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Abstract

With the aging of the population becoming more and more serious, many problems of older adults
have received widespread attention from society. It has become a general consensus in society
that older adults are vulnerable to fraud. Being cheated will not only cause older adults to suffer
huge economic losses, but will also have a significant destructive impact on their psychology and
physiology. Older adults have a strong demand for “health” and “emotion”. Scammers often take
advantage of their needs to conduct emotional marketing and mislead their decision-making
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process. In the end, older adults willingly buy the products and are deceived. This paper provides
a systematic review of these studies and suggests some shortcomings in the existing research.
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