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Foreword from the CEO

This report is one of a series of CBBC consumer-focused 
reports,	 which	 have	 so	 far	 also	 included	 China’s	 Middle	
Income Consumers and E-commerce in China. 

Today	there	are	already	around	220	million	people	in	China	
over	the	age	of	60,	and	this	will	rise	to	480	million	by	2050,	
representing	a	third	of	China’s	total	population.	

The report looks at this rapidly growing and increasingly 
important	consumer	segment	that	more	than	ever	before	has	
greater	 spending	 power,	more	 leisure	 time,	 improving	 life-
styles	and	higher	expectations.	 It	 considers	 their	demands,	
influences	and	aspirations,	and	changing	consumer	behaviour,	
to	 highlight	 some	 developing	 business	 opportunities	 and	
potential	market	gaps	across	different	sectors.	

There	 are	 many	 opportunities	 for	 British	 companies,	 and	
many of our world-class companies are well placed to meet 
this	 growing	 consumer	 demand	 in	 medicine,	 healthcare,	
financial	 products,	 health	 food,	 fashion,	 beauty	 products,	
travel	and	entertainment.

CBBC	will	continue	to	undertake	research	into	this	segment,	
as well as other increasingly important Chinese consumer 
segments,	 to	 help	 British	 companies	 to	 identify	 potential	
opportunities	and	offer	practical	advice	on	how	to	succeed	
in China.

I	 hope	 this	 report	 provides	 useful	 insights	 and	 stimulates	
thinking.  Please do get in touch with the team at CBBC:  
we stand ready to support your business success in China.

Stephen Phillips 
Chief Executive 
China-Britain Business Council
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In addition 
to taking up 
a traditional 
role caring for 
grandchildren, 
the over 60 age 
group is starting 
to embrace 
consumerism and 
independence.

Background to The Report
This	report	is	intended	to	give	UK	companies	a	deeper	understanding	of	one	of	the	largest	and	fastest-
growing	consumer	segments	in	China	–	the	over	60	age	group.	It	discusses	who	they	are,	and	what	
they	do	and	buy,	and	explains	how	they	differ	in	terms	of	their	values	and	life-stages	of	life.	

The	over	60	age	group	has	increased	life	expectancy	and	higher	living	standards,	yet	retains	a	traditional	
early	retirement	expectation.	In	addition	to	taking	up	a	traditional	role	caring	for	grandchildren,	they	
are	starting	to	embrace	consumerism	and	independence,	often	making	up	for	their	poorer	younger	
lives.	

As	yet,	few	companies	have	attempted	to	serve	the	growing	needs	and	aspirations	of	these	mature	
Chinese	consumers	and	have	not	marketed	their	products	and	services	directly	to	them.	

This	report	focuses	on	market	
sectors	for	the	elderly	and	maturing	
consumers,	including:

•	 	Products	and	services	for	the	elderly	
–	medicines,		disability	devices,	care	
services	and	housing;	

•	 	Consumer	products	–	electronic	devices,	
fashion	and	cosmetics,	health	foods	and	
supplements;

•	 	Education,	tourism,	leisure	and	
entertainment;

•	 	Financial	services	–	pensions,	insurance	
and wealth management.

The	report	is	based	on	analysis	
of	market	data	and	industry	
forecasts,	and	in-depth	reviews	and	
interviews	with	other	experts	and	
organisations.	It	is	divided	into	four	
sections:	

•	 Section	1:	Summary	of	key	findings	

•	 	Section	2:	Overview	of	the	cause	and	size	
of	China’s	ageing	population

•	 	Section	3:	‘Silver	consumer’	profiles	and	
trends

•	 	Section	4:	Consumption	patterns	and	
opportunities	in	key	market	segments

|	02		www.cbbc.org



1.		Key Findings

China’s	population	is	ageing	rapidly.	By	2050,	China	will	be	home	to	a	quarter	of	the	world’s	elderly	
population.	One	in	every	three	Chinese	people	will	be	older	than	60	and	among	this	one	in	five	
will	be	at	least	80	years	old.	In	2015,	the	number	of	Chinese	people	older	than	60	will	exceed	220	
million,	more	than	the	populations	of	UK,	France	and	Germany	combined.

The	same	demographic	trends	affecting	the	world,	are	affecting	China’s	rapidly	ageing	population:	
lower	fertility	rates,	increasing	longevity,	and	the	ageing	of	the	baby	boom	generations.	Despite	
noting	the	importance	of	China’s	burgeoning	consumer	market,	few	companies	have	paid	enough	
attention	to	the	mature	consumer,	thus	opportunities	abound	across	all	sectors.	

The	maturing	consumer	will	become	a	significant	part	of	China’s	consumption	growth	over	the	
next	few	decades,	with	their	spending	power	estimated	at	a	third	of	the	economy,	making	China	
the	world’s	largest	‘silver	market’.	This	means	there	are	tremendous	opportunities	for	businesses	
that	shift	their	focus	and	act	first	in	filling	the	existing	market	gaps	by	adapting	and/or	developing	
products	and	services	tailored	to	the	needs	of	older	Chinese	consumers.

Companies	 should	 note	 that	 it	 is	 not	 one	 homogenous	 market,	 but	 rather	 diverse	 and	
highly	 fragmented.	 Consumer	 values	 and	 attitudes	 vary	 greatly	 across	 different	 generations.	
Understanding	those	differences	will	help	companies	to	foresee	the	directions	in	which	consumers	
are	evolving,	and	identify	the	time	to	enter	the	market	and	the	sub-segments	to	target.

With	increasing	incomes	and	a	wider	range	of	global	exposure	and	connections,	China’s	silver	
consumers	 are	 becoming	more	 financially	 secure,	 open-minded	 and	 adventurous.	 They	 are	
found	to	be	more	positive	for	embracing	new	technology,	willing	to	learn	new	skills	and	to	try	
new	things	as	they	have	a	stronger	desire	to	improve	their	quality	and	enjoyment	of	life.

They	are	demanding	and	pursuing	a	wider	variety	of	products	and	services,	which	can	fit	their	
modern	lifestyles,	ranging	from	the	essentials	such	as	medical	products	and	health	food	to	
discretionary	items	including	fashion,	consumer	electronics,	travel	and	further	education.

Whereas	five	workers	support	each	retiree	today,	 in	2050	there	will	be	more	than	one	retiree	
for	every	two	workers.	A	rapidly	ageing	population	and	a	shrinking	tax-paying	labour	force	are	
putting	more	strain	on	China’s	welfare	and	social	security	systems,	which	requires	the	financial	
sector	to	act	more	vigorously	to	provide	sufficient	financial	security	for	Chinese	retirees	now	and	
in the future.
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2.	Overview	of	the	Cause	&	Size	of	China’s	Ageing	Population	

2.1		|		Workforce Demographics
In	2012	China	recorded	an	absolute	decrease	in	its	working-age	population	(aged	15-59)	for	the	first	
time	since	the	country’s	opening	up	in	the	late	1970s.1  China’s	working-age	population	as	share	of	total	
population	will	fall	to	52%	by	2050	from	its	peak	at	nearly	70%	in	2010.	

The	UN	estimates	that	China’s	workforce	will	shrink	from	938	million	in	2015	to	726	million	by	2050.	
The	“demographic	dividend”	of	mass	mobilisation	of	China’s	population	into	the	workforce,	which	has	
driven	its	rapid	growth	in	recent	decades,	is	dwindling	and	is	soon	to	disappear.	

Furthermore,	China’s	population	is	ageing	even	faster	than	the	work	force	is	declining.	By	2050,	every	
100	potential	Chinese	workers	(aged	15-64)	will	have	to	support	39	people	aged	65+,	more	than	three	
times	the	ratios	report	for	2010.		

