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Everyone is chasing Gen Z. Nobody noticed the gold
rush happening right next door.

Hong Kong's silver generation, nearly 2 million
Hongkongers aged 55 to 70, has quietly become one
of the city's most financially powerful consumer
segments. With average investible assets of HK$6
million (128% higher than the general population) and
1.28 million affluent individuals sitting on deep
discretionary capital, this is not a niche. This is
where the money actually is.

Yet marketing strategies have largely looked the
other way. The government has launched working
groups. Google is making the media case. Spending
by this cohort already accounts for 11% of Hong
Kong's GDP. The infrastructure conversation is
happening. The brand conversation is not.

What little marketing exists for this segment is
almost entirely functional: insurance products
framed around vulnerability, health supplements,
retirement planning. Brands are treating silver
consumers as a problem to be managed, not a desire
to be met.

The brands that will win here are not the ones who
add a silver SKU. They will be the ones who show up
as peers, not providers. They will treat this consumer
as an expert audience with high expectations and
zero patience for being managed. Three archetypes
have the clearest right to play: the Performance
Enabler, the Experience Curator, and the Identity
Amplifier. Across wellness, travel, luxury, lifestyle
and civic sectors, the category briefs are already
written. No brand has answered them yet.

This report tells a different story. This is the cohort
that built Hong Kong. They enter later life not with
dependency, but with assets, autonomy, and time.
Five macro shifts reveal what that actually looks like:
performance-driven, experience-hungry, socially '
expansive, pleasurably indulgent, and purpose-led.
They are managing up, not winding down.

Silver, it turns out, was gold all along.




SECTION 1

\ THE GOLD RUSH
NOBODY NOTICED
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T'his 1s not a niche cohort. But nobody

1S targetin em (yet

Our target bullseye:

Affluent Silvers
Aged 55-70, MHI $45K+

1IN6

Hongkongers today (1.28 Million)

+15%

Larger than all of Gen Z in Hong Kong

Silver
Aged 55-70

Hongkongers today (1.97 Million)

By 2040

" life is no longer a future
1ic trend. It is becoming one

'ining consumer realities of
Hong Kong.

and most flnanC|aIIy ready consumer
groups remains largely overlooked.
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T'hey have some seriously deep pockets
and Il()b()dy

to spend 1t on.

This is not simply a large audience. It is a
highly liquid one. With substantially higher
discretionary spending power than the ‘~ratinnanf
general population, Affluent Silvers — — _ .
represent one of the city's most Y | - 2 = ; Ldpitdl thiall yclil Ppupy
commercially valuable consumer = " i

opportunities.



1 ey are not your cliché grandmas and grand-dads,
1 hey are out for a good tume.

They are the first Hong Kong generation entering later life
with asset + time + autonomy, simultaneously. ’

Later life used to begin with dependency. Probably for the
first time in their lives, they can spend their money on themselves.

. financially
orting child
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15 not accidental. It wasg

GENERATION THAT /100 IRl
BUILT HONG KONG

1960's 1970's 1980's 1990's 2000's 2010's 2020's
& & & @ @ & ®

Childhood Teen/ Building Mid-Career Late-Career Pre-Retirement | Retirement
Young Adult Families
e Impact of refugees ¢ Economic Take-off gEconomic restructure Time of Uncertainty: ~ \Wlintroduced -~ e Risingcost of ¢ National
from China (Tiger Economy) | towards finance, | Handover '97/ - =S mandatony——- .~ — living and inflation Security Law
nd tourism AsianFinancial | MPFin2000
¢ st economic ® 66% population - CHSIS Sl e s e ¢ Digital ¢ COVID
transformation increase to 5M ¢ Golden age of RS e transformation
(10k factories) by 1979 soft power e Opportunities Integration to
and influence inChina— ¢ Social unrest " GBA/China
1st generation ® Birth of Soft Power the bridge to co o
- toreceive mass (Cantopop / Film, e New Confident S o deadeiship
free education HK Identity) Hong Kong identity, S Sl e
e not just Chinese “@ SRS “- redefined
i in British Colony
Forged by poverty, belief in self-reliance, Work hard, play hard. Downturns and foundational disruptions. Pandemic and new social
and hard work to move up. Wealth creation, optimism, adaptive and fluid. Instilled a sense of conservatism. and economic order.
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Shift 01 /
FROM managing decline
1O let’s see what else

this body can do
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Shift 01 / FROM managing decline 10O let’s see what else this body can do

Later life used to prionitise stability.
Today 1t prionitises improvement.

DATA & EVIDENCE

0
4.5y 4.9y,

Prioritise maintaining health Aspire to being fit and healthy Track fitness performance Willing to pay for
to stick to goals time-saving services

W Affluent Silver [ Gen Pop [} Average Silver
12



Shift 01 / FROM managing decline '1'O let’s see what else this body can do

CASE STUDY —— WHAT THIS MEANS ——

- Own the proactive health moment
before it gets defined by default as
crisis management.

