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Key Findings

U.S. Findings
* Overall, working-age Americans (18-64) fall slightly above the global average in terms of optimism about aging and are right in line with the average
in what age is considered to be old.

* The older working-age Americans get, the more they prioritize spending time with loved ones and de-emphasizing work.

* Working-age Americans are the most worried about not having enough money to live on, being unable to do things they once could, and losing
memory.

* The U.S. has one of the highest proportions of people who believe there is a lack of respect toward the elderly, but working-age Americans are less

inclined to believe that the elderly lack political clout.

Global Findings
* Globally, only a third are looking forward to old age, although there is considerable variation between surveyed countries.

* The global average for when we think old age begins is at 66, although this number varies according to respondent age; younger people believe it
happens earlier while older people believe old age happens later.

* A majority expect to be fit and healthy in old age and believe it is possible for people to prepare for old age.
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OPTIMISM OF AGING

% who are looking forward
to old age
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|
A great deal/fair amount  Not very much/not at all

Millennials: Myths & Realities | May 2017 | Public

Base: 20,788 adults aged 16-64 in 30 countries, online, 24th August — 7th September 2018



HOW OLD IS OLD?

At what age do you think
people can be considered old

KEY:

| |

Agree 2016 Disagree 2016
Agree 2014 Disagree 2014
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Base: 18,262 adults aged 16-64 in 30 countries, online, 24th August — 7th September 2018



VARIATION IN AGE

OF FRIENDS

% who have friends who are 15 years
older than them

Millennials: Myths & Realities | May 2017 | Public

Base: 20,788 adults aged 16-64 in 30 countries, online, 24th August — 7th September 2018



VARIATION IN AGE

OF FRIENDS

% who have friends who are 15 years
younger than them

Millennials: Myths & Realities | May 2017 | Public

Base: 20,788 adults aged 16-64 in 30 countries, online, 24th August — 7th September 2018



WHAT'S BEST

More time for hobbies/leisure
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Giving up work

which two / three of the following
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Base: Global 20,788 adults aged 16-64, online, US 1,000 adults aged 18-64, 24th August — 7th September 2018
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WHAT'S THE WORST

THING ABOUT
GETTING OLD

which two / three of the following
personally worry you about

getting old

KEY:
| [ |
Global us.
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Not having enough money to live on
Losing mobility

Losing memory

Being unable to do things | once could
Losing family or friends through death
Being in pain

Being lonely

Losing independence

Dying

Losing hearing/sight

Being treated badly

Being bored

Being more susceptible to crime
Having to give up work

Being left behind by technology
Getting grey-haired or bald

Providing care to someone else

Being old-fashioned

Having to move out of my home

| don't expect to live into older age

Base: Global 20,788 adults aged 16-64, online, US 1,000 adults aged 18-64, 24th August — 7th September 2018
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WORDS TO DESCRIBE .

Frail R 26%
I 30%

PEOPLE IN OLD AGE e E—

Unfairly treated = 3222
which of these words would you Respectful —|Re— o
in old age Poor E 13%
Happy NN 127 o
Well-educated _—111%%
Hard-working __ Ak 16%
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Arrogant = 222
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Global us.
Materialistic =%5%
& None of these ﬂ 13%

Base: Global 20,788 adults aged 16-64, online, US 1,000 adults aged 18-64, 24th August — 7th September 2018
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LACK OF RESPECT

TOWARDS THE
ELDERLY

% Agree or disagree that people

don't respect old people as

much as they should

KEY:
| |
Agree Disagree
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Colombia
Argentina

Sweden
Australia

Canada
Belgium
Malaysia

Base: 20,286 adults aged 16-64 in 29 countries, online, 24th August — 7th September 2018. Serbia is not asked in this question
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POLITICAL CLOUT

OF THE ELDERLY

% Agree or disagree that old

people have too much

political influence
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Agree Disagree
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Base: 20,286 adults aged 16-64 in 29 countries, online, 24th August — 7th September 2018. Serbia is not asked in this question
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WILL TECHNOLOGY

MAKE AGING EASIER

% Agree or disagree that
technological developments

will improve old age
for a lot of people
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Agree Disagree
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29

Czech Republic

Hungary

Base: 20,286 adults aged 16-64 in 29 countries, online, 24th August — 7th September 2018. Serbia is not asked in this question
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SHOULD THE YOUNG

CARE FOR THE OLD?

