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POPULATION AGEING IS WIDESPREAD ACROSS THE WORLD.
THE AGED POPULATION IS CURRENTLY AT ITS HIGHEST LEVEL
IN HUMAN HISTORY.

— UNITED NATIONS
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WHAT ABOUT CHINA?

DID YOU KNOW THAT PEOPLE AGED OVER 60 YEARS OLD
ACCOUNT FOR NEARLY 1/5™ OF THE CURRENT TOTAL
POPULATION, AND THE NUMBER IS ANTICIPATED TO EXCEED
1/3RP IN THE NEXT THREE DECADES?
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FOR CHINA THE IMPACT OF AGEING SOCIETY IS
ALREADY HERE.
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A BRIEF LOOK AT HOW CHINA IS AGEING

PELEEINEE 2"

By 2018, there were close to 250 million people aged 60+ y/o in
China, accounting for 18% of the population, and over 160 million
people aged 65+ y/o, accounting for 12% of the population.

Since entering the ageing society era in 1999, the ageing speed of
the Chinese population has kept increasing. China is now the 2nd
fastest ageing country after Japan.

Ageing population is predicted to peak at 35% of the total
population around 2050, and maintain at around 33% over the long
term.

In 2017, the number of people aged 80+ y/o in China reached 26
million, and is estimated to increase to 120 million by 2050. 80+ y/o
is the fastest growing age group within the seniors.

Source: National Bureau of Statistics of China FRIEFRFEEZR ST BEIEREIE

BZE2018F K , PE0Z RIAEAOI2.5(Z2 , 5=
AOBY18% , HErpesZ KA Fi#E1.612 , GEL12%,

H1999FHABRM S , PEZBUIAIERERER
B, EREAZISRIGEESRIER.
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y The perceived extension of middle age signifies a redefinition of “old”
HOWEVER, IS CHINA'S .

As the boundary between middle age and old age becomes

POPU LATION REALLY increasingly blurred, middle age lengthens, and the psychological

perception of “growing old" sets in later.

(1 77
G ROWI N G O LD ? Seniors not only live the length of life, but they also live the breadth of it
TH E SEN IORS SAY ‘6 NO” With a new I.ease on life, seniors explore the possibilities of'life more
= freely and with more courage than ever before. The potential of the
ageing population is already apparent and “vitality" doesn’t begin to
describe their mindset.

=1 V21 0 e “EIR” TR, "B SESHEN
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PSYCHOLOGICALLY, SENIORS REFUSE TO AGE. =+
THEY REFUSE TO BE DEFINED OR RESTRICTED BY _ _
THE TRADITIONAL VIEW OF AN “OLD” PERSON. '- B
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WHY ARE WE PAYING ATTENTION TO THE AGEING POPULATION?
HAIAT AR EZRULA

* Despite the great potential of the ageing market, younger generations are still the main focus for most brands at the moment, while
knowledge and understanding of seniors remain limited and shallow. Apart from their economic value, the needs of seniors truly deserve our
attention as they created what we have today. Moving forward, we shall think about how we can create a better tomorrow, for them, and
also for ourselves.

* At Wavemaker, we are eager to understand the “current” and “future” senior consumers in China, to portray the true and stereotype-free
image of the ageing population. Thus, we are confident to work out how to best reach them, connect with them, and achieve a win-win
scenario to not only create a better life for seniors, but also drive growth for our clients with this increasingly important consumer group.

-« BIRTHIARENEAST/N , BEST , mENEERETFRENR , WEBRMWEHAOARGAZED . BRTEILZIN , (IR
BREEERNERTXRAR, ILNETSXK , MBAIISAMAIEIRERRX ? XX , BEE2MIRY , BEF(RT.

* Wavemakerf§ BY¢3T/HERE TIE KRR BIFEBRERWEHS , B EERNRYAR |, FTKERIFERIXIZRACEHARIZITR
ENSR |, FERTIERNAREI). IMTSHEIRITER | FEAMIEIESESFERIRRNER , AEFPREBK  K2INGERRIBE.
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PLEASE JOIN US TO BUILD A BETTER FUTURE TOGETHER

FANHFIFERRIRE |,

Patrick Xu &2

CEO, GROUPM CHINA
CEO, WPP CHINA
HEFEXEHERNTE
WPPHEXBFEHITE

There is great social and commercial significance
associated with our ageing society. As the largest
media group in the world, our mission involves
supporting the growth and evolution of the entire
industry ecosystem. We remain committed to
drawing everyone's attention to the society's
future as the population gets older. For the
development of our industry as well as that of the
wider society, it is an enormously important issue.

