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DISCOVERING THE “HIDDEN TREASURE” IN THE SENIOR MARKET
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The Seniors in China: The “Hidden Treasure” Report Series is produced by Wavemaker,
containing 4 chapters and 1 epilogue. The chapters will be released one by one, giving a
holistic view of what urban seniors in China are like, why they are important and valuable,
and how brands can unlock potential and co-create solutions together. This is Chapter 4 of
the report series.
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UNLOCKING THE SILVER ECONOMY Var. 2020
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IN CHAPTER 1, RELEASED IN OCT. 2019
FB—RET20195F107 &1

4( i Wavemaker
CHAPTER 1 'Tﬂ;% i

- REVISITING SENIORS IN CHINA N .
5T I8 0 e L P

TRUE DEPICTION OF SENIORS

IN CHINA
FREERICEHPRIE IR R

We segmented seniors in China into three
different generations and revealed their
objections to being characterized as the “old”
BERENF KD T =R, 387 7 1tbdi]
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IN CHAPTER 2, RELEASED IN JAN. 2020
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THE HIDDEN VALUE AND POWER
Y A A

BOOMING SILVER ECONOMY & CORE
NEEDS BEHIND IT

SRR RS RO

We estimated the strong annual spending
power of senior citizens and elaborated on the
four core needs behind the silver economy
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IN CHAPTER 3, RELEASED IN MAR. 2020
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CHAPTER S % Wi & (

UNLOCKING THE SILVER ECONOMY {':.._
HURZE 5 i B B AT 35 A

ESSENCE BEHIND NEEDS & BEHAVIOURS:
SENIORS’ CORE & EVOLVED VALUES

RAREFTRIXE: NMEVNEFRINES

We delved into seniors’ value system,
uncovering the unwavering core values as
well as the evolving new normal
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THEAR, UKBHREHIFES

CN A3 ENZEX

Wavemaker



CHAPTER 4 - FOREWORD
FRE - SERIEANE

2020 is a meaningful year.

The sudden epidemic has accelerated our journey to the new normal, and
instantly pushed digital technology and smart cities into real life
application.

In 2020, the seniors have become new growth consumers, and the
opportunities of the silver economy are gradually emerging.

The seniors will be the first generation to experience digital transformation,
leading to the rise of the silver economy, industrial cooperation and

prosperity.

We are uncovering insights into the power of the silver economy as the
seniors look to create a promising future. This future will not only benefit
these seniors, but also the wider Chinese society.

2020, RENXIFFAT—F,

SUNELRRYEIBINR 7 HESRIRE, —bE
[EEEFRIBANE SR 7 EiE.
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THROUGH THIS CHAPTER, WE HOPE TO TELL YOU:
X—mEe, SR

A%

Understand Now

IMRIRTE

\ 4

Need to Rethink
ERE

The Future is Promising

AREaJH

The silver economy is just about to rise:
Today we see senior consumers more as
passive, cared for and guided by others.
There is significant volume of unsatisfied
demand, leading to a serious imbalance
between supply and demand in the
market. Therefore, the silver market is
still in its infancy.

R IER R :
SKHANBRIRBRERHR, BESHA
WREED, FEAERIBKRAHE,
DRI HETEREIIIR. BX
i AR, FIERIEE.

We need to re-understand their needs:
We should get to know them again, to
redefine “old age” and “the seniors”, to
respect and understand their real needs.
Identifying these insights allows us to
understand how to effectively meet their
needs as we target them.

BAIFEEHEEBRTK:
BAIFEEEFH R \11131 1], EFEIA
R XHE, KEEMIEFRIIRY
FK, FHEMIMANEIBirZEET,
A IBNEE ZHINE.

\ 4

\ 4

The future is created by us (all industries):
The future we are talking about is not a
distant future. In the Chinese economy,
driven by creativity and innovation, this
future is arriving fast. Although China is
entering the “fierce ageing stage”, by the
end of which seniors will account for 30% of
the population, the future is promising.

FREBBAI B —EHtReS:
SK, HNFKIeaIAREK, HAAZELR
AIRAIARE, MEETEXFLEIES
MIEUFTI A EREIERIEZSTRS, I
RERRE, BEARBAIEEANZERE
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WE NEED TO THANK:

A IEER%IS

Over the last few months, we have invited 35 companies from multiple

industries to discuss and explore the opportunities of the Silver Economy,
including actions we can take. We want to express our sincere gratitude to the
enterprises and individuals who shared their expertise in creating this chapter:

Nan Yang | #71@

Vice secretary of Bethune
Charitable Foundation

BEXkBEESRAIRPK

Echo Chen | F&%;
Head of Marketing, DingXiang

TEEEEFISRER

Roy Tu | Bl
Brand VP, Shanzhen
E12mhEal!

S5

Jack Wang | &K

Wavemakgelr Social Media Business Director L RF
HERBHREARSEI R

Jessy Ji| Z=/)\vly

Wavemaker Business Director

HERBIFSEE

Qianyuan Han | EhEZIR
Strategic director of Ml

INKERE ALK BB

Anne Hsu | FEESS
GCA Digital & Integrated Marketing
Leader, Health Care Business Group, 3M

SMESTIREFREWEE, KhEXE
M NEBESITHEHRREN ISR

etk

Bing Wu | &2k

CEO of SAIC Mobility EIEH{TCEO
Maggie Wang | T8k

Marketing Director of SAICmobility
FEaHiThmRE

Charles Robertson | ERIIA g.u:
LRF Chairman 255 _J
Sabrina Li | Z=¥&

LRF A. Senior Designer

FESFKIKID

RafflesHospital

Ryan Fan, Founder & CEO, PANGJING;

Jing Wang, Founder & CKO, PANGJING

SBiE, BRI ARERHITE; ‘
T, BEROAARERARE oo e

M/%fﬂﬁtz‘a%éé\ ,

EfTA R

Megan Zhang |SKEWH

Megan Zhang, VP of Marketing and Store
Concept Design & Development, Skechers
HrE B mhiaab e A R bR B
Yucai Gong | 8

Chairman of Jiangsu Yunlin Group

I E KRERESK

Feng Chen | [5lE
Marketing Director, Yuwell Medical

BRETHEHES N

Thomas Cao

Medical Service Director of
Raffles Hospital

(BT ETRS S

Jason Yu | EEUIR
GM of Kantar Worldpanel Greater China
SEHBEESAPEXBEHE

Tracy Ta | 3/
General Manager, BJ

B ItRE R
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Hefi 1205
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y Tao Li | &2
o3 | =&
Founder, Age Freezer
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mRAKIE Eﬁﬁ JD Data Research Institute
__-_. BIG DATA RESEARCH INSTITUTE R%é&;&ﬁﬂ:ﬁ[‘m

lingjing Guo | ZRE#ES
I\/Iarketmg Director, BeiGene

PN TSR S

Tao Zheng| %B}%
Marketing Director of National Retired Talent Bank

BIRAAZ Wiz

Huankun Li| ZEMaIR

VP of Guangzhou University for Elderly

I MEBEXFEIRIK

Liang Chen | f&F=

Academic Director of Business School from East
China University of Science and Technology
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OPPORTUNITIES THAT CANNOT BE MISSED,
CHALLENGES THAT CANNOT BE IGNORED
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RE-DEFINE THE AGEING POPULATION,
UNDERSTAND THEIR REAL NEEDS

EFENIRANE, EEETE
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LEARNING & VALUE-CREATING
FISERE

), HEALTH& WELLBEING

) EfTSHER
LIVING & COMMUNITY
BESHK

Wavemaker



OPPORTUNITIES THAT CANNOT BE MISSED,
CHALLENGES THAT CANNOT BE IGNORED
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WITHIN THREE YEARS, CHINA WILL ENTER THE FIERCE AGEING STAGE
2020F 2R EMN—F. =FAW, HIFENHAREZ R

1990-20605£60% |{ EEF AN HLE (%)

20 - Proportion of people over 60 from 1990 to 2060 eIy
4.8712
35 | 34.8%
Around 2020, the number of people '\/
over 60 in China will grow to 255 30
million, and will lead to the second 268M
growth peak of elderly population. 25 i;iif
- China National Committee on Ageing - /

2020 AT SHE60S L EEEA
SRR 552N, BskEE 15
ANE-MEKEIE,

- cEERTIEERS 101
0

1990 1995 2000 2005 2010 2015 2020 2025 2030 2035 2040 2045 2050 2055 2060

1999-2022 2022-2036 2036-2053
CHINA'S SOCIETY AGEING STAGES DEEP AGENG
PEHSZRMMER RE B
AS THE RESULT OF BABY BOOM AFTER 1949 e T 1986.1990

EEREESSIE

10 SOURCE: Population Ageing Handbook, China National Committee on Ageing EEIB R TI{FERSNAE (AOZRHEIBHEENRIZA) Wavemaker



SENIORS IN CHINA WILL BECOME AN IMPORTANT PLAYER IN CHINA'S ECONOMIC
DEVELOPMENT

MUEEBIRAFERIRARHAR, KA

CHINA'S AGEING SOCIETY RISES SLOWER THAN OTHERS
FERNERCHER T RS

The proportion of people over 60 in the total population of
50 the world and major countries

4 HRRFIBER0Z LA EAOSSAONS] (%)

LR RENEESS5E

THE RISE OF SILVER POPULATION
IREHI DERIIEE

BRI ST SRR
MmEEHALUS, FIRBESHEK
VITSRE, MAERTRELS

il
\

"After becoming the dominant group in society, the elderly
will influence social development according to their own
needs and become an important factor in advancing China's

40 social construction. Population ageing will have a profound LLRE’]E%.§ AOEBIISTE

35 impact on consumption, industrial construction and capital ~ Z3F&AREH, ILEZRE, =g

30 flows in economic development. “ $’j$ﬂﬁzl§,,|b3}]ﬁg+;|%b'|?i_? N~

55 I - Population Ageing Handbook - { AEZ#CEIBHERNRIEAR) I

20

15 Elderly people are changing just like ~ Elderly people today are The elderly are growth

10 us. Now they have the courage to Wwealthy and free, and their consumers with high repeat

live in the moment as well as the level of care, spending and purchase rates. This growth is

5 mentality to accept new things. decision-making power are because they are more focused
0 - Megan Zhang, VP of Marketing and Store  gradually increasing. on quality of life.

SRNIPERRLIBVLR|ANSSLILLILINIULINI Concept Design & Development, Skechers -Tracy Ta, General Manager, - Qianyuan Han,
3322239 gif RRIIIKS 88 f QR 2 6E A TEABTESI,, f)ﬂu@@{mﬂ] Mindshare Beijing Strategy Director, M|
World 5% FeyptiRR IndiaEDfE REFELETHESTEZNE NENSEAGRER, tt TEAREESSWERMNIY
= ChinathE JapanB A Korealh[E] YIRILS. IINECHARREE, B KEHA, XFERKERE M
DBARTE  — - — RussiafBH denfig SKEW, 5, RERIEBEER. MNEETEEET.
P e - BN R R R R "
e v eneeas Tracy Ta, (EXACEAAIE - ERESTE, I KABEHLAIERR
------ GermanyfZE - - = CanadafiIZ&X — USEH

11 SOURCE: UN BX&[E; Population Ageing Handbook, China National Committee on Ageing £EE R T EERSDANE

(AOZRUERHERNREAR)
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BASKING IN CHINA'S OPPORTUNITIES, OUR SILVER ECONOMY ENJOYS

UNPARALLELED ADVANTAGES

NAEFETIET, FAIRAZST, HEEME

01 02

POSITIVE AND NEW
PROACTIVE POLICY INFRASTRUCTURE

ENVIRONMENT DIVIDEND

Rtk T SRIBERIAMR IEENIHEE

12

ZELALCIARY IR & 055

03

GENERATION DIVIDEND
TO LONGEVITY

DIVIDEND

MR FIZH<FELF
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LATECOMER ADVANTAGE OF CHINA'S SILVER ECONOMY - 01
PERAREFTHIF RIS - 01

FH

GRADUALLY IMPROVED NATIONALSTRATEGY:
"The 13th Five-Year Plan includes a special chapter on "actively responding to population ageing"; in 2016, the theory of full life-
cycle health was included in the national strategy for the first time.

UNIVERSALACCESS TO SOCIAL WELFARE:
01 By the end of May 2018, about 922 million people were covered by basic pension and 1.19 billion by basic medical insurance. Al
elderly people in poverty have been provided with subsistence allowances, and all provinces have set up a subsidy system for
elderly people over the age of 80.
Positive a nd proactive THE DEVELOPMENT AND POPULARIZATION OF RELEVANT INSTITUTIONS:
By the end of 2017, the committees and offices for ageing have been set up in 95% cities and 86.8% counties in all provinces.

policy environment - Population Ageing Handbook
=
FRESHEERIMNG B et
+ =R RN EG TS FURAT A SR TS, RESESEEIRICE016F, WEIRSNEREE.
HEEFIRENER:

#HZE2018F5 Ak, BEAFERISRAILLEL0.22C N, BERETRIESMARALZELRLN11.912. BREEFAZERN
ATRRIE), FrEEHIEN 7s0E%5 A ESiREFANEMEIE,

AR EIER:
HE2017FK, FEMNE, 5%l () . 86.8%MIR (Th. X) #HRZ T ER T IFEERENDNE,
- { AOZREBHEFNRIELR)
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LATE-MOVER ADVANTAGE OF CHINA'S SILVER ECONOMY - 02 & 03
FEEELFINEANE - 02 & 03

EH

02 China's infrastructure, technological development, industrial diversity, and talent provide the foundation
. for diversity of business models and innovation. The development of 5G, smart technology, Internet and loT
New infrastructure will spawn more products and services and promote greater industry co-prosperity.
dividend

HERORREHE. RURAEATE. PSR A SRR, T R E IO, s,
MMEENANESE SRR E ENNAE, BEEHESNrREES, B E ARSI s,

In the large number of invisible “positions" without Middle-aged and elderly households will account for 22%
income, such as agriculture, volunteers, etc.,, the of all households in China in 2020. Older households will

03 professional skills and wisdom of the elderly will become a common form of households in China, and the
undoubtedly be the wealth of society. As devotees consumption potential can be expected.

Generation dividend to growin'g u'p quer t”he.planne.d .econorlnic system, they - Jason Yu, GM of Kantar Worldpanel Greater China
are China's unique "spiritual dividends".
longevity dividend

}A{'EBZT‘QI*UE“&%QI*U EXRERBNER KA £, R, SREF, FEFHRECTERSREEN AL, F2020F2407)
TEARAANE S TREM RN —EEAVE. 22%, BERFELSERATE—FEINRELS,
FBIMETEZFFAST, HEZFEEEiEI], 2 iHZ2 B0 2] LAHRSRY.
PENFER RS ERLLF] . -BRR, YEHEEEHAPEXREE
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CHINA'S UNIQUE INDUSTRIAL AND DEMOGRAPHIC DIVIDEND WILL FURTHER
BOOST THE DEVELOPMENT OF THE SILVER ECONOMY

FESFERFIS A

The consumption concept of the elderly
has been continuously upgraded.
Overall, the number of commodities
suitable for the elderly has grown at an
average annual growth rate of 39% in
the past three vyears. In 2019, the
number of elderly-appropriate products
on the market increased by 78%
compared to 2017, and the number of
brands nearly doubled.

-Jingdong Data Research Institute

EEANBEES—EEARMRIFR,
RIAKE, IE3FEFERNEmE
%, LATF18939%AIIEERIE K, 2019
Fhip ENEFERBmELL2017

FIKT78%, MEERIERIITIE.
- SREET
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2IH), 5

SHEFRKR

Living
FreREE

Food & beverage

Bmixe

Household care

AH=RE

Personal care &

cosmetics Daily routines
MPEY HEEE
Apparel & shoes
A iR EEAR
Tech & digital
R ERY

Transportation

H1T

22 THIR R

=m Y

Social interaction

1132 H*4T

Employment

(B) #l/&SeE

Financial life

Bl S5

Life in old age

EIRETE

Spiritual life
IRRF>

Travel

ZEFEI
Ageing
Industry

Finance & insurance

SRIRIG

Healthcare

EEREE

Study
FIHE

B
AgeingRelated
Industry

Nutrition &
supplements

EF R 5

Medical
care

ES gt

Mental
health
IOIRERR

Sports
EiiEs
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CHINA’S SILVER ECONOMY HAS GREAT GROWTH POTENTIAL
Aitt, PEEAREFEE "BEREA" HIELERE

2019 2030 - 2050
Urban seniors' spending Consumption of senior consumers in
power according to China, measured by China Institute for
Wavemaker's estimates Reform and Development
RIEWavemakerfU{RFNER HEPEN R R EARBEUER
e ANBED FEZFABENERE
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DEVELOPMENT OF THE SILVER MARKET FACES THREE MAIN CHALLENGES
A, BEAREIRALEST, SHEREAEEN

(((((((o(ﬁ(&o -

LT EhbRIbGk

17

CHALLENGES | Htfk

3
0]

CULTIVATION
ThizHHERITEER
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CHALLENGE 1:
- ECONOMIC
FOUNDATION

TR
AIHkE%

THE PROGRESS OF CHINA'S ECONOMIC

FENET KRR HEH

DEVELOPMENT IS STEADILY MOVING FORWARD

2020

2014 2018

China's economic 75% of Chinese urban Achieve zero

development enters residents have poverty
a new normal confidence in quality life
improvement in 3 years.
- Quality of Life in China
by Wavemaker
SCHoRFE AL

FEZKFEEHANGTT 75%NFERERREX
BE KR=FEEREAI
SIRAREED.
- BRE (FEREEEEES)

2028

Around 2028 China is
expected to become

the largest economy

in the world

2028 FRIRHEMN
HFRB—KEFHA

FIRST, CHINA IS THE WORLD'S SECOND LARGEST ECONOMY, BUT WITH
UNBALANCED DEVELOPMENT

Bt PEEMEEKSE KR, ExEAYE

THE MAIN CHALLENGE: UNBALANCED DEVELOPMENT
=S MREEAIME R EAIIE

The principal contradiction facing
Chinese society has evolved:
What we now face is the
contradiction between unbalanced
and inadequate development and
the people’s ever-growing needs
for a better life.

- Report of the 19th National

Congress

SR SIEEFBERARB IS
KA EEEENNANFHEARAT D
HIARRZEIRIFE.

-SRI NKRIRES

The Human Development Index
(which assesses life expectancy,
education and decency of life),
which collectively reflects the level
of social development, is still
lagging behind. In 2015, the index
for mainland China was 0.738,
ranking 90th in the world.

- Population Ageing Handbook

SERBHHEEEXENALZLE
188 (HMEREEENER. XhR
DARAAERETEKE) E5EE.
2015 EKPRAYIEEN0.738, &
=R F 590

- {AOZRME BB FNRIELR)
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SECONDLY, THERE’S LACK OF RESOURCES AND EXPERIENCE IN VARIOUS
INDUSTRIES

R, FEwer iR EBHNR IR

-

INADEQUATE ATTENTION AND LACK OF INDUSTRIAL EXPERIENCE &
INVESTMENT ENOUGH SUCCESS MODELS
ERSIRETERE R Rl fEERFEIEIS
INDUSTRY
| DEVELOPMENT There is currently no consensus on the Unlike other markets, the silver economy
EVEE focus on the silver economy, either from lacks experience and references for
the directly related industries, or from decision-making. At the moment, people
forward-thinking companies. Overall, are referencing foreign experience. But
what is most lacking is attention and even relatively mature ageing societies are
resources. still learning and exploring.
HEIXSIRARZ R EERF IR, FMEMAMIZARENE, REREFERDE]
KiREEFEXRIEE~, S BENRR, WRZFIMKE. S8
BRI, BEAms, &R LMBEINESR AT, Am, BERE
PHYE BBHIEMFISIREIR . RHEERSHNEZR, BINEREZT.
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O M\ ENG\=p Urban seniors show an
INCOME

LD DN

“olive-shaped” income
structure. More than
70% have middle or
high income. They are
the backbone of the

economy.
- Chapter 2: the hidden
value and power

R AR EFRRIII NS
MHEEE, Btk
FhEKRNKE, BEFR
o] 2R EEFIRDE,
-BRRE BN
{EF080 /]

INDUSTRY
| DEVELOPMENT

[ [ 7.7

A)

However, industrial
supply is polarised. In
addition to inclusive
support provided by
government and NGO,
the market prefers the
more economically
efficient and stable high-
end population.