% Agree or disagree that
it is the job of the young

to care for aging relatives
for a lot of people
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Agree Disagree
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Base: 20,286 adults aged 16-64 in 29 countries, online, 24th August — 7th September 2018. Serbia is not asked in this question
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HEALTH IN OLD AGE

% Who expect to be fit
and healthy in old age
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Agree Disagree
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Base: 20,286 adults aged 16-64 in 29 countries, online, 24th August — 7th September 2018. Serbia is not asked in this question
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DO WE WORRY

ABOUT GETTING OLD?

% Who worry about old age
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Base: 20,286 adults aged 16-64 in 29 countries, online, 24th August — 7th September 2018. Serbia is not asked in this question
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IMPACT OF MEDIA
ON FEELINGS ABOUT

KEY:

TV, film and advertising TV, film and advertising

make old age seem make old age seem
exciting and full of depressing, with limited
potential opportunities
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South Korea
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Base: 20,286 adults aged 16-64 in 29 countries, online, 24th August — 7th September 2018. Serbia is not asked in this question
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PREPARENESS FOR

OLD AGE

% who feel it is ;

possible to prepare for 5 Canada
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Base: 20,286 adults aged 16-64 in 29 countries, online, 24th August — 7th September 2018. Serbia is not asked in this question
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HOW SHOULD WE Sayheathy by evrssing
PREPARE FOR ety i

Save enough money for an

O I_ D AG E adequate pension

Avoid smoking

67%

64%

64%

53%

Keep in touch with friends/have

a good circle of friends 52%

Have a sport or hobby they 44%

practice regularly

36%
Avoid drinking too much alcohol

36%

Maintaining a good relationship
with a partner

43%

35%

Keep learning new skills/hobbies

38%

28%
31%

Keep active in the local
community

17%

KEY: Adapting their home
- — D
Global us.

Moving to a flat or house that is

suitable for older people 21%
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Base: Global 19,398 adults aged 16-64, US 963 adults aged 18-64, online, 24th August — 7th September 2018



WHAT DO WE DO TO
PREPARE FOR

OLD AGE

KEY:
| [ |
Global us.
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Avoid smoking

Eat a healthy diet

Avoid drinking too much alcohol
Stay healthy by exercising
regularly

Keep in touch with friends/have
a good circle of friends

Maintaining a good relationship
with a partner

Keep learning new skills/hobbies
Have a sport or hobby they
practice regularly

Save enough money for an
adequate pension

Keep active in the local
community

Adapting your home

Moving to a flat or house that is
suitable for older people

Base: Global 19,398 adults aged 16-64, US 963 adults aged 18-64, online, 24th August — 7th September 2018
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WHAT SHOULD WE DO TO

TO PREPARE FOR OLD AGE

Stay healthy by exercising regularly

Eat a healthy diet

Save enough money for an
adequate pension

Avoid smoking

Keep in touch with friends/have a
good circle of friends

Have a sport or hobby they practice
regularly

Avoid drinking too much alcohol

Maintaining a good relationship
with a partner

Keep learning new skills/hobbies
Keep active in the local community

Adapting their home
ing to a flat or house that is
suitable for older people
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28%

17%

16%

36%

36%

35%

51%

45%

44%

44%

WHAT WE ARE ACTUALLY DOING

60% Avoid smoking

59% Eat a healthy diet

Avoid drinking too much alcohol

Stay healthy by exercising
regularly

Keep in touch with friends/have a
good circle of friends

Maintaining a good relationship
with a partner

Keep learning new skills/hobbies

Have a sport or hobby they
practice regularly

Save enough money for an
adequate pension

Keep active in the local
community

Adapting your home

Moving to a flat or house that is
suitable for older people

16%

28%

32%

31%

35%

40%

39%

39%

45%

43%

Base: Global 19,398 adults aged 16-64, online, 24th August — 7th September 2018
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Methodology

