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Satisfying needs beyond the 
functional: the changing needs offunctional: the changing needs of 

the Silver Market consumer



the products that we are 
surrounded bysurrounded by…

empower or hinder?empower or hinder?



design is less about products     
and more aboutand more about                   

creating experiences



material landscape

product categories

display syntax



design
creating positive user experiences          

empathy
sustainability through relevant design                         

emotionemotion
user-product relationships



personal health care
personal responsibility, balance, quality of life          

social communication
being connected, social groups, accessing information

functional communicationfunctional communication
paying bills, banking, food shopping



imagine a teenager…





imagine an elder…





imagine a person with disabilities…





shifting
demographicsdemographics

attitudes
expectations

needsneeds



supra-functionality

cultural, social, tribal, 
emotional aspirational needsemotional, aspirational needs



say

do

f lfeel



users are a significant creative 
resourceresource







traditional research approaches are 
not always appropriate fornot always appropriate for       

design research



Traditional research methods tend to 
be verbo-centric yet experience of the y p

world is largely sensory-centric.  



design relevant data
t il t ti h thnot necessarily testing hypotheses

d i t i i ldesign triggers, cues, visceral…



design moments













Satisfying needs beyond the 
functional: the changing needs offunctional: the changing needs of 

the Silver Market consumer









destigmatise (design for all)

fewer but more meaningful 
productsproducts

essence of user (not age)( g )



personal health care
personal responsibility, balance, quality of life          

social communication
being connected, social groups, accessing information

functional communicationfunctional communication
paying bills, banking, food shopping



arigato
ありがとうございましたありがとうございました

mcdonagh@illinois.edu