U RFEMASMEIANMENEZNE, 1F/9
EBRERAIEN Fé?%%l ?Jzﬂ])*'ﬁé}ﬁz)] Tl
R RRYERS. Felilm , HE
%?%ﬁ"%%?i%ﬁ’ﬂﬂi%o iXZ‘fEXU‘FF"MEEE :
BZTHEER , #B-ERTIIEX.
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B

Gordon Domlija SR

CEO, WAVEMAKER CHINA

WAVEMAKERFEX EEHITE
WAVEMAKERIF KX &

An organization with vision needs to continuously
invest into the future. At Wavemaker, we believe
that only with serious focus on decoding the
future will we be able to seize opportunities to
grow our clients’ and our own business. With this
valuable insight into the increasingly important
role of seniors in the Chinese economy, we hope
pioneers from different industries can join us to
co-create a prosperous future together.

(HA—ZREIRE AN ES B EIFEIR /AR |

MWavemakerfl2XHF—ZRIBIDARMBIREAREK |
PMARIEINSAIIE. FIUESIRKHEN
AEA] , IFEL B HNPEESTS | HiEZE
EQHEEEO

SEUFHIARK

PRESIDENT, WAVEMAKER ASIA-PACIFIC

Christina Lu E&1%

CSO, WAVEMAKER CHINA
WAVEMAKERPEX BfEKIRE

The ageing population is no doubt the
“Growth Opportunity for NOW” and “Growth
Driver for FUTURE” with high importance to
both commercial and social aspects of society.
We aim to bridge our understanding of
seniors into implications that fuel the strategic
development of future growth plans for
brands.

¢IM% MUEHABIEE LR MRS KET
=, BEERRNEKESE  HEEMAMIZ
FREWNME , BEzFHEEN., ETXERK
BHARRERER , IO T AREHRERED
FRIEEBE.
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HOW WAVEMAKER STUDIES
SENIORS IN CHINA TODAY
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TO GAIN A HOLISTIC PICTURE OF CHINA’S AéEING SOCIETY WE
COVERED ALL ACCESSIBLE SENIORS, WlTHv DI.\:I'AtPRO.lECTION TO
NEARLY 115 MILLION CHINESE POPULATION' ' ', y

RS, R(IIREAREES TEIJIEI’J% 06E$17k, SRR
1.151ZEIJIAIZ| , BEEH S EPEER

L

B Lookat “current” and “future” seniors B AMYERFIE , FRSEEIRERE
Nearly 30 years age range, people born between 1943 FREHIr=1% , 1943-1970F 8B4 , BHRj49-76
and 1970, now aged from 49 to 76 y/o ZHINEE
B Consider cultural diversities in different regions of China u EEFREE RS
Cover 7 regions, i.e. North West, South West, Middle, HREAIL. FAra. b, f£Eg. R, Rk, fdttS
South, East, North East, and North KX,
B Consider city tier differences n EEFIREEBERENER
From Tier 1 to Tier 3 | et 5317 T ]
Note: This study covers different types of seniors for offline fieldwork, but TR RIRARSCHEZRFER 7 ARSSEIZREHK , (BAEEHRRT
excludes those in very poor health condition who are inaccessible for survey (e.g. R ERINANERNARE (U™ ERR. KERNAS )

severe diseases, long-term bedridden patients)
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[HEJ181NH |, 931 MER