China’s	Population:	Age	Distribution	(millions)

Source:	United	Nations	(UN)

Old-age	Dependency	Ratios	
(aged	65+	per	100	people	aged	15-64)

The UN 
estimates 
that China’s 
workforce will 
shrink from 938 
million in 2015 
to 726 million 
by 2050. 
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2.	Overview	of	the	Cause	&	Size	of	China’s	Ageing	Population	

2.2		|  Life Expectancy & Birth Rates

As	elsewhere,	people	in	China	are	living	longer	and	having	fewer	children	–	but	the	speed	of	change	
has	been	dramatic.		

Life	Expectancy	

•	 Increased	from	under	45	years	old	in	1950	to	75	years	old	in	2010.
•	 Currently	life	expectancy	stands	at	76	years	old,	and	is	expected	to	reach	around	80	by	2050.
•	 Levels	approaching	that	of	developed	countries	and	is	higher	than	Brazil,	India	and	Russia.

Fertility	Rates	

•	 Fell	from	6	per	mother	in	the	early	1950s	to	4.8	in	1970	in	China.
•	 	After	the	one-child	policy1 came	into	effect,	fertility	rates	drop	below	2.1	(the	replacement	level	

needed	to	keep	the	population	steady)	by	the	early	1990s.
•	 It	 has	 now	 dropped	 and	 settled	 at	 a	 rate	 of	 1.7	 (lower	 than	 the	 UK,	 France	 and	 the	 US). 
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China’s population 
is ageing, due to 
a combination 
of rising life 
expectancy, 
declining fertility 
rates, and 
the ageing of 
historical baby 
boom generations.

1  One-child	policy	–	couples	in	urban	China	could	have	only	one	child,	or	in	rural	areas	two	if	the	first	child	was	a	girl.
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Birth	rate	(per	1,000	people)
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First	Boom Second	Boom Third Boom

Enter	Retirement

First	generation	of	baby	boomers	
–	As	in	Europe,	the	post-war	
period led to a surge in birth 
rates.	This	generation	is	retired	or	
retiring	(60+	years	old).	

Second	baby	boom	came	after	
‘The	Great	Famine’	(1958-61)	
during which families postponed 
having	children	or	had	lost	young	
children. 2		This	generation	is	now	
around	50	years	old.

The third smaller boom came 
with	new	marriage	laws,	allowing	
Chinese residents to marry 
younger	(20	years	old	for	women	
and	22	years	old	for	men).2  This 
generation	is	also	known	as	the	
“One-child	generation”	due	to	the	
one-child policies in place at the 
time,	and	they	are	currently	25-35	
years old.

	1949	–	1957 	1962	–	1970  1981	–	1990

China	has	experienced	three	baby	booms	since	the	1950s,	which	are	further	contributing	to	its	ageing	population.	

2   Late	marriage	requirements	of	the	1970s	in	China	stipulated	23	and	25	years	for	women	and	men	in	the	rural	areas,	
and	25	and	28	years	for	women	and	men	in	the	urban	areas.	
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By	2030,	the	60+	population	is	estimated	to	reach	370	million	(accounting	for	24%	of	the	population)	
and	is	forecast	to	rise	further	to	480	million	by	2050;	therefore	accounting	for	nearly	one	quarter	of	the	
world’s	total	60+	population.	The	80+	age	group	will	also	reach	around	120	million	by	2050.

The	UN	defines	a	country	as	ageing	if	7%	of	its	population	is	65+.	In	2010,	26	out	of	31	provinces	
in	China	reached	this	level.	Six	provinces	had	more	than	10%	of	their	population	aged	65+	in	2010,	
including	Chongqing,	Sichuan,	Jiangsu,	Liaoning,	Anhui	and	Shanghai.	

By	2030,	it	 is	estimated	that	more	than	ten	provinces	will	have	20%	of	their	population	aged	65+.	
By	2050,	the	proportion	of	the	65+	age	group	is	expected	to	rise	to	30%	of	the	population	in	seven	
provinces,	concentrated	on	the	east	coast	and	northern	part	of	China.

In 2013, the 
number of people 
aged 60+ reached 
200 million, 
accounting for 
approximately 
15% of the total 
population.

2.3		|  Rapidly Increasing Numbers
In	2013,	the	number	of	people	aged	60+	reached	200	million,	accounting	for	approximately	15%	of	the	
total	population.	As	those	from	the	first	baby	boom	approach	60+,	this	will	reach	255	million	by	2020	
(18%	of	the	total	population).	

Population	Aged	60+	(million)

0
2000

100

200

300

400

500

Source:	China	National	Commitee	on	Ageing	(CNCA)

2005 2010 2011 2012 2013 2014 2015 2020 2030 2040 2050

600

130
170

221

371

483

18% 24% 30%

  www.cbbc.org 07	|



Ageing	Provinces	in	China
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By 2030, 
more than ten 
provinces will 
have 20% of their 
population aged 
65+, and over half 
of the 60+ group 
will be living in 
urban areas. Source:	China	National	Committee	

on	Aging	(CNCA),	China	Research	
Center	on	Ageing	(CRCA)
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China’s	rapid	urbanisation	in	recent	decades	has	enabled	the	60+	population	in	urban	areas	to	
maintain	steady	growth.	Urban	areas	are	predicted	to	account	for	more	than	50%	of	the	total	
number	in	the	next	ten	years,	and	is	likely	to	surpass	70%	by	2050.	

Population	Over	60	Living	in	Cities	
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3.	China’s	Silver	Consumers

Pre-1945

Traditional	
Generation
Age:	70	+	

Life	Events Consumer	Traits Core Values

Influenced by war time 
turbulence in early life. 

Predominantly poor, 
uneducated and rural.

Witnessed the founding of the 
PRC and strongly supported 
the rise of communism.

Part of Mao’s big push to 
industrialise China.

Conservative	attitudes	and	
frugal,	most	informed	of	
traditional	values.

Price-sensitive	and	tend	to	
stick	to	what	they	know	rather	
than trying new things.

Few are likely to embrace 
Western brands.

•	 Patriotism	
•	 Collectivism
•	 Sacrifice	
•	 Frugality	
•	 Duty	before	pleasure

The	Mao	
Generation
Age:	55	-	69

Life	Events Consumer	Traits Core Values

Also known as the “Lost 
Generation.” Experienced famine 
in childhood (1958-61) and 
education interrupted by the 
Cultural Revolution (1966-76). 

Many suffered unemployment 
caused by large-scale reforms 
of State-Owned Enterprises 
(SOEs) in the late 1990s.

Thrifty,	but	typically	have	
more children to support 
them.	Some	desire	to	live	
their remaining life to the full 
and	have	started	to	consume	
to compensate for years of 
deprivation.	

Many	of	China’s	elite	
old	leaders,	who	built	
today’s	modern	China.	Not	
necessarily well educated or 
sophisticated,	but	sufficiently	
open-minded and demanding 
innovative	products	and	
services	tailored	to	their	
needs.

•	 Adaptability
•	 Socialism
•	 Hard	work
•	 Survival
•	 Family	harmony

Today’s Silver Consumers

1946-1960 Today’s Silver Consumers

3.1		|		Attitudes,	Behaviours	and	Values
China’s	dramatic	changes	 in	the	past	30	years	have	greatly	changed	consumer	attitudes	and	
behaviours.	 However,	 the	 different	 generations	 still	 largely	 differ	 in	 consumption	 patterns,	
values	and	attitudes,	often	shaped	by	early	life	and	defining	events	and	experiences.

CBBC	interviewed	Professor	Florian	Kohlbacher	of	International	Business	School	Suzhou	(IBSS)	at	
Xi’an	Jiaotong-Liverpool	University	(XJTLU),	an	expert	on	ageing	and	business,	and	he	explained	
that “The silver segment is broadly defined as those people aged 50 and older. You cannot 
target the whole silver market in China; it is by no means one homogenous market segment. 
There are many segments that divide people into different generations with different values and 
attitudes. These values and attitudes determine the future trend of the silver market.” 