* These are findings of the Global Advisor survey conducted between 24 August and 7 September 2018. Interviews were conducted using the Ipsos Online Panel system,
Global Advisor, among 20,788 online adults aged 16-64 in 28 countries (Argentina, Australia, Belgium, Brazil, Chile, China, Colombia, the Czech Republic, France, Germany,
Great Britain, Hungary, India, Italy, Japan, Malaysia, Mexico, Peru, Poland, Romania, Russia, Saudi Arabia, Serbia, South Africa, South Korea, Spain, Sweden and Turkey) and
18-64 in U.S. and Canada.

* Approximately 1000+ individuals participated on a country by country basis via the Ipsos Online Panel, with the exception of Argentina, Belgium, Chile, Hungary, Mexico,
Peru, Poland, Romania, Russia, Saudi Arabia, Serbia, South Africa, South Korea, Sweden and Turkey, where each have a sample approximately 500+.

* Weighting was then employed to balance demographics and ensure that the sample's composition reflects that of the general adult population according to the most
recent country Census data, and to provide results intended to approximate the sample universe. A survey with an unweighted probability sample of this size and a 100%
response rate would have an estimated margin of error of +/-3.1 percentage points for a sample of 1,000 and an estimated margin of error of +/- 4.5 percentage points 19
times out of 20 per country of what the results would have been had the entire population of adults in that country had been polled. All sample surveys and polls may be
subject to other sources of error, including, but not limited to coverage error, and measurement error.

« 15 of the 30 countries surveyed online generate nationally representative samples in their countries (Argentina, Australia, Belgium, Canada, France, Germany, Great Britain,
Hungary, Italy, Japan, Poland, South Korea, Spain, Sweden and United States).

* Brazil, Colombia, China, Chile, Czech Repubilic, India, Malaysia, Mexico, Peru, Romania, Russia, Saudi Arabia, Serbia, South Africa and Turkey produce a national sample that is
more urban & educated, and with higher incomes than their fellow citizens. We refer to these respondents as “Upper Deck Consumer Citizens". They are not nationally
representative of their country.

* Where results do not sum to 100, this may be due to computer rounding, multiple responses or the exclusion of don't knows or not stated responses.

For more information on this news release please contact:
Nicolas Boyon

Senior Vice President, U.S.

Ipsos Public Affairs

212.293.6544

Nicolas.Boyon@ipsos.com
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ABOUT IPSOS

Ipsos ranks third in the global research
industry. With a strong presence in 87
countries, Ipsos employs more than 16,000
people and has the ability to conduct
research programs in more than 100
countries. Founded in France in 1975, Ipsos
is controlled and managed by research
professionals. They have built a solid Group
around a multi-specialist positioning —
Media and advertising research; Marketing
research; Client and employee relationship
management; Opinion & social research;
Mobile, Online, Offline data collection and
delivery.

lpsos is listed on Eurolist - NYSE-Euronext.
The company is part of the SBF 120 and the
Mid-60 index and is eligible for the
Deferred Settlement Service (SRD).

ISIN code FRO000073298, Reuters ISOS.PA,
Bloomberg IPS:FP
WWW.IpS0S.com
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GAME CHANGERS

At Ipsos we are passionately curious about people, markets, brands and
society. We deliver information and analysis that makes our complex
world easier and faster to navigate and inspires our clients to make
smarter decisions.

We believe that our work is important. Security, simplicity, speed and
substance applies to everything we do.

Through specialisation, we offer our clients a unique depth of
knowledge and expertise. Learning from different experiences gives us
perspective and inspires us to boldly call things into question, to be
creative.

By nurturing a culture of collaboration and curiosity, we attract the
highest calibre of people who have the ability and desire to influence
and shape the future.

"GAME CHANGERS" - our tagline - summarises our ambition.
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