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Abstract

The trend of aging population in China is becoming increasingly serious, and in the context of
rapid development of social technology, elderly people are unable to fully enjoy the convenience
brought by intelligent services due to declining learning abilities and low levels of information
skills. How to solve the prominent difficulties faced by the “silver haired” in using intelligent
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technology, and enable the elderly, the largest audience of television, to better share the achieve-
ments of intelligent television development, is a challenge facing today’s society. This article fo-
cuses on the current situation of Hisense Video’s smart TV aging products, analyzes the problems
existing in Hisense’s smart TV aging, and combines the analysis of Hisense’s macro environment
to analyze the marketing status of Hisense’s smart TV. In terms of products, Hisense TV’s main
products, ULED TV and laser TV, both meet the standards of smart TV, but do not meet the re-
quirements of smart TV aging design in font and remote control design. It is recommended to
strengthen aging design. In terms of price, the price is not suitable for the elderly, and it is recom-
mended to adjust the price to adapt to the elderly market. In terms of channels, offline sales chan-
nels are insufficient. It is recommended to open community sales channels. In terms of promotion,
when facing the elderly group, the promotion method is single, and it is recommended to increase
emotional marketing methods.
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Figure 1. The development of display technology
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Figure 2. Mini LED TV shipment volume from 2021 to 2023 (Unit: 10,000 units)
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Table 1. Essential conditions for smart TVs
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Figure 3. Market size of smart TVs in China (2017~2022) (Unit: 100 million yuan)
E 3. hEEERMHAHMERE(2017~2022) (BL: 1Z7T)

B P 8 e LB E R A, WEN KT ESOCRE, R84 = M5,  H AT E pyE
Wi Ca TR, 4 H 1% 4000 ) 4500 75 G 2 0], HA & aEal s 95%0L I, C4iini
AR . NABRRE, RYE K 4 HRTIEFHFLL K Kagan 2508, M T b Ts, SEREL 228
23106, HAPFEEHEM 2022 4 H 1% 5 EL 2 70%.

T, B KR, BHRFRRES . WRIE R4 2 WEEE, B s FkEF T, 2022
SEEPN RN 3634 Ji 6, WL 5%, TEHCH 1121 1470, R 13%, {H8H8 ALY & R
SEFETE, HH 2018 4F 36% 5 ELER T A 2022 4F 71%.

DOI: 10.12677/ecl.2025.1441000 1187 TR 4TS


https://doi.org/10.12677/ecl.2025.1441000

o

TH

5000 4662 4690 120%

4500 4098 . 4333 I 4179
4000 o8tk l 96% 100%

3416 l 94k

3500 2051 1%
3000 2387  P=66kh 72
2500
2000 1610 £V
1500 38%
1000

500

0

(e}

N

N

89%
80%
0%
0%
0%
0%

2012 2013 2014 2015 2016 2017 2018 2019 2020

—EE BREEMHFBER

Figure 4. Smart TV sales and penetration rate in China (Unit: 10,000 units)
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Figure 5. Gross domestic product, 2013~2022 (in billions of dollars)
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Figure 6. Sales volume structure of China’s color TV market by channel
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Figure 7. China’s color TV market sales structure by channel
E 7. hEXEmAS REHTSN

DOI: 10.12677/ecl.2025.1441000 1192 TR 4TS


https://doi.org/10.12677/ecl.2025.1441000

RYE S 8 BLYE 7 AR B, WS W AL 2R - R N 4.5%, 28 N EERF Likb 21.7%. 2023
FEREEEL TR REHN S, BEL NEEEMTE —, HREE 9 a8 FRi, & TFREA,

BT AR T IRIER f5InoE .
35.00% 3.00%
2.30%
30.00% 29.00% 170% 2.00%
1.00%
25.00% 0:80% 0.50%
0.00%
20.00% 19.10%
14.80% -1.00%
15.00% 0
o 9.40% -2.00%
10.00% . 200
5.00% -4.00%
4.40%
0.00% -5.00%
BE ol CL =B EJi]

D023 Rt MEEEL T

Figure 8. Top 5 brands’ retail sales share and share Y/Y in China’s color TV offline market, cumulative 2023
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Figure 9. Top 5 brands retail volume share and share Y/Y in China’s color TV offline market, cumulative 2023
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