The	following	table	represents	a	generational	comparison	among	the	key	consumer	cohorts.
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1961-1970

Transitional	
Generation
Age:	45	-	54

Life	Events Consumer	Traits Core Values

Young children during the 
Cultural Revolution. 

First generation of a growing 
consumer market, with 
exposure to many Western 
brands in late 1980’s.

Some were fortunate to enter 
universities; some even studied 
abroad at government cost.

Affected by “one-child policy” 
during childbearing age.

Relatively	open	to	Western	
brands and aspire to explore the 
outside world. 

Strongly	invest	in	their	“only	
child”	–	education	and	marriage.

Elite	groups	are	well-educated,	
sophisticated	and	have	the	
purchasing power to become 
higher-end consumers.

•	 Stability
•	 Security
•	 Humanism
•	 Diversity
•	 Child-focused

Post-Maoism	
Generation
Age:	35	-	44

Life	Events Consumer	Traits Core Values

Caught between the old and 
new China. Grew up with 
more personal freedoms than 
previous generations. 

Many received a modern 
education. Part of China’s 
transitional development and 
new middle income group.

Last generation to grow up in 
extended families.

Adaptive,	highly	pragmatic	and	
facts-based. Family oriented 
and work hard to create 
financial	security.

Not	naturally	Westernised,	
but more familiar with foreign 
brands and products than their 
predecessors.

Less	conservative,	more	
diversified	and	comfortable	
buying luxury goods.

•	 Pragmatic
•	 Self-reliance
•	 Conformity
•	 Family	commitment
•	 Practical

Tomorrow’s Silver Consumers

1971-1980 Tomorrow’s Silver Consumers

One-Child	
Generation
Age:	25	-	34

Life	Events Consumer	Traits Core Values

Single focus of two parents and 
often four grandparents (“little 
emperors”).

Grew up entirely within the 
reformist era, global exposure 
and connections.

Part of China’s first wave of far-
reaching economic change and 
growing pride.

Many obtained overseas study 
experience; greatly helped speed 
up China’s urbanisation trend.

High	self-esteem,	selfish	and	
demanding.

Shift	in	values	from	traditional	
collectivism	to	individualism	
and	uniqueness.

Modern,	Westernised	lifestyle,	
and	particularly	technology-
savvy.	

Value	work-life	balance	and	
increasingly focus on a wider 
variety	of	leisure	activities.	

•	 Individuality
•	 Materialism
•	 Optimism
•	 Self-Confidence

1981-1990 Tomorrow’s Silver Consumers
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3.2	Emerging Trends
Aside	from	the	differences	among	key	generations,	there	are	other	emerging	consumer	trends	
in	 the	 ‘silver	market’	which	are	believed	to	be	more	prevalent	 in	 the	next	 few	decades	and	
particularly	relevant	to	address	for	marketers.

Older	consumers	are	not	necessarily	conservative	and	
purely	price-sensitive,	they	often	pursue	value	and	quality	
rather	than	low	prices	as	they	understand	that	quality	
costs.	They	are	most	likely	to	spend	more	on	health-related	
products	such	as	food	and	pharmaceuticals.	However,	there	
is	a	growing	trend	in	purchases	of	higher-end	goods	such	as	
premium	cars	and	personal	luxury	items.	

Willingness	to	
pay	extra	for	

quality

Although	they	tend	to	stick	to	products	or	stores	they	are	
familiar	with,	they	are	not	closed	to	new	ideas.	They	have	
a	strong	desire	to	improve	their	quality	and	enjoyment	of	
life	in	retirement	and	they	are	likely	to	make	choices	based	
on	experience	and	a	confidence	in	knowing	what	they	like,	
and	having	the	patience	and	self-confidence	to	learn	and	
to	try	new	things.

Openness	to	
new ideas and 

things	

Changing	lifestyles	and	the	increasing	prevalence	
of	chronic	conditions	have	made	consumers	more	
concerned	about	their	health	and	well-being.	They	are	
increasing	their	purchases	of	health	foods	and	nutritional	
supplements.	While	also	paying	more	attention	to	their	
emotional	health	by	participating	in	travel	and	leisure	
activities.

Health	and	
wellbeing	
oriented

China’s	“Silver	surfers”	are	embracing	the	digital	age	by	
driving	growth	in	online	shopping,	online	payment	and	
social	networking.	Alibaba	-	China’s		largest	e-commerce	
company	reported	it	had	two	million	online	shoppers	over	
the	age	of	50	in	2013.	The	trend	of	digital	connectivity	
will	continue	among	the	silver	segment	as	consumers	
increasingly	perceive	the	benefits	and	convenience	of	
online	activities.

Digital	
connectivity

Some	key	 sectors	present	potential	opportunities	 for	UK	businesses,	 ranging	 from	medicine	
to	elderly	care	devices,	care	services	and	housing,	health	foods	and	supplements,	consumer	
products	such	as	electronic	devices,	fashion	and	cosmetics,	travel,	leisure	and	entertainment,	
education	and	financial	services.
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The	market	for	China’s	older	age	groups	is	still	largely	underdeveloped	in	terms	of	both	product	
and	service	offerings	compared	to	countries	such	as	Japan.	Some	markets	are	still	in	the	nascent	
stage	of	development,	while	others	do	not	even	exist	in	China.	

“Because many markets do not exist in China, you need to create them and that takes long-term 
investment and effort. But it is worthwhile and whoever acts first can be a pioneer and have 
market advantages,” said Prof Kohlbacher. 

He	argues	that	self-perceived	age	has	significant	 impacts	on	consumer	behaviour.	Generally,	
most	feel	ten	years	younger	than	they	actually	are.	Therefore,	it	is	not	suitable	to	indicate	“old	
age”	when	advertising	products	targeted	towards	the	older	consumers.		

He	added	“Demographics require companies to abandon the concept of solely targeting young 
customers. In the end, all managers will have to find ways to market to the old without either 
offending them or putting off younger consumers.”  

He	highlights	important	considerations	for	marketing	to	older	consumers:3

•	 Developing	and	marketing	products	and	services	especially	for	older	consumers.	

•	 Adapting	products	and	services	especially	for	older	age	groups.

•	 	Age-neutral	products	and	services	that	offer	value	to	the	older	age	groups	while	also	attracting	
younger	consumers,	such	as	luxury	goods	and	premium	cars.

•	 	Trans-generational	 products	 that	 can	 be	 consumed	 by	 all	 consumers	 regardless	 of	 age	 and	
particularly	bridge	the	generations.	A	successful	example	is	Nintendo’s	game	console	the	“Wii”.

4.1	Elderly	Care	Products	&	Services
Medicines

China	is	the	world’s	third	largest	market	for	medicine,	and	sales	in	2014	were	£65	billion	(up	
14%	year	on	year).4	 	Drug	consumption	by	the	60+	age	group	is	typically	two	or	three	times	
higher	 than	 that	of	any	other	group;	 in	2014,	older	Chinese	consumed	medicines	valued	at	
nearly	£45	billion.	If	the	market	continues	to	grow	at	around	15%	a	year,	CBBC	estimates	that	
by	2020	medicine	sales	to	older	consumers	will	reach	£90	billion.

Foreign	manufacturers	 are	 still	 heavily	 reliant	 on	off-patent	medicines	 to	 increase	 revenues	
in	China;	roughly	80%	of	their	sales	in	2014	were	derived	from	such	products.	Branded	drugs	
enjoy	 hefty	 premiums,	 partly	 because	 locally	 made	 generics	 are	 of	 poor	 quality.	 However,	
China’s	government	has	committed	to	making	healthcare	more	affordable	for	 its	vast	ageing	
population,	 and	 reforms	 that	 are	 under	way	 aim	 to	 keep	 a	 tight	 rein	 on	 drug	 prices	while	
pushing	higher	quality	and	innovation.	

