-

8
LU
Y
<
=
o

MEDIA. CONTENT. TECHNOLOGY.




WM
- WAVEMAKER
CHAPTEH z % R % % MEDIA. CONTENT. TECHNOLOGY.

THE HIDDEN VALUE AND POWER
{6 ) i ML A e T )

-
d W\‘ s
"‘,' 1 1%)))

o ) J

1ol ) — —
M,v;;‘[)’l,)/’,

[\

\\‘ o\
A




WAVEMAKER IS DEDICATED TO TRANSFORMING OPPORTUNITIES INTO GROWTH IN
THE SENIOR MARKET

FIBEI T EAINE, EilREZRAHIZIEIKZE

STRATEGY %Hﬁ DATA ﬁa‘ 3 COMMUNICATION (EHE
Business compass * Wavemaker senior generation Media strategy, media buy and
* Needs map & consumer tracking database precision marketing for senior target
segmentation of seniors * Wavemaker customized senior audience
* Product positioning and portfolio consumers data packet e Content marketing
management * Ecommerce marketing

* Market entry strategy for new brands

- BIRUWHIZENT R  FHBEBRMNEEELREURERE - BRUEZRIENRIBFIEESH
© PEFRHAEKENS R A ER © FEFREFARTEHEIES - RBEH
« MR AERE - BBEEH

. FTERREENTHIZRES
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WE INTEND TO EXPLORE THE ENORMOUS POTENTIAL OF THE SENIOR MARKET IN

DIFFERENT INDUSTRIES
BAIEEENRF TR, REERUTHIZHIGE
Living Employment
il /SR

My e (8B) ml/EEE
Food & beverage
BRIRK

Household care Financial life
BitxE A SN55

Personal care & cosmetics

MPEIL Daily routines Life in old age

HESTE EREE
Apparel & shoes
A =R N _
Spiritual life
RS
Tech & digital IRR=FS]
R
Transportation

11T Social interaction Travel
32 i)

=y

Finance & insurance

ERRG
Nutrition & supplements
S RE M
Medical care

%\

Healthcare =i
Yo
ﬁi&; =i Mental health
IOFRRER
Sports
EEs
Study
FIHNE

'y
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TO TACKLE CURRENT BUSINESS CHALLENGES TO UNLOCK THIS TRILLION-DOLLAR

MARKET

R B RIEERIRIHY, HERH{ZRETERTIRII

THE ESTIMATED ANNUAL
SPENDING POWER OF
SENIORSINTIER1TO 3
CITIES IN CHINA
hE—ZI=2mH

SR BHREE B & DTh /9

TRILLION
)aL4

Based on spending data and projected
population numbers from research

IR R EIE R ADTTES T

5

BUT

Huge supply-demand gap
DIEAE:
HEMEXE

* Product offerings fail to meet

rapidly growing needs

* Most brands focus on young

consumers and rarely invest in
senior groups

P AR S A AT
BERAIRET &
RIFEHEEERTERA,
IRIBBEIRAEE

Biased needs
understanding
LE1EAXT
{mEEYFEKIAK]

¢ Seniors are all considered the same

without differentiation for gender,
age, region, experience and value,
etc.

* Brands only see seniors as “old

people” and have outdated
perceptions of their needs. Seniors’
current and future needs as general
consumers, in areas such as diet,
fashion, digital products, are very
often overlooked.

BERIMARFL— IR,
REINRRIER, e, Hhig,
2205, IMEMFATRETRATE
FEER

c REEEEER, BwEY)

FOAR, AR T IER
BB BN EHAIER,
P NS Lo
=

Polarised group coverage
BIETIYE .
PRI ANBE B S

* Commercial resources mainly target

rich seniors and public resources
mainly serve the disadvantaged.
The large “intermediate group” only
receives limited attention.

AR A S E R AT
#, TERAHFRETFELN
BORIARHINR, MEERAR
RIEABHERIRIREBIR

'y
LA
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ALSO TO FOLLOW POLICY TRENDS TO PROMOTE “ACTIVE AGEING”

FIRMBERE2SS, RERNHERE

]

Active ageing:

Extending “healthy living” to
“guality living”

“Active ageing” is the upgrade of “healthy
ageing”. It’s about optimising opportunities
for health, participation and security in

order to enhance the quality of life as
people age.

RIRERML:
M ERRAE S SRR au R iR

TRkER" E "EEERA /Y
TR, HREASZNE: T SEFARY
EEmE, SRR, 1225MRE
HIBRENLIE

6 Source: WHO, Internet

FH

HIRtRE WL

Ageing related policies released in recent years

I HERERD FEHEREBER

2012
2013
2015

2016

2017

2018

2019

ERERIBH T FERSIRIEAL AIMRS, BERFIEEEHI R

ESk (XTIMRAEFZRSIAETEL)

REEL. &MZE (RTALEASTERSNEEREHFERZ I ERELRIHESEL)
ESk (BErAZRRESRFEEDE)

BHEREFR) (KTFHEHET RPESHERSBESHIESEN)
“BREEMKEHPIERISHE, FRREHFEFRRIIA BN =0+

(“fERhE2030" XN E )
ESk (XTINRARESHEEREFIAETEL)
ESk (XTeEBAFERSHaRIFERSRENE TEL)

Bk (“+=R"ERBREWRBEMFZARRERAL)

BHONB (KT INRAEHFZIRSS W ERSEERIEN)

Bk (KT HIEFILiEE FARBIRSIEREL)

B (RTIMRARERIFEREATETEL)

MESZ*‘B (RXTIzABMF SRR S FE SR E RS WA RRIEEE L)

Fine (FEBREFREESES| (1f7) )
”EE"’“A Rise (D ARBBIEE R FE RGBS AEIE S TE)
PEEFY. EFEFFS (FiTRIRMNIAOZREARIRS (2018) )

EFER (XTFEHFERSAENEL)
(ERPEEREXTEUSESFRERSAZNESEL)
(FEIFEREZRRFEENE)

rhitrhsy ESEER (EZRFERMIT A OZ 8P EIRRD
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DISCOVERING THE “HIDDEN TREASURE” IN THE SENIOR MARKET
B RTEFEZ USSR E

(”\ : The Seniors in China: The “Hidden Treasure” Report Series is produced by Wavemaker,

' w& containing 4 chapters and 1 epilogue. The chapters will be released over 8 months one
. . by one, giving a holistic view of what urban seniors in China are like, why they are
important and valuable, and what works in this market. This is Chapter 2 of the report
series.
FIEARAH (FEZRUESINERINE) RIS, EoAll M =EN—jwE
ic, BHiFsTEZE—RM, UEHFERIBDZEFEA I THERHERCEHAE®
FAIESK. WARFIREHIEZRE.

WAVEMAKER CHAPTER1 REVISITING SENIORS IN CHINA

L= kvi ITAS 174 S 0 t- 2019
HmE = EN DERNERAEK =
CHAPTER 2 THE HIDDEN VALUE AND POWER Jan. 2020
(] s EEREINMER I '
° ,X ¢ CHAPTER 3 WHO THEY WERE, AND WHO THEY ARE Mar. 2020
= EoEE bR, FORTAYIEA] '
CHAPTER 4 REACHING THEIR HEARTS, CO-CREATING EXPERIENCES Mav. 2020
BUEE MROR, oA L
EPILOGUE SENIORS IN OTHERS’ EYES, AND LIFE IN THEIR EYES Jul. 2020

Ric MIARFRIMBA], FOteIARSFAIALE

AA
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IN CHAPTER 1, RELEASED IN OCT. 2019

%—”ﬁ‘—zomzzm

-

SENIORS ARE REDEFINING MIDDLE AND OLD AGE. THEIR PERCEIVED
LENGTH OF YOUTH AND MID-LIFE ARE BOTH LARGELY EXPANDED
EEHEN "FE" M "BFE" , HEWANNSERPEREHA
TBEEREK

Traditional According to
definition seniors
L R EEEY This is to say,
When do you > Middle age 6653"/‘] ° :’e""" are E:‘;‘;‘I“""' :
o0 below are "mi le age
consider as =-1:3 40,/ / K 8
the starting > -

Syl

point of... '
i old 505 LI FERE "B
mARES | ode g, ik oke

”

We called for more attention to be paid to
the ageing society and redefined “old age”

HIFFERERLES, HERENX
s &

&0, BIERE

THEIR VASTLY DIFFERENT UPBRINGING HAS SHAPED THE DIFFERENT
MINDSETS AND BEHAVIOURS OF THE THREE GENERATIONS
TEIHEFAER, BETHRATREN=AA

WITNESS OF
REVOLUTION
B EE
“A cog in the machine” Missed opportunities Benefiting from economic
to create collective value but now restarting life and cuttural opening
—iMEEER R ERERLLET S EEERAE ZFAFTRRIEEA
Bé;';g;’ 1934 - 1950 1951 -1963 1964 - 1977
Formative years 1949 - 1965 1966 - 1978 1970 - 1092
/‘-i'-t}fﬂ,%m Hardship & poverty Twists & tums Openness & prosperity
T REIEE BT FHOEF
69-85y/0 42.55y/0
%g_"%";é Report focuses on iR &S5 HE Report focuses on AR5 R
w 69-76 y/0

