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Scope

= Population change has been identified by Euromonitor International as a driver of consumer megatrends,
while ageing is one of the major demographic shifts under this driver. This report thus looks at the link
between population ageing, rising longevity and megatrends, highlighting the growing impacts of silver
consumers on the global consumer market in the years to come.
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A look into global ageing trends
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= The world is growing older rapidly as birth rates fall and life expectancy increases amid rising living
standards and better healthcare. The global population aged 65+ will almost reach the one billion milestone
by 2030. One quarter of them will live in China and half in other emerging and developing countries. Higher
life expectancy and population ageing are also boosting the median age of the population across all
regions.
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... and the longevity boom

= Older age groups will grow the fastest among all cohorts during the next decade, making longevity the new
norm. Longer lifespans will thus have increasing impacts on the consumer market in terms of changing
demand and spending patterns.
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From silver to gold: the growing power of silver consumers

One third of global households will be led by Older adults still have vibrant lifestyles
age 60+ adults by 2030
Global Households Headed by Aged = 65% of people aged 60+ used technology to
60+: 2018-2030 improve their day-to-day life in 2019
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Source: Euromonitor International from national statistics/UN/Euromonitor’s Lifestyles Survey 2019
Note: Data from 2019 are forecasts
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Silver consumers and megatrends

= As people now live decades after traditional = |n an effort to optimise their limited incomes,
retirement age, they seek far more than rest. elderly consumers are obvious drivers of
Retirees often have time and, in many cases, middle-class retreat trends.
resources to travel and pursue their personal
interests.

Shifting Market Frontiers Premiumisation

= Benefiting from economic growth, new retirees = Senior consumers in high-income brackets are
in emerging Asian and African countries are important drivers of demand for premium
now much wealthier and healthier than previous products.
generations.

Healthy Living Shopping Reinvented

» Health becomes even more important as one = Together with urbanisation, ageing is a driving
ages. With a wish to stay fit even in their old force behind the changing landscape of the
age, senior consumers are fuelling demand for retail industry. Demand for convenient shopping
health and wellness, ranging from food and Is huge among older consumers.

nutrition to activities.

Ethical Living Connected Consumers

* Younger consumers are known to be strong * Technology, such as home automation, remote
supporters of ethical living, but seniors could be health monitoring and robotic caregivers, has
the next important wave of conscious great potential among silver consumers as it
consumers as many wish to live purposefully. helps improve the lives of the elderly.
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Experience More: older adults show a strong desire to travel

= The number of global travellers aged 65 and over
is forecast to rise from 210 million in 2019 to 250
million by 2024 (making up 10% of total travellers),
reflecting the strong demand to experience new
places, new cultures and cuisine among silver
consumers.

» The mature markets of North America and
Western Europe have the highest proportion of
older travellers. Asia Pacific is home to the biggest
and fastest growing group of travellers aged over
65.

= Like other demographics, older consumers are
diverse in terms of interests and needs. Silver
travellers thus offer opportunities for not only
relaxation travel but also cultural, heritage and
even educational trips.

= Nevertheless, in order to capture silver travellers,
companies still need to consider the physical
challenges that older generations face, from poor
eye sight to mobility difficulties, in designing
facilities and services.

Share of Age 65+ Travellers by Region

2019/2024
North America
Western Europe
Australasia
Eastern Europe
Latin America
Asia Pacific
Middle East and Africa
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m2024 m2019

Top Preferred Travel Features by Age 60+ 2019

Safe Nature &
Destination Relaxation outdoor

41% 27%

36%

Quiality of food
& dining Arts & heritage Local culture

24% 21% 21%

Source: Euromonitor International from trade sources/ Euromonitor’s
Lifestyles Survey 2019
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Case study: China’s travel industry driven by a silver tourism boom

» Retirees in China today are different from previous
generations in that they want more from life than just
staying at home or taking care of their grandchildren.
Travelling is now the new interest of many silver
Chinese.