B2, Fl#aiRES
ERER. REFSIER
FUHLFE B 2R SR RO,
IR ERIERAIZ5,
REBWEMBET S
iR A ABFARSS .

DUMBBELL
SHAPED SUPPLY

EsSBIELLS

THE POLARIZATION OF THE AGEING INDUSTRY IS OBVIOUS , THE INCOME
IS OLIVE-SHAPED, BUT THE INDUSTRIAL SUPPLY IS DUMBBELL-SHAPED

SFTIRIISRIEE, KO\STIE, (EF= s S5 a
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CHALLENGE 3:
MARKET
CULTIVATION

hiztia
A9HbEE

ACCORDING TO CORPORATIONS, WHAT IS MOST LACKING IS
DETERMINATION, AS WELL AS PRACTICE AND EXPERIENCE

mERIARRE, FARPHESESHRLD, LIKEERNER

QUESTIONING THEIR SPENDING
POWER

Companies commonly stimulate
other generations to buy on
behalf of the seniors, which
strengthens the stereotype of
them.

REEHEN
AR ‘BN
(RISt IR B AT
#) (O, MRTXRE
BHARIZUIREDS:.

LACK OF DETERMINATION AND
INVESTMENT

Less attention and investment
is paid versus the young market.
The projects and departments
for seniors often lack of
resource support and
determination.

R RCFIIZER
IRBGBHHEFREDZEME T H
FIFRIRENB]. RAIE

BRI B RD RIFSFFEAER

RILN

WORRIED ABOUT AFFECTING
BRAND RECOGNITION
Although many brands hope to
reach the seniors from a user
perspective, they are unwilling
to regard them as target
customers.

L mBAFIZ 22
REmEEXHEURPAES
FEERARHA, (BTEEHET FIF
REMENBIRER.

LACK OF RESPECT AND
UNDERSTANDING OF NEEDS
Due to the lack of
understanding, it is often
generalised that all seniors have
the same consumption pattern.
The level of specialisation of the
silver market is much lower than
other markets.

R RRDEEFIERE
TR/ R HAUBBAERT TR
REHATKAVIERE, EELUR
e, INSEIRARIHE
RIVE—1F, IRATIZEIEIL
HWEETRTEMT.
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THEREFORE, THE MARKET LACKS PRODUCTS OR SERVICES
SUITABLE FOR SENIORS (1

A

M, MipRMESIRARHARRT™

Views from Ageing Related Industries

22

KBITERIPIMNR

The current focus is on the consumption
power of seniors, but in fact, the problem is

less attention was paid to their needs.
- Jingjing Guo, Marketing Director of
BeiGene

DUEAHBO B RETIES E AR L,
AR E SRS EILX  EHARE
HSSERR.

- EBERER, BTN HIZEREE

mEARSS (1)

The silver economy has been discussed for a long time, but industries and
services that are yet to be implemented in business. The seniors used to be
young, what they like is actually the same as before. With everyone’s needs
being different, different economic behaviors will be derived. Japan has done a
good job on population ageing. What they do is to design based on a people-
oriented design philosophy, and truly pay attention to their needs.

- Anne Hsu, GCA Digital & Integrated Marketing Leader, Health Care Business Group, 3M

RREFESHTRA, BRIERLRERRI~WARS, BandROWN, HL
EABENERAZZR, MISWRARAZIRURIZ—HR, MBS ARNE
KEA—F, BRITEH—EAFRNZFITH. BREZBRMAAE LHFIRT,
BEUAADNRITES, BIEXEFEARNFERK,

- R, SMETTREFmEE, KPEXENNRESITHRRT JEHE
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THEREFORE, THE MARKET LACKS PRODUCTS OR

SERVICES SUITABLE FOR SENIORS (2)
Xy, TpRDESIRA

Viewpoints From Marketing Area
FESHMRRIM =

Senior consumers are not a homogenous group but advertisements
commonly present outdated stereotypes and caricatures of them.

Many senior audiences feel disengaged and overlooked by

advertisers, despite their considerable spending power. There are
growth opportunities for brands that are empathetic to this audience.
Marketers are urged to focus on mindsets rather than age, reflecting
their diversity and acknowledging their needs and ambitions.

- POV from WARC

TEFHBEARE—ITRARNEHE, B SEE2MEMEMI
RTROZITR IR,

RERAERARANWIN, BENEERER SE2WN T,

REEERAKRABIIENGREAETEIEKNS. FFLAEEA
Mz EBNIBOESMARER, BRX—SRBNSHEHEYE, F
FOABAIB0TF KFITEAE,

- REBWARCHIML A

23

HARY fREiRSS (2)

In terms of online shopping of FMCG, the penetration rate of senior
households in China exceeds 70%, but there are few products produced
for them. Most brands only cover them when they make mainstream
products. This is a blank spot in the market and an opportunity.
When the information they receive is not transparent, and their needs
are not responded to, they are forced to use the available mainstream
products. When some foreign brands enter China, they cut off or
repackage product lines for 50s and 60s to target white-collar consumers.
- Jason Yu, GM of Kantar Worldpanel Greater China

ERERNELE, EFEREFTFERNSERST70%, BEHHL
RE[LBEXIERT M, SEMEEMER M RETES
], XEDZHNZEHR, BRE—IIER.
e I EIREEARER, IFREELIEIN, MeEiBER™sL
RYERfm. ESMI—LREEHANPER, SEHNRN+58
TSR, BEEHER, IINIREHEDRIBEM.

-BE, JIEHEE AP EXREE
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Huge supply-demand gap Biased needs understanding
BERE: LAY
HETE K (R TESRIAKD

Polarized group coverage
BEAIE:
MIRCBIAB B =

24

Product offerings fail to meet
rapidly growing needs

Lack of brands and offerings
developed for senior consumers

Pt IR B EEMELATLECiH 2R
FRAREY &

TR INIRARTHEER B TR RImAE.
FEatiARSS

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.

BERUNBERS— BN, iRB
INREIER], SRS, s, 25,
MEMEHRIIERTNK

REEF TR, BERBEARAR,

BTN A EERENEH

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

A ERA S E R AR,
HER AR REFEXNEIRIA
BHIR, MEERARIFEARE
BEIRIXEHR
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TODAY, MORE AND MIORE COMPANIES ARE WORKING TOGETHER TO PROMOTE
THE DEVELOPMENT OF SILVER ECONOMY (1)

SF, HRBSNEUIELRASN, BEHREZFIRR Q)

MEDICAL AND HEALTH ENTERPRISES

25

BErrfEERsREll

During the epidemic, we conducted online consultations and
distributed drugs through electronic prescriptions. In the future,
we will cooperate with health management platforms to actively
contact consumers and provide services, such as medication
reminders based on the course of treatment. Moving forward, we
will pay more attention to patient service and target different
groups, especially seniors. This is good for long-term development.
- Jingjing Guo, Marketing Director of BeiGene

ERBHIEEA S T % L2, BIBEFAETSEIELY). L
ESBERIMEREEFESE, TEMiETEERMRS,
FCAIETri2RIRZ0IREE, SRR iEEpatient service, &
HARERHER, TEHRZFEHA, XE M m T IREAARRERT,
-ERERER, BTN, MipERE

We will not give up the senior market because health is very
important to them. They will definitely be in our blueprint, and we
will continue thinking and exploring. The whole environment is
positive and there will be signs of opening this year. We hope to do
something that has a positive effect on the development and
construction of the silver market, and to think and act with partners
in the whole society.

- Echo Chen, Head of Marketing, DingXiang

ARSI AFEFHIHRR SRR IAE N ZIFEEERY,
FTATIC B —ESERRIMLAMREE, H(—EHERR
FEE, BPRNEENTN, ASFLETITINTER. HERED
—EHR AT EIEERFAMERNSE, FREMSAE

1T—RERBETE.
-frer, TEEELRISHREA , ,
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TODAY, MORE AND MIORE COMPANIES ARE WORKING TOGETHER TO PROMOTE
THE DEVELOPMENT OF THE SILVER ECONOMY (2)

5K, HRBSNEUIELRASN, BEHREZFOER @

MEDICAL AND HEALTH ENTERPRISES

26

BErrfEERsREll

We hope that through our inherent advantages
in hardware popularity, we will become more
intelligent, Internet of Things, and cooperation
with other fields. To give full play to the
advantages of data and the layout of the Internet
to support the development of the silver health

industry, the future model is very diverse.
- Feng Chen, Marketing Director of Yuwell
Medical

HMNABEEL R ERIBEHERENRS, B
INEYEREM, MIERMME, LARFNEfbRERY
aff. o RIFELENNSTIEERMNDE,
FIFRABREFWRIAR, RKAEE
=RZTThY,

-FRig, BERETHITERRNR

Society is heading this way, so we will support this
field more in the future. For example, materials
used for long-term caring, warming equipment for
the operating room, and the products that support

the nurses will all be better utilized.
- Anne Hsu, GCA Digital & Integrated Marketing
Leader, Health Care Business Group, 3M

HREREXRINHDEARR, BIERERSZEX
FFRIIX AN, Ehan—<ERRR A FRRYDH
FABHRERS, BERSFHPEITRm,

HEREFAE.
- TR, SMETREFmEEE, KheX
NN B SITHE RGP IR

Compared with commercial organizations, our

non-profit organizations hope to cooperate

with national policies to appeal to everyone to

pay attention to the silver group.

-Nan Yang, Vice Secretary of Bethune Charitable
Foundation

At EI AR, BAJERANENAER
LB S EZRAIBEREFIFAZ K TR
REHE,

-, BRI, BXBEAmEER
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TODAY, MORE AND MIORE COMPANIES ARE WORKING TOGETHER TO PROMOTE
THE DEVELOPMENT OF SILVER ECONOMY (3)

SX,

ENTERPRISES FROM MORE INDUSTRIES
kBEZ IRyl

27

Compared with the category distribution quantity of
all online goods, the imbalance of the category
distribution of products for the seniors is more
serious. The richness of offerings of clothing, shoes
and hats is the highest. Other commodities with
higher living demand of the seniors are less. We
hope to identify the real needs of senior users
through big data and efficient matching between
supply and demand, and based on online big data,

and releasing these information to the industrial side,

so as to promote the production and supply.
- JD Big Data Research Institute

5% LEEfEmiIRRohHENL, EFRAmAYER
Ko EMWAIEETE., REEERBRFE
EE'FE'—'EE’Jo HittZFEEFTRRESNmEFmEL,

R B BT R AT EOE, 28
J:jc%l?E EEA,%EJ%F'E’JE;EEEZ‘Z BXEERA
iréardlim, (BHF W iRAIEFFOMLAL.

- HAREEAF

R ESEWEHRBSET], HERRASTIAR

We need to be more patient with the senior consumers
in the future to cultivate the habit of using smart
devices. We will sort out according to the needs of the
seniors to meet the needs of safety, health and care.
For example, smart cameras monitor the safety of
home as well as the safety of the seniors, use smart
assistants and health products to meet health needs,
and also being able to interact with family members
through smart TV to meet the company needs.

- Qianyuan Han, Strategy Director, Ml

BAIERRBEEEMO AEFFRREHANE gEIR &6
AIR, BISRBEZEFEHFIERERHTRIE, &
BZe, @R IXEFK, (LNEEEGLEIERN
MEANZEER. EEEZBFAERSEAI MR
RAERE K. ﬂ_ﬂ,ZLE W ESHRIBMLI SR ARE,

SRR
- SR, KA A

(3)

We are committed to building a high-quality and
warm brand for consumers. As a strategic mobility
brand under SAIC, SAIC Mobility has been adhering
to the “consumer-centric" spirit since its
establishment, striving to build a trusted platform to
satisfy users’ needs. With the rise of the "silver
economy"”, we hope to make the seniors feel like
young people, to take taxis easily and travel with
peace of mind.

- Bing Wu, CEO of SAIC Mobility

HAIAOTFELRTF0. BRZEELE, TEE55RE.
BRENHITRE. {FADSRERE B HITHEE
nuﬁi'?- FEHITERZZYMESF UA AR BIRS
B, LAPERAHEAR, BUNTERZEHEIH
SIZ fEE RARLETNERE, EFAFNHITS
%9&5350 HAIAERLLBIMNFERA—E, BRERE

WHZE, OLHHEHT.
-2k, FEHfCEO
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SX,

ENTERPRISES FROM MORE INDUSTRIES
kBEZ IRyl

The seniors’ pursuit of maintaining a young attitude, following the trend, and
the desire to restart life are great opportunities for the "hands-free" sweeping
robot category and other home service robot industries. In the future, the
intelligent home life is connected with all things, which can also provide
emotional connection on the basis of life convenience. In the future, service
robots will continue to evolve, bring users higher experience and value, and
become the key link of intelligent life. As a leader in the home service robot
industry, Ecovacs has developed a forward-looking iterative development path
from "tool type", "housekeeper type”, to "partner type", so as to better serve all
user groups including the seniors.

- Ecovacs

IRRBHASISFRINSHIER, SR CENRAIREA. SOEF'AEEI’J, B, X
WS B9t 88 A mn SRR AIRSS T2 MTALRIRARIILE. i H/ERYE
BEREEERSHYEEK, £ Tmﬁi\EIEﬂE%UZJ:, m ETIRMLIS!
HE%HL%%AJ%%Z?@H% ia P ESREMINME, FRAER EIEE!’J?E%L

ﬂ(wo RUAEMEAR BRIRS s ATIVRIRSE, milEtEteslE 7 THE -
- HHEERVIIERARER, BRIt IRS SRR A P ERRIE ﬁHF'

E$1$
- REXHR

28

BOaiE. KK,

TODAY, MORE AND MIORE COMPANIES ARE WORKING TOGETHER TO PROMOTE
THE DEVELOPMENT OF SILVER ECONOMY (4)

RS HEWERRSE], HERALTRIARE (4)

Our European and American product line is very comprehensive. In the future,
we will introduce more products suitable for different age groups. For the
seniors, we hope to help them to see the world more conveniently. We also
want to know more about the health status and changes of the elderly life
through our partners in the medical industry, so as to optimize the product
design, alleviate the physical problems and better embrace the health. This idea
has been put into practice, such as anti-skid for travel, for different foot types,
etc. It is expected that in the future, wearable device design can be loaded

through cross-industry cooperation with science and technology.
- Megan Zhang, VP of Marketing and Store Concept Design & Development,
Skechers

oAl JRSEHIZAYT L E ?EéEEI’J Rk, BNSSIHESESARAFRE
B mm. MTIRARSRS, RFESYTEFABEAMEAFHR, BER
B E TRk B S T BEFEHANSIRREMZN, K= miRit,
fﬁ%:r%{?lillﬂ@, FRARER, X—RABEEESLET, st
g, AEMEZ, HERREEETSRINMRERGIE, NI FRIRERT
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- skEWH, Bl S hinel RS A SRR BR
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RE-DEFINE THE AGEING POPULATION,
UNDERSTAND THE REAL NEEDS

EHE IR, ERETNE:
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UNDERSTANDING “SILVER CONSUMERS” REQUIRES THAT
WE RESPECT THEIR NEEDS

BEIS, B\ EERRLEEE, SEHII0ES

POWERFUL DECISION-MAKERS
BELNMREDNHES

QUALITY LIFE PURSUERS
EIFERRRA

LIFELONG LEARNERS AND VALUE CREATORS
ZBFIMUNMEISEENER

THEY ARE | ftB{{J=2

Picture of a Zhanjiang Respondent (68 y.o.), taken in our fieldwork

B H3BWavemaker HEFREE, IHBAEISIEE (68%)
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COMPANIES NEED TO RETHINK THEIR ROLE TO CREATE VALUE FOR THEM
wREFEEECNERFESD, MREARHMEHRARSS, EIEME

CREATE VALUE FOR REMOVE PREJUDICE
RE-DEFINE “SENIOR” MULTIPLE & RESPECT NEEDS
GENERATIONS
E h g iua ” o . n
MARE rermISnE i
)
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FIRSTLY, SENIORS IN CHINA ARE ACTUALLY NOT YET ‘OLD’

S T R
Bt FERRARHR, HLAKRE
Mr. Wang from Beijing, Travel Expert Uncle Yang from Fujian, consultant for retired seniors
IEENERGN, FREMRIFEA BEEWm, PRAEHIISHER S RIF
73y/o % 60y/o %
WH O 2 [FEEEPEIEE Lao Yang, who is about to enter his 60s, is
88 countries . . [ .
11 years Weibo user o, planning to open a consulting firm after his

retirement. He wants to help those between 60
and 75 to spend this glorious but unattended
time with more value and possibilities.

Multiple picture
filter Apps

WE MET

FANSE S

BPIEEN60FZIEPH, BEEERNETFE—3K
KREZEAT, EEARLLc02]75%5 ZaRIA ,
EIXERSHEBET AR EE, KIEEZMN
B, RIEFEZHAIEEE.

SA4RER
s ssE
g0

SEEIRMENTH
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WHAT AGE WE BECOME SENIORS NEEDS TO BE RE-DEFINED;
THE CURRENT DEFINITION IS OUTDATED

IREEHAEERENENX, HRNGHL140FRIVEN, BEAEGHNARE

The retirement age of 65 is originated J#%ygars ago Countries have consistently used it until now

AZ [ HR—BhT TEHZEA
ssp st iBnER e, FFLA0) = SERTEIEERE
In 1880 Bismarck proposed 65 as Most countries in the
the retirgment age, when the 65 world regard r'et‘ir.ement Japan AZ 65 65
average life expectancy was less age as the definition of
than 45 years. senior in public policy Korea FH[E 60 60
1880 {HHFZIR HHIB6s 5 {E 45 and social welfare. Russia (S Hy 60 55
IBIRFES, MZATRIFIYTRER HRZEEATEBER India EPEE 60 60
i 454, S5tta@Er LEER aritish 25 - .
76 REEEMEAEEA (s R
=V, Germany {EEF 65 65
America SEEH 65 65
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TODAY, WITH A SIGNIFICANT INCREASE IN LIFE EXPECTANCY,

75 YEARS OLD MAY BE MORE APPROPRIATE

o3

MBERFHISK , 7557 2FWwS

A

The term [late seniors] may sound a bit harsh, but from a
medical point of view it has important meanings. Because the
medical profession has a cut-off point of seventy-five years of
age, whether it is the rate of medical visits, the rate of care

determinations, or the incidence of dementia in the elderly, etc.,

there is a rapid increase. In other words, once a person passes
the age of 75, the percentage of people who need support or
care increases dramatically.

- Consumer Behavior in Super-Old Age Society (JP)

s E —AlEkEAERRE, {EMIE“?X%,@;E
RAAEEIEE. BAERUTCTAZ SRR, Fe
ERER, :\\EFLAEEK‘JZ%E%%EEI’\J&WE%, R
BT, 52, A—BdTtThS, FEURERRF

RIELASG SUETHE.
— (EERMSABZETAZER)
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SOME ARE CALLING FOR A RE-DEFINITION OF “SENIOR”
N—E TR,

Hal, Bka

gil

35

SFTEN "B

Uml

The United Nations
calling for change to 80

BASEFIFEls0s

Over the past 50 years, life expectancy has
increased by an average of 20 years. UN experts
predict that in the near future, life stages shotld

be divided as follows:
ETERS0FEF, ARFIEGRA 7208, BS
EERN, EAANGER, ALAEmhERN:S
XHERI S :

40 - 59 FREEHR  Middle age
60— 79% “[5"HhEEHR “Post” middle age
80 -99% ELFHA Old stage
100+% “f§"E4FHR “Post” old stage

Insurance relaxes
conditions for seniors

RESTTLRIE NS TR

Some insurance companies choose to extend
the age of insurance and renewal. The
coverage period is more flexible, ranging
from 1 year to lifetime protection. Some also
provide health insurance coverage for
advanced seniors after health notification.