HITZ R RN

rieteis

OUR RESEARCH LASTED FOR 18 MONTHS TQ’I’ OROUGHLY
: ! Palel

UNDERSTAND SENIORS VIA 3 PHASES Y

E’Jﬁﬁﬁm@ﬁ ,

2 *
’
-

IREH L

CULTURAL SCANNING &

MIBESESMERRRR

I VALUE SYSTEM EXPLORATION

ETHNOGRAPHY
2 TO DEEP DIVE
RISz

* Literature review to build contextand
feed hypotheses

* Anthropological method to discover how
social changes influence value system

* Generational cohort analysis on seniors

. S‘Zﬁk_a-L&*J:ﬁﬁ%

. é [‘]75 FeIRR ST E 2B1E
E}u

« FIIERUWARRRHITHAEREDT

12

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

- E—EI=EA R
- S AFIREILIEARSEEFFARY
ERRHA

QUANTIFICATION
3 TO VALIDATE
E{tiaiE

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

- S TNENELRWEEELE

.« BE/AKER—ZRI=%duh
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PHASE 1

MHERSIMERERR

CULTURAL SCANNING & VALUE SYSTEM E’(P}hlv\"l ]

TO TRULY UNDERSTAND HOW THEIR VALUES WERE SHAPED, WE TRACED THE
SOCIOCULTURAL CHANGES THEY'VE BEEN THROUGH

EFE—MEL ,

13

1949
Founding of PRC
FrhE AL

1987

Reform of State-owned
Enterprises Caused
Massive Layoffs in the 90s

EENENEAS LN
FRTHE

1990
Official Establishment
of Stock Exchanges

IRTHIERA2 5

TAZE

1950-1953
Korean War

e Sl

1981
Individual
Businesses
Encouraged

I MAEE

1992-1993
Housing
Bubble

FEHF=EiA

2019
The Coming
of 5G

SGET KNG

SFAL

1958-1960

Great Leap Forward

KXzt

1980

Beginning of One
Child Policy
—BRCBERIELT

1994
Official Access to
the Internet

IFRIENBEEN

1B IRV

1959-1961
Mass Famine

=FEERKE

1979
Diplomatic
Relations with the
USA Restored

hEXRIEEN

1999

E-commerce
Emerged

SR HIN

2015
Second Child
Policy Released

—RARGT

1966-1976
Cultural Revolution

LN

1978

Economic Reform
and Opening Up
BT

2001
Entry into WTO
IIAHERER

2011

China Became World’s
2n¢ Largest Economy

43@527]113‘%%:7(
25K

1976

The Passing of
Chairman Mao

ELXEEH
1977

College Entrance
Examination
Restored

KE=EE

2008

Beijing Summer
Olympics
ItREES

2009
Popularity of
Smartphone

EREFIRAT

, RIS RIERHMENRYZE

War

i 5
Disaster

% %

Power change

PR

Rise of China

[ g

Economic fluctuation

Technology innovation

PR &
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AR LR L.
' A .
PHASE? gz Iehaban " |
WE GOT INTO THEIR REAL LIVES, HEARING THEIR STORIES AND THOUGHTS, AND
CAPTURING THEIR JOYS AND SORROWS

FATENMENIRVESEER | RITEIIASNENOE | BEMINERSER

ETHNOGRAPHY TO DEEP DIVE

Tier 1 Tier 2 Tier 3
Beijing Shanghai Nanchang Zhanjiang  Yinchuan Qigihar Qujing Mix respondents in terms of
Jt= ,i p=Sa Y STTIE/R BRI ~ Gender, age

- Income level

Educational level, from junior high to bachelor
Working status, e.g. working, retired

Types of occupations and industries, e.g. state-
owned enterprise, joint venture, entrepreneur, etc.
Living status, e.g. with spouse, with kids, solo, etc.

NAEL L

BARRSENREE , OF
| ~ RIS

Jl - BOOKE

? - BEKTE, NIREIAR

- TRRZ , a07EER. 1BIK
- TRERRRITI , SNEE. &%, eWE
- BEWR , (0FE®,. MF. BmESF

WM
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QUANTIFICATION TO VALIDATE

PHASE3 EVISTF \.ita"‘.t |

: Telale

WE INTERVIEWED EACH SENIOR FACE-TO-FACE OFFLINE, ENSURING OUR DATA
AND ANALYSIS WERE AUTHENTIC AND REPRESENTATIVE

AL ER |, BUEEEENETE | HIREEESTHERNRERNSTER

E’Eﬁ% [ERIHHE
BRI AR X1
. 5'6}¢7T' Et=IRE , X, REF,
HREEARETNITAIARE
- pETE EERE=ERNN |, WRE—EE
RAFRRRIFRE—MELE

Representative sampling

* Good mixture of different districts in each
fieldwork city

* Wide coverage of fiel[dwork venues, e.g.
neighbourhood, park, in order to approach
respondents with different routines

* Random sampling with intercepting rule,
e.g. only interview one individual from a
group of seniors

EERIBRIT
. AR S SHESOR
I EERESTE | BT

Strict fieldwork execution

* |nterviewers able to communicate with
respondents in local dialect

* Comfortable environment for survey, e.g.