= Realising the opportunities brought by China’s ageing
population and the growing travel demands of Chinese
aged 60+ consumers, many travel agencies have
customised their offerings to cater to this market. Ctrip,
one of the leading online agencies, has designed
packages, group tours and high-end travel options for
Chinese seniors who are willing to spend on travelling
with comfort. The tours often include door-to-door
transportation and are less heavy in the sightseeing
schedule. The company also offers packages like
“Mom and Dad Relaxation Tours” to market to adult
children who want to buy trips as gifts for their parents.

Key takeaways:

» Product customisation to meet the specific needs of
older consumers will help to win the silver market.

é Uy 4 asmmeRS
The number of travellers aged 65+ in'China

stood at 41 million in 2019 and is expected : . :
to reach 51 million by 2024. Marketing to seniors’ adult children can be a very

o F effective channel to target silver consumers.



http://www.euromonitor.com/
http://www.euromonitor.com/

HOW AGEING POPULATION AND RISING LONGEVITY DRIVE MEGATRENDS

Shifting Market Frontiers: rising influence of Asian silver consumers

= Asia will be home to more than half of the global
population aged 65 and over — that means more
than 500 million — by 2030. Though the average
income of Asian older adults remains significantly
lower than their Western counterparts, the over-
65s in the region will witness the strongest income
growth globally through to 2030. Combined with
their evolving lifestyles, Asian silver consumers will
have growing influence on the regional and global
market.

= As the silver consumer market in Asia remains
relatively underserved, it offers great growth
potential, with growing demand for not only
necessities and health goods, but also travel,
leisure activities and elderly care services.

= |t is thus worth for companies targeting the Asian
markets to consider how to make their business
relevant to this large group of consumers. Many
businesses in the consumer health sector, for
example those providing vitamins and
supplements, have tailored their products to target
Asian older adults.

Growth Index of Average Gross Income
of Population Aged 65+ 2018-2030
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Source: Euromonitor International from national statistics
Note: Data from 2019 are forecasts.
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Healthy Living: a strong quest for healthy ageing

= To age healthily is the hope and dream of all consumers, particularly of older adults. Life expectancy is
increasing globally, but the extra years are not always the healthy years. Driven by the desire to enjoy a
good quality of life for their remaining years, older consumers are increasingly embracing healthy lifestyles
through health conscious nutritional habits and activities which support physical as well as mental
wellbeing.

= Sectors like health and wellness, vitamins and supplements and health-related technology have so far
benefited most from silver consumers’ pursuit of healthier lifestyles. With more product innovations —
particularly in relatively untapped sectors like food - that fit to the diverse needs of silver consumers,
businesses can reap even more rewards from this growing market segment.

Global Life Expectancy 2000-2030 Top Health Prevention Approaches of the
76.0 Aged 60s+ 2019

Life Expectancy Exercise/physical activity

Take vitamins or supplements

(]
§ 66.0 Follow a special diet
Healthy Life Expectancy Natural or traditional solutions
Use a phone app to help
coach/manage activities
56.0
2000 2010 2020 2030 0.0 40.0 80.0

% of respondents selected the approach

Source: Euromonitor International from national statistics/UN/Euromonitor’s Health and Nutrition Survey 2019
Note: Figures from 2019 are forecasts.
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Ethical Living: having a purposeful life

Green Attitude by Age Groups 2019 * Though older consumers tend to have
“I try to have a positive impact on the environment been moderate activists of ethical
through my everyday actions” lifestyles so far, they are conscious

consumers like other age groups. This is
mostly driven by their desire to do their
part and take care of the environment for
future generations (27% of Euromonitor’s
2019 Lifestyles Survey respondents aged
60+ said buying eco- or ethical-conscious
products made them feel good).

= Older consumers tend to trust products
which are locally sourced, natural and
environmentally conscious or eco-friendly.
To win the attention of older consumers
on ethical products, however, brands
need to communicate with them
effectively. Traditional media remains a
source of information for older adults,
while word of mouth is also influential.