ER R N BN IR IR R SRS an i TRER

RIEEEIRIZIHBEINRE, MEE1FRRER

&, BRRE B A—EFREENEA, &
T REREANRIER MR ERIGRIS



ENTERPRISES SHOULD FORMALLY INCLUDE SENIORS INTO TARGET GROUPS AND
CAREFULLY THINK HOW TO CREATE VALUE FOR THEM

Nl ZH =5

36

-

Regarding market potential, the senior group has the biggest
opportunities, and enterprises should treat them as a serious target,
not a marginal group. First, don’t make stereotypes about them;
second, use professional methods to explore their needs, and
specifically design products that meet them. Channel is the third.
After the epidemic, their ability to learn the Internet will be
accelerated. Leverage their learning ability and yearning for beautiful
things, and communicate to respond to their complex needs.

- Jason Yu, GM of Kantar Worldpanel Greater China

NimEDFREEFRFAEREISHT, EIWNIEBI=—
PNEDNNEIR, MARBFIERIEHR. F—, FEIMEIEZ
REISR; £=, BRTUWNGARRET K, BEIMERIT
HFAMIFEKET M, B=ERE, TEEIE, BIIATRER
RENZEIBEN—ERNNE. B IRFEIgEFINIETS=
YIRIRAE, DRI tﬁ‘ﬂﬂﬂ]&, HITEK,

B, JEHBEEHAPEXEE]

INBEHRIRABHAETNRNANZESEE, BE A& E

HﬁEﬂ:_f}‘A92$FtAE—IEET}‘)\/J\}?EU%AEIJ
L . FTAEPE, ATREETRS. HikE
' FERZENFm, —HHE, ?‘Zﬂ]%{m UF"DI:IEI’J_L
MWG, WEARBEHENEX, 5—HmH, ¥
SBEHHEFNRABFARREFA. KFE
! @ﬂ]@ﬁEEEDD??’:EEE’JE‘E, BEfttiIxs
A AIERME (BFEIR, REREIR, BiR
&%) , AelERE, BRABIIEEETE/H
B LAk,

- SKEWH, B EFmhiaEtRIEHAEERE S

Skechers has covered all customer groups from children to the seniors to serve
them since 1992. Shoes and apparel are high-usage products. On the one hand, we
need to design three-dimensional products to meet the needs of different
consumers; on the other hand, | will think about what Skechers means to the
seniors. | hope to help them enjoy lives more freely and affirm their value to society
(economic construction, family construction, inheritance of consciousness), speak

for them, and become their trusted and reliable fighting partners.
- Megan Zhang, VP of Marketing and Store Concept Design & Development,
Skechers
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NOWADAYS, MIANY COMPANIES HAVE ALREADY TAPPED INTO THE DESIRE
OF YOUNG PEOPLE TO CARE FOR SENIORS

EUT, FOCIEEIBENFERA, RABRSRAER

Case: Ecovacs

Z2f5. BLXHT

Case: Nestle

= £8EEF

fisk —

] HM—&—, h&EE?&b l

~

Many young consumers buy ECOVACS sweeping robots to help parents
with chores at home, in order to make more room for them to enjoy life.
ECOVACS designs a simple and smart way to control the robot, to meet
the seniors’ needs for conveniently benefiting from the latest technology.

REFE AR WERLRETIMAZ AR A THBRPR \iﬁﬁi

Nestle sees that parents always keep their dreams deep in hearts
for the sake of their children. Brand advocated "Daily Care for
Nestle's Weak Filial Piety" for adult children, and encourage to
help parents regain their dreams and discover more possibilities.

AERRIAL SR BHER I N N pus oo
e Rt T ol i = ] BB SR SR, FeL TR, R
B A AR R, ﬁ%%ﬁ%h?@ FEE%E%OI ZmAI, LAREIRARERE. E%ﬂ;ﬁ?ﬁﬂﬁmﬁX
Wavemaker
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MORE COMPANIES WILL DIRECTLY TREAT THEM AS CONSUMERS
BRIECLAGS, R, kSRt RN SKBEMAEZHEE
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Viewpoint
WL

The silver economy has two meanings. One is that the seniors themselves as
consumers. The second is their children buying things such as apparel and
health products as gifts to express their care.
There’s big difference between these two markets. At the moment, the gifting
market is more prosperous and active. According to data, there are currently
more than 60,000 types of senior products in the world, but only 2,000 in
China. The market answering seniors’ needs is yet to rise.

— Jingdong Data Research Institute

BREFARRAN, H—REFASSENERENER, $2F
RGNS ERG. RESLR, BERAEEALED,
XEHRTHNERLEA, BA, ALEDHEESAIER, Bt B
MRS ERRA6HEH, MRENE20005/M, EEAEEERD
HIRRE RS,

— BURMIETSR

CASE FROM JAPAN
¥ B

Provide fashionable products that they like
iy -2:2n 3y -2 NP b b o fad T

In addition to the suitable products, fashionable elements
will be a focus in the future, with seniors being
increasingly sensitive to fashion. The Lele mobile phone
launched by NTT DoCoMo was criticised for being old-
fashioned, but recently it becomes stylish. ... The Hazuki
Spectacle Magnifier has become extremely popular
because it has escaped from the traditional design of
reading glasses.

- Consumer Behavior in Super-Old Age Society (JP)

FRTYRESENS R, RITTREBESEEFARIITAE
=R, BARERARIARTRERZ G LM, BHANTT
docomoffEHRYRARFHRMAERES, BRI HEAER
Xl ..M “HazukilRFEIUMAR" EABE 7 Z7iRE—
BN, BERETE.
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WE ARE ALSO WORKING WITH CLIENTS TO PAY ATTENTION TO SENIOR
CONSUMERS AND THEIR NEEDS

BEIESERZA—EREH . R

39

In order to resonate with the emotions of the seniors, aiming at
the issue that senior consumer are often overlooked and
misunderstood, L'Oreal Paris invited Helen Mirren, who was born
in 1945, as their spokesperson and spoke for the seniors’
existence to break the prejudice and fear of ageing.

- Case from WARC

AT SEEEFRHABRALS, BRISEHNEFERE

EERSI, WHEIH PR, BISHET 1945FHES
EREHEKICIEANEA, FANIEERRE, LETIRA
M TEZFRHIRYR U RERIEIR,

- SRE WARCHIZES

e

Bank of Communications notices the elegance and vitality shown by the
seniors in the square dance. Since 2017, BOCOM has encouraged the seniors
to participate in the square dance competition for three consecutive years,
building a stage to show their style. BOCOM continuously follows the dance
teams to interview them, and invests major media resources to maximize their
exposure and make their charm be seen.

IR E | T ZBERHME A5 asTHINKSET, TEMN20175F
THn, &L Eﬁr JJEP%EJW WSS H5ERE, NREREERIA]
T%@EU_TN HIEE, FHFERIRERIDSEN, BRESKERECER,
ILEZ ABRIBIRYE .



TO TRULY UNCOVER SENIOR CONSUMERS’ NEEDS, THE FIRST STEP IS BREAKING
OUR OWN PREJUDICE

ZHIFEFE AT R, 82, HEEF KRR

PREJUDICES AND STEREOTYPES ARE EVERYWHERE
RANSZIREIR, EEECEERINARXHERE, #iEtaT

L

OUR BIGGEST MISTAKE IS

TREATING THE SENIORS AS OLD, = ANASSESRIE
AS A PASSIVE ROLE TO BE CARED 40,40, SN
IN OUR SOCIETY s
P = A
BIIRXHIREX, PP
MEBEASEA, . " -
MEDNEESE ARG, e EIRASRLE .
In China, tags of "old" can be seen MIT REVIEW satirizes the stereotypical
everywhere labels for the seniors
EER, “EERE R EIT MIT REVIEW DIRRIES St 2"

ENEIE
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RESPECTING THEIR BASIC HUMAN NEEDS AND UNIVERSAL PURSUITS

/

FFEIE

e ], MNE

BTIRERIRY:

Basic human needs and value pursuit

ENRAMEERIUNEIEK

EfHER
Love and belonging

/

BRWR \
Safety

/

HIEER
Physiological

41

ARk n

The most important is to grasp the essence of human nature, such as the need to
fight against loneliness, the need for happiness and the need for comfort. In fact,
from the perspective of intergenerational development, the difference between
generations will become smaller and smaller. Taking “Dingdong” and “Pinduoduo”
as example, although it is not specifically aimed at senior users, the proportion of
seniors is high due to the affordable price. Another example is “Deyun She”, which
resonates with all generations.
Therefore, the key to tap the seniors’ potential is to think about their needs and
motivations, not just from a caring perspective. Brand should be an umbrella,
covering different generations.

- Ryan Fan, Founder & CEO, PANGIJING; Jing Wang, Founder & CKO, PANGJING

TUEAMRRRFREREZRY, AIIRAURAIERRTR, FORKRIIE
X, EFEAYE ka HIMAIRRERIAERR, FiRHRINERSEK
N, ELANMTISEER EH 22, HIRSRMBNE, SALEEEHE
P, (BUERTRB A, BHAERT, RRMBRELAASELS,
PTLAZIEE FAGE *jJE’JW'U,ﬁxEE,%% SRS, MATERBUEREN
AE, ZEiLmhEs SERERR.

—SBiE, Hﬂfﬁﬁﬁ%‘/\%%if%mﬁﬁ; Fi5, HEEImAFRERIIRE
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ON TOP OF THAT, KNOWING HOW TO SEGMENT THE SENIORS

FHERZ T, EEAsTEAENEH THD

THREE IMPORTANT DIMENSIONS TO SEGMENT SENIOR CONSUMERS

SERKBARREHS A YEE

We group them based on Generational Key life-stage moments will change their
Cohort Analysis mindset
BNIREFENNNRREPERA P RENT REEHEERIRIR
BRRIS A=A Above,75
. 755 LIS
WITNESS OF 7. ¢ ED N .
t REVOLUTION Newly retired
,ﬁ‘mﬁ ﬂ' &t IR
' ' About to retire
For more information please refer to Become IBMiE{K
. Cfipiter 3 . Grandparents
BEZFEENE=8F R 93535540
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They will become more sensitive and
vulnerable with physiological changes and
fading out of their social roles. Therefore,
physical and psychological changes are also
another important division dimension

TIRAFRBZMEEENT, FikHT
SAt, BEINAIEUEANNESS. FEmEE
DEEHEES—BEEANSHE
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THE ULTIMATE GOAL IS TO MEET THE NEEDS OF DIFFERENT SENIOR GROUPS
22k BRRE N T e FIRAEHREI R

The evolvement of Lele mobile phone:
Since launched in in 1999, the sales of NTT DoCoMo's Lele
mobile phone has been growing. But they did not deep dive in
the needs of different senior groups. After re-scanning senior
consumers, Lele divided the seniors into ten segments and
specifically developed new models for different groups.

- Consumer Behavior in Super-Old Age Society (JP)

BAEFRFFNMADERZIE:
BIANTT DoCoMoRIRARFAIM1999FHEHF20055F, A4k
H—ELFERIRS, BEXRHRRADITARIR RS
BHalhge, EEFMREZE, RERFISREEMAS
TEHK, SRR ARHA & T ARTHEERY =M.

- (EERTSIBRITAZFEA))
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There is no generalization for any groups. Consumer stratification is what we
must do when doing marketing, and stratification needs to be gradually
refined. Now in the Chinese mindset, the boundary of dong what at what
age is very blurred. When re-defining consumers, we need to explore
communication methods from various dimensions such as targets’ city,
income, background, behavior, pain points, family structure, media habits,
etc. This is the topic we need to dig deeper.
- Megan Zhang, VP of Marketing and Store Concept Design & Development,
Skechers

X AIRRFEBABE—HEMIE, HERE 0 ERHAEM S HARHRY
MBS, MEDEFTEEZLSMENE. WEFEWSE, HAFLZ
MHASRINRELREM T . BEEFTE XA ENSZEFAIR
N, BE, 178, BR, FXESEW, MEIBRSESEHEEREERE
AEREEL, XEHNFERNRIRE,
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THEIR VALUES AND NEEDS HAVE EVOLVED

PERRARHAFRR, BEESIFEH

THEIR VALUES HAVE EVOVLED IN THE FAST- SENIORS ARE NOW RE-INVENTING THEMSELVES
CHANGING CHINA SOCIAL ENVIRONMENT AND LIVING LIFE TO THE FULLEST
EEEARRAITE, EIAMERERRTHR A?EEI’JW 1], EAERFNER, EBEIEE
BiEMZ He, RXMi&

SEIZING THE DAY, RESTORING DREAMS
EEST, ERPE

SELF EXPRESSION, BEING APPRECIATED
RIIXK, AARRR

TO FIND OUT MORE, PLEASE READ CHAPTER 3: UNLOCKING DECENT AND RESPECT, QUALITY LIFE
THE SILVER ECONOMY REEE, REES

MET RERAEHAINEBEMEEZIR, BIERERE=RE (R

BRFNEA R ES) SELF-ACHIEVEMENT, SOCIAL IDENTITY

Bk, {TSIAE



SENIORS ARE BECOMING MORE PROSPEROUS, HIGHLIGHTING THE FAST-
GROWING SILVER ECONOMY AHEAD OF US

AT ER s s, EET

45

FH

Four core needs that nourish
China’s silver economy

A R R FHITIA TS

CHAPTER 2 ¥ W &

For more details, please THE HIDDEN VALUE AND POWER
% A AR )

refer to Chapter 2: The
Hidden Value and Power

RE-BUILDING A

HFIHEBENSE _RE:
RERYRAERFE

SOURCE: Seniors in china, the “hidden treasure” report series. Chapter 2: the hidden value and power.

PEEBRUHSHERNMERIIRS, FRE: BREELMENRmI

HUIR AR LT RN

ERATHIY AR R TER

INVESTING
IN HEALTH

Wavemaker



THIS RISING PROSPERITY INFORMS ALL ASPECTS OF LIFE, ACTING AS A
CATALYST FOR THRIVING INDUSTRIES

SEMNER, EEEEAAEE, FHGESTNENER

INVESTING IN
HEALTH
HEALTHY FAMILY & PERSONAL HEALTH: BODY,
ﬁi@ SOCIAL RELATIONSHIPS MIND, APPEARANCE
10N RESHAEXROERE  MSEE: 5. 0. 40
NEW COMMUNITY NEW ROLES
NEW SOCIAL CIRCLES NEW IDENTITY MULTIPLE INCREASING AWARENESS OF
APPROACHES
IEENE, BT MEE, FHEH PREVENTATIVE HEALTHCARE

o ZHANF, REER  mpEIREHnE

A RESPECTABLE
RE-BUILDING A S ND EIEE HAVING QUALITY
EXPANDING LIFE LIFELONG LEARNING PRODUCTS AND MORE FUN
’ v — .
EXPLORING THE WORLD RECREATING VALUE ZEAER, ERE

MR¥E, RRIR 2533, fMiE=E BUYING PREMIUM STAYING YOUNG
INDEPENDENT DECISION- AND GLOBAL AND TRENDY
MAKING & BUYING minftSmEt FRRSREL
BERR, HEMT
46 SOURCE: Seniors in china, the “hidden treasure” report series. Chapter 2: the hidden value and power. Wavemaker

PEEBRUHSHERNMERIIRS, FRE: BREELMENRmI
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WE WILL ANALYSE TRENDS AND OPPORTUNITIES IN THE
SILVER MARKET FOR THE FOLLOWING CATEGORIES

FAMFEXILA T RS, EimRAamizaa

INDUSTRY
OPPORTUNITIES

F=Arinis

RANTAINIE

\ BEAUTY & FASHION
| RIS

& TRANSPORTATION & TRAVEL
& HiT5hxinz

J24 " FINANCE SERVICE

- ERMSWE

LEARNING & VALUE-CREATING
s & FISRE

1y J) HEALTH & WELLBEING
) BET5ER

LIVING & COMMUNITY
B{ESHX

Wavemakei



WE SEE THREE GROWTH OPPORTUNITIES AS COMPANIES ENTER DIFFERENT

SILVER MARKETS

AR NEAFEAARERIR AT

IMMEDIATE HARVEST | BPZ3k%E

HELPING EXISTING BRANDS AND PRODUCTS
APPROACH SENIOR AUDIENCE DIRECTLY TO
HARVEST LOW-HANGING FRUIT

FEEEEERI R mERHNREA T
7, IRISEIZIAIER

BEAUTY &

TRANSPORTATION
FASHION & TRAVEL
ESESTi LT 5hixib

48

INNOVATE OFFERING | GlJFr{itsg

PROVIDING MORE SUITABLE BRANDS AND
PRODUCTS THROUGH INNOVATION

g@hﬁ RHBEESRATZIRES

Vi
})_l_

)

7 f) \

7,)1// A “,
FINANCE LEARNING &
SERVICE VALUE--CREATING

ERESWE FI5MEENE

FUTURE VISION | K3EEE

CO-CREATING BUSINESS AND COMMUNICATION
MODELS WITH COMPANYS BASED ON FUTURE
VISION

ETYREEMES, SBiflHEERRELS
AR

Qi

HEALTH & LIVING &
WELLBEING COMMUNITY
Efr SR BiESHTX

Wavemaker



INDUSTRY OPPORTUNITIES:
BEAUTY & FASHION

A& SERT-SRTE]

Ll

THE PURSUIT OF BEAUT
NEVER ENDS

K" =XIERIE

Wavemaker
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BEAUTY AND FASHION NOW MEANS \.

E5T, EMSHEAERE

* Social Proof and Achievement

* ldentity and Expression

« Empowerment, Spiritual Pursuits,
Life Experiences

* Health and Vitality

3 N ) 2%

- BIp5FRX

- BARIBR, BEHERMNEREZND
- BERS5ES

N AU L
!