We divided seniors in Chinainto three
different generations

ERENXK D T =ARRIFEER

LRER

Redefining “young” & “old”, living a dynamic life and exploring the world

UNCOVERING EELFRIEE, MATHRENR
TH E TR U E Conscious about and active for heaith, rarely feeling lonely
DEPICTION OF o
Staying ahead, and contribute to family and society
SENIORS IN SHHR, RERR
c H I NA New growth force for Internet economy
BERRIS LR
SRIMTRIRRIR
hEZHEH A
E;‘E ma-é Sufficlent spending power and desire, with strong financial 1Q
HETES, MuP

We revealed their reality and their
objections to being characterized as “old”
people

& THEIBYESEXISR,  FOMEA A
EHEN "%A" EI’J "1)=' 58

v
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WHAT’S NEW IN CHAPTER 2

AE _mE, mONEERE
SENIORS’ SPENDING POWER AND

FOUR CORE NEEDS THAT NOURISH
THE SILVER ECONOMY

%‘ﬁ’v‘%ﬁﬁl—‘ﬁ’]‘%ﬁb LK
{EEZ UM THITUARTE R

|

Despite the widely acknowledged potential of the senior market, in-depth
understanding of this group and ways to reach them remain unclear.

Wavemaker sees seniors as an ever-increasing “growth driver” to the
market and aims to become a pioneering contributor to the ageing society
in China.

%ﬁ?%c?;ﬁﬂ’ﬂi’éb B AARM, BEXTHZREANRARHZIE,
> O

FIERBE MBI AARITIERA "1BRKIKEND" |, ASERATE
BRUHASERIITESSE.

9




STRONG PURCHASING POWER
ACROSS ALL THREE SENIOR
GENERATIONS

= RSB 7R

pE I _%E'jj

10 Fieldwork photo 35[a]8B &



WITH THE CONTINUOUS EXPANSION OF MIDDLE- AND UPPER-INCOME FAMILIES,
IN CHINA, ECONOMIC FOCUS WILL CONTINUE TO SHIFT UPWARD

TEFE, MEPFRIUERAKERY K, S55EO4REER R

Urban residents’ monthly household income structure

FERHERRERWAEH

2010 2015 2019

11 Source: China National Resident Survey by CTR (15-69 y/o T1-4 residents) IR{AGiZAR TP EHRHERRAE (15-695 —2IUZ&LHHER) WAVEMAKER



URBAN SENIORS ALSO SHOW AN “OLIVE-SHAPED” INCOME STRUCTURE. MORE
THAN 70% HAVE MIDDLE- OR HIGH-INCOME. THEY ARE THE BACKBONE OF THE

ECONOMY.

i, 1BITRKRE-

Wi B R EE RIS\ St 248

iz
Urban seniors’
avg. monthly household income

IR B RACAFR
T2 E B I

¥ 8291

Note: only cover urban seniors from Tier 1 to Tier
3 cities, excluding lower tiers and villages

xS —EI=Zrh AR, TR
R BIRTHT R AR

12

—

SRS

-, AR RAAY

Seniors’ monthly household income structure

BRUEHARERWNEH

225K

20-25K

High
ST
8%

Middle
PEUIN
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THEY FEEL FINANCIALLY SECURE, ESPECIALLY YOUNGER ONES AND HIGH TIER

CITY DWELLERS
it REIMS RS, R AR

THZRRACRFHR

Evaluation of their own financial status

B CEFINTHIRE

m Very + somewhat short of money Comfortable m Very + somewhat well-off

JFE -+ E%5H IFE -+

Total WITNESS OF T1 T2
2it REVOLUTION —ikTh —Sinth

FasES

13

T3
=tk
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CONSUMERISM PENETRATES ALL THREE GENERATIONS. THEY CLAIM TO SPEND
OVER 80% OF THEIR INCOME, AND MOSTLY ON THEMSELVES.

=RBIRUEHTRERILE "BEEN NSE, Rr=REE/ BN, BXZ

ITHo
WITNESS OF
REVOLUTION
FEap IIES
Income distribution
7> EC
Spending FAT371 90% 87% 85% | [neoowdest
Saving or financing 775512 spends the
most
Spending on 72k
S HE EE;;{ S
L= ES
Myself and spouse B 2F1& go8% N\ 592 % Iz
Children % 10% 16% 25%
Grandchildren F)\Z= 0 0 0
Others £t 76% 68% 64%

AA
vy
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THE NEED FOR PLANNING FOR “ELDERLY LIFE” GROWS STRONGER GENERATION
BY GENERATION WHICH MAY DRIVE THE DEVELOPMENT OF AGEING INDUSTRIES

FERITHIR

FECI0E,

Avg. age to consider or start elderly life

EEFEHLNFENERAFIYER

\_»_4 = _577]_@8/] Fjiﬁtﬁﬁ
WITNESS OF TOUGHENED NEW-
REVOLUTION  CHINA 15T GENERATION
i WiEE Bk EEE—X

70 v/0 66 /o

.l.l/_

60 /o

= Are living an elderly life

BELAFEMNR

= Have thought about elderly life but not there yet

BEBARKIFZRR, BERSAFENER

= Have not thought about elderly life

[HARE [EFE R

15

42%

55%

The expected age
to enter “elderly
life” comes earlier
for younger
generations,
which indicates a
stronger sense of
pre-planning for
elderly life

FRHEBHENFEZ M
ESHYEFRRIZ IR
B, F~ERE
IHRIFENEIR
Eigss

WM
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FOUR CORE NEEDS
THAT NOURISH CHINA'S
SILVER ECONOMY

{EEFEZREETTEY
PORKFEK

Il

J.

16 Fieldwork photo 13[B]RB 5 WAVEMAKER
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RE-BUILDING A

SENSE OF SELF
HEBERK

A RESPECTABLE
“SECOND LIFE”

AENE_ASE

INVESTING IN
HEALTH

ERIRE

WM
WAVEMAKER




18

NEW ROLES & SOCIAL CIRCLES
B SHENR

GRADUALLY INCREASING SOCIAL NEEDS
LT EIRTT

JOINING CIRCLES VOLUNTARILY
BIE1TeN={ Ak

LY.}
LA
WAVEMAKER



NEW ROLES & SOCIAL CIRCLES

B SR

TRANSITION INTO ELDERLY LIFE OFTEN BRINGS NEW ROLES AND SOCIAL
NETWORKS

EEX—MERNER, FESARE Tl BEMARMES

Refocusing on

life circles after Al s

retirement leisure circles Seniors need to enter
SBIRNEM TS )‘—E;@EJZEJE and adapt to new
B34 5 SENATHIAE RS groups, also 'fo find and
A helping hand in Im!n .ig.rating or )) ;adS:;l:)i::liseI; thelr own
looking after V|s-|t.|ng new . . &®
grandchildren citles a.:.d #)\#Lﬁlﬁ?ﬁ#{? -
BRI gé%“;;; REFHERAR AR
BhERERYENZE NN
AT EGETAE X

AN
vy
19 WAVEMAKER



NEW ROLES & SOCIAL CIRCLES

B SR

‘ My husband and | came to Shanghai after retirement, to stay close to our daughter, so
when she marries and has kids, we can help each other. We met lots of people like us

here, and we also made friends with locals. | joined a professional dancing team, with
very professional team leader and teachers. Team management is quite strict. We have
people dedicated to costume making, make-ups and photography. We dance every day
and sometimes we have shows or competitions to attend. I'm also the librarian of our
community, taking care of the reading room and activity room. | also work as a resident
assistant to help with the neighbourhood committee.