60+

45-59

30-44

15-29

0% 20% 40% 60% 80% 100% ™ AffOfdablllty of ethical products and
services is a concern for silver

consumers, as many retirees live on a
Source: Euromonitor International’s Lifestyles Survey 2019 limited budget_

m Strongly agree m Agree ® Neither agree nor disagree ®Disagree m Strongly disagree
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Middle Class Retreat: silver consumers trade up and trade down

= Amidst population ageing, silver Share of Aged 65+ in Social Class C in Selected
consumers will account for a larger share of Economies 2018/2030
the middle class in most countries. In some

advanced economies, the 9ver-653 wi.II Ge:r::;
make up more than one third of the middle- Russia
income population by 2030. How middle- ea
class older adults spend, therefore, will _
increasingly drive consumer trends among china
the middle class in the next decade. Brazi
= Over-60, middle-income consumers tend to 0.0 20.0 40.0
focus on both value and quality, given the " 2030 w2018
limited income they earn after retirement.
As their spending priorities often change in Shopping Preferences by Age Group 2019
later life, they are likely to trade up in some (% of respondents selected the feature)
areas that are considered to be more 80.0
important for them now (eg fresh foods, 2
health and wellness products, travel), while Z 40.0
trading down in others, including reducing <
0.0

the quantity of consumption. Understanding
the spending preferences of silver
consumers thus will become even more

Find bargains Make impulse purchases
m15-29 m30-44 m45-59 m60+
Source: Euromonitor International from national statistics

important for businesses in the years to Euromonitor’s Lifestyles Survey 2019
Note: (1) Social class C represents the middle-income population. (2) Data for 2030 are
forecasts.

come.
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Premiumisation: older affluent consumers a target for luxury

Share of Population Aged 65+ in Social = The changing priorities of older consumers
Class A by Region 2018/2030 nowadays are driving demand for premium
products and services. For example, with a

stronger focus on health, older consumers have
demand for higher-quality, natural and functional
foods. Also, as more silver consumers now travel,
there is a growing demand for premium travel
services. Similarly, grandparents have become an
important target for marketers of premium child
products, as they tend to spend generously on their
grandchildren.

= Some luxury brands (such as LVMH) have
recognised the potential of high-income silver
consumers and tapped into this market by
incorporating the over-60s into their product
portfolio and marketing strategies.

= With the highest proportions of the population aged
65+ as well as strong purchasing power of the
over-65s, Western European markets are highly

Western Europe

Australasia

Eastern Europe

North America

Latin America

Asia Pacific

0.0 5.0 10.0 15.0 20.0 25.0 attractive for businesses seeking to market high-
% of social class A end, luxury products and services. Nevertheless,
= 2030 ®2018 the number of wealthy over-65s is growing faster in

Source: Euromonitor International from national statistics other regions, representing rising opportunities.
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Shopping Reinvented: great potential for convenient shopping

= Silver consumers’ shopping
preferences are changing, as their
time, financial situations and health
conditions may alter as they enter
retirement and age.

= Combined with urbanisation and
digitalisation trends, the rapid
increase in the number of 65s+
consumers will drive the future retalil
sector, requiring transformations
and adaptations ranging from
product design to store design. For
example, older consumers may
prefer home delivery services or
smaller stores that are easily
accessible by public transport.

= Silver consumers’ shopping
preferences can be as diverse as
other consumer groups: while many
of them still enjoy in-store shopping,
many do embrace online shopping
or want new shopping experiences
both in-store or online.

Top 5 Online Shopping Motivation of 60+ Age Group
2019

Best price
Free shipping
Ability to order at any time, from anywhere

Ease and availability of delivery

Ability to buy products / brands not available in
the local market

0.0 25.0 50.0
% of aged 60+ respondents selected the motivations

Market Size Growth of Grocery Retailers by Types

g 2013-2023

“i 160 .

ot = COnvenience Stores
o

N e Discounters

x

(4]

.E 130 = Forecourt Retailers
% e Hypermarkets

2 e Supermarkets

§ 100

- 2013 2023

Source: Euromonitor’s Lifestyles Survey 2019/ Euromonitor International from trade sources
Note: Data from 2020 are forecasts.
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Case study: the transformation of convenience stores in Japan

- .

W il . ' 2y " As Japan has one of the oldest populations globally
A : e P (28% of the population aged 65 and over in 2018),
: R ™ e silver consumers have strong influences on the

. " country’s retail market.