L “‘. l'”i’ -! ";-‘v v,", .l
e |
1

‘ M ._ r"',‘\ '
R AR Vi L FE AT b
/ \L\‘/ ‘ : A"\ \
/7}>\?‘ e |
g/@/ Z 1 ST 5
/o '/ E / Y:J 3
S

™ "WHAT IS HAPPENING

[EFERERTEE
Demring Emotional Expertise / Solving
Value and Meaning Specific Problems
IR BERMEFIE N M /eI

Refinement and Intelligent and
Occasion/Scenario Base Technological

/SR BREMRHR

Healthy and Active Lifestyle
R, SEIRINEFL T

Wavemakel



IN THE SILVER ECONOMY

DESIRES ' {§§=%0 REALITY
=K W IIsC

To gain attention, be recognized Neglected and undervalued

To gain respect, decency and dignity, show a Prejudice and stereotypes: marginalisation and
better self and vitality negative impressions

Achieve self-worth: show value and have Lack of advanced and targeted solutions
individual needs met

BRIKE. BIAR BN, AEN

E. 5. BUBERSFREED FERUFIZIMREDSR: 054, LAIR=EENG
SSMERMNE: BRINME, BEMEHCFK HEEISR

FRDFEIHRY, LARETRIIERIRRRTT

Wavemakei




THE SILVER BEAUTY AND FASHION MARKET IS THE "ELEPHANT IN THE ROOM",
WITH SIGNIFICANT BUT “INVISIBLE” OPPORTUNITIES

TIBTESR AN S E I "BEENAS" | BAHNAZN
DEMAND B3R ) ¢ / SUPPLY {48 Y % % X

@ Consumers’ needs cross various sub-markets Lack of basic attention, education & guidance
FSihZZ AT K ROBEARNXE. M ESES

@ High social needs and attention to appearance Insufficient R&D and market development
SRR FE K, TEES HRFMMIZIRANETERE

@ Looking for specific solutions Lack of targeted brands, products, and services
EEBMYBIRRS R KERETXIERI @A, 7™, FIIRSS

@ Seeking for differentiated expression Lack of standards (e.g. size standards, industry rules)
ERUHRAFE K RMTARE (ISFARE. SEEALE)

52 Wavemaker



THE SUB-MARKETS ARE EMERGING AS FUTURE BATTLEGROUNDS

Mo EnE ) Ninfk, F— 8RR

AHIARFIBIK T

Categories related to beauty and fashion are high-growth markets, such as:

SRR EERRImSE RSB IKE N, Hlan:

SKIN & BODY CARE
FRARANS PR

From January 23 to March
20, the beauty product
consumption on JD. Com
by consumers over 50
increased by 51%
compared with the same

period last year.
- JD Big Data

18238&3820H8AiE, =
R50% LA E AP MSESEGAY
BT ENEUIE S 1%

- FIRAKEUE

53

BEAUTY
FAL

60% of senior females
purchase cosmetics.
Avg. purchase frequency
per year: 6 times

- Seniors’ consumption data by
Alibaba, 2018

TR RS A I IR S EE

60%, FIIMEMILTIREL: 6

X

-FHEEE (RAKEZETHREE)

BODY MGT
B EE

In China, fitness users over
50 account for only 3.2%
of the total. In contrast,
senior consumers account
for over 50% of the
purchasers in China's 200
billion RMB health product
market.

- Gym square

£HE, 505U LESAEF
X53.2%, LT, 200012
ToREmTET, BFAL
TRHZRABRYS0%LL L.,

- Gym square

MEDICAL BEAUTY
ESES

On the first three days of
the Golden Week in 2019,
the number of seniors
going to aesthetic
medicine institutions for
oral care and beauty has
nearly doubled versus the
same period last year.

- Golden Week consumption
report by Alibaba, 2019

2019F+—=m<EFR=H,

EETEATIH T ORI,

EEFANFEFEALLEFR
HRIE TR,
- (2019+—EEFHEEIRE)

APPAREL

=
= 5 A
A

According to data, senior
consumers purchase avg.
five silk scarves per person
per year as an all-purpose
accessory for different
occasions.

- Silver consumption upgrade
data by Alibaba

WIEDR, & EEFEABREGEA
ISMSESSRLT, (ENFRFE T

RYE & e

- FEBE ((RARHEZEFRETE)

Wavemaker



SKIN & BODY CARE
BZBAFNEHAIFIE

COSMETICS
AL

BODY MGT
B ER

MEDICAL BEAUTY
ESES

WEAR

=it
R

THE BASIC SKIN AND BODY CARE MARKET HAS GREAT ROOM TO DEVELOP

BJ%, =htHY

R RRFIS AR FIET

OPPORTUNITIES | i@

NEEDS TO BE
FRERFE

MET:

* Targeted solutions
* Comprehensive and diverse

solution

« FTXIMERTRRR
- ZElER.

54

AES

ZREERIBIRTI SR

AR EE REYF

EXAMPLES | ZEf5l

OCCASION-BASED SOLUTION ¢

BETRARLE

PRIOR"

"ELIXIR
series is aimed at women
over 60, providing specific
care plans based on needs of
different scenarios.

Shiseido's

BEERJ“ELIXIR PRIOR” &
FIEMmeo&Z LA ELtE, &
RIEAENGEEKEM
FENPIE G2,

&R ZS(A]

CUSTOMISED SOLUTION

- EHIAE

The

medical

medicine
provides

If.EKDDH—@HEIEnnJ:FlXE
- HENEFER. ELUANAD +

CHORE

HNEZFNEZHL0,

 BEERITENEHINE
B, ILEBEARA

MEALRIARSS.

: anti-ageing
. center owned by the French !
. aesthetic
. FILORG

. consumer a personalized skin
care experience. :

brand
every |

VARIETY OF SOLUTIONS
ZRFIERIS S

Beauty care can also be
internal usage. Recently, top
scientists in various countries
are testing the co-enzyme
(NAD+), a highly sought-after
anti-ageing compound, into
applications.

BRIMAE, RIRBESEIFE
A=A AT,

Wavemaker



SKIN & BODY CARE COSMETICS BODY MGT MEDICAL BEAUTY WEAR
RRERANS A 2L B EHE ESES FE

THE BUDDING BEAUTY MARKET IS LACKING BASIC EDUCATION AND INSPIRATION
HOR, MIEBSISET, ROBRIOKETIEE, REREBERIEES

OPPORTUNITIES | {18

NEEDS TO BE MET:
T ERI TS

» Accessible and suitable products
for different skin conditions &
aesthetic needs

e Easyto learn and experience,
guidance to use in different
scenarios

- FEZRAUNBEERRRESHE

BRI
- FRBSIZIEE, (6
ST

55

EXAMPLES | ZEf51

EASY TO LEARN AND EXPERIENCE
(K A= R0

“BOOM! is for women who want
to reveal their genuine beauty
with an honest and realistic
approach.”

BOOM! by Cindy Joseph is a beauty brand for the
seniors founded by the 51-year-old model Cindy
Joseph. In order to help consumers find the right
product, there’s an intro video on every product
page, detailing the composition, use method, etc.

BOOM! by Cindy Joseph BIIFE51% gUHE4EFCindy
JosephBI3ZRY—"MNETIR A RFHARISEIZ AR AE.
BOOMEYF=GIUHIER B FIIM, LMERATE
BT FERAESNNINER, KESENRHAFES
anfafsEFe.

BEAUTY GUIDE TO INSPIRE
idEr, BIIXK

1P
3 P
» PAR-

In addition, BOOM actively uses social channels.
Brand’s Youtube channel has shared over 300
makeup tutorial videos for mature women,
showing the true beauty without fear of age.

LtE5l, BOOMIAFRIR fE Youtube L3 E AR
REHRRMEIEE NI, KA RITIE
FFRGHIESLEE,

Wavemaker



SKIN & BODY CARE COSMETICS BODY MGT MEDICAL BEAUTY WEAR
RRERANS A AL B EE ESES FE

THE SENIOR BODY MANAGEMENT MARKET IS STILL A BLANK SPACE
AR, BRINPZENSEEMGSERRZRXE, EENEFR, REANEAER

OPPORTUNITIES | #1128 EXAMPLES | 25l
Curves, a female gym founded in the US, is popular with senior females
NEEDS TO BE MET: after being localized in Japan. Members over the age of 50 account for
%ﬁ&ﬂgﬁﬁé‘ : 87% of the total members.
EERZMEEB B Curves, EHRALTHZ RAZIRAHERHARY
* Looking & feeling healthy B, 50% LA ISR HEEZ87%,
* Professional (courses or smart
devices), safe, humanized, and EASY TO GET TRAINED ~ PLACE FOR SOCIAL
friendly social environment 2 EFHVEEHZ)|1 45 BEIRIRES R
The store's biggest attraction is a 30-minute recurring Being exclusively female makes gym-goers more
. [EEMEMENET fitness course for women. It’s safe, and easy-to-use comfortable, as well as providing a great social
o BVl ()I|GZeEREIRE). . AE feature has attracted nearly one million users to register. environment.
. LUIRRIFRIFL I CurvesBIEZ M TREBERRSS, FHERN  ARSTIMNER, IHREZHASEER
2R, RIT 7T —ERS0oHANEaRR, LIRS - &, FR, FEGRIABHE—EERREREENH

TIEERNBFTRERAR, G
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SKIN & BODY CARE COSMETICS BODY MGT

RRERANS A AL

B ER

MEDICAL BEAUTY WEAR
Ex FE

THE RISING PROFESSIONAL AND MEDICAL BEAUTY MARKET IS GEARING UP TO
ATTRACT THE SENIOR OPPORTUNITY

—
OPPORTUNITIES | i
_

NEEDS TO BE MET:

S ERIFES

» Professional, effect-oriented (e.g.
for specific ageing skin problems)

e Easy-to-acceptand apply (e.g.
aesthetic medicine products that
can be daily applied)

« TV, HESEIFRARS

(SNSRI

- BEREZMNANTRIRS: b

aNeEN BB B ERENESE

rmEARSS

EXAMPLES | ZEf1

SAFE AND EFFICIENT
PRODUCTS/SERVICES
RZEEVHT /RS

Hot Maggie, which has
immediate and obvious effects, is
highly sought after by users who
have skin-tightening needs. Due
to its low risk and good effect, it
has been a hot topic among
senior women.

EAREHATR, MBS RES
S E X ERRILE, 22
—EANTIEFIERE.

57 SOURCE: Mintel, Attitudes towards Beauty. Mintel, {XIZEFHSE)

£, lEkPNESETE, NELEES, IXNERKX

“LIGHT AESTHETIC MEDICINE”
PRODUCTS/SERVICES

R EE"IIST R/RSS

For brands that provide aesthetic medicine products or
services, there is great potential to provide products based on
aesthetic medicine concepts. For example, Eaoron's Hyaluronic
Acid Collagen Serum is claimed as a non-injectable aesthetic
medicine product and can be applied directly on the face.

MEMELST RRRS0RETS,

™~

EHETEEMENTm T8 8. , j;
540, EaoronH9IE FRESIRE R RELL e |
ﬂﬁﬁﬁﬂ?ﬁﬁiﬁﬂ‘ﬂ@%?éﬁ, EIN=t: | é | A S
FEEERRER, e |
Wavemaker



SKIN & BODY CARE COSMETICS BODY MGT MEDICAL BEAUTY WEAR

RRERANS A AL

B EE

ESES 2

FINALLY, THE APPAREL MARKET NEEDS TO BE RE-DEFINED

Ex

=Ia, BIUTFERIFE (&

OPPORTUNITIES | *E.is

58

NEEDS TO BE MET.:

S ERIFES

* Show the style and charm of each
stage, including the ageing body
and posture

* Help everyone to show their
different selves, as well as the
fashion matching for different
occasions

- BRBTE—MHMBRNEHXESE
7, SREFERREMS

 BEEESEI MARIIERCRIER,
REG A Eh =AYEES ST

iR) ™1, BFMIKITIN, NS

EXAMPLES | 251

Show Elegance & Fashion
RIS

Wacoal's “Grappy” series for senior women is one
example. Grappy is a product line specially developed in
response to the physiological functions and body shape of
senior women. It provides comfortable underwear for
winter, bra designed for shaping breasts, corsets
completely covering the abdomen and lifting the hips, etc.

- Consumer Behavior in Super-Old Age Society (JP)

R SRR T A0 Grappy” RIIERARRER.

Grappy 2 HI/RE N IR A LR EN e 5 58, |

MR RRF R, ZR5IEHE: EEELFEN

TFERR, RTINS, T20BETRARE

EOAUERYE. BIESEREBRIRI RS R.
- (BERTESNBERTAZEDN)

At R IR tiE

Suits Body Shape & Aesthetic Changes
Er=p= v b e RN

Chinese brand Frozen Age Diary is committed to making the
best clothes for frozen-age women. Li Tao, its founder,
believes that aesthetics and body are changing at different
ages, and appropriate and comfortable clothes are needed
at each stage. However, the size standards in China are all
based on the figure of young people, and the figure data of
Chinese women of different ages is missing. They hope that
through the data collected bit by bit, they can provide
clothes suitable for different stages.

PERERR BT, BOTAFRRIEEIRORRIR.
HElmAZHEND, BEIBRERRFRMERERE
TR, BTMREBEEEFENGFENRE. B2,
FENRERESEETFREANST, FEFERR
HPEZEES D EISEETRAY. (528
I —R—iERERNEE, ARALTERHMRMES
AEIBTERRIRAR.

Wavemaker



IN THIS MARKET, WE ARE WORKING WITH BRANDS TO:
ERIISRTE™IZT, Befill

CERIE N IR :

INSPIRE & ATTRACT

Sy ilE]

Be closer to senior consumers and trigger interest

SIRARHAENSER, 5|5EZINE

QUANTIFY POTENTIAL

=

iL71)=VA

Evaluate and test the real market potential

SEUEANIR HImAIESEE ]

59

PRECISELY TARGET

FEERIA

E.g. data pack, brands and solutions for the seniors

PR AEHALIEE. TRmESHERTE

CO-CREATE WITH SENIOR CONSUMERS

SiR&

LR R ILSRR

LSRRI

Involve senior consumers in innovation and development process

S5 AR AITE

Wavemakei
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INDUSTRY OPPORTUNITIES:
TRANSPORTATION & TRAVEL

FAIE: HITShRie

EXPLORE TRAVEL EXPERIENCES

BH&LT, S

Wavemaker
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TRANSPORTATION & TRAVEL MEANS
HITSIRFIESIKRE

« Capability to expand my experiences
A sense of control of life
 Exploration and freedom

A symbol of a vigorous and active life
 Enhancement of relationships

- BATIIRZRINFAIRE
-+ WEBRHNEER

- HESBH

- FIREFRSEDNORIE
- BHXE

WHAT IS HAPPENING
IEFERERTES

Travel efficiency and
convenience

HITRERFER

Better assurance &
standards

BT ERIRENIREE

Travel social

BRiFFAL 3L

Senior friendly facilities
are popularising

RARFIRIEEER

Diverse travel themes
SR TERR

Wavemaker



L. I

IN THE SILVER ECONOMY
(BLERAT

DESIRES

Efficient & flexible: easy to reach, sense of
control

Social: enhance relationship, make new
friends

Showcase vitality

Explore, experience, sense of achievement

ERERIE: ZTHE, BEER
#1132 REEH, SRR
BRI FRSET]

R L. P

REALITY
BIsC

Lack of solutions to improve efficiency,
sometimes even restricted
Homogeneous products & solutions
Lack of desired experiences

Need better system and standards to
guarantee safety and care

FRDIRFHHITRERAV TN, EEREH 71750
RERBRUHF MRS, FEZIRMEIR,
R/ DB E T KAV

TR/ D SEERITRERRIER R

Wavemakei




THE TRAVEL AND TOURISM NEEDS OF SENIORS ARE ESCALATING, YET THEIR
NEEDS ARE NOT WELL MET

SRS, BARIRA

R

1T SRR KL

CEFHER, (BRRFARRIFHERE

*

SUPPLY {45 FE * *

DEMAND FE3KE

@ Looking for specific and considerate solutions

FIRTMERY. ARG MOHIF anflfER T 3

Needs cross various sub-

industries

FHesEERSEESNER, RKELEMHMIRSS

@ High social needs and attention to appearance
iciF AN : A F RSN BRI T
AT, RARAIRERIEEEL

63

Lack of more advanced solutions and services
(mainly replying on the government welfare and public programs)

FRDEISERIHITRR S E SRS, BRILIBKT@E
MERKEEITHEAE

Lack of guidance or products to improve efficiency,
and provide better experience

RS | SERNEREEYS, DIRIRMHETINE

Chaos in the tourism market:
homogenisation, low-price war

icprizalR: B, RIMER

Wavemaker



Qi EE uoneyodsued|

THEIR NEEDS ARE EVOLVING
B76, ATHITHER, 28RN EH

The travel demand of seniors is not just to travel, but also to explore

IRABHARHITERNMUNERER, EEESHHIEH

S_“I CAN GET THERE” g “I CAN GO EASILY” .2 “ILIKE/ENJOY IT”

BRI LAKIA BRI LIRS ERNE HEWR/EZ

Capability of reach Safety, efﬁf:lency High-quality service
H4TRYAE & convenience
JBB

BRRIESE RARIRHIRS

64

2 “TO EXPLORE FREELY"

A LR ORI LR

Vitality & exploration
EPAESE? A

Wavemaker



Qi EE  uoneyodsued|

THERE IS A LACK OF SUPPLY TO MEET SENIORS HIGH LEVEL OF DEMAND
ZAT BRI ta AR T EDIRMNE, RO TEM T RIS

S “|CAN GET THERE’ “I CAN GO EASILY” “| LIKE/ENJOY IT” “TO EXPLORE FREELY"
HATLAKIE HATLMRSERE HEWR/ER HATLURRE ORI E

Safety, efficiency

& convenience High-quality service Vitality & exploration
24  ENFEE SRR ENERR

Nowadays, the rising seniors with increasing desire to travel hope to have a more convenient and
comfortable way of travel. However, the market is still dominated by the needs of young generations,
and lacks attention and care for the seniors. More companies and solutions that serve high-end needs

The current policies and infrastructure are
mainly focused on improving the travel
service, continuously optimizing the facilities
and services of barrier-free transportation
system. By 2035, it will basically satisfy the
travel needs of the seniors and the disabled. are highly expected.

- Opinions on Improving Travel Services for
the Elderly and Disabled AT, IEEFRRARHY, LIRRIRERAIVFRNIR, aPa2aeaBER, FENGHT

H ATBCRANER i = B R ESC I o 53l B2, mZIEANUFRAIIERAE, MRS ERDITTZR AHENSXIE.

BHTHRSHAR, HUTEEBEE BEERK, BEZRSTEMBIKRNEISHERTE.

ARSSHY "mEIRhE” 0 "HRARSS" |, FUHAE!

20355, ERHBIRLEIK. TREAR

HITHRE.

- (RTFTH—LIENSEEFAREA
H1TARSZHISCHER LY
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THE BASIC TRANSPORTATION DEMANDS OF SENIORS CAN BE BETTER MET

_l

g HNEEER, EAFEHMEMHITE KT LSRRI E
(@)

%’{ S “I CAN GET THERE” gm “l CAN GO EASILY”

= el LAFIA Ko LIRA{ERZE

EE SAFETY, EFFICIENCY

ol CAPABILITY OF REACH & CONVENIENCE

tHif7HRES) 28, BRUHIEE

EXAMPLES | ZZ6

REMOVE OBSTACLES AND GO WHERE YOU WANT| iRRERS, Rt Emmm

Si is developing driver] lutions for th iors, hoping to solve th bl .
e o ot i s o o s, | ISRy P ummm R,
' XS )R WyEEE] AERYAIE,
Currently, autonomous driving startup MooVita is developing an unmanned cockpit for "B, EiE 9&7‘}]@]/\__]MOOVItaIErijE'f—ITTﬁDDiﬁ
senior citizens living in Singapore. The unmanned cockpit is designed for public IRABEFATNEWE, ZTAZEWEE N ANTERERIT,
transportation and is only half the size of a passenger car. While helping the elderly AR BRAZER i: ERBZF ATRHTIRSHE
remove obstacles to travel, we will do our best to protect the elderly to travel safely. S, £NPEFAREHT. hE
- FEIR

- China automotive news
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BETTER TRAVEL EXPERIENCES CAN ALSO FULFIL EMOTIONAL NEEDS

—l

o MEERHTHRGAERRER AR, HeeER AR EISEN

k@)

O

2 ® | LIKE/ENJOY IT” .® “TO EXPLORE FREELY"
EE KRENR/ERZ AT LURBE ORI ZE
a\I HIGH-QUALITY SERVICE VITALITY & EXPLORATION

mERRIARSS mNERE

EXAMPLES | ZE{5l)

PROVIDE PERSONALISED WARM SERVICES | :BIBIRSS, fREMT

SAIC Mobility hope to provide warm and quality service with more customized and considerate experience for the seniors.

ER=EnERRINmERSS, MRARHMEHEEHIIE, MOBIHIT.