Although	 foreign	 companies	 will	 face	 stiffer	 competition	 and	 upward	 pressure	 on	 prices,	
growing	demand	 for	new	patented	drugs	 in	China	will	help	 limit	 their	 loss	of	market	 share,	
believe	Bain	&	Company.	 And	 the	 sheer	 numbers	 of	 older	 age	 groups	will	 give	 rise	 to	 new	
pockets of demand for drugs. 

In 2014, the over 
60s consumed 
medicines valued 
at nearly £45 
billion. And it 
is expected to 
double to £90 
billion by 2020.
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Foreign	players	are	likely	to	continue	to	lead	in	innovative	medication	treatments	for	issues	such	
as	high	blood	pressure,	hyperlipidemia,	diabetes,	thrombosis	prevention	and	asthma,	as	well	as	
issues	 such	as	depression.	Opportunities	also	 lie	 in	preventive	 treatment	 for	older	Chinese	 in	
such	areas	as	vaccinations	for	influenza	and	pneumonia.	The	table	below	forecasts	the	number	of	
China’s	ageing	population	with	common	chronic	diseases	from	2015-2050.

Mobility	&	Impairments		

China	currently	has	nearly	30	million	people	aged	60+	with	mobility	issues,	70	million	with	impaired	
vision	and	45	million	with	impaired	hearing.	These	figures	are	estimated	to	grow	dramatically	in	
the	years	to	come.	Demand	for	assistive	devices	–	largely	consisting	of	rehabilitation,	mobility	aid	
products,	hearing	and	visual	auxiliary	equipment	will	rise.	

A	rapidly	ageing	population,	especially	the	increasing	80+	age	group,	will	drive	demand	for	elderly	
care	hospitals,	rehabilitation	centres	and	nursing	facilities,	which	are	particularly	underdeveloped	
in	China	at	present.	As	these	institutions/facilities	further	develop,	demand	for	medical	devices	is	
also	likely	to	grow	substantially.	

Chinese	 consumers	 have	 a	 strong	 preference	 for	 foreign-made	 medical	 devices	 due	 to	 the	
perception	 they	 are	 of	 higher	 quality	 and	 are	more	 reliable.	 Foreign	 companies	will	 find	 the	
most	potential	in	the	high-end	segment;	however,	even	private	institutions	in	China	have	limited	
experience	in	working	with	advanced	medical	equipment.	 It	 is	therefore	important	to	educate	
the	market	about	products	and	solutions	and	to	provide	continuous	training	as	well	as	support.	

Number	of	60+	Population	with	Impairment	(millions)

Number	of	60+	Population	with	Chronic	Illness	(millions)

1

2

3

4

5

6

7

8

9

10

Hypertension

Cerebrovascular	Disease

Diabetes

Chronic	Obstructive	Pulmonary	Disease	(COPD)

Rheumatoid	Arthritis

Ischaemic	Heart	Disease

Gastroenteritis

Intervertebral	Disc	Disorders

Cholelith	and	Cholecystitis

Cataract

19.7

3.9

3.7

3.4

3.1

3.1

2.0

1.9

1.1

0.9

Rank	 Diseases	 Morbidity		Rate*	(%)	 2015	 2020	 2030	 2040	 2050

44

9

8

8

7

7

4

4

2

2

50

10

9

9

8

8

5

5

3

2

73

14

14

13

11

11

7

7

4

3

83

16

16

14

13

13

8

8

5

4

95

19

18

17

15

15

9

9

5

4

Source:	*Center	for	Health	Statistics	and	Information,	Ministry	of	Health	(2008),	CNCA

Walking

Vision

Hearing

13.1

31.9

20.0

Type	of	Impairment	 Incidence*	(%)	 2015	 2020	 2030	 2040	 2050

29

71

44

33

81

51

49

118

74

55

135

85

63

154

97

Source:	*CRCA,	CNCA
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Elderly	Care	Services	and	Housing

Changing	family	structures	caused	by	the	one-child	policy	and	rapid	urbanisation	trends,	mean	
that	half	of	China’s	over	60s	(110+	million)	are	currently	living	alone	with	no	children	and	this	is	
expected	to	increase	to	70%	by	2050	(when	79	million	of	them	could	be	childless).5

The	traditional	family	home	care	approach	for	the	elderly	is	being	challenged,	creating	a	void	to	
be	filled	by	the	government	and	offering	significant	opportunities	for	private	companies.	Both	
long-term care beds and elderly care professionals are in great shortage. 

Currently,	only	2%	of	China’s	elderly	opt	 for	 institution-based	 care,	 although	at	 least	10%	are	
willing	 to.	 Barriers	 remain	 as	 traditional	 values	 that	 elderly	 homes	 are	 built	 for	 childless	 or	
abandoned	parents	and	perceptions	of	them	being	unclean	and	lonely	places.	Although	there	are	
over	94,000	elderly	care	homes	in	China,6		the	quality	of	care	has	never	been	properly	regulated,	
often	resulting	in	substandard	conditions.	

Over	time,	China’s	elderly	will	need	to	become	more	open	to	elderly	care	centres.	They	will	prefer	
housing	with	close	proximity	to	their	family	and	friends,	and	they	will	attach	high	value	to	good	
medical	care	service	regardless	of	whether	there	is	an	immediate	need.		A	growing	number	of	
wealthy families are already embracing high-end nursing homes. 

For	example,	Cherish	Yearn	in	Shanghai	is	an	upmarket	retirement	community,	with	membership	
fees	of	£100,000	and	annual	charges	of	£3,000-£7,000.	 It	has	had	no	trouble	 in	finding	1,300	
members	since	opening	in	2008.	It	is	planning	to	expand	its	business	to	build	residential	properties	
for the elderly across China.

The	majority	will	still	opt	for	home-based	elderly	care,	but	existing	resources	are	fairly	limited	in	
meeting	demand.	In	fact	many	Chinese	people	are	often	not	aware	of	the	availability	of	many	in-
home	or	residential-based	care,	rehabilitation	and	counseling	services.	

Training	a	new	generation	of	caregivers	is	going	to	be	a	very	important	and	potentially	lucrative	
sector,	to	provide	for	the	high-end	in-home	care	service	needs	of	the	emerging	middle	income	
families	 providing	 customised	 care,	 including	 housekeeping	 and	 companionship,	 safety	
supervision	and	physical	assistance.

A	number	of	investors	and	foreign	companies	have	already	entered	into	the	business	of	caring	
for	China’s	elderly.	Many	Chinese	firms,	as	newcomers	to	the	sector,	lack	experience	in	operating	
elderly	homes	and	providing	quality	nursing	 care	and	are	 therefore	 seeking	 cooperation	with	
established	foreign	players.	This	provides	opportunities	in	relevant	sectors,	ranging	from	design	
and	 planning,	 training	 and	 education	 to	 operations,	 management,	 medical	 and	 healthcare	
equipment,	as	well	as	digital	systems.	

Foreign	companies	can	and	have	also	set	up	independent	elderly	care	institutions,	without	a	joint	
venture	partner,	and	they	are	also	welcome	participants	in	improving	state-owned	elderly	care	
organisations,	and	to	develop	high-quality	chain	institutes.7	For	more	detailed	analysis	on	China’s	
elderly	care	sector,	please	see	CBBC’s	report	“Enabling	business	opportunities	for	UK	companies	
in	China’s	elderly	care	markets”.	

