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“Population ageing is 

unprecedented, a 

process without 

parallel in the history 

of humanity…”
United Nations, 2010
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50+ is the largest and 
fastest growing 

segment of population

‘Age-friendliness’ the new mantra for business. It is is critical in determining purchase 
decisions and choices for 6 out of 10 consumers. !SilverPoll online survey of 14,000 people 50+)

‘Age-friendliness’ is critical when 
choosing:
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Communications 

Online Retail 

Product 

Support 

EFFECTS OF AGEING 
•!Sensory 
•!Physical 
•!Cognitive 

Accurately measures every stage of the customer journey

Actionable Analysis and Output
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2.5 

“Evaluating the customer journey from the perspective of older persons has given us some unique insights 
into this customer demographic. The rigour of SilverAudit is impressive as it evaluates all touch points 
experienced by the customer. Apart from the value scoring it has revealed actionable insights that we can 
use in our business”

Head, Consumer Insights, Standard Chartered Bank
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Silver Group Pte Ltd HarbourFront Centre, PO Box 26. Singapore 910930

Web: www.silvergroup.asia
Blog: www.silvergroup.asia/blog
Twitter: SilverGroup
Email: info@silvergroup.asia
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Voted "Best Speaker" - 3rd Annual Asia Research Conference. April 2011. 
Voted "Best Speaker" - 2nd World Advertising Forum. October 2010.

 
"I see a great many presentations each year at the 7 or 8 conferences I work on and yours was definitely among 
the best, both in terms of content, delivery and the message".

National Manager - Conferences. ProInvest Financial Group 


