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Term Explanation:

Companionship Economy refers to a novel con—
sumption model centered on spending money
to "have someone accompany you', generating
economic revenue through shared time, emo—
tional labor, or specific companionship services.
It covers "functional companionship" that assists
with practical tasks (e.g., medical escort) and
‘emotional companionship’ focusing on psycho—
logical needs (e.g., climbing escort, virtual com-—
panions).
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Concept Explanation:

The fact that the market scale of the Compan—
ionship Economy has exceeded 50 billion yuan
is the result of the intertwining of macro social
structural changes and micro individual psycho—
logical needs. Sociologically, with accelerated
urbanization and the ‘nuclearization" or even
"singularization" of family size, traditional clan and
neighborhood mutual aid networks have col-
lapsed.

For the elderly, the companionship economy
serves as a market—oriented supplement to so—
cial services, making up for the shortage of pub—
lic medical care and elderly care personnel. For
the youth demographic, it marks a turning point
in consumption upgrade—shifting from acquir—
ing physical goods to acquiring "experiences"
and "relationships'. This new economic form has
spawned a large number of flexible new profes—
sions such as "medical escorts" and "instant re—
pliers", reflecting contemporary society's urgent
call to rebuild interpersonal connections and
emotional reliance after achieving material
abundance.
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Term Explanation:

Emotional Value refers to the posi—
tive psychological feelings (such as
feeling validated, being listened to,
gaining a sense of security, and alle—
viating anxiety) and the ability to re—
duce negative emotions that an indi—
vidual acquires when interacting with
others, experiencing a service, or
purchasing a product.
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Concept Explanation:
"Paying for emotional value" is a core

characteristic of Generation Z's con—
sumption concept.

Traditional economics in the past fo—
cused on the "use value" and "ex—
change value" of products, but as the
country's economy takes off, the
younger generation's source of anxi—
ety is no longer material scarcity, but
the mental friction brought by aca—
demic and workplace "involution” (in—
tense competition).

Therefore, whether it is hiring a
‘Mount Tai climbing escort" or em—
ploying an ‘instant replier’, it is es—
sentially a kind of "psychological
massage". The prominence of emo—
tional value reminds policymakers
and educators: when measuring so—
cial development and people's quali—
ty of life, we must incorporate citi—
zens' mental health, psychological
resilience, and sense of happiness
into macro considerations.

HE KSR

BABISTHT @ o RIRBERNESEENES | BIEH
EHEHEBERE | RS ENERE
ERERNERE

o NHEFA ( ADEEZHRIER )

ADZHRAZERES  FEFER
KIERBR R HEE DB EREH
HIRARE o

EERE

LHE XiRE TR