Supply	Gap	in	Nursing	Beds	and	Elderly	Carers

Government	Target	by	2020

Existing	Supply	2015

Total	Supply	Gap	

Nursing	Beds	 Elderly	Carers

Source:	Ministry	of	Civil	Affairs	(MCA)

10.2	million		(35-40	beds	per	1,000	elderly)

5.8	million	(27.5	beds	per	1,000	elderly)

4.4 million

6	million

<1	million		Only	50,000	are	certified

5 million

A growing number 
of wealthy families 
are embracing 
high-end nursing 
homes, while the 
emerging middle 
income families 
are looking for 
customised 
in-home care 
services.
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4.2	Consumer Products
Health	Foods	&	Nutritional	Supplements	

China is seeing a rapidly growing number of diet-related chronic diseases such as high blood 
pressure,	diabetes	and	obesity.	Chinese	consumers,	especially	the	older	age	groups,	are	becoming	
more	 health	 conscious.	 Despite	 an	 aspiration	 for	 maintaining	 healthier	 eating	 habits	 as	 a	 top	
aspiration,	according	to	Mintel	(a	market	research	company),	they	are	turning	to	self-medication	
such	as	health	supplements;	vitamins	and	minerals	to	strengthen	their	immune	systems	and	boost	
their	energy	levels.8

In	China’s	12th	Five-Year	Development	Plan	(2011-2015)	for	the	food	Industry,	nutrition	and	health	
foods	were	included	as	a	priority	for	the	first	time.	The	plan	estimated	that	the	output	value	of	
China’s	nutrition	and	health	food	industry	would	reach	£100	billion	by	2015	(annual	growth	rate	of	
20%),	of	which	half	of	the	products	in	this	category	target	middle-aged	and	older	consumers.	This	
would	mean	that	the	market	for	elderly	nutrition	and	health	food	products	is	predicted	to	be	worth	
£125	billion	by	2020.

Older	Chinese	tend	to	follow	traditional	Chinese	medicine	and	food	therapy.	However	the	domestic	
market	 cannot	meet	 the	 demands	 for	 quality	 health	 food	 products	 such	 as	 organic	 food.	 The	
majority	of	them	are	willing	to	pay	higher	premiums	for	food	products	deemed	to	be	healthier,	and	
they	often	associate	well-known	brands	with	a	greater	level	of	quality	and	food	safety.	

Consumers	are	skeptical	of	certain	goods	domestically	produced	due	to	a	series	of	food	scandals.	
Imported	products	 such	as	dairy,	 cereals	 and	hot	beverages	are	gaining	popularity	due	 to	 their	
perceived	safety	and	quality	guarantees.	To	meet	the	upgrading	demand	of	older	Chinese	consumers	
who	have	higher	purchasing	power,	there	are	opportunities	for	foreign	companies	in	regional	cities	
as	well	as	in	the	pre-existing	premium	product	market.	

Holland	&	Barrett	started	in	China	in	2012	and	have	a	range	of	over	700	products.	They	see	the	‘silver	
market’	as	a	very	attractive	growth	segment.	Based	on	the	company’s	sales	data,	products	containing	
fish	oil,	lecithin,	milk	thistle,	maca,	protein	power,	calcium,	multi-vitamin	and	glucosamine	are	top	of	
its	sales	list.	Products	with	these	ingredients	can	help	improve	cardiovascular	health,	liver	function,	
bone	and	joint	health,	providing	anti-fatigue	effects,	as	well	as	boosting	and	fortifying	the	immune	
system,	which	are	commonly	related	to	health	demands	of	the	middle-aged	and	older	population.	

“It has been estimated that China’s ageing population will push the country’s health industry growing 
at 20% over the next 10 years. This is a real opportunity for manufacturers of health and wellness 
products to prosper in China. Holland & Barrett will accelerate expansion in the Chinese market” 
Abe	Ran,	Senior	Marketing	Manager	of	Holland	&	Barrett.	

For	 nutritional	 supplements,	 there	 is	 still	 a	 lack	 of	 knowledge,	 and	 strong	 beliefs	 in	 traditional	
Chinese	medicine	as	well	as	concerns	about	the	side	effects	of	Western	products.	Nevertheless,	
opportunities	exist	and	are	growing	to	target	the	50-60	age	group	and	the	children	of	older	parents,	
who	 are	 more	 educated,	 open-minded	 and	 have	 greater	 trust	 in	 Western	 products.	 It	 is	 also	
important	to	educate	more	consumers	about	product	quality	and	value,	especially	when	it	comes	to	
supplements	and	other	more	advanced	products.

The market for 
elderly nutrition 
and health food 
products is 
predicted to grow 
at 20% annually  
to £125 billion  
by 2020.

  www.cbbc.org 15 |



Digital	Technology

The	number	of	 Internet	users	aged	50+	has	more	 than	doubled	 in	 the	past	five	years	 to	52	
million.9	Over	a	 third	of	50-59	year	old	 internet	users	 in	China	 identify	 themselves	as	being	
frequent	technology	users	and	this	rises	to	41%	for	the	60+	(compared	to	Asia-Pacific	averages	
of	19%	and	15%).	10 

CBBC	 found	 two	 key	 factors	 affecting	 older	 consumers’	 adoption	 and	 eventual	 use	 of	 new	
electronic	 devices	 are	 the	 cost	 of	 access	 and	 ease	 of	 use,	 but	 quality	 or	 durability	 also	
important	considerations	as	they	are	 less	 likely	to	switch	to	new	gadgets	on	a	regular	basis.	
Older	consumers	require	more	technical	support	in	adopting	a	new	gadget;	technology	such	
as	screen-sharing	for	remote	controls	to	provide	live	assistance	will	be	attractive	to	the	silver	
consumer segment.

A	good	example	is	the	growing	popularity	of	smartphones	among	older	consumers,	thanks	to	
China’s	pioneering	smartphone	maker	Xiaomi,	which	targeted	the	older	age	groups	with	easy	to	
read	text	and	big	buttons	on	its	entry-level	HongMi	smartphone,	with	increasing	affordability,	
greater	user-friendliness	and	various	convenient	apps	for	socialising	or	entertainment.		

Increasing	social	mobility	and	urbanisation	is	stimulating	demand	for	innovative	gadgets,	which	
can	help	alleviate	fears	of	loneliness	and	isolation.	In	addition,	older	consumers	will	increasingly	
pursue	digital	health	devices	such	as	blood	pressure	monitoring,	wearable	medical	alert	systems	
and	various	electronic	aids	to	assist	with	daily	living.

Fashion	&		Beauty	Products	

Many	of	China’s	new	generation	of	retirees	are	redefining	the	traditional	Chinese	concept	of	
old	age,	in	style.	They	are	not	all	resistant	to	personal	indulgence,	they	continue	to	take	pride	
in	their	appearance	and	want	style,	relevant	fashion	and	better	services,	as	they	have	a	strong	
desire	to	enjoy	their	social	lives	more,	regardless	of	their	age.	

Although	there	are	efforts	being	made	by	some	retailers	to	provide	clothing	and	accessories	
dedicated	to	older	women,	mostly	in	specialist	fashion	departments,	few	have	yet	successfully	
managed	to	market	appropriately	to	their	target	consumers.	According	to	the	China	National	
Committee	on	Ageing	(CNCA),	the	spending	power	of	China’s	older	consumers	on	clothing	will	
be	at	least	£10	billion	by	2020,	yet	less	than	10%	of	products	are	targeted	at	older	shoppers.	

While	in	the	beauty	industry,	such	as	make-up,	skin	care	and	hair	care	products,	companies	or	
brands	have	made	little	or	no	attempts	to	address	the	needs	of	older	Chinese	or	market	their	
products	or	services	directly	to	them.	Therefore	although	with	money	in	hand,	older	Chinese	
consumers are not necessarily spending it on fashion and beauty items. 

Mature	 consumers	 are	 more	 value-driven.	 They	 buy	 what	 they	 need	 and	 they	 are	 often	
prepared	to	pay	more	for	products	of	high	quality,	good	materials	and	the	relevant	style/design	
that will last them a bit longer.  

