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DIJ International Workshop
Care Robotics in the Aging Society: Integrating 

Users, Developers and Technology

Introduction to the topic:
Aging Societies and Business 

Implications
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Nihon Keizai Shimbun, 
08 / 09 November, 2011
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Care Robotics in Japan: Toyota トヨタ
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Demographic Change and Robotics

“the present rush into robotics is largely the result of a 
process need caused by demographics. […] The 

Japanese are not ahead in robotics because of technical 
superiority; […] But the Japanese had their “baby bust” 
four or five years earlier than America and almost ten 

years earlier than West Germany.”

Peter F. Drucker, Innovation and Entrepreneurship

1985
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Moshi Dora for the Aging Society
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DEMOGRAPHIC CHANGE
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Japan: Census 2010

Nihon Keizai Shimbun, 
25 October, 2011
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Japan: 日本：高齢化が一番進んでいる国
The oldest country in the world
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Demographic change in
Japan and Germany

Japan Germany

Population 50+ > 50% by 2025 > 48% by 2025
// > 50% by 2033

Population 65+ > 20% (2007)  40% (2055)
2010: 23%

> 20% (2007)  33% (2055)
2010: 20%

Population 75+ > 10% (since end 2007) > 10% (in 2013)
// > 8.5% (since end 2007)

Median Age 41.2 (2000)  54.8 (2050) 40.0 (2000)  49.4 (2050)

Centenarians > 40 000 (2009) = 14 000 (2009)

Population peak
and shrinkage

128m (2005)  < 90m (2055) 82m (2002)  < 67m (2055)

Super-aged society with 1 fourth 
of the population 65+ by 2015

(Super-aged ???) Society with 1 
fifth of the population 65+ by 2015
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People in care by age group in 
Germany

2005:
2.13 million in need of care

68% at home
32% in institutions
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INNOVATION/ 
TECHNOLOGY IN THE 
AGING SOCIETY
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Who is the silver consumer?

‘If we talk about the two billion older people that 
will inhabit this planet by 2050, it still means that
these two billion are composed of individuals, a 
diverse group who contribute to society in many,

many different ways.’

Professor Dr. Ilona Kickbusch
Chairperson of the World Ageing & Generations 

Congress
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Know your target market

 A very diverse and dynamic market
 No homogenous market segment
 50+ covers people from 50 to 100!
 Big differences in 

 needs and wants/ life-styles
 individual financial status
 individual health condition
 social activity/interaction level

 Pre-retirement vs. post-retirement
 Chronological vs. cognitive age
 Cohort and period effects (in addition to age effects)

 A sophisticated and demanding market
 Experience
 Increasingly selective ( socioemotional selectivity theory)
 Focus on present-oriented/emotion-related goals ( SST)
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Silver Innovation

“Concerning ageing, we are talking too much 
about technology and not about innovation. 
But what counts is not what is technically 

possible. What counts is what people want.”
Professor Joseph F. Coughlin, Director, MIT AgeLab
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Address the needs of your target 
market

Needs and Demands Mobility and travel

Active Participation,
Social contacts and Fun

Improved Live and 
Autonomy

Health and Safety

Technologies

Nanotechnologies and 
intelligent textiles

Microsystems, 
Software and 
Electronics

Design and New Materials

Pharmaceuticals 
and Biotech

Robotics and 
Mechanics

Easy-to-use products

Luxury products and services

Pharmaceuticals, gerontechnolgies 
and supportive devices

Transgenerational solutions

Cars

Housing and sanitary equipments

Travel, financial and insurance 
packages

Life long learning and education

Copyright: Prof. Dr. Cornelius Herstatt and Dr. Florian Kohlbacher 

Market pull

Technology push
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Human centered design

‘Whatever you call it – universal design, design-
for-all, lifespan design – the worldwide movement
for human centred design with everyone in mind is 

gaining momentum.’ 

Valerie Fletcher
Executive Director, The Institute for Human Centered 

Design (IHCD)
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The Goal: Successful Aging

Universal goal:
Social Participation 

(Gough, 1998)

Rowe & Kahn 1997
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Old vs. Young?

disabledable

young

• young people become old

• young people can become disabled

• disabled people become old

• old people can become disabled

Source: James Pirkl, 2008

Beware of Ageism! 
Think Transgenerationally!

old
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CARE ROBOTICS IN 
GERMANY AND JAPAN
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高齢化先進国”の強みを生かせ
Leveraging the strength of an advanced aging 
society

NHK Close-Up Gendai, 8 June 2011
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Care Robotics R&D and Marketing

Problems

 Functionality/ User 
expectations not met

 Cost

 Safety issues

 Regulations & financial 
support

Solutions

 User-driven R&D

 Volume; Disruptive 
innovations, Business 
model

 Clinical trials

 Engage policy makers
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This workshop

A special focus will be placed on the
man-machine interaction and the perspective 

of the user
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Silver Market Book, 2nd edition

“The Silver Market Phenomenon: Marketing and Innovation 
in the Aging Society”

2nd edition, Springer, November 2010
Editors: Florian Kohlbacher and Cornelius Herstatt)

In the light of the global demographic shift, this book offers an 
excellent overview on the matter itself as well as a thorough insight 
on the opportunities and challenges, which come along with it. 
Kohlbacher and Herstatt gathered contributors of profound expertise 
from a wide range of areas. This volume is full of concrete examples, 
first‐hand insights and practical advice. A great tool I would like to 
recommend to any marketing, R&D or product manager.

Makoto Miwa
Director of Tokyo R&D Center, Panasonic Corporation, Japan
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Q&A

Further information:

www.dijtokyo.org

kohlbacher@dijtokyo.org

Thank you very much!

Vielen Dank!

ご清聴ありがとうございました。