- Build performance ecosystems,
not product lines, that enable tracking,
conditioning, optimisation as a
connected offer.

- Make improvement the brand promise,
not maintenance.
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Shift 02 / FROM slowing down 1O I have time to do so much more

Later life used to stabilise daily life.
Now 1t expands 1.

DATA & EVIDENCE
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like to explore new interests state unexpected experiences prefer to play games that always looking for actively plan activities

and hobbies make life interesting challenge the mind new ideas to get inspired to make the most of spare time

W Affluent Silver [ Gen Pop [} Average Silver
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Shitt 02 / FROM slowing down 1O [ have time to do so much more

CASE STUDY —— WHAT THIS MEANS ——

- Own the curiosity economy for this
generation before it gets answered by
accident.

- Design for depth, not accessibility.
This consumer wants mastery,
not a beginner's programme.

- Turn retail environments into
experience destinations,
not transaction points.







Shift 03 / FROM close to home 1O are they ever going to come home?

Later lfe used to centre around home.
Now 1t centres around presence in the social world.

51y

prefer hobbies think friends are
they can do alone more important than family

DATA & EVIDENCE

H3%

\‘ '\

~ A5
- - o /.

think staying home
is a perfect night out
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464

are spending more time
on social media this year
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Shift 03 / FROM close to home 'T'O are they ever going to come home?

CASE STUDY
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— WHAT THIS MEANS

- Build the social infrastructure this
generation is actively looking for.
Become the brand that creates
belonging, not just products.

- Design membership models around
shared identity, not shared age.

- Own intergenerational connection as
a brand platform before it becomes
a CSR footnote.
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Shift 04 / FROM huving for responsibilities '1T'O responsibly enjoying themselves

Later life used to compronuse for fanmuly obligations.

Now 1t spends on personal pleasure and premium indulgence.

DATA & EVIDENCE

ONLY

484

keep a strict budget tend to make often treat themselves to food state they are not afraid
when travelling Impulsive purchases that isn't strictly healthy of taking risks

| 0 Affluent Silver [ Gen Pop [} Average Silver




Shift 04 / FROM lLwing for responsibilities 1O responsibly enjoying themselves

A b —— WHAT THIS MEANS ——

\. iz AN + Give permission to indulge.
: { This consumer is ready; most brands
are still asking them to be sensible.

- Build identity-first product and service
lines that treat reinvention as the brief.

aEm o Ry " o , - Own the premium self-investment
ﬁ‘ ' | 4 | < ' moment across style, travel, and lifestyle.
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Shift 05 / FROM beng supported 10O contributing back

Later life used to define legacy through passwe zfmnsfer
Now 1t defines legacy through actwe particvpation.

DATA & EVIDENCE

always try to recycle and regularly donate to causes are happy to actively don’t mind paying more for products

practice sustainability volunteer their time that are good for the environment

0 Affluent Silver [ Gen Pop
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Shift 05 / FROM beng supported 1O contributing back

CASESTUDY = = e — WHAT THIS MEANS

- Build legacy into the product, not just
the campaign. Give this consumer
a meaningful role, not a donation
mechanic.

- Own knowledge transfer as a brand
platform. Turn mentorship, expertise,
and lived experience as currency.

- Design civic participation programmes
that carry commercial weight, not just
PR value.
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ifts mapped in this report are not lifestyle observations. They are category briefs waiting by
wered. And the good news for marketers is that the starting line is still wide open. , 3
L
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| eisure, socnal and community, identity and lifestyle,
;un%t*"rlbutlon afﬂuent S|Iver cm@@ mers in Hong Kong are actively seekmg brands
I they expect. The opportunity is nat to

ﬁ ch is to design for
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ABOUT

ABOUT DENTSU

Dentsu is an integrated growth and transformation partner to the world’s leading organizations. Founded in
1901 in Tokyo, Japan, and now present in over 145 countries and regions, it has a proven track record of
nurturing and developing innovations, combining the talents of its global network of leadership brands to
develop impactful and integrated growth solutions for clients. Dentsu delivers end-to-end experience
transformation (EX) by integrating its services across media, CXM and creative, while its business
transformation (BX) mindset pushes the boundaries of transformation and sustainable growth for brands,
people and society.

Dentsu, innovating to impact.

https://www.dentsu.com/
https://www.group.dentsu.com/en/

Generative Al, which we then manually reviewed. This is provided on an as-is basis. While we have

.
taken reasonable skill and care in using Generative Al ("GAI"), to the maximum extent permitted by \\
law, we disclaim any representations, warranties or guarantees (whether express or implied) as to \ .t
the reliability, quality, suitability, completeness, security, or fitness for purpose of any output NS
generated by GAI. You must not use this in any manner apart from our agreed purposes.
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