As	Chinese	people	continue	to	embrace	consumerism,	the	future	over	60s	fashion	market	 is	
also	going	to	mature	and	be	more	competitive.	Interested	UK	brands	have	a	real	opportunity	to	
re-position	their	products	and	services	to	meet	this	underserved	segment	and	to	reap	benefits	
both	in	terms	of	profit	and	influence	on	generations	to	come.

Mature 
consumers are 
more value-driven 
and they are 
often prepared 
to pay more for 
products of high 
quality, good 
materials and 
relevant style/
design.
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4.3	Travel,	Leisure	&	Entertainment
Travel

China’s	 travel	 and	 tourism	 industry	has	 expanded	at	 a	breathtaking	 speed,	 seeing	domestic	
tourism	 growing	 at	 12%	 annually	 while	 outbound	 tourism	 has	 grown	 at	 15%	 annually,	 on	
average,	over	the	past	decade.1	According	to	the	Boston	Consulting	Group,	by	2030	China	will	
likely	be	the	world’s	largest	domestic	travel	market	and	tourists	from	China	will	make	up	about	
40%	of	all	outbound	Asian	travelers.

Older	consumers,	 that	often	have	more	money	 in	their	pockets	and	 leisure	time,	have	been	
the	main	driver	for	Chinese	leisure	tourism,	both	at	home	and	abroad.	China’s	largest	tourist	
information-sharing	website,	Ma	Feng	Wo	found	40%	of	Chinese	retirees	are	willing	and	able	
to	go	on	holiday.	It	also	found	that	they	would	like	to	set	aside	15%	of	their	annual	income	for	
travel.	For	example,	taking	the	current	average	annual	 income	of	urban	senior	citizens	to	be	
£2,100,	their	total	spending	on	travel	is	estimated	at	£27	billion.	

CBBC	found	three	key	motivating	factors	 for	 the	over	60s’	 travels:	 	helping	 to	 improve	well-
being,	socialising	and	relaxation.	

Older	Chinese	consumers	particularly	prefer	to	travel	with	companions,	either	in	small	groups	
of	families,	and	with	former	colleagues	or	friends.	They	commonly	 indicate	that	price	 is	 less	
important	than	who	they	are	travelling	with	and	the	destination.11 Consumer preferences are 
also	shifting	towards	long-haul	travel	(mostly	in	cities),	higher-cost	accommodation	and	more	
customised	travel	packages.	

Companies	should	focus	on	innovative	and	differentiated	products,	offering	travel	experiences	
that	address	the	emotional	and	intellectual	needs	of	older	Chinese	consumers	(such	as	relaxed	
itineraries,	 healthy	 meals,	 baggage	 delivery	 and	 essential	 medical	 services),	 but	 without	
highlighting	them	as	age-related	needs.	

Marketers	 should	 also	 leverage	 online	 channels	 for	 product	 promotion	 and	 information	
sharing,	as	the	younger	end	of	the	‘silver	market’	are	increasingly	opting	for	independent	travel	
and	have	started	to	rely	on	online	 travel	sites/social	media	platforms	 for	 recommendations,	
information	and	reservations.		

Opportunities	are	not	only	emerging	 for	 travel	service	providers,	 such	as	 travel	agents,	 tour	
operators,	 transport	 companies	 and	 hoteliers.	 The	market	 is	 also	 growing	 in	 travel-related	
products,	such	as	high-end	digital	cameras,	travel	insurance	products,	sportswear,	shoes	and	
travel	accessories.	Few	products	however,	have	been	created	specifically	to	serve	the	needs	
and	aspirations	of	older	Chinese	consumers.	

Ma Feng Wo found 
40% of Chinese 
retirees are willing 
and able to go on 
holiday. It also 
found that they 
would like to set 
aside 15% of their 
annual income  
for travel.
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Leisure	&	Entertainment	

Higher	 incomes	 and	 rapid	 urbanisation	 are	 generating	 a	 growing	 demand	 for	 leisure	 and	
entertainment	in	China.	Apart	from	the	travel	industry,	China’s	performance	market,	film	and	
TV	sectors,	as	well	as	art	and	publishing	industries	have	all	experienced	tremendous	growth	in	
recent years. 

Older	Chinese	are	looking	for	a	more	sophisticated	lifestyle	with	greater	personal	enjoyment	
and	leisure	time.	However,	this	market	is	still	relatively	under-served	in	China.	

China’s	urban	youth	are	marrying	and	having	children	later	than	previous	generations,	either	due	to	
career	aspirations,	financial	reasons	or	lifestyle	choices.	This	means	that	many	elderly	parents	do	not	
immediately	fall	into	their	traditional	roles	as	full	time	caregivers	to	grandchildren	when	they	retire.	
Many	therefore	have	plenty	of	time	on	their	hands	to	enjoy	themselves	–	dining	out	more,	going	to	
the	cinema/library/park,	taking	up	new	hobbies	and	sports.	

Retailers,	hotels	and	restaurants,	cinemas,	theatres,	museums,	KTV	(karaoke)	clubs,	entertainment	
venues,	 health	 and	 fitness	 clubs	 have	 the	 opportunity	 to	 offer	 special	 deals/events	 to	 older	
consumers by making them feel their age is being respected and rewarded. 

In	Japan,	one-third	of	the	visitors	to	amusement	parks	and	other	entertainment	facilities	are	aged	
from	50	to	70.	Theme	parks	and	amusement	parks	have	been	creating	more	areas	for	older	age	
groups,	and	facilities	are	designed	for	those	visiting	as	families	of	three	generations.	China	has	also	
seen	an	 increasing	number	of	entertainment	venues,	but	developers	have	not	 ramped	up	 their	
attempts	 to	appeal	 to	older	consumers,	who	particularly	 like	 to	entertain	 in	groups,	either	with	
family or friends. 

A	 growing	 group	 of	middle	 income	 households	will	 drive	 demand	 for	 family-friendly	 locations,	
where	 three	generations	can	have	a	daylong	outing.	More	public	 facilities	are	needed	 for	older	
Chinese	citizens	to	enjoy	their	entertainment	and	leisure	pursuits	such	as	dancing,	drama,	music	
and	performance,	as	well	as	traditional	Chinese	games	such	as	Mahjong.	

There	 is	 also	a	potential	market	 for	home	entertainment	products	 for	 those	 that	have	mobility	
difficulties	or	prefer	to	stay	at	home,	such	as	eBooks	and	tablets,	digital	games,	home	decorating	
and gardening products.

More public 
facilities are 
needed for older 
Chinese citizens 
to enjoy their 
entertainment and 
leisure pursuits.
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Further	Education	

Traditional	Chinese	culture	advocates	that	one	should	keep	learning	till	the	end	of	their	life.	Learning	
is seen as an important means of maintaining mental agility while helping people to contribute to 
society	rather	than	being	a	financial	burden.	As	Chinese	people	retire	at	a	young	age	(average	age	is	
54)	and	most	remain	fit	and	healthy	for	one	or	two	decades,	they	need	more	opportunities	to	learn.	

There	are	different	needs	and	objectives,	which	require	careful	market	research	and	segmentation.	
Some	want	to	maintain	social	engagement	and	well-being	in	retirement.	Others	need	to	update	
their	skills	and	knowledge	to	extend	their	working	 lives	or	even	start	new	careers.	Some	simply	
want	to	develop	a	new	interest	while	others	pursue	a	course	that	they	did	not	have	the	chance	to	
do earlier in life. 