. . Fieldwork photos
venue with chairs PR
EIp a3 ahalsli )= WM
15 WAVEMAKER



LET US MEET THE SENIORS AND REMOVE ANY POSSIBLE
STEREOTYPED AND BIASED PERCEPTIONS

Fef JE&—E “E

and falling behind
the times

SHIfCEIEEH

16

B8 EGICEIR , FTRPPLEAT AR RIREN AR

They may be seen as

fiefilaTEEHIA R

challenges,
be taken care o

EE%,“JH

B
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SENIORS IN CHINA: THE “HIDDEN TREASURE”

CHAPTER 1

% /—/—:m:

CHAPTER 2
B RE
CHAPTER 3
E=RE
CHAPTER 4
%Ek‘r:ﬂ:

EPILOGUE

=i

FEZRLEHERINE

REVISITING SENIORS IN CHINA
g5 "Bl FERNZRAEHA

THE “HIDDEN VALUE” AND SOCIAL POWER

AN EF TSR 7]

WHO THEY WERE, AND WHO THEY ARE

fif JRORTAC , FORTACAYAEAT)

REACHING THEIR HEARTS, CO-CREATING EXPERIENCES
%m&l LI\J\ I /\@J1Z|§H_L

SENIORS IN OTHERS’ EYES, AND LIFE IN THEIR EYES

MNIERFEIEAT , FMEIIARFRIALE

Oct, 2019

Jan, 2020

Mar, 2020

May, 2020

Jul, 2020

AA
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REVISITING SENIORS IN CHINA i .
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THREE GENERATIONS
OF THE AGEING

POPULATION IN CHINA

HE %‘lﬁéﬂcﬁ‘ /KAY
2kawdlbs)

19 Fieldwork photo I3[R]R& A
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THE AGEING POPULATION IN CHINA STRETCHES ACROSS MULTIPLE
GENERATIONS

EIE BRI T 5 MR

SENIORS E 3 {LEEIK

.\

GENERATIONS OF CHINA FREHYIS

POST30s ' POST40s ' POST50s : POST60s : POST70s : POST80s : POST90s : POST 95s
30)F : 40/ : 507 : 607 ! 70 ! 80F ! 90/ 95/5

B:;t_il.‘_g%;\s 1930-1939 | 1940-1949 | 1950-1959 | 1960-1969 | 1970-1979 | 1980-1989 | 1990-1994 | 1995-2005
Age now
BRI
Silent Generation ! Baby Boomers . Generation X :GenerationY / Millennials: Generation Z
IS 2L i XTHAS YR/ TFER L ZHR

MAJOR GENERATIONS OF THE WESTERN WORLD #5575 %4

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

FSEIPERIRIE | BIFRE "B BN DZRAEHA

Growing up under entirely different sociocultural and economic environments, seniors in China cannot be

generalised as a single group. We group them based on Generational Cohort Analysis.

PO TBSAR BRI ST R REITEE | PERIZREAT—EMme. &IBHARESTT  FAMSHAS A=,

O o ©

WITNESS OF TOUGHENED NEW-CHINA
REVOLUTION 1ST GENERATION
ap e BFREEE—
“A cog in the machine” Missed opportunities Benefiting from economic
to create collective value but now restarting life and cultural opening
— eSS M ERVIRZZET EAFEEEBAL ZFTSATIRIZmA

WM
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THEIR VASTLY DIFFERENT UPBRINGING HAS SHAPED THE DIFFERENT
MINDSETS AND BEHAVIOURS OF THE THREE GENERATIONS