The vision of our brand is to make quality travel available. The comfort | BB R R ﬁmltﬁq{ﬁﬂj?i', Fa K. Hfl]
and reliability of seniors’ travel is our priority. Quality service needs the ' ST EFEALAT E’Jﬁ%xﬁfﬁ":’_ﬂzi{%lfg%%‘m&{jc
AR, RERSEENERNTONRTH. R

of responsibility, not simply chasing speed and business opportunities. We I %gfig}@m%mjté_rl_éitz%ﬁ;%i{ﬁg%

offer personlised services and explore to develop more warm services. | WHIRS, tEFAEMOIRSE.
- Maggie Wang, Marketing Director, SAICmobility 1 -Fi, FEHTHRES

determination to execute. Industries that serve seniors must have a sense

67 Wavemaker



IN TERMS OF TOURISM, THEIR NEEDS ARE ELEVATED

TR, EikEoE, ENEXREEToEEK

68

SOURCE: Seniors in china, the “hidden treasure” report series. Chapter 2: the hidden value and power.

PEZRUHSKERNMERIIRS, FRE: BREELAMENRmI

Wavemaker

CHAPTER %
THE HIDDEN VALUE AND POWER
i ) A A R

For more details, please refer to Chapter 2 of the
series of reports: “The Hidden Value And Power”

FEBENARIIRESE _F:
AERYR M ERNFIE

m%m EI%EI
" .--‘-..
(it @37

CNHX  ENZEX

Wavemaker



THERE NEEDS ARE BECOMING MORE DIVERSE

e JIBNREBENIFESH

PHENOMENON | 2 TFiRs:

PURSUE A BETTER
KEEP UP WITH THE WORLD LIFE/QUALITY
> IBKEYT
EEJ:H?”t' Eﬂﬁ EXPLORATION SSRES
Seeing the world, checking off to different EXPERIENCE According to Ctrip data, the proportion of

destinations and chasing hot spots are 7=, WH seniors who chose four or five diamonds
also the motivation and pursuit of the group tours in 2018 exceeded 85% and
seniors. personalized demand is on the rise.

EiHR, ZEARRBRIFTR, BEHR EREIRER, 2018 FIRA ISR,

1048, EERIRAEHARENISIEXK, UP-TO-DATE Multi-purpose NAEAIZFEALLAEIT85%, BAMER
58 _ERSE ZEERLY Ek B HE

TRAVELWITH THE CIRCLE ENHANCE A
AR R St CluE

Ctrip data shows that over 50% of seniors do not
depend on families to travel and have an independent
social circle. Travel is their new social mode.

ERERSE: BSRRIEFIREFMERE, B
EMMAACE, Hcir AR AT
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CONT’, RISING TREND - PERSONALISED, THEME & WELLNESS TOURS

[F=ZRITA] EHE. 3

70

Personalised tour

RE hifif

Some organisations use tribe
marketing to connect with people
who travel for social activities.
They develop customised services
to enhance the freedom of travel
for the seniors.

MoNEENBESHE, &S
AT A ERIRIARE,
ABRARITEEHIIRSS , =BTt
RARHARRI AT,

Topic tour
FRinF

Some tourism  agencies are
developing distinctive theme tours
for the seniors, such as wedding
photography tours, Tang suits,
Hanfu tours, to have unigue
memories and show style.

— R BRI B TR
I RRERSEIERE,
IRLDIRIA, BERINIREIHZ RS,
EBRMREEIZZ R, GETA

ERlE. IRERRFRN, R hRARIAES

Travel and Recreation

IS

The touring residence project by
Taikang House allows the seniors to
savor every stop taking in the
scenery. Meanwhile, standardised
high-quality services can provide
seniors with stable and familiar
services.

ZERZFITIRAMTBIREINE

REBILLEZEFARBEERE—1E
BEEFKAS. BRI, Sm
B RIPROTRELARSS , BEfE
Eéﬁﬁ/\?ﬂ%ﬁ)ﬁi%fﬁﬁﬁ?&%ﬂ’ﬂ
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THE TOURISM MARKET CAN DEVELOP WITH SPECIALISATION DIFFERENTIATION
AND SETTING STANDARDS FOR SAFETY & HEALTH

HAIR BRI —T AR, ERRAEBRATIWE., EZR3M. UNEY

ZE5RENNE

CURRENT PROBLEM
= T [A)R
PROBLEMS: Homogenization; chaotic market, qualified &

unqualified organizations jumbled together, lack of standards and
regulations (such as safety, health and care)

B B, mimREL, SRR, RRENINE, ttilge.
RS R

“Senior people over 65 y.o. need to sign a contract, providing health proof,
and must be accompanied by others if over 70 y.o.. In fact, many senior
people are in good health and would think that this kind of regulation is
limiting their travel needs.”

—Silver Industry Expert

WA MR —3E65 LA LATEN L EE T /E, FEFHEFIERT, 70L4L

LUTENIER, BLREZALIGIEERIFH], SBaXFERE T Lz

— FERRMHIREZOATL
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Y CASE STUDY
ESHIIEES

In 2018, the Japan Tourism Administration has compiled an educational
manual of "Accessibility Thinking" in order to eliminate prejudice and
discrimination against the elderly and the disabled in society, especially by
practitioners, and to better serve the silver group.
SPI Aouei, one of the travel companies established with this concept, has been
favored by many elderly people through continuous quality upgrades and
innovative services.

— Curiosity Institute

2018 &, BAKERNERIELE, SIRMIETEFANILEAL
R, FHATEFIRSIRARHAR, RS 7 LTRIEEHE UE
Fat. LUAESESZRYIRIFATIZ —SPI Aouei, BISAMTRIGARFRFD
BIFIRSS, REI—REFARITER.

— FEF OISR AT
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IN THIS MARKET, WE HOPE TO HELP BRANDS:
TSR T, BAIRERBEIEL:

~ TRANSPORTATION | T TRAVEL | it

NOW: GUIDE FOR QUALITY SERVICE

E: 51SmEHT ME: WS UIRITRK
Improve capability and efficiency through existing solutions Inspire and satisfy different travelers' diverse needs
B EARRAL R, B HITAISE IR BARMHEEARIRAIKTERNSHEX

FUTURE: BESPOKE QUALITY SOLUTIONS

K. EHHGEELHITEE RK: RHHBEIRI TG
Approach with bespoke solutions via Al & cross-industry cooperation E.g. easy communication & culture immersion, AR & VR experience
EE SRS RES, BERERES AR RRIRRD R IR AIREH— R, WTCEBEARR SR, AR/VRIARS
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INDUSTRY OPPORTUNITIES:
FINANCIAL SERVICES

B EMsSVE

ENTER “SECOND LIFE” WITH

RIEBZAB__ANE

Wavemakei




SENIOR CONSUMERS ARE THE MOST IMPORTANT FINANCIAL CUSTOMERS
IRREHAR R REEEZNESRMER, IIEAVEUP, & HEEIREN

Senior consumers have been recognized as the most important users of financial products, and with China entering the rapid
ageing stage, theirimportance to the financial industry is self-evident.

IRKBRELRREANESR - mINEZAR, MEEREHARRZRMUMNER, BIINEEEASTE.

SOURCE: Seniors in china, the “hidden treasure” report series. Chapter 2: the hidden value and power.

er < W k
EE MG SOBRNERIIRE, BEs B EREN avematet
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FINANCE MEANS
TS VEE®RE

* Risk resistance

* Financial independence

e Ability to support quality of life

* Achievement, status, pursuit of dreams
*  Wealth accumulation & inheritance

« XU AIHER]

.+ RN

- EKmEEERYAE

o« BkEL. . LAKBENESIFAE
- FRESEK

WHAT IS HAPPENING

= NN SES

Specialised for Seniors Suit diverse purposes

RS BEHAE S L& B SRV K

Personalised solutions

EHISHT L

Integrated, cross-industry deployment models

Bahx, 208, E~lsE
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IN THE SILVER ECONOMY

/

DESIRES

Security & steady wealth growth: Risk resistance,
financial power

Comprehensive, worry-free, integrated:
integrated, flexible, meet multi-purposes (quality
life, pursuit of dreams, hobbies, supporting
children, inheritance, financing needs)
Personalised, “For Me”

RIESTEENVEEIK: KEXEGE, 257E70

4=

ZamaiEenE: 261, LIRREHR,
RINREZHE (MRER. BXREE. Zif.
SIFFR. 1E&. BEEK)

BEHCS, BETAK

'iiiﬂ?f%ﬁ?iﬁﬁiﬁ ‘

REALITY
IsE

Efforts are still being made to address these universal
yet basic needs

Service providers and products are relatively scattered
and lack of integrated platforms and solutions

Lack of segmentation & personalised solutions

B RMAESS DR EERIEALIETE K
%ﬁﬁ*ﬂ?ﬂiﬁﬁﬁ%&, RDBEERFEH

R, DARIRRIRTTZE
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WITH BOOMING DEMAND, COMES A REAL LACK OF RELEVANT OFFERINGS
BRFHRER, BEXIRA

HANERS U ET

DEMAND FE3KE

V)

VY
VY
Vj

Complete protection

EEEAVRIENE

Stable growth
MR EIBIK

Flexible and one-stop solutions

RigT—ILTVEE

4

TR IR RYF A ARSS

SUPPLY {H3E

* X

Q Lack of systematic solutions to cover all stages

RO R GERRER S =S 2N ERIYRE

Q Lack of customised solution to satisfy

Personalised solutions meeting diverse needs

HETASEBKIGEHER

individual’s advanced needs

RS HUHETHCHIRRRT S, HE MR

HYSTENX

Lack of integrated, holistic solution
BRSNS EHRRE R

Wavemakei



DEMAND IS FOR SECURITY AND STEADY WEALTH GROWTH
IRABHAZRISWERT R, MUNEBERESRESRENVERK

SAFETY & STABLE GROWTH PERSONALISED ONE-STOP SOLUTION
FREESRENVEISIK TARNELEESRE

RSK C/z?;tir(;);:n[;sease, Financial Independence Ensure Quality of Living Suppogrz;)rk;by S
/77289 4 (11kw2 ME B3 = N
AR S, B g AR SRS

Financial Safety Financial Power & Status Support Family & Kids Inheritance of Wealth
MEZE LSS XIFRESHRE W ERIE
Asset Value Flexible & Easy Credit & Financing
: Wealth Increase
Maintenance M et/ Management Demand
&reiR{E e RinoFEEHE SHSRIEFEX

Wavemaker




SAFETY & STABLE GROWTH

RESRENMEIEK

ALTHOUGH THERE ARE ROBUST PRODUCTS IN THE MARKET, THEY LACK
CONSIDERATION FOR SYSTEMATIC COVERAGE OF FULL AGEING STAGES

Haimiz L2 REZREESREEN~mM, BRDRFESENEBIE=

DEPOSIT & FINANCIAL
PRODUCTS

EESIEM~m

INSURANCE PRODUCTS
FOR BASIC COVERAGE

B RIERFRE™~ m

79

At present, the market supply concentrates
on the basic deposit products and zero-risk
financial products with stable interests

BRiminiaiR ARHARYH IS S PR EARY
EERFR AR IR B~ m

The insurance products that attract senior
consumers are mainly cancer-prevention health

insurance and accident insurance

BEI S SRARHAMSIRRIE ™ m, T2

Bhabe o ERIRERIRM, LIRESMNG

SYSTEMATIC SOLUTION
RAMRIRRG

INSURANCE PRODUCTS

TO COVER FULL STAGE
M ERYRE

For example, a holistic plan combining
security and healthy growth of wealth,
covering short-term and long-term planning

Blan, REEMSVERRIBKINGETE,
SERS RKEINIRIRYRIA T 3=

For example, deal with the risks of different
ageing stages, such as NISSAY from Japan
provides protection for different stages

BN, NXAREZEMEBEXG, MEARE
anfRBENISSAYIRH AR ERAIRIE LT
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PERSONALISED ONE-STOP SOLUTION

TANELEERE

SOME ORGANISATIONS (MAINLY BANKS) HAVE BEEN PROVIDING BASIC AND
SPECIFIC PRODUCTS AND SERVICES FOR SENIORS

LARITAER—E M EEREERIR A TR miiRS

PRODUCTS FOR SENIORS SERVICES FOR SENIORS PLATFORMS FOR SENIORS
IR E R~ om IRZEHPEREIRSS IREZEHAERES

Provide some specific benefits and Provide services to benefit the seniors: Develop special platforms with friendly
financial products with low risk and easy *  Discount: free of service charge, consumption interface, such as:

discount (supermarket, tourism), etc.

Health services: family doctors, physical examination
package, appointment registration, green pass, etc.
Entertainment: travel planning, activities

Special online and mobile banking platforms:
larger font, more vivid color, simple and easy to
use functions (such as easy-to-call customer

access, such as:
Debit cards for the seniors
Financial products the seniors

Credit cards for the seniors Facilities: friendly environment for the seniors service)
Courses: financial, fraud prevention, etc.
RH—LLRERINE, FIXRE(ELARAT IRMREEIR R EHASRTAIIRSS, 40: FRIBAEFARFRERFIERYS, 0:
BERMERIYIRNA M, 40: - UE: RFEE HENE (Bh. k) & - TRAMEBIFIRT: FHREX. AEEEHE.
- HEREENEDE - BERS: KEEE, MEEER. MYUESE IneeEERZHE (NS FIEIUER)
o BREEHANIRIAFER « IRIR: RITIRY. SR XAERREDD
. SEEEBHANSEE - 2t WRINEEWSIESIRARIFMT

. JEHIZ. m 1=y
. IRiE: B, PhiRE Wavemaker



PERSONALISED ONE-STOP SOLUTION

TANELEERE

HOWEVER, PERSONALIZED, DIVERSIFIED, AND CROSS-INDUSTRY INTEGRATED

SOLUTIONS ARE LACKING
B2, ROMEHR. 2

SEGMENTED AND CUSTOMISED
M5 SEH

L1l

DIVERSE & ADVANCED
RIS RME:

Y. LARESF AL RS RIRRERTS 22

INTEGRATED & ONE SOLUTION
BERRSHESRRAE

The current financial products are only providing
basic level customisation, such as combination of
different function, age and period selection, exclusive
services,. Most companies have not responded well
to personalized needs, such as customising products
to different demographic and career background.

BRISR-mAREM 7 EMERNESD, thankisse

AESHF . FRFFERANSE. SinAFRIRSS.

DURERRFRAST, KBoHEEEREHEE
%ﬁ'&%ﬂ’ﬂ%ﬁ‘?, taniz R A RIIE =R EMEE
7=
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There is a lack of products that meet higher-level and
diversified needs, such as credit products (better credit
products for the seniors), supporting dreams (a US
company puts dream fund in their product), pursuing ideal
life (a Japanese company has a wealth management plan
to based on each customer’s ideal retirement quality life.)

2rms, ROBEESMAMISHEUERINSmE, 0,
ER-m GRAREERTm) . PRESE EERERR
FREESIFEENSENESE) | BETEERENH
TRV EITY (BAEREEENERRREETNVEE
BhE, BESMASAEME) .

Enterprises begin to develop cross-industry integrated products and
platforms, such as the business model of Finance + health + pension,
and banks build platforms covering a variety of consumer goods and
services(e.g., ageing products, consumer goods, intelligent products
to monitor daily health, reminding families to care and interact,
health management + insurance (for example, Shanzhen provides
one-stop service for parents' health management, covering health
management and all diseases-inclusive medical insurance for the
elderly, etc.)

BZREWFRAREESHERmilFe, taSr+EE
FEEGHBWERN (BEVEEINETIREXIR) | RITEES
BESEEMORSZEFE (. WLBRTH. HEMm. K
EEEr il ARERER, RERAXZSNEF) . UERERE
AEFERIRRGE L E (ME:SEM A EE RS RIHKEIR
5, NERREESHYSREHIIESRMNERETR) .
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IN THIS MARKET, WE HOPE TO HELP BRANDS:

EEmMESVETZT, FiIGEREEEV:

CONNECT INDIVIDUAL
LIFE PURSUE

ER MR AEIEK

For consumers with different needs and pursuits,
connect relevant products or communication
content, such as second life planning, responding
to or inspiring different life-stages & pursuits.

P ARTRFEKRANEZEE, ISHENAY mEGY
BABHTIER, tLINERERSE AL,
EIVEA=p-ZNENUNES ERR

82

ENGAGE WITH INTEGRATED
SUPPORT

RERESSE NI

Using intelligent data and technology, we can
understand and identify needs more thoroughly.
Cross-industry integration, and developing multi-

scenario experiences, will provide more
comprehensive support for the seniors.

FMIRERESHFRN, BEAIIEEMNRBIXFERTE
K5ZE. FTEFVHEURSTR, NRAERRE
BTN

Wavemakei
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INDUSTRY OPPORTUNITIES:
LEARNING & VALUE-CREATING

A& FIS5INMERNE

LIFELONG LEARNING
LIFELONG DEVELOPMEN

2553, 25 kFh

Wavemakei



1

ALTHOUGH THE STABLED STEED IS OLD,
HE DREAMS TO RUN A THOUSAND MILES

%E?EW‘)TJ, :‘u,\'f':: ==

In China, we believe | ==, /{185

Learn in Old Age Act in Old Age Succeed in Old Age

EHMY W) % B i

Wavemakei
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LEARNING & DEVELOPMENT NOW
MEANS

FISGPTAREERE
 Continuous improvement
 Exploration in breadth and depth
* Demonstrating value
 Lifetime achievement

© K NMEERBRHD

- PEMNETE, BHERE
- EIEIEIME

- ZBREL

WHAT IS HAPPENING

= NN SES
Diversified educational The rising trend of
content & format specialised organisations
== ISPy S| & platforms
2Tk CAAIETRIPERRFN
S1EfElEE

Seniors’ career development
& “Slash” trend

IREATRIS R R
SFHIAZES

Wavemakel



IN THE SILVER ECONOMY

Never-stop learning
Learn more and in-depth

Contribute value e.g. helping others,

volunteer
Pursue higher achievements

maE, FEE

MNEES, HEFER
1ERESRIRLT
REEZHIME, PIAIEIA. A

JISR

Lack of enough learning opportunities &
content

Lack of professional content & education
Questioning the ability of learning and creating
value: intellectual, physical, health

Lack of career & value creation opportunities

RV ESRF IS
RSV TR F IR
[REEAESD: EFE. MEESiER
RZ B IS MERINIE
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A STRONG DESIRE FOR LIFELONG LEARNING IS UNIVERSAL
ZEZ IR BRAEIERENTE—Z R EHA

They always seek progress, hoping to keep pace with the times

fiefilinizIRitE, HERSHHAGH

Agree on “never too old to learn”

7% =~ N ABEEERE, 5

Agree that “it is vital to keep learning new
things to avoid alienation from the society”

A ATRBERHE LIRSS, B
94% TR S H =Y

Picture taken in our fieldwork

& /KB Wavemaker HEF A&

SOURCE: Seniors in china, the “hidden treasure” report series. Chapter 2: the hidden value and power. Wavemaker
FEZRUHSIHERNMERIIIRSG, FTRE: ARl ERm



HOWEVER, SUCH NEEDS ARE NOT WELL CATERED FOR; EDUCATION SERVICES FOR
SENIORS COULD GROW EXPONENTIALLY
(EESINZFIABAHARFENN®E, 2FHETIRIARTEEX

Senior colleges are an important way of learning, but due to insufficient supply and the challenge of matching supply and
demand, the current penetration rate is relatively low, and users are mainly women.

TFXFEEENFIRR, BRATHERE, MRMEFELERE, BrlSERENRIE, BERPUZEAE.

