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This report looks at the following areas:

» How the COVID-19 outbreak will have an impact on the lifestyles of
over-55s

* How over-55s perceive the definition of getting old and the implications
for marketing

- Experience in trendy things in tourism/fitness, fashion and tech products
purchasing

« How brands can better engage with over-55s through product claims

 Evaluation of recommendations from offline and online salespeople

< Over-55s’ attitudes towards eldercare services and the business
opportunities

* Interest in participating in offline and online socialising and entertainment
activities

* Life aspects that are particularly important, satisfied and hope to have
improvement

The population of over-55s reached 365 million, accounting for 25.9% of the
total population in 2020. This reveals the big potential of exploring the silver
economy. Moreover, the lives of over-55s are more colourful than imagined in
terms of leisure activities, fashion, and purchasing of technology products.

It is a pity. However, their needs are noft fully fulfilled in the sense of insufficient
senior-exclusive products or services. Offline, there is a lack of activities and
experiences keeping them engaged, while the absence of senior-friendly
digital applications as well as humanised customer services online can be
observed.

Especially during the COVID-19 outbreak in early 2022, over-55s that used to
highly rely on offline channels have had to shift to online channels, seeking

solutions in purchasing, socialising, entertaining and even getting medical help.

This raises the topic of digital inclusivity and serving the underserved, which
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internet brands and marketers can cater to, as highlighted by Mintel’s Serving
the Underserved Trend.
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Smart home lives are popular trend in tier 3 or lower tier

cities among 55-59s
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« Long-established and national brand claims stand out
Figure 44: Attractive product claims, 2022

reports.mintel.com © 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


/reports.mintel.com//display/store/1105571/

Marketing to Over-55s - China - 2022

Report Price: £3695 | $4995 | €4400

The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

Advocacy for time-honoured national brands in tier 1 cities
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Figure 45: Selected aftractive product claims, by city tier,
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Figure 46: Selected attractive product claims, by gender,
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Patience and good attitude highly appreciated in offline
salespeople

Figure 47: Effectiveness of personal recommendation, 2022
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Figure 50: Preferable eldercare, by age, 2022
High-earners interested in premium nursing homes and
cutting-edge tech solutions

Figure 51: Preferable eldercare, by monthly household
income, 2022

Older people taking care of their family more likely to
expect to be cared for by the children in return

Figure 52: Preferable eldercare, by retirement status, 2022

INTEREST IN SOCIALISING AND ENTERTAINMENT

Strong willingness to participate in a variety of activities
Figure 53: Interest in socialising and entertainment, 2022
Full-time employed seniors in tier 1 cities are more fond of
outgoing activities

Figure 54: Interest in selected socialising and entertainment
(full-time employed), by city tier, 2022

Community-based activities attract males aged 50-59,
while group-buying appeals more to their female

counterparts
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Figure 55: Interest in selected socialising and entertainment,

by age and gender, 2022

EXPECTED ASPECTS OF IMPROVEMENT

« Staying energetic and keeping memory sharp matter most
Figure 56: Expected aspects of improvement, 2022
Figure 57: Expected Aspects of Improvement, 2022

» Focus shifts from capabilities to social ties in their 60s
Figure 58: Expected aspects of improvement — hope to have
improvement, by age, 2022

» Physical capacity/immunity especially important even for
those interested in nursing homes
Figure 59: Expected aspects of improvement — hope to have

improvement, by preferable eldercare, 2022
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