REHGHSRASE | B T RN R =FEA
o o ©

WITNESS OF
REVOLUTION
SapIEE
“A cog in the machine” Missed opportunities Benefiting from economic
to create collective value but now restarting life and cultural opening
— eSS AMNERYIRZ2E] RS EEBAE BRI =
Birth years
1934 - 1950 1951 - 1963 1964 - 1977
HEF R
Formative vears 1949 - 1965 1966 - 1978 1979 - 1992
AT EJ%I,HH Hardshi_g_& pnoverty Twists §¢ t_|t_||_rns Opennesg & 5|:E>_sperity
WWEEE BATE FFRER
A 69-85y/0 42-55y/0
ngi'r;io’ni Report focuses on AREERE Report focuses on ARSEERE
ST 69-76y/0

AN
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22 WAVEMAKER



SIGNIFICANT GENERATIONAL DIFFERENCES ALSO INDICATE THE
DIVERSITY AND VIBRANCY OF THE AGEING SOCIETY IN CHINA

|

A=A IRES

Education level
Tertiary & above

HEIKF - FERULEZH AL

x

It s | BEE SN

WITNESS OF TOUGHENED NEW-CHINA
REVOLUTION 15T GENERATION
Fas S BERpEEE—

o

i /]
©

Digitalisation
Internet daily reach

SFIRE - W A AR

Income level
AVG. VMIHI
255K - EIIZEEB N

23

¥ 7,108

¥ 8,008
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AN INTRODUCTION TO
THE VITALITY OF
SENIORS IN CHINA TODAY

EHSIEZIRY
rhEZREEIR

24 Fieldwork photo 15[RIRB



SENIORS ARE REDEFINING MIDDLE AND OLD AGE. THEIR PERCEIVED
LENGTH OF YOUTH AND MID-LIFE ARE BOTH LARGELY EXPANDED

R R EEHRER K

IEEFEN "PF" M "BF" , EEWANNS
IBEIEK

'I(';a:l_it_i;).nal Accorqing to
L fEREN EHEEX
When do you Middle age
consider as > =al 40 y/o /
the starting
point of...
{RABSL  Old age (
SEEN . © 2 60 @

25

This is to say,
50 y/o0 below are “youth”,
66 y/0 below are “middle age”

M=,

505 LA TEE ‘B
"

665 LATMARE -

'y
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MENTALLY, MANY FEEL YOUNG AT HEART AND HAVE DEVELOPED
“AGEING PROCRASTINATION” SYNDROME

ftd| 1.

58%
My mental age is

younger than

my chronological age

IAJIE

CHYOIEERS

R T

INFSEFREERS

26

—INY

33%

younger than

my chronological age

IANIE
B @S

= ey

e

SioZA A

| cared about beauty since young,
and now it’s the same. Who
doesn’t want to be young and
beautiful all the time?

FIEHIANENEZE , IEARE ,
IEENEEFR. (2R,

Aunt Zhang, 52 y/o, BJ
HIEE , 522, LR
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PHYSICALLY, THEY CONSIDER THEMSELVES TO BE IN GOOD SHAPE
AND ACTIVELY MAINTAIN THEIR HEALTH

BEREOE

HEALTH SELF-ASSESSMENT

EERERFMN

® Very well {RIF

Well IEANES

OK —fizfi%
® Not very well A~AKEF
W Hard to say 14N

27

kTS

59%

are positive
about health
status

XTI,

TAKE AVG. 4-5 MEASURES FOR HEALTH
AIIRENA-SHAE R R RIS HE

Do exercise 3 Have regular health checkup
0, V)
@ S 38%) =enrkin
68Y Pay attention to diet 24> Take dietary supplements
D= S~V * EEFRMER

510 Pay attention to rest 20} Less or no smoking or drinking
J O ERERRER > DERARRGE

Fieldwork photos iFa]EB
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THEY LIVE A VIGOROUS LIFE, PURSUING DIVERSE HOBBIES AND
CONTINUOUSLY EXPLORING THE WORLD

f8/07eim , AETIRE

HFR

AVG. 5 LEISURE ACTIVITIES PER PERSON

ANIFZ55MARRYAR S

TOP ACTIVITIES ?ﬂljiﬁﬁ] (Spontaneous answers B A& BIE)