The penetration urban seniors

TR AR RHA RS ESR

88 Wavemakei



THE CURRENT MARKET IS CONCENTRATED IN LEISURE AND ENTERTAINMENT,
LACKING SUPPORT FOR PERSONAL LEARNING AND DEVELOPMENT

BRI S AR ERARRDE, RO NAZFI SRR
ké

The seniors want more than just interest-based courses such as piano, chess, calligraphy,
photography, debates, and foreign language tourism. There also want practical skills,

Most courses in senior colleges are for such as the Internet and online shopping, home appliance repair, and health knowledge.
entertainment Now there are courses such as personal image improvement (wearing skills, stylist, colors,

\ > S ASEN
L,LE *E:F_')lﬂﬂ j‘lI—%’H"J%EEl%*% and matching), and business skills training: such as how to be an internet KOL (doing

short video, live broadcast, etc.), many people want to try new things, for wealth as well
as social attention.
In the future, | hope that more commercial organisations and individuals can participate
and help develop more good courses for the seniors.

- Huankun Li, Vice President of Guangzhou Geriatric University

BENBER, ALULREHPE, B, MR, RIFHFNESFKBENRRE, £
BLAMEN, thin258FEE, (LIEERMNINMLE, sREL4EE. ERANA.
PEESBNTARIETHIRE (FERDL. SFERD, #RE. #He. B
ZRYEED) |, LAREWERBERYIRII: ELanan(aigERE (R, BiEF) RS
AERBVIHRAS, —DEILEREHUE, BATES—ERtaXE.
REABEEZRIBIAIRNTAES ST, BEFAKESIFRIRE,

Pict taken i field k \No—i 1 [
P S rvomaker NEFES SR, MBEASEIRK
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@ DIVERSIFIED CONTENT
EZEAANES

Cultural entertainment and hobbies: popular
ones such as instruments, chess, calligraphy
and painting, and more niche hobbies
Practical: Internet usage, home living, health
knowledge, etc..

Personal brand and image: dressing skills
Social skills

Business skills: for re-employment,
entrepreneurship

For professional fields

For social welfare

XUIRFEMBEY: FEFHPEFRRH
B, EEBEZRETERET

LR HEM, EER. ZEANIR

M mESESR: FERIS

H13zHeae

raAldeRe: Bk, el

TSRS

LKA

MORE TYPES OF FORMAT
ANEISEHIFIERT

Integration: the integration of education,
entertainment, and value-creating

Diverse places

Different forms: classroom, online,
workshop, experiential format, etc.
Different business models: free content and
paid or exclusive content

S #5. TR RS
ZHEALRIEFR

AEER: #=. &L TRE. KX
HFF

FRELEIER, MRENSSHERS

IMIORE CONTENT AND MODELS ARE NEEDED TO MEET DIFFERENT NEEDS

SEZHRIABTITIEL, RREAERARHRARIFK

e SUIT DIFFERENT PEOPLE
ANEIRIEHIK

* Suitable for different generations
* Suitable for different social circles
* Suitable for different personalities:

such as extrovert and introverted

* Suitable for different physical

conditions and location preferences

ES AR R AR

ESARERE

ESAREERRARHS: a5 R
ESARSHERSHBEAFRRIFAVR AR
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IN ADDITION TO THE ENTHUSIASM FOR LEARNING, ANOTHER
CONSISTENT THEME IS:

[RT7FEINAE, P—EEAENERER:

91

AL

Old as one is, one still sticks to one's dream = A 4 = == A
although hair gets silver I3 (BEEFHIT)

% B I b

[TANG DYNASTY]

Wang Bo's preface and poem of Tengwang Pavilion

[TANG DYNASTY]

VAT = — Y P4
Never say too late because of old age. Even SR, FMERRX
at twilight the sky is still full of sunshine. N (MFEXRERT)

Liu Yuxi's Ode to the old (Tang Dynasty)

Wavemaker



Christina Lu
Chief Strategy Officer, Wavemaker China

92

We all want success in life one way or another.

Some of us may have gained that in our first half, and some may have taken some falls and
felt the pain on the way.

It is most likely we didn’t even have time to think about what life is as we travel through it,
because we were busy following what the society is telling us to achieve. So there are
blindsides that we don’t realize and confusion we wonder what caused it. But for many of us
that is approaching or already in second half of our lives we are smart enough to know we
can not play the second half the same way as we did in the first one.

Second half can be a catalyst for purpose, impact and growth if we do set ourselves into
search and creation. It is definitely not a sign of ageing and grow old only. Whilst our report is
taking you through a series of journey into understanding what China’s ageing society is
moving into, the people, the facts, the gaps and the potential of what it can be, our goal is
really to provide the insight into a propelling life on a new course, to move away from mere
success to true significance. It is the transition both this society and each one of us as
individual will go through and there are tons of hard work to think and act out of our comfort
zone, but we believe it will be most rewarding to find that fulfillment in life. , ,

Wavemaker
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ké
B TERAS AL A LERIBIER.
BABHELI5, BAN—BEE, BRI,

FEAERIRET, BIVERAREE, ITTERISABIIE FTHIERRIER, §R5HE
BT AEE R TAE.

BAIPII—EAESRIFBGEAAERI TS, FHAIN T MH7AERA LS 7R0ITA,
MAERNTHE, BBFRREBNNS, SALIRAEERIR. EEPE]. BRI
L, BrRRE, EFERARUIHTAIERRNE.

BA IR SR TR EAEHE—RINNIRE, THRTFEZRHISIINMERDE. IREEHA
RYSER. LARAMEMIENEMERYED. HNNESEERIFKEMBEAE, EMETREAERN
PRI, TAETEERIEXAFRTI.

XEHRUUARBA TN ABIGEHRVAEEE, LRI AEEXEREMITa. BlBE
HSANENENX, BRERIBAEIRZ.
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BOTH ECONOMIC DEVELOPMENT AND SOCIAL WELFARE WILL BENEFIT
XRRELETF ARSI AR

:-"The extension of the average Ilfe|
| expectancy has brought about al
| reduction in the depreciation rate of |
| human capital. The large increase in |
Ithe young and healthy seniors is:
conducive to the formation of the|
| second demographic dividend.” |

| - Population Ageing Handbook |

”$ﬂ% SHORER S T AJIEAIT |
|EKMﬁﬁ,ﬁﬂ$E§Abﬁ$I
| FE. RREREZANAERN, |
'Eﬂ?ﬁ&%—mADQﬂ” :

- (AADBRUEEREIRNEE)
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Economic Development
ENRRE

e Extending the first career

* Encouraging the development
of second life / second career

 Becominga “slash person”
after retirement (multiple
interests / personas)

- FERE—RIEABHE
- BIIREBE_ANE/FZ SR
© BNBARERIFHIAL

Social Welfare

e m

Retired seniors in China have participated in a
large number of social welfare undertakings.

They contribute to
society, create more
value, and at the same
time, enrich their lives.

PERRAEHRSS T RERTES T
A, BT SMERRR. AIENME. 11336
L7 BCRIEE.
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POLICIES ENCOURAGE VALUE-CREATION, HELPING ACCELERATE SENIOR
PARTICIPATION

L SBEFUREE "N |, BHEEASSEFARSHENS

Political life

Economic involvement VALU E_CREATION 5 EEEALSE

PR s Sau

N
“Provide consulting services, participate in « . % ﬁﬁ ’\' "Through various channels and forms, directly or
technology development and application, with % T3 through activities participation, apply the right of
their enriched knowledge and experience " N ). A ar supe/rvision...'j e
EEMATANIRY, BSERS, 557 L BRI, EEREIER
R SM A 25, 1TFEEESEEFNF.....
Involvement in society Engaging with culture
S5HSETE S5 ET

"Interact with society, such as interpersonal “Can be segmented into value-creation participation and leisure

communication, voluntary activities, charity participation..To impart cultural and scientific knowledge and

activities, participation in civil organisations, etc." engage in recreational and sports activities."

‘SHRER, WAARRE. SEEH. 2 Vo AIMEREERESS, IRRESS, . (ERFE

mas). SIREBRAFRE, - FRMRME SRR K& s

95 SOURCE: Population Ageing Handbook, China National Committee on Ageing EEHEZW TFEREDAE ( AOZBIBMHCE BB FINIRIEAR) Wavemakel



HOWEVER, AT PRESENT, THERE ARE NOT ENOUGH OPPORTUNITIES
FOR SENIORS TO PLAY THEIR REAL ROLES

BRIT, BREEBREHAIWIE, IBRARHNIFREIERREE

The experienced & skillful seniors are craving to 22D R ARHAK, BEEIENE,
create value, no matter following the first career TeEE—F, BTEFE"FE,

or starting a second one.

However, Able as they were, they had almost AN, TR,

no chance to carry out their ideals.

There are lacking of opportunities (limited job HEIAREToHRS=TE (BRALEEFREER,
options, mainly simple/junior temporary jobs). WK JHSaYIEES T aE) .

% Wavemakei



WE LOOK FORWARD TO SUPPORTING SENIORS IN LEARNING AND DEVELOPMENT

FAMILY SUPPORT
ZRBESIF

Family support is critical to encourage seniors
to keep learning. However, many children
only hope that their parents can stay at home
and been looked after. They treat the seniors
as old people, without noticing that they are
eager for new knowledge and to keep up
with the demands of society. In the future,
more encouragement and support from their
closest family relationships are needed.

FKBESFFXS TR ABHANZE ITHRERE
By, M, REFEARARFTEXBERTOFRF
Z, BEASZA, REISEMISEHAR,
IR SRR, KR, FEESHFMEETH
FEAIZRBERFATSZEF.
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REARR, BGEEIZOHISST, HEREIRAAS

ORGANISATION SUPPORT
Il 5HRA

Learning platforms suitable for the seniors
are relatively limited. Currently universities
for the elderly are the main platform
providers.

More diverse public welfare and commercial
organizations are needed, as well as more
professional teacher resources, across
multiple topics and fields.

BRIESIRARANZEIFEWRER, Bl
BEEZFKRF.

FEREZH, 2mople, BFEESH
TUNRRIR, P RETERS L.

FRBFY. BB

GOV. & POLICY SUPPORT
BT SBURS T

Prioritize the education for the elderly in urban and
rural communities: improve the  grassroots
community's service system and carry out activities
with various educational resources and venues.
Promote all levels and types of schools to open up sites,
libraries, facilities and equipment to the elderly. Enrich
the content and form for the elderly, including science
and culture, mental health, vocational skills,
communication skills, family finance, life dignity, etc..”
- Population Ageing Handbook

1

ARRESHREFHE . =EEMXEFHE
RSER, BISZRUBRFESHE, TREFHE
imnl. SR FRFRAREAEEATF LRI,
EBIE. REREFER. FEEFHERSAA,
BREREXW, OEER. BRilvEE. RgE. xR
FEIENA, EanE=E e

- AADZBRUEBHRERES)
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We hope to attract enterprises with diversified needs to see
their value. The country has a contingent of retired talents,
which can further contribute to society, give play to their
value and enrich their lives.

It is hoped that through intelligent means, a talent pool can
be established to facilitate enterprises to find the people
they like directly through the data in the cloud server. We
can also hope to arrange suitable activities for them in
combination with the observed health conditions.

- Tao Zheng, Marketing Director, National Retired Talent Bank

FAJHRERIR 5|5t BRAIE, BEMEIRMNME.
ExBEERAAZTBAE, TLUH—L AT, &
HEME, FELERE.
HEEBUTRHIIFR, EATE, HEEWER
B =IRSHREBAIZEHEIMYUAIA, BREREREES
NSRRI, LA IESHYES].

- /5, EEBIRRAT NSRS
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We need to create more opportunities for social welfare activities, such
as helping people who live alone, and seniors with financial challenges
(provide haircut, handcraft, performance, etc.), which can help others
and obtain satisfaction of value creation. In the social work group under
the University for the seniors, people organise daily meal delivery
without asking for anything in return.
There are also several ex-soldiers who often go to Foshan welfare home
to take care of the orphans, care for them with the mentality of elders
and fathers, with picking up the children every day, and teaching them
the truth of life.

- Huankun Li, Vice President of Guangzhou University for Elderly

HANFEREEHTMESHII N mILE, IS, HE,
BRREZA (B3kk, WFT, FEF) &, BILUFEBMA, BE
LEREIMMERNSRIHER. FAIEFAZR T TH, 8X=8
peIsRBIRFE BN E AIER, AKER,
BEILVNRIRIIEA, 2EXFLGEMNBERIZANNMZ, TMEK
=ASERVSEXRIMEN, BRITE/ MM, HSMENIAEREE,
ft{ YT HRYARLERTE), BEE%, XE—FERER] RAYZRMGH.
-FIRIR, TMEBERFRIRK
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INDUSTRY OPPORTUNITIES:
HEALTH & WELLBEING

T |25

8. ETSi#

R

A2 FRTL,

INTEGRATED, INTELLIGEN

“BIG HEALTH”

B
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HEALTH & WELLBEING MEANS
BESHKRE

* Mega concept of “Health”: multi-faceted, cross
Lifetime Journey

* Multi-dimensional definition: physical, mental,
appearance, family & community, etc.

 Comprehensive system, with personalized &
humanized solutions

* An active lifestyle and attitude

* Health management system across multi-stages

- KEERW: £7a0. =4dasREER

« ZIENX: 8. L. M. RESHERR
« RESHFRR. MEULAR A CRIGE
* _ﬁp L/L&EIJEEIETU_ T 'iuf_

- BHMERAMEREERSR

Beelt: @2, mlSFT

T s

Integration of
medical resources

FSRN

Intelligence: consultation,
monitoring and forecasting

Personalized solution (e.g. Health Manager)

PMAURSE, HINEREFEHER

The rise of non-physical health solutions

BRERAAIIER, AAETE. ?ﬁﬁﬁ
iciis. BBFE. LVIEESRETE, FF
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IN THE SIL\‘IER ECONOMY
\
(758

DESIRES

Multi-faceted Health: physical, mental,
relationship, etc.

Care and being cared: close relationship, support
system

Systematically manage Health: worry-free to
prevent risks and deal with problems
Personalized solution & humanized service

BMERAINS: FREMEEDINSHRILE,
A ENE DTSR

RESWE: ZEBNARSHEEXTF

B ETRER: BERERAAIRONRT

K7
el W

5.3
LN

SR, BFHETRPLXIG
MERTTESEORSS

W ‘

REALITY
HIsE

Weak Health knowledge: mainly about physical health, but
not enough attention to mental & lifestyle

Not enough care & interaction in modern family life
Besides direct solutions, lack of systematic and full-
journey management e.g. prevention & daily support
Lack of personalized solutions

Medical resources & data are not well integrated

SPOEBHIEFLSIRIEERERAE: BRIEEXTES
MERR, BRONEMBEDN, TEHSOENERLT
FEFESHKRE, URBBESFNEEXRER: Il
AQifs], BFEA

HeNIMRSIRESEAE, RIARCIIENRERE,
MFFLS HESSF, ErRiFERERTEES
BRDMECRIS R, SEEEEIEOIRSS
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TO FURTHER DEVELOP THE SILVER HEALTH INDUSTRY, CHINA IS VIGOROUSLY
PROMOTING THE CONCEPT OF “BIG HEALTH”

N T H—

102

"On October 25, 2016, the Central
Committee of the Communist Party
of China and the State Council
issued the "Healthy China 2030"
Outline of Planning. This is the first
medium- and long-term strategic
plan for health in the country since
the founding of the People's
Republic of China. Established the
"big health concept” with
"promoting health as the center"
to protect people's health in all
directions and throughout the life
cycle”

- People.cn

tq

“20168E10825H, Hhitdhda,
ESkEAEBT (RBEF
2030“MIKINE) , XEEE
LREREEREmR AV
BRI < HA AR RE AR, 24
R ER IRV TN,
3 7 LB R 089”7
KERWKXBPEW, 514,
4 EHHEIPARBERE

.
- ANk

S

TRERARERT, ERERIDHETRERW, LIKEIAImMEA]

"Actively develop the health industry for the seniors. Combining the
physical and mental characteristics of the seniors, vigorously promote
diversified health services such as health regimen, health checkup,
information management, physical fitness, physical retreat, sports
rehabilitation, and medical tourism. Greatly enhance the R&D and
manufacturing of medicines, medical devices, and rehabilitation
assistance health supplies, health foods, fitness products for the
seniors, etc., and expand the scale of health service related industries”

- The 13th Five Year Plan for Healthy Ageing

"RhkaREFRET ., EEEFABURR, KOEDNRE
FE. BRE, FNMEE. ARUE. FERE. EIRE.
ETRirSFESHEURRIRS . ADRASHR. Erssm. REH
BheRE. RERR. RERm. EFRETmERRFIERAK
¥, KRR AR AR

-{ =R ERERHKD
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THE “BIG HEALTH” CONCEPT WAS ENVISIONED AS HOLISTIC
"KER" BhzmEN—M2RER

A1

BIG HEALTH Big health is a concept focusing on the whole life

cycle and impacts a full range of industries.

AERR KRR EREL NS,

103 Wavemakei



THE CONCEPT OF “BIG HEALTH” SPANS ALL LIFE-STAGES AND INVOLVES VARIOUS
HEALTH-RELATED INDUSTRIES

KEERBISESH rEanSER, SNSRSiRExRa

Infancy Young Adult Old
#LER SEH] pkEFEHl  EFHA

The comprehensive health industry can be divided into four stages of "birth, old age,
sickness, and death" through the human life cycle.

KR XoALUBT AREGERRERE. &, &, B HOMMERETER~ XS,

Comprehensive
health industry

K=k

It can also be distinguished according to the following four dimensions of the “big health”
format.

A LRI AR R ST O MEEH T X 5T

Health MGT Medical Medicine W
(EEER ETED 7

( ...... )
ﬁigﬂﬁ < Rehabilitation §Elderly And Health Ca%

Intelligence FEFE

104 Wavemaker
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ONE OF THE IMPORTANT CONCEPTS OF GREAT HEALTH - FULL LIFE CYCLE

KNERNEBRSZ— —EEanEHA

105

Infancy Young Adult Old
#4n)LHR S EFHA FXSEHR EFHY

Full life cycle health management refers to
the comprehensive monitoring, evaluation,
guidance and intervention of the health of an
individual from fertilized egg to death.

SEMBARRREEES T — T ANGERE
Ji2, MZBHn, —B2EH, XHENS
PMEREPR NN R IR, A, 185
T, KEBAIEFHBERISRRIVED.

EXAMPLES | Z£451)

.
EmM
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SEW.
EM3a.
MELWE:*»

E W 3m:
MEMWE i
SWE3ImM3 8

ME3I W3 MWl

30

% 3 ¢ w23 wume 52

Take the problem of eyesight as an example. Pioneer cities have
formulated plans to implement personal vision record. Starting from
the age of 0, set assessment indicators for 0-3 years old, 4-6 years
old, and different grades are formulated respectively. Systematic
intervention is carried out in each stage (such as through maternal
and child health care hospitals, schools, etc.)

ZMNRREEEG, SIKBRIEH EEHIE 7 HE T IREERT
itkl, 0ZFE, X0-3%, 4-6%, LARAREFRKXEDHIEIE
Eizigin, FESTNER, AREEHT TR (MEZE5R
b, FRF) .
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THE SECOND IMPORTANT CONCEPT - BIG HEALTH INDUSTRY

KNERINBEEM S - KEE

]

Tl

ERFAANE(
ALY IEES

106

NDUSTR

DIVERSIFICATION &

INTEGRATION
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TRANSFORMATION

DRIVEN BY TECHNOLOG
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HEALTH + LIVING
= WELLNESS

BRSTEa

107 SOURCE: Population Ageing Handbook, China National Committee on Ageing 2 EZ R TIEERSNAE ( AOZRHEBHERNRIEAR)

Encourage integration of health and old-age living

“Encourage elder care institutions to develop medical services,
encourage social forces to set up integrated medical and
nursing care institutions, encourage elder care institutions to
cooperate with neighboring medical and health institutions,
and integrate medical, rehabilitation, old-age and nursing
resources by building a medical old-age consortium and other
methods for the elderly. People provide hospitalization during
treatment, rehabilitation care, life care, and hospice-
integrated health and elderly care services.”

