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Executive Summary

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.
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SECTION 1

THE WHO | THE GOLD RUSH NOBODY NOTICED
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Later life is no longer a future 
demographic trend. It is 

becoming one of the defining 
consumer realities of Hong 

Kong.

This is not a niche cohort.  
But nobody is targeting them (yet).

1 in 4 Hongkongers today 
(1.97 Million)

(128% higher than general population)

While Gen Z dominates brand 
conversations, one of the 

city's largest and most 
financially ready consumer 

groups remains largely 
overlooked.

1 in 6 Hongkongers today

(1.28 Million)

Aged 55-70

2 in 5 By 2040

Aged 55-70, MHI $45K+

SILVERS

OUR TARGET BULLSEYE: 
AFFLUENT SILVERS

+15% Larger than all of Gen Z 
in Hong Kong
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They have some seriously 
deep pockets and nobody 
to spend it on.

HK$ 6 million
Average investible assets

More discretionary capital 
than gen pop

+128%
This is not simply a large audience. It is a highly liquid one. 
With substantially higher discretionary spending power 
than the general population, Affluent Silvers represent one 
of the city's most commercially valuable consumer 
opportunities.
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They are not your cliché 
grandma and grand-dads. 
They are out for a good time.
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.

99％ 

99％ 

96％

Not financially 
supporting children

Making their own 
financial decisions

Property ownership
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SECTION 2

THE WHY | HOW SILVER BECAME GOLD

8



This unique opportunity is not accidental. 
It was historically produced.

Childhood

• Impact of refugees 
from China

• 1st economic 
transformation (10k 
factories)

• 1st generation to 
receive mass free 
education

1960’s 1970’s

Generation that Built Hong Kong 

1980’s 1990’s 2000’s 2010’s

Teen/ Young Adult

• Economic Take-off 
(Tiger Economy)

• 66% population 
increase to 5M by 
1979

• Birth of Soft Power 
(Cantopop / Film, HK 
Identity)

Building Families

• Economic restructure 
towards finance, 
services and tourism

• Golden age of soft 
power and influence

• New Confident Hong 
Kong identity, not just 
Chinese in British 
Colony

Mid-Career

• Time of 
Uncertainty: 
Handover ’97/ 
Asian Financial 
Crisis ’98

• Opportunities in 
China – the bridge 
to China

Late-Career

• Introduced 
mandatory MPF in 
2000

• Economic downturn 
2000-2004/ SARS

• Rise of local 
leadership

Pre-Retirement

• Rising cost of living 
and inflation

• Digital 
transformation

• Social unrest

2020’s

Retirement

• National Security 
Law

• COVID

• Integration to GBA/ 
China

• HK collective 
identity being 
redefined

Forged by poverty, belief in self-reliance, and 
hard work to move up.

Work hard, play hard. Wealth creation, 
optimism, adaptive and fluid.

Downturns and foundational disruptions.
Instilled a sense of conservatism.

Pandemic and new social 
and economic order.
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SECTION 3

THE WHAT | WHAT SILVER DOES WHEN NOBODY’S WATCHING
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Shift 01 / 
FROM managing decline 
TO let’s see what else 
this body can do

Later life used to prioritise stability. Today it 
prioritises improvement.

Prioritise maintaining health92％ 

75％ 

53％ 

57％

Aspire to being fit and healthy 

Track fitness performance to stick to goals 
(vs. 45% gen pop)


Willing to pay for time-saving services 
(vs. 49% average Silver)

DATA & EVIDENCE
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Shift 02 /
FROM slowing down 
TO I have time to do so 
much more
Later life used to stabilise daily life. 
Now it expands it.

DATA & EVIDENCE

like to explore new interests and hobbies 
(vs. 47% average Silver)

state unexpected experiences make life interesting

prefer to play games that challenge the mind 
(vs. 57% gen pop)

always looking for new ideas to get inspired 
(vs. 49% average Silver)

57％ 

61％ 

71％ 

54％ 

54％
actively plan activities to make the most of spare time 
(vs. 44% average Silver)
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Shift 03 /
FROM close to home 
TO are they ever going 
to come home?
Later life used to centre around home. 
Now it centres around presence in the 
social world.

DATA & EVIDENCE

prefer hobbies they can do alone 
(vs. 51% gen pop)

think friends are more important than family 
(vs. 16% gen pop)


think staying home is a perfect night out 
(vs. 58% gen pop)


are spending more time on social media this year 
(vs. 46% gen pop)

Only 37％ 

29％ 

Only 46％ 

61％
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Shift 04 / FROM 
living for 
responsibilities
TO responsibly enjoying 
themselves 
Later life used to compromise for family 
obligations. Now it spends on personal 
pleasure and premium indulgence.

DATA & EVIDENCE

keep a strict budget when travelling 
(vs. gen pop 48%)

tend to make impulsive purchases 
(vs. 26% average Silver)

often treat themselves to food that isn't strictly healthy 
(vs. 29% average Silver)

state they are not afraid of taking risks 
(vs. 32% gen pop)

Only 42％ 

33％ 

37％ 

40％
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Shift 05 / 
FROM being supported 
TO contributing back

to active participation.

DATA & EVIDENCE

74％ always try to recycle and practice sustainability 
(vs. 67% general population)

regularly donate to causes 
(vs. 49% general population)

are happy to actively volunteer their time

57％ 

33％ 

45％
don’t mind paying more for products that are 
good for the environment 
(vs. 35% general population)
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What’s Next

The five shifts mapped in this report are not lifestyle observations. They are category briefs waiting to 
be answered. And the good news for marketers is that the starting line is still wide open.


Three brand archetypes have the clearest right to play. The Performance Enabler, for a generation actively 
optimising their bodies and minds. The Experience Curator, for consumers who finally have the time and 
money to do exactly what they want. The Identity Amplifier, for a cohort rewriting what later life looks and 
feels like in public.


No brand has meaningfully claimed any of them yet.


Across health and wellness, travel and leisure, social and community, identity and lifestyle, and civic 
contribution, affluent silver consumers in Hong Kong are actively seeking brands that see them clearly and 
meet them at the level they expect. The opportunity is not to retrofit existing products with an older-
skewing lens. It is to design for this generation's specific wants, behaviours, and self-image from the 
ground up.


The brands that move first will not just win a segment. They will define one. And the ones that wait will 
watch someone else claim the most financially powerful consumer in the room.
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Methodology

The consumer insights and data underpinning this report are drawn from the YouGov Profiles Hong Kong (March 2025 to March 2026).


The Hong Kong silver segment analysis is based on respondents aged 55 to 70, with findings cross-referenced against general 
population benchmarks and the broader silver cohort to surface what is behaviourally and attitudinally distinctive about the affluent 
segment specifically. Affluent silver consumers are defined as those with a monthly household income of HK$45,000 and above.
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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/ 

This “2026 Hong Kong Affluent Silver Generation Report” was produced with the assistance of Generative AI, which we then manually reviewed.  
This is provided on an as-is basis. While we have taken reasonable skill and care in using Generative AI (“GAI”), to the maximum extent permitted by 
law, we disclaim any representations, warranties or guarantees (whether express or implied) as to the reliability, quality, suitability, completeness, 
security, or fitness for purpose of any output generated by GAI. You must not use this in any manner apart from our agreed purposes.
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