= Despite a decline in the overall retail sector,
convenience stores have expanded in Japan. Apart
from having easily accessible locations, retailers
— have transformed their stores to meet the special
-~ needs of silver consumers. 7-Eleven offers extra in-
ol ‘(r shop services like seating areas, karaoke and out-of-
' shop services like room cleaning and mending. In
some areas, 7-Eleven stores are thus becoming
places to socialise for older people. It also launched
“‘mobile store” travels by truck twice a week to a
housing complex in Tokyo where many elderly
people live. Lawson, another convenience retailer,
incorporate three separate spaces under one roof: a
) pharmacy, convenience store and health
B consultation to make it a one-stop shopping solution
Convenience stores in Japan grew by 5.2% for seniors.
in real terms in 2013-2018, compared to a Key takeaways:

decline of 1.2% for grocery retailers as a = Enhancing the shopping experience with tailored
whole. e services for the elderly is becoming vital for retailers
! ! | in rapidly-ageing markets.
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Connected Consumers: high demand for elderly-friendly tech

Possession of Digital Device of 60+ Age Group 2019 = Technology products have increasingly become part
(percentage of survey respondents aged 60+ confirmed possession of the of older consumers’ Iife, despite the bias that all
device) things digital are primarily for younger generations.
Though possession and usage of smart devices
D 88% among the over-E_SOs rem_ained I0\_Ner t_han younger
has a deskio or [apiop groups, they are increasing, making silver consumers
— an essential part of today’s digital consumers. In
2019, 31% of Euromonitor’s Lifestyle Survey
respondents aged 60+ made an online purchase of
0 goods and services at least once a month, up from
81 A) 20% in 2017.

» The increasing wish of older consumers to maintain
their quality of life has given rise to the “Ageing in
place” movement, which focusses on keeping elderly

has a smartphone

o 15% people in their own homes for longer as they age.
has a fitness/health Technology has shown great potential for improving
tracking device the life of the elderly. For example, home automation,

remote health monitoring and robotic caregivers are
P allowing older adults to continue to live independently
° 8% in their own homes Withou_t affecting their health and
@ e vl safety. Alexa, Amazon’s V|rtual_ aSS|stanfc, already_
~ ~esistant device helps many seniors by answering questlons, readlng
the news, calling relatives and controlling devices
such as lights and the television, on demand.

Source: Euromonitor’s Lifestyles Survey 2019
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Case study: the rise of technologies supporting senior living

= Businesses around the world are gradually waking
up to the emerging market of technologies
designed to enhance and enrich the lives of
seniors. The fact that silver consumers nowadays
are becoming more tech-savvy further supports
this trend. Some examples of innovations that help
seniors live healthier and happier:

= Samsung Bot Care: measures a user’s blood
pressure, heart rate, respiration, and sleep state.
RC_)bO'[ Smart health It also reminds them when to take their
assistant device medicine, and can be viewed by an elder as a
kind of companion.

= Rendever: builds a kind of virtual reality version
of Netflix in which seniors can choose from a
variety of experiences, such as spectator and
active sports, educational activities, and travel.

Key takeaways:

. | = Developing age-friendly technologies could be the
VR eEXperiences Smart glasses most compelling impact investment in the decades
ahead.
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Key takeaways: be inclusive and adaptive to win silver consumers

* Population ageing is one of the forces that drive consumer
megatrends today and tomorrow. Megatrends that should expect the
' most influence from silver consumers are Healthy Living, Middle-
The f.Uture IS Class Retreat and Shopping Reinvented.
silver * As this market segment is too large to be ignored, businesses need
to understand, explore and address silver consumers’ demand to
ensure long-term success.

« To capture this attractive market segment, there is a huge need for
inclusion of older consumers in retail spaces, marketing, technology

_ and product designs.

Inclusion » On the other hand, given the rise of the “ageless” generation who

favour age agnosticism, older consumers are often alienated by age

labels. Silver consumers are and want to be seen as "mainstream"

consumers.

« Silver consumers do have specific needs, interests and values and
will favour product segmentation based on these. Adapting products

. and services to better meet the needs of an ageing consumer base

Adaptation thus has huge potential for future success.

* Innovation — development of new products/services that can serve
new markets in an ageing society - is expected to reap the rewards of
the silver consumer market.
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