ERRFES

‘BMFENIFTRET RS . SIS NEXDERS
G, SEFETITIENET BETEIE, B
RETHFERGUISFZSHON, BoET. BE. 72N
PERR, NEFARMSTEER. REHHPE, T
HASETERRRL, ARG R —IMERI R FEIRSS.

BIG HEALTH INDUSTRY TREND 1 : THE EVOLUTION OF TRADITIONAL
INDUSTRIES, THE RISE OF EMERGING INDUSTRIES

KERFWBEHZ—: ZGFAGREN, Fr A RIIERT

]

Develop a smart and healthy old-age care industry

“In 2017, the Ministry of Industry and Information
Technology, the Ministry of Civil Affairs, and the National
Health and Family Planning Commission issued the "Smart
and Healthy Old-age Industry Development Action Plan
2017-2020." By 2020, China will basically form a full life cycle.
Smart old-age care, establish more than 100 smart health
old-age application demonstration bases, cultivate 100
leading companies with demonstration of role models, and
build countable smart health old-age service brands."

LZREEERFE~L

20175, TUAMSEWEE. REES. ExRBETTERE
&7 (EEREFEWARRETHNITXI 2017-20208F) .
22020, HEEANTAESZEEMFINE IR RS
2, EM100MNALESREFENATEEND, 58
1002 LA EEB3E5 [ ERRI T ZE R, FTE—it
BRRERFERS A,
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With aging and retirement, the mental health of seniors will gradually decline. With the emphasis on mental health
and mental state and life, more institutions and services about mental health and care will appear.
[EEREMBR, R OEBRRBSZFNSEWE, BEYVERRINGHINSESEENEN, B2
EEHES KT RERSXIPRINESIRS.

‘ ‘ The mental problems of the elderly are mostly due to the sense of gap. A person's | EF AR OAZEREER, ABNEH. B, 455,

Mental health
and care

EERS X

108

energy, career, and life will experience a process from the peak to the trough. #HZH— 1 MNIEHNESINTTE,
Firstly, from the perspective of social function, the social value they can create is | FE—MITSIHEEE, MIBECIENHTESNBERIEEIZRY.

plummeting. e - -
it i i BROEERE, RIS RTINS ERERK
Secondly, it is the psychological acceptance. What you could do before may now saiA . MiEEOEELIE=

need to rely on others, and their self-esteem is facing challenge. N N s -
REEAMENREZN, KRNRIEHEYSERER,

. . S . . , (=
Finally, there is the deterioration of brain functions. The degeneration of the g IEREEELE . HEMELUSE] BRI SRR

prefrontal lobe of the brain will bring about anxiety, irritability, depression and o SNBSS, /R ESES R —

other emotions, which are difficult to control. The final manifestation is sleep RIAEE, AMEARIFSENEMER, XS HRE,

problems, which will affect the brain's self-repair ability. Alzheimer's disease is a & =0 P NG

~ I N M l%‘l I - N T ay o X
common problem that is not handled well will enter a vicious circle. This will lead Eq%%i_gmﬁﬁgggg{;&ﬂ%gggE}IHijmTjEE—FBEF =
to memory loss, poor sleep, and a decline in self-consciousness and emotional Sk ~ B th—_—"E'— %éﬂljiﬁﬁﬁFﬁﬁiﬁ
control. There will be frustration and loss of self-confidence. ae T v

- Liang Chen, Academic Director of Business School from East China University of
Science and Technology

J)
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REQUIREMENTS| XEE:

FAMILY SUPPORT

4

The spiritual comfort of the supporter

In terms of meeting the spiritual needs of the
elderly, the spiritual comfort of children is the
most effective, and it is also what the elderly
desire the most.

Encourage to have “employees’ visiting family
leave and nursing leave”

NEF= ARIFSIHEIFE
EREEFABHBNRLE, FRAIBH
FRREENH, BREFAREKAY

s AR TR R SIFERR

SOCIAL SUPPORT
AND CHARITY

HeziFs5a

Start a prevention and intervention plan to
provide daily care and psychological support
services for poverty, empty nest, disability,
dementia, special families and the elderly
living alone

Gradually design and implement care policies
and actions for the rural left-behind elderly

BT IFRT R, ARE, =E. K
ge. K&, HUEBERRENSRIRE
EEANREREXIDOESTFIRS
J%ii%iﬁﬂ?%é?&ﬁ%’?%/\ﬁ’ﬂ?&%ﬁﬁ
5173

109 SOURCE: Population Ageing Handbook, China National Committee on Ageing ZEZ R TERERESNNE ( AOSRHUEBEEXNRIER)

PROFESSIONAL
SERVICE INDUSTRI

Professional psychological services. Including
communication, emotional counseling,
psychological consultation, crisis intervention,
etc., should be provided by professionals such
as psychological counselors, social workers, etc.

CUROIREFERS . BIE08E. BER
S, OEENR, EITRERS, EHD
BEEZEn, teTFESFTIARREM

)
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BIG HEALTH INDUSTRY TREND 2 : INDUSTRY DIVERSIFICATION &

INTEGRATION
AR asyz —: PSSR

Beauty & Health
Body Care Management
ESNESN BREE . . .
Healthful Elderly Care One of the great expectations in the future will be the
Vacation FEIRS integration of the health industries and others.
BRFER _ _ _ _ _
"HEALTH" will become a common trend in various industries.
Community Physical And
S vl (=S G b [T v B =)
FEREI— KSR R SHEE RS,
N e R B A R LA RS,
Residence Guidance
HESEE ERIES
Investment Leisure And
Communication Entertainment
AR RRIRR
Wavemakel
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TECHNOLOGY

- '%’ BIG HEALTH INDUSTRY TREND 3 : TRANSFORMATION DRIVEN BY

111

KEEFEEr = RARHEEE

FUTURE | =3k

=

GOING DIGITAL AND RESOURCE SHARING: Integrated Medical
System, hierarchical diagnosis and triage, digital record

HANEERFHRE: EBE. DRisfr. BT

RESHAPE R&D AND CHANNELS: Let data decides R&D direction
BRRLFIHEEIR: ESCHURERERLAM

COMMUNITY FULL SERVICES: Services provided by different

organizations in all health scenarios (medical treatment, out of hospital / life)

HE LIRS HFARELRELRFEZRE (ME. BRIVESE) RS

BENEFIT | FlJz=E

EASIER TO TREAT DESEASE
BRERMR

BETTER SOLUTIONS FOR
CONSUMERS
Hm/IRFSEES

COMPREHENSIVE SERVICES:
DOCTORS, CONSULTANTS
Zralkss: WO + TAVEE
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We are working on prototypes that are easy to accept by
seniors. We can use the device to monitor the health data
and generate the data online to facilitate the diagnosis and
treatment by community doctors.

We also cooperate with medical data platforms, and then
automatically summarize the patient data to their contracted
doctors, family doctors or scientific research institutions. The
hospital now collects data by installing apps for doctors'
mobile phones and sending instruments to patients. This can
also increase the loyalty of patients to a certain extent,
especially for those with chronic diseases, and the effect of

consolidation treatment.
- Nan Yang, Vice Secretary, Bethune Charitable Foundation

FANBESHE KB, £ TILEFALRBZES, #
ERIREZREL, WAILAFIBiRE N REEE, B
PREIETS (L K EERNZTT.
BAITBR S EFHURFERITEE, RASICEEHES
CREMEMNNENEE, KEEESRFARNE. E
BIERBEUREEF IR RKapp, EBTIXLBERINS
KSR, XEATUE—ERE LIBINBERTRME, 15
BN THLARRAIEE , EAINESTHIRER.

-7, BMBIK, BXREAmEES
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In terms of medical, the government implemented
hierarchical diagnosis and triage. Through the Integrated
Medical System (from community hospitals to top-class
hospitals), patients with different symptoms were diverted
to different hospitals to alleviate medical resources pressure.
The difficulty lies in the fact that data access is based on the
Internet infrastructure and needs to be standardized and
fully adopted. But now, all hospitals are not fully digitalized,
and the standards used in digital transformation of hospitals
are different, such as the data and dimensions involved in
electronic medical records. Another challenge is the lack of

monitoring equipment used to collect data.
- Jack Wang, GroupM Wavemaker Social Media Business Director

FEEFER ERFEAET T o R2T, B ERKE
(MEXERZI=RER) SRARERIBEEARRE
BERNER, RRETRREN. ERETITBHER
EETHEMEMER, FERECHEE LS. EE
RIS BB MBI ENEEHHEEN, BER
WSS AT E BRI R SRR A —1F, AN Fsih
WRAISIENAEE. RN, KEEUEEHNRERBE
— N EEIRIPkEL.

EER, BHEMBHIRE IS

With the improvement of living standards, the seniors are
having higher requirements on medical supply. In addition to
reducing their worries from technical aspects, such as
minimally invasive medical treatment and reducing general
anesthesia, high-quality medical services are also needed.
Some elderly people's fear of medical treatment stems from
the negative experience of seeing a doctor before (queuing,
over treatment, etc.), but good medical service can solve the
psychological fear. In addition, we should provide warm and
considerate service, which we all need to understand deeply
and will be emphasized both inside and outside the hospital.
For example, periodic active return visit, heating B-ultrasound
and other contact equipment in winter can make patients
feel warm.

- Thomas Cao, Medical Service Director of Raffles Hospital

BEEEEKFIRS, RARHANETFEREEHIES.
BR T MR EEREMDENRIELD, ECaMeIESr, R
LeRELN, EEEERENETRS. —£2FA
MTFTETFREE, RTZRERINAEEE (HBA, 1
EETE) , BiFrfETRS BB OE ERE
B, BIMRHEERRIIRS, XERMNRTEFEER
BRREER, FERARIMISEE. tha, FHEER
FapElp, EEXRINAESEMERE, ILERERE

FI;E8E,
- Thomas Cao, g TET RS SRS
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WE HOPE THAT THE DIGITAL TRANSFORMATION WILL BRING FULL SUPPORT
AND HEALTH MANAGEMENT TO SENIORS ACROSS THE PATIENT JOURNEY

BAIRE, NFRIEHREFERIERSSS, FBIRAFRER U ETREE

Al

DIAGNOSE & REFERRAL
127 S¥&12

PREDICT & TRIAGE
S5

MONITOR & SERVICE
SRS

PREVENTION & EARLY WARNING
phizSinE
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PREVENTION & EARLY WARNING
iz 5TE

We hope that through the popularization of medical devices, we can
help patients find hidden dangers in early stage. Previously, the
prevalence of hypertension in China was about 23%, but more than
half of them did not know they had this. The state is now promoting
health education and increasing health awareness, in order to
enable patients to take preventive treatment in advance, and to
intervene in drug prices in advance so that consumers can afford it,
and at the same time ease the burden of medical insurance. In the
world, the ratio of drugs to equipment is 1:0.7, that of Europe,
America and Japan is 1:1, and that of China is about 1:0.25.
Although the annual growth rate is around 23%, there is a lot of
room for growth.

- Feng Chen, Marketing Director of Yuwell Medical

HMNBEBEIETRmMAE R, FNEERELIRE. 28
PESMERRRALN23%, B—3L LEAER CBE.
ExRIEHEAERERRRERIR, N TILBEREMGET,
HRIETMARNE, ILERERNENE, RIEREERRA,
HESEER, ZAMRIRaSmIL21:0.7, ERAK 1: 1, fEX
# 1:0.25, BRAEEFECERKEE23I%EA, BIRARIMK

Z[al,
-FRiE, BERETHHEHEDE
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PREDICT & TRIAGE
IS5

The current consultation platforms or
health consultant, although they need
more data support in the future, but it
can filter a lot of rough information and
match different departments to avoid

the waste of medical resources.
- Nan Yang, Vice Secretary of Bethune
Charitable Foundation

BrRIBESFasfEmmA, #HTa2
MER, ERETEHEIESEEFEER
KEZHIERIT, BR, JLUTIER
ZENRANER, FLECARERRZE, &
RETRIFRIRE,
-7t OBRBATZESREIMBK

MONITOR & SERVICE
ESARSS

For doctors, it is difficult to provide non diagnosis and treatment and
prescribing services. But other platforms can provide more services,
such as meeting psychological needs, and review problems from the
perspective of patients. Shanzhen adheres to the respect of life, as well
as the feelings of compassion, to do Internet health. Our core is to
provide user-centered services. Through the accumulation of daily
information, we can have a comprehensive understanding of the
situation of users and families, which help us to provide targeted
solutions and pre risk-control. In the patient side, we designed a front-
end one-to-one service, which can help with triage and establish health
records.

- Roy Tu, Brand VP of Shanzhen

EENBEES ARITWZITER, RERMR T2y 5525
RUEfbARSS. MEEMEERIRSS FarEBRMAIRZTT Z /M ORE
ZRORRIRSS, tLanxOIBEE KRR RS, BRI LA S A
BEENA, RHEESEEUFRARPETHRIIHRD. BI2RT
XEABREEMNEROLUNERHARBIMIN BB AR TI.
HAIRIZ ORIRELRF AR ORIRS, BISAEEIERR, WA
FRIZRENTEE 7%, BEIF(HEMERIERIRBRERS SR, L
REIEMRIRRNRERSE. £EEmR, H(NT TR ——
RS, EIERFREEREE, NRPRERBEREERRS.

- BiK, E2mhERlRE
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INDUSTRY OPPORTUNITIES:
LIVING AND COMMUNITY

AE: BMESHX
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LIVING AND COMMUNITY NOW MEANS
B ESHRAERFTE

e Stronger support system: nuclear &
wider family

 Social & communication platforms

* Healthy life management systems

 Multi-functions: entertainment, work,
shop, etc.

-+ BEEARISHFRS: MURESAFKE
- fARSRREFE

- BEREENEERIR

- ZI0EE. XMERR. TF. W<

| ‘,]‘ M ol ‘ “v-,“-‘.‘\“ j ! .”’ N
. . | \RY, N

WHAT IS HAPPENING

[EFERERTEE
Family Culturize &
cohesion humanize
FREEF SR AXSR
More open Smart health Diverse
and inclusive management ecosystem
EHRFEE TBEIERREE ZIiuVES
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IN THE SILVER ECONOMY
(BER AT

‘ __j REALITY

IIsC

Multi-layer support: children’s support, Lack of core supporting system

medical care Isolated space: like most old-aged homes
Borderless communities: open, synergies, Lack of diverse functions

and intergenerational communication Smart Health Management System to be

Multiple functions: learning, Popularized
working/success, entertainment
Manage a healthy life N
° ﬂﬁggﬁig§§:§$%k,%ﬁﬂ%,gﬁ
SWIRRR: FL5 ETFEP MRS SERkR |
%mﬁﬁz;ﬁmmﬁéxgéﬁﬁﬁﬁ - BIRPEERRYZER): SROTTHCRSHIIX 5=, 7
BEWEE: . Fl/aE. XHRR ARSI ERFE Y
EEIREEES AT - SERXBLEGLEEIIEEAE
- EEMNEREEMRSTER
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LIFE IN ELDER AGE SHOULD BE HAPPY, INTERACTIVE, OPEN, CARED FOR, AND FREE
RRFCNEEERANZR K. B, . #KE. HEBHRIRTE

Hans Baker, the founder of Dutch Life Apartments,

proposed the extensive participation of the surrounding We observed that in the model of the Dutch Life Apartment, the
communities during the entire operation and was elderly in it are very energetic and their mental state is completely
widely studied. He pointed out that the quality of life in different from other places. Therefore, we have introduced such
old age depends on: model. All facilities are open to the outside world, and not

separating the elderly from other generations. Let the elderly
XErU5E, f=4famaBRtlnA, RisEEdEER have normal social interactions, increase happiness, reduce
X zss, BHEFEERRERT: loneliness, and so, can also increase our income as well. We hope

to build a caring community and realize happy retirement.
- Yucai Gong, Chairman of Jiangsu Yunlin Group

Living environment Independence
4IRS I7RE HKNEREE, W=4H BRI, BEENZEFARBREE, 15
REAERIBRIR HizReN NSRRI ST A, AL, FA15#H 7 XEFRIRER. Frie
HIRIEER RIS RS, AEZSEAFEMRIREIZTF. iILZAHE
IE%EI’J?B&, 1B, IR, REERESTERIMIN. Fii]
B ERmE DR X, SCRERFE.
Joy of life The value of life -E#BZ, IhaamMAFEREERESEK
ANERFE HEashIf{E

118 Wavemaker



THIS IS ALREADY THE DIRECTION OF FUTURE POLICY
MiX, ERAERRBERHETHIZE

First, facility construction must fully consider the factors of ageing
population, meet new requirements, be based on the current needs,
\/ and long-term view, and reflect forward-looking, scientific, and

The Guiding Opinions on integrated,

. . —ERERRERSEBADSRUER, EAHER, SIELH,
Promoting the Construction BIRKIE, (ATIATELE. RIS,

of a Livable Environment for
the Elderly" has two

Important statements: Second, facility construction must conform to the physical and mental

characteristics of the elderly and meet the needs of the elderly.

«%??ﬁi&%ﬁﬁ%%iﬁ Convenient, accessible and easy to use, can enhance the happiness and
EIZHIESEN) , BF V sense of gain, and improve the quality of life of the elderly. "
TNEEW: “RINERIRBFSEFEABDER, BESFEANERTEX, 7

EINNERZA, EEREFARERR. KGR, RB/IrEFEA
EiREmRE.
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FUTURE POLICY ENCOURAGES [1] - CREATING A FRIENDLY

ENVIRONMENT FOR SENIORS

ARRBURIETRITS M [1] - TSR ARHA R TR EEIAL

120

Safety first is the starting point
for the design and thinking of
all buildings and facilities for
the senior, and it is also the
basic standard for evaluating.

ZEE—, 2—UEFER.
%ﬂilﬂ}j{ﬁ -L-|_IU\%E,\J H:ll E)#_\ '
BEITENEHASRITE.

B EMRIRE

Meet the market demand that
the elderly and their children
can live nearby, for them to
have separate space, and easy
to gather when they want.

ﬁ@%ﬁA%?ﬁm FEE,
GG sES

=
5

Make the community a highly
unified and sustainable residential
area with ecological system and
social eco-systems, including both
material civilization and spiritual
civilization.
FENX AEEERESHAZR
£5. BAMBATLING. ¥
RS S E S —. B
R EREERX.
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CREATING THIS LIVING ENVIRONMENT REQUIRES HUMAN THINKING AND INSIGHT
FIREENE, BHTAIECAIRETNHTRER

We interviewed LRF, one of Asia's leading interior
design studios. In the design of well-known
hotels, the designers have accumulated thinking
of humanized design for the seniors

Befi1%ip 7 WS ZER IR T/FZEZ—LRF, £
ARMBZBIERTS, IIRETREXTIESRET
EAEIRITRIRE,

Shared by | 2= A:

Charles Robertson&HJIg, Chairman &=
Sabrina Li Z=8g, A. Senior Designer F{EFHIZHID
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The starting point is always about comfort and
safety

Safety: Ensuring safety is our top priority when designing
products for people of any age. For example, design seat
armrests, ramps, and non-slip base materials. In other
countries, hotels will have emergency help buttons to deal
with falls or uncomfortable situations.

Consider for different groups: such as providing seats in the
waiting area for pregnant women, elderly customers and
people with disabilities, and ADA.

Ease of use of the control system: The application of
technology needs to develop in a more concise direction,
such as clear views and clear buttons.

Humanization: From a user-friendly perspective, rational use
of ergonomics. For example, a bench is added in the
bathroom to facilitate the elderly with less physical strength
to rest in it. For the problem of the elderly having difficulty
falling asleep, a detachable bed is provided to facilitate the
elderly with poor sleep quality to not be affected by others
and sleep peacefully, rest area at check-in, etc.

