11

PAPER STILL IN PLAY:
Boomers are adopting technology but that doesn’t mean it’s
their preferred source for accessing tickets. 48% of
Experience fans in the boomer generation reported that they
prefer physical tickets (e.g. paper tickets), while just 29% of
younger fans prefer physical tickets (versus mobile tickets).
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Boomer values directly contribute to their
purchasing behavior.
Loyalty matters:
boomers buy from the source.

Growing up in a world after the turmoil of
war, boomers were influenced by growing
optimism and economic developments,
leading to characteristics like a can-do
attitude, a strong work ethic, and high hopes
for the future.16

According to Experience survey

data, 70% of boomer fans buy
their tickets straight from a team or
venue, versus 61% for all other ages.

Traditionalists at heart, boomers came up in
an era where the customer was always right
and the service you received was paramount.
As such, they are most concerned with the
level of attention and customer service
they receive from a business.16

What do boomers value when it
comes to ticket features?
Preferred

BOOMER VALUES

PRE-COVID EXPERIENCE SURVEY

15

This is where brand loyalty comes into play.
Being born before cell phones and personal
computers, baby boomers interacted more
face-to-face with one another.17 They still
value that mode of communication and the
attention it requires when dealing with
customer service. This demographic prefers
to stay true to a brand that has won their
satisfaction.

Individual Choice

Community
Involvement

Ownership

Prosperity

Self-Actualizing

Health & Wellness

Did Not Prefer

14% preferred selecting an exact seat as the most
important feature versus 9% of all other fans.

9% most valued low cost tickets versus 14% for all
other fans.

4% most prioritized games with a giveaway included
versus just 2% for other fans.

4.5% most valued the ability to upgrade seats
versus 6.5% for other fans.
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Sports and live events play an important
role in this generation’s spending habits.
Boomers engage with their favorite sports
primarily via watching games on broadcast and
cable TV and attending live events. While other
ages access sports more online and through
mobile, 75% of boomer engagement is
through TV versus just 41% of Gen Z. 19

50%

Boomers spend an
average 50% more
per capita on local
sporting events.18

With more disposable income at hand,
boomers are spreading the wealth. When
compared to other generations, they lead the
pack in spending the largest percentage on
attending local sporting events, followed by
Gen-X, then the Greatest Generation, and then
millennials.18

The pandemic has pushed pause on most live
events for now, but that may not keep this
generation’s spirit down for long. A study by
Eventbrite found that a whopping 90% of
boomers believe experiences lead to a more
fulfilling life and 59% would rather spend
their money on experiences instead of
objects.20 Data shows that boomers attend
more events at a slightly larger rate than other
age groups. 24% of boomer fans Experience
surveyed reported attending more than 15
events per year, versus 21% in other age
groups.

44%

A 2015 Harris study
found 44% of boomers
are attending more
events compared to
10 years prior.20
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Top 3 concerns that boomers have about returning to events:
Want to avoid
large gatherings

Venues/stadiums are
too risky for germs

Want to continue
social distancing

The pandemic will bring caution for boomers
returning to live events.
The increased risk of COVID-19 for the latter half of this generation (those 65+) means some
boomers will be cautious in participating in live events when they return. Even still,
spending habits are not drastically changing for this age group—only 38% of baby boomers
reported that they were planning to curb their spending in light of the pandemic.21
What will boomers seek when events do return? According to a survey of over 800
Experience customers on the effects of COVID-19 in the current climate, fans aged 50+ were
concerned with large crowds, germs, and desired to continue social distancing.

What type of tickets will boomer fans purchase post-COVID?

Experience data shows that this
demographic will be more likely to
seek socially distanced tickets and will
be less affected by ticket prices:

• 14% will seek cheaper tickets
(vs. 42% of other ages)
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• 69% will seek refundable tickets
(vs. 72% of other ages)
• 38% will seek socially distanced
tickets (vs. 28% of other ages)
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Boomers

Other Ages

What This Means For You
Reward Brand Loyalty and Make It All About Service
To capture the consideration of a boomer fan or retain an existing one, you must make them
feel valued and give them the attention they desire. Once you’ve won their hearts, you’ll win
their wallets (and their loyalty) for the long haul. Consider exclusive offers that reward their
patronage, such as first access to ticket sales. Target your customer service communications
to demonstrate your commitment to their needs and seek added flexibility like that from
Experience products to hold their attention.

Create Value to Seize Opportunities
It is quality over quantity for this group. Boomers are willing to spend more if you give them a
reason to do it. In the pre-COVID era, boomers could be enticed to upgrade and upsell with
packages that clearly captured the value. Communicating value will still hold true in the future
if venues hope to keep this demographic spending their dollars. Investment guarantees and
added value such as that from Experience products like Returns and Credit can offer this
incentive to boomer fans.

Communicate the Details and Create Transparency
Boomers have adopted greater technology usage over the years, yet some may still need
extra considerations to get them to engage. Clear communication across multiple touchpoints regarding ticketing protocols and policies will be vital. As many venues look to move
to contactless ticketing in the COVID-19 world, taking care to communicate these details will
help to foster trust with this demographic. Consider Pass with SafeSeat TechnologyTM from
Experience to supplement your venue’s guidelines and help safely socially distance fans.

“

“Boomers are slightly more reliable consumers because their behaviors are
more predictable. Marketers that understand how boomers research
products and make decisions along the consumer journey will win.”
-Lisa Joy Rosner, Chief Marketing Officer, Neustar12

© EXPERIENCE LLC

Sources
All research and data presented in this report are secondary research as notated in the document
and referenced below, with the exception of Experience survey data, which was exclusively
developed through the Experience Market Research Team. Any use of Experience data without
express written permission from Experience LLC is strictly prohibited.
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