Aunt Zhang, 67 y/o, from Shaanxi to Shanghai

BTSN EBIEN TRILE—LE 5, LUSISIBAR T, 1EaPET

fEIr, B LSS, AR TIRERIEN—HNA, (B S, BT

22— 57, B THIKE— NS WATEE, MEAIZITEE SR

(. EEOIRTS, o IREIERIEE, i, FEHaY, JIFEx

EBEL, IR E AL BRIRY, e KEBENEER, R

IS ERIEAE, TR EITER, REEELANI—LEE,
Ik, 672, MperELEE Y

s WM
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=REBRUEHAR B 7

Grown up in times
where collectivism was
valued, they seek a
sense of belonging and
identity in the groups

P T SR 9 5cHYA SR,

il ISR EARRYF B R
RANRAIBIA B/

21

GRADUALLY INCREASING SOCIAL NEEDS

#1132
ALL THREE SENIOR GENERATIONS HAVE A STRONG SENSE OF COLLECTIVISM

SERZUAYS

R FAIEIRTT

NG s
‘89%) ‘879 ‘ 4%’

H Strongly agree Somewhat agree

E | NG l:lﬁixwkﬂ

'y
LA
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GRADUALLY INCREASING SOCIAL NEEDS

LR RIBIRTT

THOUGH MOST CLAIM TO BE LESS TROUBLED BY NEGATIVE EMOTIONS NOW, THE
YOUNGER GENERATION SHOWS MORE CONCERN, SUGGESTING THAT SENIORS IN
THE FUTURE WILL HAVE GREATER SOCIAL NEEDS
ERARSRFEIROZREIBENEL, BREMS, FREARIHESHX
i, XIREERUEH A RGN R R ERRE LR E

Concern on negative emotions (e.g. loneliness, frustration)

MNPABE (UR, KF) BEWEEEIT

WITNESS OF

REVOLUTION
FEap IS
40‘ io‘ GO‘
23% 23% 27%
Not worried ;ZBILE = A little worried E2{f{f& = Worried 1RIf{E

22

Feel lonely in daily life

HEEEFEESREURETS

WITNESS OF
REVOLUTION

Fun kS
5% 6% 4%
23% 22% 31%

Rarely /D& Sometimes GRS Often RFE<S

LY.}
LA
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JOINING CIRCLES VOLUNTARILY

BE1TaN={ AL
RETIREMENT ALLOWS THEM TO HAVE MORE TIME AND ENERGY FOR FAMILY AND
FRIENDS, TO BLEND INTO NEW CIRCLES AND LIFESTYLES

BAEREREESHERMBIE

A

Feelings or expectations about retirement

X TFIRIAR RSB EAS

m WSEBEHT, FTEHAXERRESZT

More freedom and free time

2 I L G E S

Chances to do what | want

m TEEEIUEFE T, ILEAAENS

More possibilities to enrich life and try different things

SSEEINERES T (WREHEbIE)

More choices in ways of living (e.g. move to other places)

23

IFZEEFISEIR, RAFTHBERMNEEAI

@ WIS LB E ZhYEfE R A
More time for family
m SR LAEE St Af AR R B R —teiEsh 1

More time for friends or group activities

BJLARFBBAINL Y, BISAT
Less busy
m wERBENTERD T

Less pressure

LY.}

LA
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JOINING CIRCLES VOLUNTARILY

BEfTa={—ANE

THEY ARE ACTIVE IN MANY WECHAT GROUPS, ESPECIALLY THE YOUNGER
GENERATION AND THE SOLITARY SENIORS

i R T AERIGRIEEE, TEHERFRE—RHIREZA

WITNESS OF NON-SOLITARY SOLITARY
i REVOLUTION ELDERLY ELDERLY
AVG. ACTIVE WECHAT GROUPS | =EmlliEs EPREZEA HEEA
SRR SR E ' '
The younger generation has larger Solitary elderly people have
AVG '/XVE_CHATF?ENTACTS online social circles i greater online social needs
FIIEFREE R EHEEX WEEAL L RERER

131 ““@

24 WAVEMAKER
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7z

HSAmRS, Smfti(i]R

It is easy to join new groups
BN MRS

Groups create a sense of belonging
and identity

RESENEERFIARR

People share thoughts and feelings
RS IAFNIB R RIS

Current topics are discussed

RNERTA

Groups help people to make informed
and safe choices

A2 HIERIER0%ERE

JOINING CIRCLES VOLUNTARILY

B (TES T
THEY LIKE DOING THINGS IN GROUPS FOR DIFFERENT REASONS

&R TE]

1

I usually read the WeChat official accounts
forwarded by my friends to keep up and not
be an outsider.

IRFIFEFHINAE, FtBREF TR/
EE, BREFNZETLUY, FEASK
VT AFCEBTHIE,

| buy a lot of things together with my
friends. If a lot of other people choose the
same thing, it is usually a good choice, right?

HERZHIREFT], FeBRESL, X
ZEIL, WHFIIEELTE, B8

To effectively market to
seniors, it is critical to
thoroughly understand
their different circles and
to leverage the main
influencers within the

circles
"BESHRE EmeeiR

WEHFR—AKE, F
AN T BN ARER,
FHHEIEEZWAORER,
M RERIAFRERNEA]

LY.}
LA
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26

EXPANDING LIFE, EXPLORING THE WORLD
I RERFR, RRUER

LIFELONG LEARNING, RECREATING VALUE

25FY, (MEEE

INDEPENDENT DECISION-MAKING & BUYING
BERR, HEML

LY.}
LA
WAVEMAKER



HAVING BEEN THROUGH HARD TIMES WITH LIMITED RESOURCES &
OPPORTUNITIES, SENIORS ARE NOW ABLE TO RE-INVENT THEMSELVES AND LIVE

LIFE TO THE FULLEST
REFIRSTREZRN, EALRIFMNER, BITEEIEBER, XMmiE

BEING WHO | AM RESTORING DREAMS SEIZING THE DAY
WITHOUT CONSTRAINTS WITH NO REGRETS WITHOUT HESITATION
ABEER A= BAEd

=E>aEany Ep gl IEEST

AA
LA
WAVEMAKER



PURSUING A DESIRABLE LIFE, THEY PERSIST IN PRACTISING THE “WORK HARD
AND ALWAYS DO YOUR BEST” ETHOS DEVELOPED DURING THEIR UPBRINGING

MERXKIERIRIES, MIREHERT "I2EHE. WEISRET" AERE

DIFFERENT ATTITUDES TOWARDS AMBITIONS & GOALS

XTI BRI A RS E

Seniors: “No pain, no gain” GEN Z: “I'll try my best, but leverage helps”
BRWEHS . (TEABEER, IZEARERER Zit{y,: RAEIR], EAEIR
A person can only become stronger by All-in | will try my hardest and never stop until | reach
overcoming hardship without taking shortcuts BELhH my goals
IS/85hE  HRHALA, FEEEESR LS RE(THRSEH, FABNERERK
‘ ‘ | will try hard and hope for the best 55
BRfTHREZEH, BRIOHMEF °
To succeed, you must have a goal, outrun and outperform others,
and avoid haggling over every ounce. Try hard yet | will make some effort and accept what
—ZEELA, (ABEFERE, (HAETHE, B notgiveall 13PPeNS - 22%
A, S —EL R, ;”zjjgﬂﬁtu; HTH—ERSE], EIREBEAMLET
Aunt Wang, 66 y/o, Shanghai It’s better to use resources from my parents or
Tt 664, L4 family to achieve my goals 1%

RIFRE B RBR AR FRERLM BN

, , 'y
LA
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2 RE-BUILDING A SENSE OF SELF

EXPANDING LIFE, EXPLORING THE WORLD

HEEXK

I RERFR, RRHEHR

THEY ARE STEPPING OUT INTO A MORE ACTIVE WORLD

AerhEE CNEED R,

61%
Go to a park or square everyday

BREERE/ 15

39%
Go to fitness sites everyday

BREREBIZA

50%
Travel within Mainland China at
least once per year

BFERBEZEMDUR

29

R RERE(HRIBEE H SR

New occasions trigger new needs

R AERNR T RN E:

* In Taobao, the monthly sales value of 3 types of Square Dance products, i.e.

>

- S MHEFURTEITR S CIHERRY 100

sound equipment, audio players and dancing clothes, is close to 25 million RMB
Offline sales are estimated to be at least 10 times higher than online sales

=E, 1B, BRE=I 755 m, E8E LARHEEIRI2500/57T

Source: XNf&J 7 (FE HETIARIRS) 2017

* 35% of seniors have purchased products for sport and exercise, e.g. swords,

>.

dancing fans, fitness balls, fishing products, etc.

35% B MISLINRERIGSST M, WNZRINNISE, BRSEMEEER,
BRRE

EBIK, 19

* From Oct 1to 3 in 2019, the sales volume of instant foods, instant hotpots

>.

and instant rice purchased by 50+ y/o consumers in Taobao grew by 101.9%,
128.3% and 122.2% respectively

2019FFEK1-3H, S0 LA LEBREWIEAERE. BIEXR, BEX
IRAE SIS BIEA101.9%, 128.3%. 122.2%

Source: {FIREEB2019+—"EBEFBEHEUERS)

WM
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RE-BUILDING A SENSE OF SELF EXPANDING LIFE, EXPLORING THE WORLD

2 BHEBK I BEEFERE, BRER
TRAVEL IS AT THE TOP OF THEIR BUCKET LIST IN EXPLORING THE WORLD

N VAN .y L 4==3r
PSR = AT, NZ _BEER, TS z—adHE
Inbound travel Outbound travel High tier city dwellers and younger seniors travel more
=R i BT N R R EFHAIRFE %
TOUGHENED NEW-
moom o wmeser o
—& & =% e GENERATION
0 0 ae Bi5kEEE—X
67% 24%

nbound travel

Have travelled in Have travelled out of penetration 80% 73% 59% 61% 66% 71%
Mainland China Mainland China IRRIESIER
(SR Ny BiEsNg Avg, frequency

(BIEESRE per year 3.7 3.0 2.2 2.5 2.8 2.9
SEISEEFIRER

Outbound travel

penetration 47% 24% 16% 24% 23% 24%

Avg. frequency per year Avg. frequency per year =T S g
FISERE FHISERE 5

vg. frequency

peryear 1.7 0.6 0.7 0.6 0.8 1.3
2 E 8 1 n 0 SEISEEFIREL

WM
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2

RE-BUILDING A SENSE OF SELF
HEEXK

EXPANDING LI
¥V REFRFR

FE, EXPLORING THE WORLD

, RERIHR

TRAVEL IS BECOMING MORE DIVERSIFIED IN BOTH SCOPE AND DEPTH

IRIT AR R E NS

v, Bl E1

rE

l7|<1

* The needs of seniors in travelling vary, and it is not always “price first” in

consideration. In fact, travelling plays different roles in different
circumstances. For instance, rural tourism is more about being social, while
outbound travel is more about discovering the world.

