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Who is the customer?

= “... ‘silver market’, the market segment more or less broadly defined as those
people aged 50 or 55 and older.”

[Kohlbacher / Herstatt 2008]
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What is the product?

= “Today, in fact, the silver economy comprises products and services in very
diverse and by no means only “social” market segments”

[Kohlbacher / Herstatt 2008]

=  “Demographic change is relevant for all business models (...)"
[PriceWaterhouseCoopers/IMH-HSG 2006], translated
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So what are we talking about?

= A market of approx. 1°500 bn Euro (PPS) per year in the EU 27
* 11250000 tons of 1 Euro coins

= + B2B market
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Private consumption of European senior households is enormous — in all sectors

Private Consumption of Senior Households (60+) in the EU27 (in billion Euro per year)

Miscellaneous goodsand

services: 124 Food and non-alcoholic

Restaurants and hotels: 61 beverages:216

Icoholic beverages, tobacco
and narcotics: 27

Education: 2

Recreationand culture: 120

Clothing and footwear: 61
Communications: 34

Transport: 134

Health: 63

Housing, water, electricity, gas
Furnishings, household and otherfuels: 467
equipmentand routine

maintenance of the house: 80
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Older people spend more on health, household support services and package
tours than people on average do

Health products | I 142
Household supportservices ﬁ I 138
Package tours 1 I 124
Hygiene and wellness services 1 I 122
Domestic appliances ﬁ 117
Flowers and garden ﬁ 115
Newspapers and magazines 1 108
Home textiles | 106
Accomodation (hotels etc.) 1 1102
Nutrition, beverages, tobacco ﬁ ” 01 | ,

0 20 40 60 80 100 120 140 160

[cf. PriceWaterhouseCoopers/IMH-HSG 2006]
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We analyzed the market for household services in German-speaking Europe in

more detalil
..:
" ’ . . . . -
‘ - ﬁousehold services in Germany, Austria and Switzerland
g 3.0%
0.5%
0
X " /o\h_ ® Home cleaning
15.1% ® Laundry and ironing

Garden, plantand pet care

Shopping services (grocery
delivery service)

Meal delivery services

B Others

530 million hours a year
4.9 billion Euro / year
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Even for a small subset of the overall ,Silver Market® like household services
customer segmentation remains challenging

Life events and phases

>
Personal
values
Socio-
economic
criteria « Empty Nester comfort, self-fulfilment, ,new freedom®
* Freshman Retiree active lifestyle, ,new freedom"”
» Carer support / relief, balance
« Widower support, maintaining active lifestyle
* People in need support
of support or care
v
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Summary

“Silver Markets” are huge and offer tremendous economic potential

“Silver Markets” are way too broad
« Hardly useful for discussing the market potential
« Useless to innovate solutions and develop new business models

We need to be more specific about which customers and which products we

talk
* Multi-dimensional segmentation

There is not and will not be the one segmentation of ,Silver Markets”
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