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“Seniors enjoy socialising with others and will not hesitate
to make new friends. They are prudent as well as assertive
consumers and place a great emphasis on utility and value
for money. Offline events are a good way to promote
brands to older people, as is harnessing the influence of
senior KOLs.”

— Scarlett Zhao, Associate Research Analyst

This report looks at the following areas:
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e Don’t underestimate seniors’ enthusiasm RE PO RT N OW
e Potential for health and fitness wearables
e Senior travel market on the rise

VISIT:
The number of older people in China is increasing rapidly, exacerbating population ageing in the sto re.m | nte| .COom
country. According to China’s National Bureau of Statistics (NBS), there were 249.5 million people aged
60 and over in China as of the end of 2018, accounting for 17.9% of the population. It is predicted that
number will reach 487 million or 34.9% of the country’s population by 2050. As life expectancy CALL:
increases, how people spend their twilight years may gradually change and seniors will demand more EMEA

quality time, products and activities. This is a huge under-developed market for businesses to dig into +44 (0) 20 7606 4533
and holds great consumption potential.
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The Consumer — What You Need to Know

Different generations still living together in some households
Sunshine seniors

Health receives the most attention

Growing spending on in-home food and drinks

Seniors make up their own minds

Chronic diseases trouble seniors

Not seeking solutions for health issues

Demographic Overview

The majority of seniors live with their partner
Figure 7: Living situation, November 2018

50% of survey seniors only have one child
Figure 8: Number of children, November 2018

Most seniors over-55s have retired
Figure 9: Employment, November 2018

Saving money to prepare for old age
Figure 10: Monthly personal income and saving, November 2018
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Strong and close family bonds
Figure 11: Relationship with partner and children, November 2018

Positive and trendy seniors
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Daily Activities

Health paid most attention to
Figure 15: Daily activities, November 2018
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Life online

Purchase Priorities

In-home food leads the over-55s spending increase
Figure 17: Categories seniors are willing to spend more money on, November 2018

Older people in their 60s pay more attention to the choice of health products
Figure 18: Categories seniors are willing to spend more money on - health-related products, by age group, November 2018

Seniors under 60 still care about their appearance
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Figure 19: Selected categories seniors are willing to spend more money on, by gender and age group, November 2018

Senior consumers in tier one cities have greater willingness to spend

Figure 20: Categories seniors are willing to spend more money on, tier one cities vs tier two or lower cities (as benchmark), November
2018

Purchase Decision Makers

Seniors main decision makers when shopping
Figure 21: Purchase decision maker, November 2018

Husband and wife have different roles in purchase decisions
Figure 22: Purchase decision maker, by selected gender, November 2018

Health Issues

Chronic diseases trouble seniors
Figure 23: Health issues, November 2018

Three highs worry high-income seniors

Health Management

Seniors do not actively seek treatment
Figure 24: Measures taken to deal with health issues, November 2018

Function and utility should be highlighted through communication
Figure 25: Measures taken to deal with health issues - ‘eat more healthy’, November 2018

Health supplements most used to treat osteoporosis
Figure 26: Measures taken to deal with health issues - ‘take health supplements’, November 2018
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