* Compared to young consumers, seniors may have more specific needs during

travel, e.g. Chinese style or light diets (suitable for those with diabetes), more
comfortable vehicle environments and customized itineraries, etc.

* To win a share of this growing market, these specific needs need to be

BRI HIARIERAAER—,

- SItERY, FISFRARELL, BERUEHMENRFREIEE

31

studied by brands in this field.

BFIFRRMNIE AT, (FAFHEE B
BREENEENRD, KMTEARNZIDEEFAENAR, IIRKKE
ZETHR, HIRFESETEAHA.

FESERR, W
Eﬁgﬂ%ﬁéﬂﬂ*ﬁ’ﬂéﬁ (ANETHEERR) . BEEFERYE MRS,
? Cray

RIRFHIAXEWEDTIERMHRIF R, FERKTIBHAF.

Different travel approaches

ZRAYIRITIZ VRN

But also

Long trips

New & exotic

Themed travel, e.g. photography
Personalised planning

Quality & experiential travel

x5

KIEH LR
SIS

Ehr, WBFH
MEES]
maBARSE /95
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EXPANDING LIFE, EXPLORING THE WORLD
JRERFR, RRER

Lyltliiz, v
g
ey,

* Had 5 passports already
* Visited 88 countries

* Has been posting on Weibo for 11 years

) : . &
* Uses multiple picture filter Apps
Y ©
BRI =BEE
- FRIESAYER o d’
° ?T_IIESS ZAEH B A

-« MEDEISF
©  NMPSEERARITF




LIFELONG LEARNING, RECREATING VALUE

R5F3, HMEEE
A STRONG DESIRE FOR LIFELONG LEARNING IS UNIVERSAL ACROSS ALL SENIOR

GENERATIONS
ZEZITHRT BRAEZIERE N TE AKX

WITNESS OF

REVOLUTION

Fap WIS
Never too old to learn 0 0 0
NREEERIE, FBI 7% 1% 1%
It is vital to keep learning new things
to avoid alienation from society 0 0 0
NTREHEES, BT R 92% 95% 95%
REAELY

AN
vy
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2 RE-BUILDING A SENSE OF SELF LIFELONG LEARNING, RECREATING VALUE

HiEEX R25%3, HMEEE

HOWEVER, THESE ATTITUDES ARE NOT WIDELY UNDERSTOOD NOR WELL CATERED
FOR NOW. EDUCATION SERVICES FOR SENIORS COULD ENORMOUSLY GROW.

(BEKIIZFINEFREENITRE, EBFEHE~IHNARERTEEX

WITNESS OF TOUGHENED NEW- T2

REVOLUTION CHINA 15T GENERATION : ‘:P @ 7% 3* k ‘% ‘fﬁ-é\

Eﬁimﬁ% E‘Lﬁ\ﬁzﬁ@@—{ﬁ X y China Association of the Universities For The Aged

There are over 76000 universities for aged students in

Been to activity China, and a total of over 13 million elder students,
center or University including those using distance learning. However, this
for the Elderly in the only covers about 5% of the 60+ y/o population,
past month WhI.Ch |nd|cat(?s a huge demand-supply gap in the
- A~ - senior education market.
BRI RBAEY ERIE T CERFEERR, OES S
EEENFIL/ =/ BERNERFRILI00RF A, BIX{X L5605
BERS 25% 26% RULEEEACRS% AR, BBTETL 3.

WM
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RE-BUILDING A SENSE OF SELF LIFELONG LEARNING, RECREATING VALUE

2 HiEEX R25%3, HMEEE

CREATING VALUE IS ANOTHER UNIVERSAL PURSUIT. AFTER RETIREMENT, LACKING
A SENSE OF PURPOSE AND VALUE BECOMES ONE OF THEIR TOP FRUSTRATIONS.

BIEMELEREER XK, AMmEARZ/E, HREFIMERAIRARR 7 EZREHT

Frustrations about retirement

ATIRINEERIRE

Feeling that a part of life is missing g7 —
Feeling bored and having nothing to do REITTHD, FTEuIi

BIARRE PR A AR 7

A lower economic status than before

Disconnection from some social circles RoWNIe S e S
No idea what to do next EHE, REAFRMEZETAT
Feeling valueless or useless RuBECiRBMNEY

Difficulty adapting to this new life routine MELAGERNGFTEYAETS
Feeling less influential or powerful =1 CIE =2 A EVZ=T s g

WM
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2

RE-BUILDING A SENSE OF SELF
HEEXK

LIFELONG LEARNING, RECREATING VALUE
ZBF3), NMEERE

RETIREES ARE MORE RELUCTANT TO BECOME A BURDEN ON FAMILY OR SOCIETY,
AND ARE VERY KEEN TO SEEK VALUE FOR THEMSELVES
BRI TBEAREENARETRAINE, MERRIRSERAUNE

Seniors should not be a burden on family or society ‘ ‘ Well, for elderly life, | don’t want to be a trouble for my

BFEANZEAZRENTSRIRIE

75%

Not retired

ZSIEI7\

36

84%

Retired
[EyIELYN

child, or for others. Though they say ordinary life is the
real life, I still want to do something different, you know,
maybe for my child, for my family, or for myself, to learn
something and leave something behind, to be a bit
more valuable to society.

FERNE, L FIGTRM, OTEREIN T
B, LigHNE, EidFER, (BLrE1 585
A, BB RERE, IR, JI5ED
I, JIECU, ZRTABERERITA, HE
EEHT, XtRERIE.

Uncle Tian, 52 y/o, Qigihar
HK, 525, F77FIEIN

WM
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LIFELONG LEARNING, RECREATING VALUE

5%, HEEE

GENDER DIFFERENCES ARE IDENTIFIED IN WAYS OF CREATING VALUES

EMELISHAN L, BXFEHERNER

Women are more into family and group activities, while men are more into personal hobbies

BN KENSEINENTREGHRE, MBMEEREMNERERARN AR

Have talents and achievements

Definition of an ideal life BB

A EmakEmIIALE My children are living a happy life
FII 1B
Frustrations about retirement Feeling less influential or powerful
KRB TRIRE B RBIARIB RN NEENI T
Dancing, e.g. square dancing, aerobics, tai chi, yoga, etc.
Leisure activities ISR (F 7%, S, Kk, W)
HESINAEED Personal hobbies, e.g. playing instruments, photography, fishing, collecting

PAZITFE (Res. B, 198, IGE)

37

Male
U]

39%
33%
21%
19%

17%

Female

pesin
34%

40%
15%
39%

6%

LY.}
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2

RE-BUILDING A SENSE OF SELF LIFELONG LEARNING, RECREATING VALUE

HEBR R25%3, HMEEE

HOWEVER, LIKE IT OR NOT, SUPPORTING THEIR CHILDREN STILL OCCUPIES A LOT
OF THEIR TIME AND ENERGIES NOW. EXPLORING DESIRABLE AND ACCESSIBLE
WAYS FOR SENIORS TO RECREATE VALUE IS CRITICAL.

A, RERESH, WMIRRSHEDIERBFZ L. WEFEitIxEIFEkE
AITRUNMEEEL, BERREHRER.

Key contributor in childcare after retirement

BIAATRRBEFEN—KET]

| don’t want to look after the

grandchildren if | have the choice Senlors need more and
Not retired Retired E_I-L\/Lﬂ"ﬁﬁ / ?‘Z#Z:ZkgﬁE?ﬁ%}Z? :z;’tizrvzll‘;llzis tt;s)pecially
. . . ABAR IBIATE during the transitional,
Helping or supporting children 69% 65% IS e
iR g [ E period
Family hores 439, a0% . EESES BTN,
= 407% 8 21% b BRI S B3
Looking after grandchild;en 299, 40% @EE%WHE jﬂﬁx%
Y ’ ’ = i
Financial s:jp:oi Agree !-!ard‘to say Disagree T:EJE{?FE E’\J?&'{Eﬂ,}%ﬂﬂ
2% PR 32% 24%\/ Bl=) AA AEE

WM
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EAEEE, BRUEHARNRRIIAT/INEL

Avg. decision-
making power
across different

categories

A A7 3k
RN,

SN H FIRZRIN

39

INDEPENDENT DECISION-MAKING & BUYING

BHEREK, BEMZ

AS CONSUMERS, SENIORS’ DECISION-MAKING POWER IS NOTEWORTHY. ACROSS
ALL CATEGORIES, OVER HALF OF THE DECISIONS ARE MADE BY THEMSELVES.