HALF ARE ANNUAL TRAVELLERS

TR HFIRT

74% 60% 30% 30% At. least 1 domestic At. least 1 outbound
Walking Watching TV Goingonline Music trip every year . trip everyyear .
e /RE S0 & = sFEEPURERNE BEZRDURLIER

o 0 (V) o
21_4/" [ h'23 ?P \ G 2(12/‘_’ 020_/" ‘ ‘ My wife and | have been to 80 countries since 1995,
ea ahjong/Poker ardening ancing , . : y
USRS e and our target is to hit 100 by the time we’re 80 y/o.
BIER RS 0 RERE E 5 : Y y/

MI995FFFHE , —RABIIEHEZ T80 TNEES,
ENTHIB #7802 Z BiEST100 TNES,

18% 17% 17% 16%
Shopping Reading Bicycling Hiking/climbing ST AL Ly e
YA/ DEER BT G2l Uncle Wang, 73 y/o, BJ JZ#X#X , 735, LR 5y

28

LY.}
LA
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A GLIMPSE AT THEIR COLOURFUL LEISURE LIFE
RIS - =% iz o H

3 sommY M&m—&“@ﬂﬂ!ﬂ‘

29 Fieldwork photos IJ3[R]R& 5
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WITH SUCH PASSION AND ENERGY FOR LIFE, THEY RARELY FEEL

LONELY

QA E TR ERAMERIE] , REFHAIIH

69%

Rarely feel lonely

D REEHTIH

710%

Claim to be free of negative
emotions, e.g. loneliness, frustration

AT ABENINE , IR, K&

30

‘ ‘ Both my wife and | used to be very busy with

work, but after retirement, we got more time for
each other. We go play ping-pong. Baking is
another passion now, taking part in contests and
teaching in the community. | also like making
baking molds by myself. Plus, our daughter also
takes us on overseas travel now and then. Life is
even busier than before.

BHEN UG EEEELIFR , RITIER
Za , HELAIATIEZ T, MIFTAGFIMEENRL X
EiTEK, JEE X EEIOE , ZEIILE,
e FIA_LIF , EC755RE , AR
BB BN IZES Tt , TIHE AL
LB EDEAFIC T,

Uncle Teng, 72 y/o, SH AR, 725, &

Fieldwork photos 1}5@5@)%" , ,
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MOREOVER THEY ASPIRETO KEEP UP WITH SOCIETY

L\

31

7%

94%

R ==
=

it | HESHHEH

Agree on “Never too old to learn”

INE“ABEEEEE , FERIZ”

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

A ARBERIRESBETS | R0
THR=EIFHSEYD”

“Live and learn. First time drawing on
porcelain plate, need to be careful and
serious. How does the plum blossom look?”

WM
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THEY MAKE SIGNIFICANT CONTRIBUTIONS TO BOTH FAMILY AND

SOCIETY
NRSERI , AN IR AE

RIRTERENL R

: : . o
And they put words into action [Eldwofi photos IR

B{Ji#&F 133D

Agree that “Seniors @ are employed now EHR
should not be a burden

@ still work after retirement 1BIANS{BTELAE
to family or society”

INE“EEARNZE 67% ~ help or support their children E8FLZfEE
FRETIFL=RIRIE”

42% Family chores 3R

349% Look after grandchildren TEf%F

26% Financial support 25354 Mg

grandchildren

RRETIGE

WM
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AN OVERVIEW OF
SENIORS’ ECONOMIC
POTENTIAL THAT SHOULD

NOT BE OVERLOOKED BY
BRANDS

ZULEEIR
XA TR &

33 Fieldwork photo J5[RIRB A



SENIORS ARE INCREASINGLY A DRIVING FORCE FOR INTERNET
ECONOMY GROWTH

EAOTDRZLZRTRRISK | BRUWEHAS R E AN 5T KIVFE 7]

L &
96% N

BRERHEREF

WM
34 WAVEMAKER



THEY ARE ACTIVE ONLINE WITH MULTIPLE ACTIVITIES

f@:ﬂ ]IEE%_ |X—.|—|:| '