BRESEXFHFENRE

Z£lE: RELZE, BRNAMEAFRERIART
FrRiRSE—ESS. i, IRTEEAYERTF. KIS,
PrighvEit S, EEMNER, BEHEER
SUKBPIRH, LANSSEREEE A EFIRATIET.
AAREBERE: LLIAZE. EFEFMAEA
TIRAURZEXAIEN, LARADA (NEEASEY
RERRIAIREMFT. FIE) .
ERIRRNSAME: RARNNAEERAEENEA
RIS TRIARR, ELanismiedREFOREARRIE .
AEE: NAFPRIFAE, SEFRARIE,
EEANAERINRE, SEFDISBIBAFIIZAE
BEEARR, HUEFEANERGENDR, RETR
BIRIKR, DEERREANFAIZFEANZMAR
M, ZONE;, EDENMEIIREXSE,
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WE ALSO NEED TO BUILD A FAMILY-CENTRIC, "BORDERLESS" COMMUNITY

122

REEREUREAPFL, 3

Open and interactive space

Enhance interaction with family, the outside world, and other
generations:

A more ideal state is that they can also reach young people, enjoy
the lifestyle of getting along with other generations, and the same
services, rather than being separated from others and the world

Guarantee independent space:

If you let several generations live together, you still need to create an
independent space for them. It is not meant to separate, but it is
necessary to open up this option, and provide equipment designed
for the safety and convenience of the elderly in all buildings.

Like the courtyard houses in Beijing’s lanes, many of them have lived
together for generations. They have independent private spaces and
courtyards for public communication. This is a solution that can be
used for reference in architectural methods. Although it is impossible
to change the existing building model, it is not difficult to consider
adding public areas in future designs.

H "FTTAFR" X

FES3ZEIERZSE

IEESxRA. R, SEMRED:
EEBRONSEM B EMEIFRA, =3 EHﬂEﬁBﬂE%E’\JéE%
B, UREEFRIRS, MIFSEA PRSIz

{RIEIEI7 5] :
WRILIVRAFE—, T2F
BEHIMERIEIE, (BFEFX

BN ASAZBENEIZAZE], A~
NER, HEFRGRIERNERHZE
FANLZENERMIRIHHNRE.

BItFBARENNGR, BREZ/INANMEE—RER, BEIRZAIFA
AZE, NERHARAVER, XEZEFS LA— e LIRELE
fERDGE. BASEEIERNEFRIEREERY, BELUSRRITH
EIRIINHEXE, RAE—HEERE.
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FUTURE POLICY ENCOURAGES [2
ARRBERHETHITS [2] - RN

Improve Facilities

PSS

111

More Diversity

S

According to the "Regulations on Public
Cultural and Sports Facilities", the venues
and facilities suitable for sports and fitness
for the elderly will be included in the
construction content of the sports fitness
circle. Constantly improve the venues and
facilities suitable for the elderly's sports and
fitness, as well as construction
specifications and technical requirements.
The fitness facilities are modified for
barrier-free or old-age-appropriateness.

RIE (DHEOAREREREN) |, K&
BEENKBRSNHIEEERNES
RBEZIRAS. TIREESGEFA
B SRIAIIRFEFIE T AT LAN X
ANBREFE, WUBLHEEESRE
HIRMERH T ORISR E B M BUE.

123 SOURCE: Population Ageing Handbook, China National Committee on Ageing EEE R LIEERSTI A

Cultural venues at all places and all types
are shall open to the elderly for free, and
other cultural venues should provide
preferential fares. Reasonably allocate
urban and rural cultural resources and
prefer more to rural and poor areas in the
central and western regions. Carry out
cultural product creation and thematic
activities for the elders

BRBEWIAERDEAREFN, H
b SACART RIS, SIEECE
IUREIR, BSERHFTPAERE
XS, FREBFANFEIMLUIRE
RS meE.

Encourage
Interactlve Act|V|t|es

Motivate and organize the elderly to hold
community games, family games, building
group games and other activities with
consideration of time, people, and local
conditions, and promote the extensive and in-
depth development of regular physical and
fitness activities for the elderly, and increase
the frequency of physical fitness activities for
the elderly.

EAS, BA. EhHEHR. AREFA
EAHKENS, RESHS. BEHEH

&, T’Eﬁ%ﬁ/\%ﬁ'&%%&%ﬁiﬂf‘
ZANWITR, EEFARBRBENES

€.

= (AOZRUEBHEINRER)

- PROMOTING DIVERSE CULTURAL LIFE
ORISR

Strengthen
Guidance on sports

Strengthen the research of the elderly
physical fitness methods and the
guidance of physical fitness activities.

IN3EEFANRBRBTTEFFAR
BB ENIES.
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LOOKING AT THE FUTURE, PROSPEROUS COMMUNITY WILL BE CO-CREATED BY

THE GOVERNMENT, ENTERPRISES AND INDIVIDUALS

Community-based old-age living is the most popular form of China
in the future: The Party Central Committee and the State Council

attach great importance to elderly care services, and will continue GOVERNMENT
to improve the elderly care service system based on home (as core),
community (as support), institution (as supplement), and medical H’ﬁ

care (as an essential part).
- Population Ageing Handbook

HXFERARKPEES AL BhR. ESREEENAFE
RS, BiFEcERx NEM. HXAMIE. TR, EFE

ZENFERSHER",
- (AOZRUERBHERIRIER)

REFK, BTHREBEBM. Bl MSHERDNNE

Basic insurance and security system,
allowances and social benefits.

Social welfare: materials and services,
treatment, rehabilitation and recreation.

BRI SRR, EWESHME.

@R P B, REMIRAFH
ERIYIERANARSS .

ENTERPRISE INDIVIDUAL

7N

T | TA
Enterprises from all walks of life will become the main force in ~ Whether for themselves or for others, families and
the construction of future communities, providing products  independent individuals will play a more important
and services for the vast number of the seniors. role to contribute as owners of the community.
ZTRUMEIESHEIRERRMERNENE, e FTERAECEENMA, RENIRIZMrER
I KAVR A BHARE - mAIRSS . BIEAEXRIEAN, RIEEXRHOE.
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WE LOOK FORWARD TO SEEING ALL PARTIES WORKING TOGETHER TO BUILD
AN OPEN AND COLLABORATIVE COMMUNITY IN THE FUTURE

BATEIF = REESE D, TieXK/NDEUEZRNA, 2
Our picture of future community | | IXJFF1t X AVEzEE

Silver industry requires the participation of multiple systems.
Only through cooperation, can the ecosystem of silver

industry be truly improved. This requires:
1. Precise positioning and roles
2. Break the tradition and work together
3. Policy encouragement and incentive
4. Break and establish uniform standards to break down cooperation
barriers within and between industries
- Thomas Cao, Medical Service Director of Raffles Hospital COMMUNITY

EERHT X

WETREFENEZS RN, MAREE TR,
BRI RERIE SRR TERESE. XHEX:

1, BRIEMANAE

2, FIHPRIBRORBES, S1FLE

3, BUREIFNEIA

4, 1IW, EBMG—tE, FTE T RMITILZ ERIS RS

- Thomas Cao, 3B TEFIRS G
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# R F 5 S pVEEiR

#OUR QUESTIONS TO THE FUTURE

Wavemaker

As a forward-looking communication agency, Wavemaker is
committed to sharing our observations on the market and
the future.

We will release our popular science book “Our Questions to
the Future” to share our thinking with you.

TENEEARFKAIBIIEIEEENNG, FESNTHENTS
LARARRAIER.,

BA IR TSERMEEEY (IARFRER ) |, RKEX
KD ERAHER.
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WE HOPE TO HELP BRANDS UNDERSTAND AND ACTIVATE THE SILVER ECONOMY,
WITH OUR SPECIFIC SOLUTION FOR THIS MARKET

A IR ELSR AMalAER S, B0 RERAIGERIR AL 57

'WAVEMAKER SOLUTIONS FOR AGEING MARKET FiE&# ki#ied

STRATEGY RS DATA 0% COMMUNICATION (EHE
Business compass * Wavemaker senior generation Media strategy, media investment and
* Needs map & consumer tracking database precision marketing for senior target
segmentation of seniors * Wavemaker customized senior audience
* Product positioning and portfolio consumers data pool e Content marketing
management * Ecommerce marketing

* Market entry strategy for new brands

- BRUMIZENTE © FHBERMABEELREUERE - BRUERNEN RIS ESH
© PEFRHAEREERASTERE © FETEFAREHEED - REEH
+ FPREMMRAEGRES - EEBEEH

. FrEhEHEATIARES
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FOLLOW OR CONTACT US FOR MORE INSIGHTS AND SOLUTIONS ON SENIORS
BRI SHHTEES, IUANRBRERABRIEEZ RWAEE T

EPILOGUE PASSING ON THE WISDOM OF A GENERATION

B MIEIXE, EIRAFER Dec. 2020
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APPENDIX:

DEFINITION OF SENIOR GENERATIONS IN CHINA
RESEARCH FRAMEWORK
PRODUCER INTRODUCTION

B4 -
REREN
I 5THESR

Hen A E

L

4|

g |
.':‘."C; 2 B
“"‘ = %
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CONSIDERING THE SPECIAL SOCIOCULTURAL CONTEXT OF CHINA, WE HAVE
REDEFINED THE OLDER GENERATIONS

(-

2 :t LY A N : j bE A 11 =
EEERHRIIMESRESR, Hi] "E
WITNESS OF
REVOLUTION
= T
“A cog in the machine”
to create collective value
— PSR UMIERVIRZ2E]
Birth years
LA 1934 - 1950
Formative years v
N Hardship & poverty
dand WWEEE
A 70-86y/0
ge now Report focuses on SR EERE
BRI 70-77y/0

130

SHT ESAIRIS T EWACEHA
o 3

Missed opportunities
but now restarting life

Benefiting from economic
and cultural opening

BRSEEERALE 2N RAZ A
1951 - 1963 1964 - 1977
1966 - 1978 1979 - 1992
Twists & turns Openness & prosperity
AR FFAESR

43 -56y/0
Report focuses on ANIFEEIE
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®  Lookat “current” and “future” seniors " RAMUERFIRE, RRERRE

Nearly 30 years age range, people born between 1943 FREHIr=1%, 1943-19705FaH4E, BEys0-77
and 1970, now aged from 50 to 77 y/o SHINEE
W Consider cultural diversities in different regions of China " EEIPEPEDC S
Cover 7 regions, i.e. North West, South West, Middle, HREFIL. AR, b, . R, Fib. &bt
South, East, North East, and North AKXigf
B Consider city tier differences u EEFIPEEBEGIENER
From Tier 1 to Tier 3 me—2=%mmmh
Note: This study covers different types of seniors for offline fieldwork, but TR NRAREEHEZRFNENR 7 AERENESEHR, BAERBHART
excludes those in very poor health condition who are inaccessible for survey (e.g. EEMEINERRANMENAR (WFEFRR. KEENAE)

severe diseases, long-term bedridden patients)
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CULTURAL SCANNING & 2 ETHNOGRAPHY 3 QUANTIFICATION

I VALUE SYSTEM EXPLORATION TO DEEP DIVE TO VALIDATE
NHUBERSNEARRRR RIREIZHE EIIE
* Literature review to build context and  Visited different cities from Tier 1to 3 * Face-to-face offline survey
feed hypotheses  Visited homes of different types of * Across Tier 1 to 3 citiesin 7 regions
* Anthropological method to discover how seniors across 3 generations

social changes influence value system
* Generational cohort analysis on seniors

o« MERERIA N ZELAR B EI= A RIET - & NENELWEEESE
. é; %DT:T B IRFHRTIEIHNMENEEIE . %&i&@iﬁr EIHIEAESRELANFACRY « BE7AKERI—2=4%tnmh
Eju E

- FIIBRWARRR T HAREE DT
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CHINESE SENIOR CONSUMERS HAVE FORMED A DYNAMIC EVOLUTION OF THEIR
VALUES IN THE SOCIAL ENVIRONMENT

P ER AN ENES ZRBHEBA R RN TR, TSR

SENIORS’ FORMATIVE YEARS

A IR EAIRTAS
Political Continual internal changes
e I L 0 S ER N S - = =
Economic ' Scarcity
TR RCECHN W B N [
Cultural Uniformity
DAL EINE —E S a0 MEERN
Educational ' Limited chances and choices
HEWE PDEARK TS SRSy =T EESHE
Interpersonal Trust with heart
NG . EEE

__________________________________________________________________________________________________________________

133 Wavemakei



SOME OF THEIR VALUES VARY ACROSS THESE GENERATIONS
ANELBHIAE, =RAR "BAE" 1 TS 8iAE, FERBIRE

1949 - 1965 1966 - 1978 1979 - 1990 1991 - 2010 2010 till now
Hardship & poverty Twists & turns Openness & prosperity Rapid growth Steady development
R RirEi% Fl SR IEREE REEE >
* Founding of PRC T EIRAZ * Cultural Revolution AL KE AR * Reform & Opening up BEEFFHY * Rapid economic development & » World’s 2nd largest economy H1[E
* The Korean War ¥=E1280 * Sent Down Movement _ELL|FRZ * Diplomatic relations with the USA R EEEE AT RS kL ,ﬁ{ZIS
* Great Leap Forward KEKiH * Mao dies BFFEET restored FEEXKIEEX « Access to the Internet &3I4 * Stable economic growth &35
* Three Years of Difficulty =2F[# * College Entrance Examination * One child policy ITRIEE * Entry into WTO JIIAWTO * Boom of E-commerce EBRESEZ]
MERTHA Restored IkEE* * Massive layoffs |~ 5% * Beijing Olympics ItFREIES * The coming of 5G 5GAT{X:3E
* Shanghai Expo _EiGtH{ES * The COVID-19 Pandemic FTia@pmss
SEARRIT
WITNESS OF

REX.OLEJTION Formative years Middle age | Old age
FEuo S MR R HA FREEHA EFHA
1943-1950
Middle age Old age
FREFHY ZEHB
Formative years Middle age
MERZFRER rhEEHA
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GENERATION
BSREEE—N
1951 - 1963

Formative years
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FOR MORE, PLEASE READ PREVIOUS CHAPTERS | 18 THEES, VulbjsEisEE b

IN CHAPTER 1, RELEASED IN OCT. 2019
B—mE T 20195108 &%

‘r Wavemaker
CHAPTER1 4 — 8 &
- REVISITING SENIORS IN CHINA N s
5T I8 0 e L P

TRUE DEPICTION OF SENIORS

IN CHINA

FREIESRCEHPRIE ERIE

We segmented seniors in China into three
different generations and revealed their
objections to being characterized as the “old”
ERENFIXID T =MUBR, 8725 7 1t(]
I ABMIEREN "EAN" B9 "{EE"

IN CHAPTER 2, RELEASED IN JAN. 2020
B mET2020F18 %%

Wavemaker

CHAPTER 2 ¥ “mi @

THE HIDDEN VALUE AND POVER
GF Y 7 A R

2 mm‘vfxgﬁm— |
BOOMING SILVER ECONOMY & CORE
NEEDS BEHIND IT
EHNRAZFREBERZRLER
We estimated the strong annual spending

power of senior citizens and elaborated on the
four core needs behind the silver economy

TS T PERNHERCEHANESHZET],
R T EEE IR AR E5TRITNAZ OB K

(] egs=] [w]

OF [=]:5F=
CN A3 ENZEX

L=

R
IN CHAPTER 3, RELEASED IN MAR. 2020
=RET2020F3H k%
| N TS T (*".‘Wuvemuk'er

UNLOCKING THE SILVER ECONOMY <> _ .
RAZ AR & & %

e

ESSENCE BEHIND NEEDS & BEHAVIOURS:
SENIORS’ CORE & EVOLVED VALUES
WEEFHXE: MEREFBHNRES
We delved into seniors’ value system,

uncovering the unwavering core values as

well as the evolving new normal

IRNEIZRAEHARINER, HRFREEAR
THEAR, UKBIHREHIFES

o

Wavemaker



Wavemakel

Follow Wavemaker on
Wechat to get our latest
news and insights

KNS 2 RSIFEIRS
EAIRMTRSAR
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We believe there always is a better way to grow. We positively provoke growth for our clients by reshaping
consumer decision-making and experiences through media, content and technology. The Wavemaker way
is globally consistent. Fuelled by the world’s most powerful consumer data, we understand where and
how marketing can intervene decisively to help brands win more sales. Our 7,600 people across 90
markets have the deep knowledge, confidence and courage to provoke growth for some of the world’s
leading brands and businesses.
We are a part of GroupM, WPP’s global media investment management company. Discover more on

, and ,or follow us on Wechat at Wavemaker_China.

FNBEE, MUz, SFE—FMMEFIEIKAIN. BEREA. ISHIRANES, FRI1EEE
BERFAAE, BHRIEK. FEASKNESZ—NEEE, TERIEREEUEENT, T
EHEAEAA. MM AREREEZHEE. B0 hiaRY7,6008 R THERENE
WENR, fiZERE0OMES, SHHRMIcmEFNE AR SIEI<AIEET,,
HAIRWPPIE FEEKEN IR EHRERRFE0—EPD, HLUE T wavemakerglobal.com, Twitterkl]
LinkedIn TR ZXTEAIBIE R, BaILIKEENEFEFUS LA S Wavemaker_China,
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https://wavemakerglobal.com/
https://twitter.com/WavemakerGlobal

PRODUCTION TEAM | WAVEMAKER GROWTH PLANNING DEPARTMENT

Ly =
LLIAA

z

BA | FhE 1B & 1aIEIRA

Authors’ recommendation | {E&HETFIE:

Linna Zhao

FEXFRIER
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This is undoubtedly the most grand series of the
reports that we have released, and it is also the most
touching topic to me. There is an old poem saying
"Never say too late because of old age. Even at
twilight the sky is still full of sunshine”. Yet, China's
senior consumers today, are still in their prime.

| hope this report can inspire the current practitioners
and enterprises just start to pay attention. Within 20
years, all markets will be silver markets.

XTCEER A VR MERIRE T, RAEKRI—PRY!,
BERSABMII—MER, "REREKR, FMER
A BARPESKARARR, ESTF,
EBIX R EREXTE FRURAT WM IE, LIRIRE
;I;Egﬁikﬁﬁﬁﬁﬁo 205FR, FrETIZERERER
37,

Aubrey Meng
FafES]

In this project, | can see their vitality like GenZ, and our
missing role in social construction. In fact, it's not that world
Is developing too fast for them to catch up, but that we are
moving too slowly, so that they get old before they can
enjoy the treatment equivalent to the social value they have
created. What we can do is to join hands with all partners to
develop a better future with them. Indeed, It's also about
creating a future for ourselves.

EXANIET, BEE T ST RATZIARNES, 1
B THAEASERTFIIARRE., HLFTRRMEKRE
RUARRTIHEEAR L, MERNENET, iHERR
BEZE, SIS SIMESENTEN, MESR
BET . FAIEHMEEMNNERIE THIE RS TRA]
RURHR, EFSITSW—ERENER, SiteileifT. XHESL
BEATINBECEERK.
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REPORTS RELEASED
HanRe:

Seniors in China: The “Hidden” Treasure Report Series

Digital Children in China

Restart 2020, Post Out-break Opportunities & Implications to Brands
Restart 2020

The New Forces Fueling China’s Ecommerce Growth

Quality of Life in China

Health & Wellness Today in China

Generation Z in China

China HNWI Gifting Whitepaper

Fashion Today in China

etc. \
(FEZRMASHERENE) RINRS e
(BRI ERZE) e
(Ef52020, BIBZENmESHITREE) - Mk
(EERER AR EIEE)
(PERREZFERES)
(PERRHTE)

(hEzH)
(FESHEAFBEETERERETR)
(RTE AR ED
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THANK YOU!
o ) b 3

Contact BXZEA

elaine.chen@wmglobal.com