ISR,

EIR

SEY 5L E50%,

Higher decision-making power in health & geriatric products

EREEF-mANEw L, RRNES

Food & beverage & a4l
Apparel & shoes RZ=EENE
Household care %3P FE5R

Digital devices BB &8~
Jewellery & accessories IXFE B 1H
Travel ji%iiF

Skincare, cosmetics PRk ER/ACIL SR
Home appliances A/NSREE
Financial products ¥ &R =5

Daily grocery
HELEEAR

Financial products

SR Insurance {Rp&
Health products Dietary supplements ¥ {R{Em
(R Health accessories {ER{RE(NEE

Convenience products fERIETERE (WK, BRI EEFIF)

Leisure & exercise products TRAERIGSE (WN4RINGIZE, BREEMRESRTE)
Lifestyle aids like walking sticks ¥BftEENSE (WNZHNERL, HEFEF)
Security products Z4REIRER (WNEMHREEA R, PIXFHESEIRES)
Specific products for the very elderly EESIPIESS (A0AKMERE, ERIR

Geriatric products

EFETm

l:ll:l'd'}

0%

Avg. decision-
making power
50% 100% S[Zﬁ] B*
60% RRIN
60%
56%
49%
47%
43%
42%
39%
39%
49%
57%
66%
7%
74%
62%
47%
46%

LY.}
LA
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RE-BUILDING A SENSE OF SELF INDEPENDENT DECISION-MAKING & BUYING

ELEA=F54 BERRK, [BEEIMZ

FOR DIETARY SUPPLEMENTS, MORE THAN 70% OF USERS BUY THE PRODUCTS
THEMSELVES, ESPECIALLY WOMEN
B170%B1TWL{RER, TEEREEFHNES

Purchaser of the dietary supplements consumed

AR FRRYCR{E A FRTEERGSE

Total WITNESS OF TOUGHENED NEW- Male Female
Sit REVOLUTION CHINA 15T U] BaJteRq| ]
FEanIESE GENERATION
BEREEE—X

Children 47 - 31% - 42% 35% 20% - 28% - 33%
Spouse FEi{E . 23% . 18% 19% 29% - 34% l 13%

Friends i’z | 4% | 4% 3% 5% I 5% | 4%

WM
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INDEPENDENT DECISION-MAKING & BUYING

BERR, iHEMHL
SIMILARLY, TRAVEL IS MOSTLY BOOKED BY THEMSELVES RATHER THAN BY OTHERS

EIREE . FRITTRTES ok, MBARBITIIW" BIGEHE

Channels usually used for travel booking
BRI iR T~ mAYRE

WITNESS OF
Total REVOLUTION
=it FEop WIEE
e 60% 58%
Travel agents o o
BRSNS 48% 48%
Trai flight ticketi t
T 24% 8%
Online booking platforms, e.g. Ctrip, Qunar o o
FELERTRISS/APP (AIHSFE, L) 7% 6%
WeChat contacts 7% 20,
MEIRRETNT (BEREINTFRATASEI) ’ ’
Official websites of railways, airlines, hotels & cruises 5Y% 3%
K ARES N BB/ R ° °
Booked by others 0 o
mABti  S3% e

LY.}
LA
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2

RE-BUILDING A SENSE OF SELF
HEEXK

INDEPENDENT DECISION-MAKING & BUYING
EE’;&E&I I%ﬁzmi

MOREOVER, SENIORS BUY DIFFERENT GOODS AND SERVICES ONLINE BY
THEMSELVES, ESPECIALLY THE YOUNGER ONES

5, AAIIFIRE

Online purchase category

P I A rRER AR SS

Product 7= &a
Apparel & shoes fRIMmEENE
Household care (e.g. toothpaste, shampoo, napkins) FeiFFEER (MNFE, AKX, &KMh)

Food & beverage, fresh food B FaiREI A ff

Skincare & cosmetics $PRRGR/AIZER
Digital devices (e.g. mobile phones, tablets) EBE A0/ (041, JEHREERX)
Dietary supplements (e.g. vitamins, calcium) SR @R (WNEEE, 5H)

Geriatric products 5

Service IR53
Payments 327 (AIZ(T=E, HRUEsT)

Utility services (e.g. charges for water, electricity, etc.) E7E{EF (WERIEFE, 7KEEER)
(WFI1E, H=RZE)

Food delivery 4MSEARSS
Travel (e.g. booking of tours, tickets, hotels) §kiiF (ANIRITEIIRS, VEBEFNT)
Medical care BEf7 (WIEZRIRIESLE, EEIESTRLY)

Transportation (e.g. taxi, share bikes) 17

EEM ML= RFNiRSS, TER

6%

SEFRAIRHAR

WITNESS OF TOUGHENED NEW-CHINA
REVOLUTION 15T GENERATION
Fap WEE BSREEE—

93%—92%

36% D 71%
24% 480
29% 2% __——056%
9% 399
12% 9%

5 71%

12%

o

Housekeeping services F[JREBIIRSS 3% O 5%

42
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INDEPENDENT DECISION-MAKING & BUYING

BEERR, iHEEIRML

FOR ELDERLY LIFE, SENIORS ALSO SHOW A HIGH LEVEL OF INDEPENDENCE AND
SOME ARE STARTING TO CONSIDER NEW LIFESTYLES
FUMEFRE, IBRWEIME, HeEEFENFEL

Prefer living at home Open to new ways of elderly life
A8 7)) LBsE BERAEEERGT Al E RN

Live with children for elderly life Live at home for elderly life Choose new ways of elderly life, e.g. rural

%ET *D-F_EI E_jl-L E1$§§% %ET 1$7— E a %—(E%‘—;% life, nursing homes, aged community, seasonal

migrations, etc.)

RISIEENFE AT, (BEEE. 7Ek.
FEHK, BEDITREZ)

T1—% 11% T1—%% 67% T1—%% 38%

T2 "% 15% T2 Z%% 70% T2 Z%% 28%

T3 =% 18% T3 =% 73% T3 =% 23%

WITNESS OF REVOLUTION 19% WITNESS OF REVOLUTION 76% WITNESS OF REVOLUTION 210,
FipIESE T SIS

LY.}
LA
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HAVING QUALITY PRODUCTS AND MORE FUN
ZEHHR, EROE

A RESPECTABLE STAYING YOUNG AND TRENDY

FENE_ALE

BUYING PREMIUM AND GLOBAL
BimitSmEt

AA
vy
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OF OLD AGE, SENIORS

ATEERAY " AL

E
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3 A RESPECTABLE “SECOND LIFE” HAVING QUALITY PRODUCTS AND MORE FUN

NERSE_AZE ZETR, ER0OE

THE PURSUIT OF BETTER LIVING BOOSTS DEVELOPMENT IN MULTIPLE CATEGORIES
A IERERTRENZEFH, (BEAEmREREIEEHIARET]

0 Decision maker %

—
- b

- - ~ ~ o Convenience products :
75 o7 Leisure & exercise products {E%UE,E* :
’ |
! NGRS HIGH POTENTIAL 1 CORE
70 , Lifestyle aids products like \\ BHEERE BOESE
65 / walking sticks \To increase penetration : To engage seniors now Food & beverage
RS ) RESE | EEE AP BERH
60 GERIATRIC PRODUCT MARKET IS STILL Dietafy supplements : Apparel i‘ Shi)e; ®
BEING DEVELOPED . _® ! AN
55 N - A - | ErREEm ] Household care
N =
50 \ Health accessorles /@ Insurandle Digital devices SeiF A

mantlal products ® (B

yrrr - @
Specifi\cproducté [ &_Fﬁ{%&_{){g% E@fﬂ pad=! =SS G Tl

Skincare & cosmetics

45 for the ve?yelderly Security products / Jewelle'ry & accessories Travel 7 e

i degm e S o e _’ EKEE"’FIJ ® st PR e/ )
40 RSN SSEEETS - TO BE DEVELOPED |, HIGH DEMAND Home appliances @

BB m*E : [EEED S o/ \SRE8
35 . . , .. .
To increase demand 1 To encourage seniors’ decision-making
20 BERHEXR | BEsER% Penetration %
0 10 20 30 40 50 60 70 80 90 100

WM
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A RESPECTABLE “SECOND LIFE” HAVING QUALITY PRODUCTS AND MORE FUN

> NERSE_AZE ZETR, ER0OE

INCREASING CONSUMPTION OF NON-NECESSITIES AMONG YOUNGER AND HIGH
TIER GROUPS INDICATES THEIR LEADING ROLES IN IMPROVING QUALITY OF LIFE

BEATRERE NGBS BRNE, EREFRI5 LI

WITNESS OF TOUGHENED NEW-

Category penetration T1 T2 T3 REVOLUTION CHINA 157
e v —& —& =% ER IS GENERATION

BRREEE—L

Digital devices

e (e 86% 83% 77% 69% 78% 89%
Travel 81% 77% 65% 65% 71% 76%
}‘jﬁ;ﬁ? 0 0 0 0 (1] 0
Jewellery & accessories

fﬂiié’f’rﬁ 64% 60% 47% 47% 49% 64%

Insurance
{%BA 59% 59% 46% 38% 51% 62%
vl

Financial products 569% 529, éi"/ 640/ 41% 51%
IR ° ° ° : ° °
WM
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3 A RESPECTABLE “SECOND LIFE” HAVING QUALITY PRODUCTS AND MORE FUN