65%

| like surfing the
Internet very much

FAFEEIR_EM

35

IEEjJ 1: :'f't

Typically online activities

G (=
Social chat Short video
HRHE YR
86% ~ s 43%

90%
Social

1132

Online video
B
76% N

Transportation

FIZEHIT
S 32%

97%

Information &
entertainment

64%
Consumption

iHE Food

HillR .
Eleyvs p AR 8 delivery
e 7 v OHhEE
87% 22%

Fieldwork photos 35888 5
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THEY ARE ALREADY FUELLING E-COMMERCE MARKET GROWTH

ft([ 1 EXAE B EAMH 2RI KAV

Shop online, e.g.
Taobao, Pinduoduo

=. P—JF

40%

Use online payment,
e. g AIipay

ﬁﬂﬁﬁf

36

=%

Ris

&
A

In the past 3 years, number of 60+ y/o users
increased by

IE=5F60% Ll LIRATRFFPHEREK

1.6Xx

Growth rate of average spending of seniors
outruns total users by

EERF AYEHERE S EE H 2h

20%

Compared to 2017, number of Diamond and
Platinum members within seniors grows by

2018F AR A, HESRAFE
ERIE—FEK

159%

Source: Ali data PITEEZ53E2018 ; JD big data IR AZIE2018
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THEY ARE EMBRACING THE DIGITAL ERA
EESFIRNAR | SFRSEERm

Daily usage of digital devices Other tech products owned
iR HIER=E BRIEH @
S " Water purifier or filter Wearable device, e.g.
mart phone 0 o/ | KR, WL o/ | smart bracelet/watch
O i 96%  (42% &g 19% | aremins | s
FI/FE
PC Professional camera,
- Za—b e 16% e.g. SLR camera,
} Dﬂ%ﬁm action camera, aerial Smart toilet
29% | photography 10% | oae
LAVEN, , RIS B (=)
=]  Tablet 13Y% Hl. IEEMENL. fdE
- iR 0 AR
— Laptop o 27(y Air purifier S(y Robot cleaner
L) soxmp 11% o s ° | StekEmnaEA
Fieldwork photos i5|8)B8 5
WM
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THEY ARE FINANCIALLY STRONG: SAVING MORE, SPENDING EVEN MORE

IV 0RE , Tk  1iRES

GOOD INCOME

SPENDING RATHER THAN SAVING

KINBRSE TS Myl anc spouse
BCE M
AVG. monthly household income o Children
TR S i
Grandchildren °
fINEE
AVG. monthly personal income m Others
T AR At
2/3 SPENT ON
THEMSELVES
AVG. monthly per capita disposable income itﬂﬂgzﬁzz
of China urban population in 2018
2018@)52%5%%5)\1’95&@%&)\5 15 AT B CHIRR
¥ 3271

AN
vy
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THEY SPEND TO ENJOY LIFE, AND POSSESS STRONG DECISION POWER
IN DIFFERENT CATEGORIES
73

HRIEZEEN , BRRXAIRS

AT

N\

- N

Hedonism 84Y, e e 69% 5% CATEGORY
— \IE A
?/%\ %T‘EE Y Food & beverage 68% — o DECISION

BRRIRE : * " POWER
EnJoylnng life is the top priority, Personal care, e.g;oothpas: 62% = S B hage
especially now sHRFm A8
g%éEiﬁT&EE - Skl;;aﬂr;{éc}zzigg 48% 52% m Me as ke\f decision maker
EEES AT HR7 A AR FERFEEIREWL
T o=l > A Home appliance 67% 299 ” 299,

K/\ZRES 0 O : . m Co-decision by me and my family

Digital device 0 ) 3 ARIRAHREREE
Material pursuits o e pspaen 037 IR 276 (9% . B
—— 81 /0 Travel Family as key decision maker
£|:@JBL_I\LE—* s 56% 16% | 28% FERARAREWEL
I
Dietary supplement No need/purchase by my family

Money is important as it can
bring a better life

EIAREE , AL RETH
&S

39

B iRMEm

Jewelry

5 =i

Healthcare device, e.g. massager

FEERIREE (AR |, AHREE(Y

37% BEXA 17%
35% PSR 20%
24% WYL 1%

46%

45%

65%

R RBWLHATE
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THEY ARE FINANCIALLY SAVVY

FEUP |, EEFTIRIEN

MULTIPLE INCOME SOURCES

IAFKIRZ ¢

Social pension

0570 S S Rl
I

319 Sl

Allowance from children
FLxME
Extra income, e.g. part-time

FRER, MEREEM AN

Commercial pension insurance

Al FE R

79% Property income, e.g. rent
()