Existing	institutions	that	cater	to	older	age	students	in	China	are	predominantly	government-funded,	
with	their	main	focus	on	cultural	and	leisure	education.	At	Shanghai	University	for	the	Elderly,	classes	
are	generally	offered	at	around	£20	per	term,	attracting	many	Chinese	retirees.	However,	there	is	a	
limited	number	of	places	on	these	courses,	resulting	in	the	high	demand	being	unmet.	Nationwide	
there	are	about	60,000	elderly	education	institutions	and	7	million	senior	students	–	less	than	5%	
of	the	over	60s	population.12

In	recent	years,	Shanghai	University	for	the	Elderly	has	co-operated	with	companies	such	as	
Cherish	Yearn	(an	upscale	senior	living	community)	and	Greenland	Group	(a	leading	real	estate	
developer)	to	set	up	learning	programmes	and	to	provide	cultural	services	to	the	community.	
Cooperation	between	education	institutions	and	elderly	care	facilities	will	be	a	new	trend	and	
may	create	potential	opportunities	for	UK	business	to	engage	in	facility	construction,	including	
design	&	planning,	furnishings,	equipment,	materials	and	other	supplies.	

“I am willing to pay for private classes, which I believe enable me to learn more efficiently, but 
I don’t know where to find qualified teachers”,	says	Ms	Tong,	a	50	year-old	student	taking	an	
English	class	at	Shanghai	University	for	the	Elderly.	

Training	 courses,	 such	 as	 those	 for	 language	 skills,	 computer	 skills,	 the	 Internet	 and	 family	
health will become increasingly popular among older Chinese.13  Meanwhile,	growing	interest	
in	overseas	travel	drives	demand	for	short-term	study	tours.	CBBC	also	found	that	there	will	be	
more	seniors	who	demand	professional	training	for	employment,	either	to	support	dependents	
or	satisfy	their	own	financial/career	needs.	

Foreign	companies	have	been	allowed	to	set	up	Sino-foreign	cooperative	joint	venture	education	
and	training	institutions	inside	China’s	Free	Trade	Zones.	In	the	long	run,	UK	companies	will	find	
opportunities	to	enter	the	education/training	sector	for	the	older	age	groups,	especially	in	the	
high-end segment. “In fact, more than half of the students at Shanghai University for the Elderly 
have a higher education qualification, and most of them held senior management roles before 
retirement”,	says	Mr	Lu,	Dean	for	Academic	Affairs at the school. Those older age groups are 
most	likely	to	pursue	and	be	able	to	afford	high-end	educational	services.

Nationwide there 
are about 60,000 
elderly education 
institutions 
and 7 million 
senior students 
– less than 5% 
of the over 60s 
population.
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4.4		|		Financial	Services	&	Products

This	 growing	 silver	 consumer	 segment	 is	 not	 only	 opening	up	potentially	 lucrative	business	
opportunities	for	manufacturers	and	care	providers,	but	also	for	the	financial	services	industry	
–	where	China,	unlike	most	developed	nations,	has	previously	not	focused	on.	

With	decent	personal	savings	 in	hand	but	a	 lack	of	 investment	options,	they	have	turned	to	
participate	 in	various	 types	of	 investments,	 such	as	 in	gold	and	most	commonly	 small	 scale	
trading	 in	 the	stock	market.	CBBC	 found	many	older	Chinese	have	become	enthusiastic	and	
relatively	savvy	investors,	but	they	are	left	largely	to	rely	on	their	own	expertise	when	engaging	
in	 financial	 trading	 due	 to	 a	 lack	 of	 financial	 services	 and	 investment	 products	 to	 aid	 their	
decision making.

High	savings	habits	especially	among	older	consumers

Chinese	consumers	have	strong	tendencies	to	save,	as	the	social	security	system	is	imperfect	
and	the	average	retirement	pension	remains	low,	at	present.	Year-end	household	savings	
deposits	in	China	reached	£4	trillion	in	2012,	equivalent	to	77%	of	GDP,	but	pension	assets	
to	GDP	 ratio	was	merely	2.5%.	 In	 contrast,	US	household	 savings	deposits	and	pension	
assets	respectively	accounted	for	3.5%	and	108%	of	GDP	in	2012.	While	American	retirees	
are	 able	 to	 live	off	 their	 pensions	or	 interest	 from	 investments,	 older	Chinese	 typically	
spend	savings	to	finance	their	consumption	during	retirement.

Traditional	family	support	network	is	breaking	down

“Raising	children	for	one’s	old	age”:	The	idea	of	family	duty,	obedience	and	care	for	one’s	
parents	 and	 elder	 family	 members	 are	 deeply	 ingrained	 in	 Chinese	 society.	 However,	
as	 urbanisation	 and	 economic	 development	 speed	 up,	 along	with	 the	 influence	 of	 the	
one	 child	policy,	 it	 has	become	 increasingly	difficult	 for	 adult	 children	 to	perform	 their	
perceived	 duty.	 Senior	 citizens	 are	 becoming	more	 economically	 independent;	 they	 do	
not	want	to	be	a	financial	burden	on	their	families,	so	planning	for	their	future	financial	
situation	is	becoming	essential.

Chinese	parents	are	“haizi	nu”	–	slaves	to	the	“Only	child”

At	present,	one-third	of	Chinese	adults,	 especially	 those	 from	 the	one-child	 generation	
remain	in	some	way	financially	dependent	on	their	parents,	most	commonly	in	property	
purchases.14 This	 largely	 restricts	 older	 consumers’	 spending	 on	 themselves.	 However,	
as	new	generations	of	older	consumers	are	going	to	be	more	self-focused,	this	situation	
will	gradually	change.	Companies	should	focus	on	providing	better	financial	planning	and	
investment	 services	 to	 help	 grow,	manage	 and	 preserve	 household	wealth.	While	 also	
stepping	up	marketing	efforts	to	convince	older	Chinese	that	they	deserve	more.

Shifting	“from	cash	to	cashless”

Many	Chinese	are	 losing	old	habits	of	paying	 for	everything	with	cash	and	not	on	credit,	
partially	because	of	the	meteoric	rise	of	online	retail.	Nielsen	found	45%	of	over-55s	have	
at least one credit card.15		A	further	study	found	that	20%	had	adopted	online	banking.9 The 
Internet	will	reshape	China’s	financial	industry,	as	consumers	are	given	more	choices	to	pay	
and	to	manage	their	bank	accounts.	Older	consumers,	 in	the	future	 if	not	now,	will	drive	
greater	demand	in	online	financial	services	including	payment	and	settlement	services,	peer-
to-peer	lending,	and	purchases	of	investment	products	such	as	funds	and	insurance.

With decent 
personal savings 
in hand but a lack 
of investment 
options, they 
have turned to 
participate in 
various types of 
risky investments.
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Pensions 

The	 financial	 services	 sector	 has	 huge	 potential,	 providing	 products	 and	 services	 for	 the	 200	
million	Chinese	 retirees.16	 	More	 importantly,	 China	 currently	has	400	million	people	 aged	40-
59	and	600	million	aged	30-59,	so	there	is	an	enormous	potential	customer	base	for	financial/
retirement	planning	services.

China’s	 ageing	 population	 along	 with	 its	 shrinking	 workforce	 put	 extreme	 pressure	 on	 the	
country’s	pension	system	to	provide	sufficient	financial	security	for	retirees.	The	pension	fund	
shortfall	in	urban	China	between	2012	and	2050	is	estimated	at	£3.9	trillion	–	equal	to	60%	of	
China’s	current	GDP.	17

The	 government	 has	 put	 continuous	 effort	 into	 reforming	 the	 pension	 system,	 including	
encouraging	 pension	 funds	 to	 invest	 in	 capital	 markets,	 pushing	 to	 expand	 their	 investment	
scope,	diversify	risk	and	improve	returns.	With	an	estimated	Assets	Under	Management	(AUM)	
of	£2.8	trillion,	predicted	by	Z-Ben	in	China’s	pension	system	by	2020,	Z-Ben	foresees	foreign	fund	
managers	will	see	huge	growth	in	opportunities	for	both	onshore	and	offshore	involvement.	