NERSE_AZE ZETR, ER0OE

MEANWHILE, ONLINE SHOPPING HAS BECOME MORE POPULAR AND GRADUALLY
PERMEATES ALL ASPECTS OF LIFE
SRR, & bEEEENER, BSETERNALAEE

Typical online activities Total WITNESS OF TOUGHENED NEW-
18 RS oy REVOLUTION CHINA 157 GENERATION
FLE it SR RIEE ERH S RE—
Online payment 48% o5 38% 61%
PR (A0STsR) — I
Online shopping 40% 19% 33% 51%
W, iE=E. #HE2 — ]
Transportation 329% 13% 4% 42%
FEHT (. ER) — —
Food delivery 229, . 33%
R ERINE (W0 T 4. EEIFMEER) 8% 12%
Travel bookings 0
N — 8 . 21% 0 19% 24%
FT 1T/ BIE/NE (AR, 1&’F) 9% S

WM
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A RESPECTABLE “SECOND LIFE” HAVING QUALITY PRODUCTS AND MORE FUN

> NERSE_AZE ZETR, ER0OE

LIKE YOUNGER PEOPLE, SENIORS ARE ALSO SMART SHOPPERS, HAVING BOTH
FRUGALITY AND AN APPRECIATION OF LUXURY IN SPENDING. THEY ARE GOOD AT

RATIONALISING THEIR CHOICES.
MERA—R, HIIEEEHNWIE, BEXEREEAR L, ETEEKEC
YN SEISESF

Hedonism Frugality
Hedonis 0 o, G
= 84% 5 67%
We always say you should save as
Enjoying life is the top priority, | save as much as possible, and pick much as you can, but at the same time,
espeC|aI|y now products with low prices you should spend money on things
mes N, JCEHENAESR eegns, EXLMBEL worth buying, to really enjoy life.
% iEE EAUFEERE, /Ei'ziéﬂjfﬂﬁ
TEEE, ZEZHIGGEES
Material pursuits No waste
: o . 0o e 7h 9 nch
TR 81%  ‘vma 83%
SRS = HAeH, 632, #l
Money is important as it can bring a There is no need to change products
better life when they can still be used
SHRES, FSRETNEE RERFGEER, e ERH 77

WM
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3 A RESPECTABLE “SECOND LIFE” STAYING YOUNG AND TRENDY

NERISE_AE FRUSHEN

ALL ARE LONGING TO RE-DEFINE “OLD AGE”. THE OLDER THEY ARE, THE MORE
DETERMINED THEY ARE TO STAY YOUNG.

i ENEEEFHEN "B" | T "TEHLE" |, FoO8K, "HEiE" @r™E

[ILL]1

According to seniors

Traditional FFHEEN
definition
(EREN Total WITNESS OF Toui:fﬁ:'is'f'sw'
ota REVOLUTION
=it o i GENERATION
ae BiERSEE—
Definition of middle age
iyl & 40y0 | 49yo  50ve  49yp

D%etil%;&n ool aee 60y/0 66y/0 68yv/0 67 v/0

WM
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A RESPECTABLE “SECOND LIFE” STAYING YOUNG AND TRENDY

> NERISE_AE FRUSHEN

MORE BECOME WILLING TO TRY NEW AND TRENDY THINGS, ESPECIALLYTIER 1
CITY DWELLERS AND YOUNGER SENIORS

BEZAFHRART=L, KNERT, TEHER—SMFRAIZRAEHA

—% — =% RE‘LOLUT'ON GENERATION
FRREE  gegemm

spcees (@) @ @ © O
| like trying different 38%
brands

HERSNAERIMRE

38%

| pay close attention to
what’s new and trendy 38% 28%
BAEE XIERHY GREL

/
T A
WM
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3

A RESPECTABLE “SECOND LIFE” STAYING YOUNG AND TRENDY
AERSE_AE FRUSHTEX

THEIR “YOUNG” ATTITUDE IS ALSO REFLECTED IN PURCHASE BEHAVIOUR
HH, "F87 ALETSE, ERBEESLIRRYEZEI T

60+ y/o0 seniors’ consumption data by Alibaba, 2018
FIEEREE ((RAIKBEZETREGE) 2018

' a ol

Spending on new clothes in previous Percentage of females buying cosmetics Compared to last year, cosmetic
12 months TR AR TR SEAIZ S SIE 5L procedure spending increased by
A EAMERR LT 60% RRIREYEATHEREN
RMB 1500 4.4 times

Popular search words Avg. annual purchase frequency Popular services

I H ML R i E

6 times Anti-ageing =&

New arrivals #izk | Trendy j¥5
Easy to match B¥& | AJ (Air Jordan)

Water needle procedures 7K3¢ET

Anti wrinkle treatments PRIE 5

Little white shoes /J\E&E

52 WAVEMAKER
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3

A RESPECTABLE “SECOND LIFE” BUYING PREMIUM AND GLOBAL

NERSE_AZE St S Bt

COMPARED TO YOUNG PEOPLE, THEY SHOW MORE TRUST IN WELL-KNOWN
BRANDS, AS BRAND REPUTATION IS AN INDICATOR OF QUALITY

MFREABELL, REEXEAZREEXRREH, LUEAmBEI—XIRE

| trust well-known brands more

FERSAE MR 4
| consider brand and quality when buying things. | prefer
58% those famous brands, as it means credibility, as well as

professionalism, like in product development. Those old
brands, | think they are just more professional.

V)
33 /0 SLH PG EEmNE, [TE, LSRG, —
FKE—FHEE, B HMFEAETERLY,
A= RAIEET], SRR L—FErAR, &
BIL I EE L,
Uncle Yang, 55 y/o, Qujing
R, 555, Mg

T1-3 urban seniors T1-3 urban residents under 49 y/o
—E| = BRRAEHA —E=ZHhER (495LUTF) , ,

Source: CNRS 2018.07-2019.06

\WAA
LA LAY
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A RESPECTABLE “SECOND LIFE” BUYING PREMIUM AND GLOBAL

3 RENE = AL S SRR
THEIR WILLINGNESS TO BUY PREMIUM IS GRADUALLY GROWING, ESPECIALLY
AMONG YOUNGER AND TIER 1 CITY SENIORS
‘B2 Eimr IR RNK, ER—H—%mEEARYcE

25%

29%
34%

37%
]
31%

27%

30%

| think premium and luxury WIEJIEI.?s OF REVOLUTION
goods are worth buying FoRIES S

s Ay I TOUGHENED NEW-CHINA 15T GENERATION .
&E?@%lﬁﬁf‘" mEVEZma Sl S EE— T1—%
[B15&ELRY

WM
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3 A RESPECTABLE “SECOND LIFE” BUYING PREMIUM AND GLOBAL

NERISE_AE it S it

INTEREST IN BUYING OVERSEAS PRODUCTS IS ALSO RISING
Itey;, BRSNS EEELS 2

On “Double 11” in 2019, the number of 60+ y/0
users on Tmall Global increased by

2019 F WAL XIHE PR SR A IR A EE R LUIBIE

30%

55 Fieldwork photo i3[8]RB 5 WAVEMAKER




THE MULTI-LAYER DEFINITION OF HEALTH
BEERZITTEN

INCREASING AWARENESS OF PREVENTATIVE
INVESTING IN HEALTHCARE

HEALTH TRBL S AT IR
fERIRR

MULTIPLE APPROACHES FOR HEALTH
ZRA)NF, R EE

AA
vy
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4 INVESTING IN HEALTH THE MULTI-LAYER DEFINITION OF HEALTH

IR EERAVZITEN

IN CHINA, HEALTH HAS A MORE DIVERSE DEFINITION, INCLUDING INDIVIDUAL
HEALTH, FAMILY HEALTH AND SOCIAL RELATIONSHIP HEALTH

TEFE, BEEEZTHEN, 8RR MMER. HKEXRIUANMTEFREAIEE

Q R e

INDIVIDUAL HEALTHY FAMILY HEALTHY SOCIAL
HEALTH RELATIONSHIPS RELATIONSHIPS

MARRERR FRKERZRRERR TEFR AR

\||
Al

AA
vy
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4

INVESTING IN HEALTH THE MULTI-LAYER DEFINITION OF HEALTH
EERIRE BERIIZITEN

UNDERSTANDING OF INDIVIDUAL HEALTH IS ROOTED IN TCM THEORY, WHICH IS
DEFINED BY THREE INTERSECTING DIMENSIONS

| 'I'

iEFEEE, MMERBESIR. OE. INI=110E, H=EE/HEE
2L

PHYSICAL

Mutually %’MK EHEiE
connected & BRI
interacted ™

e N WM
58 Source: Wavemaker Health & Wellness Today in China Report, BHAE ( FEEEFSEARIRES) , 2018 WAVEMAKER
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59