16%

11%

8%

MF'TEH&Z%\ (WEFfHEEE)
Have income other than social

41% pension or salary
BIFBAERIEZIMIUIA

40

FINANCIAL MINDSET
[EEIREEY

® ® 0 O

T
44%

Invest in financial products

R EWSIR RN m

We have time deposit, a bit
long in time length. We also
invest in some low-risk
financial products, usually
short-terms ones like 3 to 6
months long, so we can get the
money if we need it, like for
travelling. Apart from those,
we also got some money on
insurance as well.
BRI TSEER , AT
1BLERE , — 5855~
g . RAHIELFE , =155
FIF, FEHAIANE , LA
LR, AIAZHF, 5
SNE BB IR,

Uncle Chen, 71 y/o, QJ

Bk, 712, Hig
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UNCOVERING
THE TRUE
DEPICTION OF
SENIORS IN
CHINA

XL 2
HhEZ R CEF AR
ESCIX%2

41

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

EHEMFRENFE

Conscious about and active for health, rarely feeling lonely

BAFEHIRRER

FoiFireEE | 2004

Staying ahead, and contribute to family and society

Shg{RiE

New growth force for Internet economy

BEXKIEZ5T

FTELA

Embracing digital & tech development

KPEEFR

Sufficient spending power and desire, with strong financial 1Q

HERJEE]

Bk

NAFEgUP

LY.}
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THEY REALLY ARE THE “HIDDEN TREASURE” FOR US TO
DISCOVER AND TO CARE ABOUT.

LET US CO-CREATE A BETTER FUTURE FOR THEM.

ARE YOU READY?

ff J2BmAY “ER | ESRIERENXRE.
LERA TR E T ARk |

(RERET 75 ?

Ad
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WANT TO KNOW MORE ABOUT SENIORS IN CHINA? FOLLOW US FOR UPDATES

BEES THRPEZREHE , WDE TR S EHE

CHAPTER 2
B RE

CHAPTER 3
F=RE
CHAPTER 4
FlmE

EPILOGUE
=i

THE “HIDDEN VALUE” AND SOCIAL POWER
AR HMEF SRR

WHO THEY WERE, AND WHO THEY ARE

fif JRORTAC , FORTACAYAEAT)

REACHING THEIR HEARTS, CO-CREATING EXPERIENCES
RRAVOSR | FEERE

SENIORS IN OTHERS’ EYES, AND LIFE IN THEIR EYES

MNIERFEIEAT , FMEIIARFRIALE

il

Jan, 2020

Mar, 2020

May, 2020

Jul, 2020

AA
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MEDIA. CONTENT. TECHNOLOGY.

Follow Wavemaker in
WeChat to get our latest
news and insights
KiERE DR SITEIRE
2 (]: ppUIE=SSRE D

ABOUT US | Z=FFA]

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

Wavemaker China has a team of 800 people across four offices in Beijing, Shanghai, Guangzhou and Nanjing.
Clients in the agency’s portfolio includes CHANEL, Danone, Daimler, Huawei, Meituan, Pfizer and Tiffany.

Wavemaker@—REBRMERE. NAEHEIRNEFTT —SHHEUCIEAT , ElEsiEii 2T, BIIBOTFH
RBEHENWSLRKIRER , HETX—REL | BRINEGSEPEIREN SHEEREEE, EiIeET WM
Momentum , BREEHSEERXEEE WLRARZEREHEBAR. FHAIEVEFEEI4000000K , BHE351 7 |, i
EHRE721MNmE,. Bi)ESEMAFGSS008R T, 2 F0MNEZK. (IR TFHIFPACEDRITHINEM , ANFEaIE!
ENFIHFEOIREREIINNFSER. EIRETEEER , HEERWPPIEH THIEKENEBIRREE T, FE
THFMER , 1i51h0) www.wavemakerglobal.com

WavemakerdREEILR. Ei8. TNOIERIREUNMIAE , HBE008RT , RETEWNIIRZSHZ6mE , 85F
BE)L. Xge. ®BEE). 0. EH. ERNEXE.
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