“Opportunities are two-fold. From the domestic stand point, foreign firms that have an entity 
on the ground are well-placed to take advantage of the growth in the domestic pension market, 
where reforms are expected to go with the creation of a holistic Public Pension Fund (PPF) to 
manage all the pension assets in China and greater taxation incentives are likely to be brought 
into play. And the other side will be in terms of getting mandates”,	says	Stephen	Baron,	Deputy	
Director	from	Z-Ben.	

The	National	Social	Security	Fund	(NSSF),	which	has	been	the	most	lucrative	source	of	pension	
business	for	foreign	managers,	is	likely	to	bring	more	offshore	mandates	opportunities	as	the	State	
Council	relaxed	rules	to	allow	onshore	assets	held	by	the	pension	fund	to	be	used	for	offshore	
investments.	Offshore	mandates	are	also	expected	in	the	other	two	pillars,	pension	insurance	and	
Enterprise	Annuities	(EA)	as	AUM	continues	to	shoot	up.	

“Foreign fund managers, with experience of managing pension assets, have a lot of advice and 
support to provide that will be highly regarded by Chinese counterparts”,	says	Mr	Baron.	Despite	
its	large	size,	China’s	pension	market	is	almost	completely	untapped,	as	seen	in	the	PPF	where	
most assets remain in cash deposits. “When reforms happen, the international pension experience 
of foreign firms would be really critical and valuable to the domestic entities that are managing 
those pension assets.”

With an estimated 
Assets Under 
Management 
(AUM) of £2.8 
trillion in China’s 
pension system 
by 2020, Z-Ben 
foresees foreign 
fund managers 
will see huge 
growth in 
opportunities 
for both onshore 
and offshore 
involvement.
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Insurance 

With	rapidly	ageing	population	and	increased	life	expectancy,	China’s	social	security	system	will	
struggle	to	cope	with	the	 large	number	of	 retirees	who	demand	 long-term	pension	payouts	
and	quality	health	care	in	the	coming	decades.	Private	insurers,	both	domestic	and	foreign,	are	
expected	to	play	a	bigger	role	in	providing	protection	for	senior	citizens,	ranging	from	life	and	
pension insurance to healthcare and long-term care insurance.

Premium	 income	 from	 the	 life-insurance	 sector	 increased	exponentially	 from	£9.8	billion	 in	
2000	 to	 £140	billion	 in	 2013,18	 	making	China	 the	world’s	 fifth	 largest	 life	 insurance	market.	
However,	 life	insurance	penetration	(premiums	as	a	share	of	GDP)	and	life	insurance	density	
(premiums	per	capita)	remain	low,	1.6%	and	£75	respectively	 in	China	compare	to	8.3%	and	
£2,300	in	the	UK	as	of	2013.19

Private	health	insurance	represents	merely	8%	of	the	whole	insurance	market,	despite	the	fact	
that	it	has	been	growing	at	around	25%	annually	over	the	past	decade.	20	In	2010,	less	than	1%	
of	the	population	was	covered	by	private	health	insurers.21  Existing	products,	though	there	are	
more	than	2,300	types,	lack	true	differentiation	in	the	absence	of	standardised	medical	data.

Foreign	insurers	can	expect	better	performance	in	the	medium-	and	long-term	under	ongoing	
healthcare	and	financial	reform,	including	tax	incentives	to	stimulate	the	purchase	of	private	
health	insurance,	price	liberalisation,	and	easing	of	foreign	shareholding	restrictions	in	life	and	
health	insurance	companies	in	Pilot	Free	Trade	Zones	which	have	been	launched	in	Shanghai,	
Guangdong,	Fujian	and	Tianjin.	There	will	be	 increasing	partnerships	between	domestic	and	
foreign	 insurers	 to	 accelerate	 product	 innovation	 and	 development,	 and	 also	 to	 achieve	
technology	and	platform	synergy.

China has  
become the 
world’s fifth 
largest life 
insurance 
market. However, 
life insurance 
premiums remain 
low on a per 
capita basis.
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In 2013, 2.5 
million Chinese 
people had an 
annual income 
of more than 
£99,000, 51% 
were aged 40-49, 
and 21% were 
aged 50+. 

Wealth	Management	

In	the	first	half	of	2014,	China’s	banking	system	reported	a	record	£1.3	trillion	of	outstanding	
wealth-management	products	–	up	24%	from	the	beginning	of	 the	year.	Nielsen	 found	70%	
of	 the	 over-55s	 have	 already	 purchased	 investment	 or	wealth	management	 products.	 After	
experiencing	 the	 drop	 in	 gold	 prices	 and	 volatility	 in	 the	 stock	 market,	 risk	 adverse	 older	
consumers	 have	 turned	 to	 bank	wealth	management	 products	 that	 offer	 lower	 risk,	 stable	
returns and ease of purchase.

In	2013,	2.5	million	Chinese	people	had	an	annual	 income	of	more	than	£99,000,	51%	were	
aged	40-49,	and	21%	were	older.22  China	now	has	the	second	largest	population	of	millionaires	
(measured	in	USD)	in	the	world,	with	affluent	and	middle	income	groups	also	growing	in	terms	
of both their numbers and their wealth.23 

Foreign	 banks	 have	 been	 successful	 in	 high-end	 wealth	 management,	 particularly	 around	
offshore	 investment	 offerings.	 This	 is	 forecasted	 to	 remain	 a	 high	 growth	 area	 as	 demand	
for	 investment	migration,	children’s	education	and	diversified	asset	allocation	keep	growing.	
It	 is	more	difficult	 for	 foreign	parties	to	compete	onshore	due	to	regulatory	constraints,	but	
there	is	still	an	opportunity	in	the	long-term	by	supporting	other	business	units	and	building	
comprehensive	offerings.	

Foreign	banks	should	continue	to	differentiate	themselves	with	greater	professionalism,	wider	
product	knowledge,	international	expertise	and	resources	in	mobile	banking,	online	banking,	
and	high	quality	customer	service	to	cater	to	the	emerging	affluent	in	China.	

  www.cbbc.org 23 |



Contacts

CBBC	offers	a	wide	range	of	services	and	benefits	for	UK	companies.	Please	contact	us	to	find	
out	more,	 including	 CBBC	membership,	 UK-China	 delegations,	 conferences,	 events,	 seminars,	
briefings	 and	 networking	 opportunities.	 CBBC	 has	 specific	 programmes	 around	 the	 Chinese	
Consumer,	China	Outbound,	Education	and	Liveable	Cities.

CBBC	works	hand-in-hand	with	UK	Trade	&	Investment	to	provide	business	services	(in	China	and	
the	UK)	including	market	research	and	consultancy	services,	business	match-making,	and	finding	
and	promoting	business	opportunities	for	UK	companies.	CBBC’s	own	service	line	includes	the	
Launchpad	office	incubation	service,	events	and	conferences,	business	advisory	services,	training	
and	translation	services.

We	have	sector	experts	both	in	the	UK	and	China	in	the	following	sectors:

CBBC	has	offices	and	representatives	across	the	UK:	London,	Scotland,	Wales,	Northern	Ireland,	
East	of	England,	East	Midlands,	North	West,	South	West,	West	Midlands,	Yorkshire	&	Humberside	

CBBC	 also	 has	 13	 offices	 in	 China:	 Beijing,	 Shanghai,	 Shenzhen,	 Wuhan,	 Chengdu,	 Qingdao,	
Nanjing,	Hangzhou,	Shenyang,	Chongqing,	Guangzhou,	Changsha	and	Xi’an

CBBC	UK	Head	Office
3rd	Floor,	Portland	House,
Bressenden	Place,
London,	
SW1E	5BH
Tel:	+44	(0)	20	7802	2000
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