INVESTING IN HEALTH
RERIRA

THE MULTI-LAYER DEFINITION OF HEALTH

EERAVZITEN

DEFINITIONS OF THREE INTERSECTING DIMENSIONS

X=HHEIEN D HZ

PHYSICAL
51K

The body as a holistic system

SRR BREEERINSER D RN —
BIK

Organs and systems are mutually
connected and interact. Balance makes a
human healthy

SRR EE. BREN ",
B “BRBHYEF0"

Yin-yang & five element (FBFHET)
Meridians & collaterals (£248)
Qi-blood (K1)

PSYCHOLOGICAL
D

Emotion can affect specific parts

of the body
IBENMEMBARRTS, ESHERFHERE

Strong emotions bring negative impact
to organs and the physical condition

TEAHETS

Rage impairing liver (35HF)
Overjoy impairing heart (Z{5:())
Grief impairing lung (16{5Ah)
Fear impairing kidney (F{51%)

Source: Wavemaker Health & Wellness Today in China Report, BhBa { FEEEFSEMATIRE) | 2018

APPEARANCE
SN

Health condition & problem

visually detectable
IER AT R Bt S s

Four diagnostic methods

B

Looking (28)
Listening (/&])

Asking ([A])

Feeling the pulse (#]])

WM
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4 INVESTING IN HEALTH INCREASING AWARENESS OF PREVENTATIVE HEALTHCARE

ERRR TRBL R RIE T IR

GROWING AWARENESS ABOUT PREVENTATIVE PRACTICES IS SEEN BY THE FACT
THAT YOUNGER SENIORS ARE EQUALLY CONCERNED ABOUT HEALTH DESPITE
MOST STILL BEING IN GOOD SHAPE

YR, FphRiREEAIEE. RERS RN EFNFRE—R, BIXJERERI
HRFEENESFIEIL.
SS O
e e
s EHMIEE
Health evaluation 0 0 68%
Excellent + well 59% 44% 56%
(eSS
Have health
concerns 43% 41% 44% 42%
Y PARER (A075E.
WEE) LS H N

AA
vy
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INVESTING IN HEALTH
RERIRA

INCREASING AWARENESS OF PREVENTATIVE HEALTHCARE
Tph R E IR

YOUNGER SENIORS TAKE AS MANY DIETARY SUPPLEMENTS AS OLDER SENIORS

AR REEmMAVEE L

= CAARHLET

Avg. number of dietary supplements consumed

IR FAAREREE

19-50 Y/0
YOUNG PEOPLE
19-50% FAZAB¥

4.33

Source: Wavemaker Health &
Wellness Today in China Report

(PEREFSBEARRE)
2018
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SENIOR WITNESS OF TOUGHENED NEW-CHINA
TOTAL REVOLUTION 15T GENERATION
ERAREIT Fan WIEE BSRERE—
I

I I I
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4 INVESTING IN HEALTH INCREASING AWARENESS OF PREVENTATIVE HEALTHCARE

ERRR TRBL R RIE T IR

BASIC NUTRITION AND IMMUNITY ARE UNIVERSAL NEEDS, WHILE THE ELDEST
GROUP CARE MORE ABOUT CARDIOVASCULAR HEALTH

EEFMREIhERRTEXR, FREABRXTUIIETFF

WITNESS OF
REVOLUTION
R IEE
Dietar{fupplt_ahlhnent penetration 56%
HRERZ S FREERAYELHI

Basic nutrition (e.g. vitamins, calcium, milk powder) 2
ERER (SR, B£. I51) /w
Immunity (e.g. honey, protein powder) 24%
REER (WHEE. BR. E8M)
Cardiovascular (e.g. fish oil, DHA) 7%
OINERER (WEH. DHA)
TCM (e.g. ginseng, cordyceps) 13%
FEZ (MAS, RE) /1
Digestion (e.g. probiotics, dietary fiber, enzymes) 9%}3/
R (4R, BRAE. BR)
Joint care (e.g. chondroitin, glucosamine) ( 7%
KPEFm (NREE, 2 BRR)
Sleep (e.g. melatonine) 2% G
BEEIRT R (WHERR) \

Eye health (e.g. blueberry, lutein) > 3%
PR (NEE, HER)
Beauty (e.g. grape seed, collagen) 3% O/
ERFI (NEEHF, RFEEH) y

LA

62 WAVEMAKER




INVESTING IN HEALTH MULTIPLE APPROACHES FOR HEALTH

4 ERIRHR ZANF, REER
TO KEEP OR IMPROVE HEALTH, SENIORS HAVE A VARIETY OF SOLUTIONS

i JEBARRSEST T

4.51

-4 solutions per person on average
X res NSRRI  ARE A
v Iﬁﬂfgﬁﬁﬁﬁ Sports
= D.et ’ TR
o EFEIR Regular health
check-ups
— 38%
EHAR
Leisure activities
Lessorno  {RIRIBHAER
smoking/drinking Health
L) TCM  TCM physical Diet B Air purifiers A accessories
= I physica etary appen (RN
jii eatment _ therapy supplements @ EHHUTR
g R PEET f%@ﬁ:@ Water purifiers @ Personal care
€ % Vossage @ @ b R A @ , accessories
8 g 1REE/ I - @ AR
o Group activities Reading positive material Health lectures
A l BixES)  FIEIEREEANS SNMERFEHEE .
Traditional {£4% Modern ZHX

*Bubble size indicates claimed solution penetration S;EA /N CEITE R/ SIEH I EE R

WM
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4 INVESTING IN HEALTH MULTIPLE APPROACHES FOR HEALTH

R ZRANF, RARR

GERIATRIC PRODUCTS ARE IN HIGH DEMAND TO ENHANCE CONVENIENCE AND
COMFORT IN DAILY LIFE
il IXEFF-mERHRERIFTR, LA 1 & EEREEERIE&

Promising prospects for the market Penetration of geriatric products
development of geriatric products 2 EFFRMSER
EFRmMZNARRIRERN

: e : : : Total T1 T2 T3 VITNESSOF
Liu Weilin, President of the China Society of it —gb —4b =g REVOLUTION
Gerontology and Geriatrics: Ea RS
Our market for geriatric products is very large now. Convenience products

Some people predict that by 2050, the market size ERIEERE (WHCKE, BWE, & 52% 56% 58% 46% 67%
for geriatric products will reach (IS{SReglITaNVI= fteg, RAFBETE)

Currently we only have around 2000 kinds of Leisure & exercise products

geriatric products independently developed in RREIRSE (WNAINQISE, BhEEN G 35% 44% 38% 30% 32%
China, compared with over 40000 kinds in Japan %, #35k, NERRE)

and over 20000 in Germany. Security products

TREITK (IEAHEIESA, PK 19% 20% 21% 17%  16%
- sass A A etk DIRSEIRE, SRR
;%ﬁﬁ%igﬁ%%%%;ﬁkjj-ﬁgﬁ ) Lifestyle aids products like walking sticks
adl il e Sl smiitne GOSMISH, (MRS 13% 20 16% 8% do%
#2050, BAINEFERRTH B paim saieres)
TipnE, EHIIEXMEFEMR, HIER Specific pr;)ducts for the very elderly
N N sa =

EEEEE"JLEEZ_EZOOO%W, ﬁﬁElZKIE‘]'E%*EP, E AT (tn%{ggg, RABR, 13% 18% 16% 8% 14%
BER2HZH. BARRE, BIRSEE)

AA
LA
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4 INVESTING IN HEALTH MULTIPLE APPROACHES FOR HEALTH

ERIRE ZRANF, RARR

MEANWHILE, THEY PARTICIPATE IN VARIOUS ENTERTAINMENTS AND LEISURE
ACTIVITIES, FOR SPIRITUAL WELLBEING AND CONNECTING WITH OTHERS

tesh, MIIRESFNIRES, FIERE LHNER, FSUATTERKE
Avg. number of leisure

activities Top Walking 825, R 74% Tov " Watchmg TVERB{l 60%
Dancing BkEE, | IE 20% Tov Listening to music IFFHR  30%

spontaneOUSIy Cycling BI1T&E 17% 109 A Going online K 30%
mentioned Hiking ZLl|, &£ 16% Listening to the radio If/ & 15%
Ping Pong, badminton, tennis BTk, JJFEEK, MEK 12% Seeing movies EEEE, 11%

L_I% paac— }JDH/JVFPEIEEJJ Running, marathons f£, SR 9% Watching sport BIABERE 9%

ABBEERNEE Swimming ik 8%

Tai chi, boxing Kk, ¥JZ& 6%

Gym, aerobics {25, {EEHE 5%

4 9 Football, basketball BBk, 5Tk 3%
- Croquet, tai chi ball [JBK, K#REkK 2%

Yoga Fgyffil 1%

5
op Tea 1B, B 24%

Singing IE8K, NB-RHIOK 9%
Theatre going BIREERI/XLBIAGREI, XKBIAXk 5%

Mahjong, poker ¥Jf1E, 4XhE  23%

93 Culture 43 46% Games tHRZF k3 31%
1

Gardening F{EILE  22%
Reading [, L PER 17%
Calligraphy, painting $j%&, 4H 4%

65

Chess FtH 10%
Video games ITEEFFFRk 2%
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APPENDIX:

DEFINITION OF SENIOR GENERATIONS IN CHINA
RESEARCH FRAMEWORK
PRODUCER INTRODUCTION

B4 -
REREN
I 5THESR

Hen A E

\ iyn Bl B
BRE) M
QUG

> ®
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WE HAVE REDEFINED THE OLDER GENERATIONS BASED ON THE
SOCIOCULTURAL CONTEXT OF CHINA

=

]

ILJ\j:I.J =

x

AUSSIRIE, Fell] "E

WITNESS OF
REVOLUTION

Ssap WIEE

“A cog in the machine”
to create collective value

Missed opportunities
but now restarting life

B XA T Zh R
© ©

Benefiting from economic
and cultural opening

—IeESAMMERYIR22E] ERSEEEEALE 2N IREZ A
Birth years
1934 - 1950 1951 -1963 1964 - 1977
HESFD
Formative vears 1949 - 1965 1966 - 1978 1979 - 1992
ANMET EJ)Z,HH Hardship & poverty Twists & turns Openness & prosperity
i WWEEE AR FFRESR
A 70-86y/0 43 -56y/0
Egﬁfﬁ&otvy\\ Report focuses on ANfREEZEE Report focuses on R EERAR
L4

68

70-77y/0
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TO GAIN A HOLISTIC PICTURE OF CHINA’S AéEING SOCIETY WE
COVERED ALL ACCESSIBLE SENIORS, WlTHvDI-\:I'A'PRO.lECTION TO
NEARLY 115 MILLION CHINESE POPULATION' ' ', y

RS, RIIREAREMES TEIJIEI’J% 4%E$17k SRR
1.15(ZFEAO, 5EEH S EFEER

L

B  Lookat “current” and “future” seniors B AMUERFIME, RFRERRE
Nearly 30 years age range, people born between 1943 FREHIr=1%;, 1943-1970F g4, BHAJs0-77
and 1970, now aged from 50 to 77 y/o ZHINEE
B Consider cultural diversities in different regions of China u EEFREE RS
Cover 7 regions, i.e. North West, South West, Middle, HREAIL. FAra. b, f£Eg. R, Rk, fdttS
South, East, North East, and North KX,
B Consider city tier differences n EEFIREEBERENER
From Tier 1 to Tier 3 Ba—a=%m
Note: This study covers different types of seniors for offline fieldwork, but R RNRARSCHEZRIER 7 ARSSENZRAEHK, BEREEHRRLT
excludes those in very poor health condition who are inaccessible for survey (e.g. EERRIRVEBEINARNENARE (W EERE. KEIENASE)

severe diseases, long-term bedridden patients)

WM
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[AEJ18 1B, 7231 kEx, &
2T R CEFK

CULTURAL SCANNING &
VALUE SYSTEM EXPLORATION

I MIBESESMERRRR

* Literature review to build contextand
feed hypotheses

* Anthropological method to discover how
social changes influence value system

* Generational cohort analysis on seniors

°IWJL&*%W%

'$ nﬁ% IR ST M EMEBIE
E}u

o FIERACARRRITHARERDT

70

rieteis

OUR RESEARCH LASTED FOR 18 MONTHS TQ’I’ OROUGHLY
s Poalealely

UNDERSTAND SENIORS VIA 3 PHASES SR8

E’Jﬁﬂ%@é

: % '
. ,

g:

ETHNOGRAPHY

2 TO DEEP DIVE
RISz

* Visited different cities from Tier 1 to 3
 Visited homes of different types of
seniors across 3 generations

- E—EI=EA R
- S AFIREILIEARSEEFFARY
ERRHA

IRER EL R

QUANTIFICATION
TO VALIDATE

B o

* Face-to-face offline survey
* Across Tier 1 to 3 citiesin 7 regions

- S TNENELRWEEELE

.« BE/AKER—RI=%d0
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MEDIA. CONTENT. TECHNOLOGY.

o ]
h?hja:a'-

=2 wm ""n i

Follow Wavemaker on
WeChat to get our latest
news and insights

XiHNE2RSIFERE
FAIRRSRAR

71

PRODUCER | WAVEMAKER
e | Bhb

Wavemaker is a billion dollar-revenue next generation agency that sits at the intersection of media, content
and technology. We are obsessed with the customer's purchase journey and is what connects our mission
directly to our client’s business challenges. We invented WM Momentum, the world's most comprehensive
study into how people make purchase decisions and have conducted over 400,000 surveys in 35 markets
and across more than 72 categories. We are a business that is powered by the creativity and curiosity of our
8,500 people in 90 countries, united by our PACED values. We are a part of GroupM, WPP’s global media
investment management company. For more information, go to www.wavemakerglobal.com

Wavemaker China has a team of 800 people across four offices in Beijing, Shanghai, Guangzhou and Nanjing.
Clients in the agency’s portfolio includes Huawei, Daimler, CHANEL, Xiaohongshu, Pernod Ricard and China
UnionPay.

BHAR—REHEMERE. AREEIREFT—BINFHEREAT, BWEMEAHZ2ET. B OTFHRREE
ZHMILARKIRR, HEFX—FFL, SEIIFEGSEPEIRESHSREREEZE. FEiIehET WM
Momentum, BREEECECEIRNNEZRE WL ARIRFRREEIAR. FIIAEFFET4000000R, E#3s MR, &
Sl mE. BRIEEEFEESS008R T, 2T MER. FHIIR TFRIFPACEDRYITAMMEW, AIEAYE!
EDFFSORMERNIN S AR, HRIIRETHEEH, HE2WrPPE TNTHEKENEBRAEE A G, FE
THIFMEE, 13150 www.wavemakerglobal.com

WavemakerdFEEILER. EE. IMNAIBRIREEANMNMIAE, HHE0RRTL, IRSTEWIMRZHERE, BiF
5. BiEE. FF)L. MIB. REREDINFIREEE,
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PRODUCTION TEAM | WAVEMAKER INTELLIGENCE DEPARTMENT

HamEBA | FhE E1ESiREERERA

I-Our mission is not only to provide business consultancy and brand strategy
for enterprises, but also to explore growth opportunities in different fields
together with enterprises through knowledge co-creation and sharing.

EIR\RYEa MR AR AR &9 mERE, BIEUITEY
RSN R, SEEV—RREFAETHANERT=.

REPORTS RELEASED FE{EmBiE: . R)N
Seniors in China: The “Hidden” Treasure Report Series “ (3
Digital Children in China N Gy 8 Q

The New Forces Fueling China’s Ecommerce Growth
Quiality of Life in China

Health & Wellness Today in China

Generation Z in China

China HNWI Gifting Whitepaper

Fashion Today in China

etc.

(FEZRUHSIERENE) RIRS
(Fr R ERZE)

(A ERENEE)

(FESEEEERS) e
(PERERHTE) fanmmmse s
(FPEIZHA)
(FESHEARBTEERERE)

«&Eﬁféﬁ¢»

=7

CHASE
GENERATION 2
I

"?{=¢"'
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Team of Seniors in China: The “Hidden Treasure” Report Series

FRIUREEMESHBERASA:
1

With growing ageing population, we
are committed to investing into the
future to build a better society.

EERWAASHTEST, SRR
EFARFRE BT BRI,

Those amazing seniors got me to see the
possibilities of ageing society, a factful
near future we can all shape together.

ST BER T ERUAL SR
BtE, MR =R 7
RRTBRAVATRENME. —ie, KS5H
BNEX—RETAEIFIRAIAIRE.

77
Linna Zhao Lyn Wang
Team Head 6 Project Lead
EXFRIER 57878
EBIRDGEEA —— IMEREA

Lyn is passionate in telling the stories
behind the numbers and transforming
data into business relevant findings and
insights.

LynRTREAME, BT EEST
MSIESEISE, BRSEID
SRR IANIRER, FHMN PRI
WENENE.

Linna is devoted to providing marketing
consultancy with deep-dive into
business problems and is keen to
transform insights into growth
opportunities.

LinnaZ TIZmLaE, REEH

MRS, RETRHHIHM

HERE IR DR R RILE.
WM
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WANT TO KNOW MORE ABOUT SENIORS IN CHINA? FOLLOW US FOR UPDATES
BEREZ 7 REPEZRMUEHR, WX ERAFEEXEEH

CHAPTER3  WHO THEY WERE, AND WHO THEY ARE

EoEE ORI, FIRHRAMEN) Mar. 2020
CHAPTER 4 REACHING THEIR HEARTS, CO-CREATING EXPERIENCES May. 2020
HIUEE  MROR, HAlEE -

EPILOGUE SENIORS IN OTHERS’ EYES, AND LIFE IN THEIR EYES

= AITIRREOMEA], FfBiIIRPEIAL 047
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THANK YOU!
ok T ) 5%

Contact BXZEA

elaine.chen@wmglobal.com




