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Abstract This paper attempted to analyze the concept of the New Silver Generation and the New Silver
Generation's perception and consumption structure of jewelry products. A survey was conducted focusing on
those interested in jewelry, and through this, we sought to find a direction for future marketing plans and
identify the characteristics and consumption patterns of the new silver generation and the types of jewelry they
prefer. Through the survey results, we sought results on jewelry marketing plans and methods for the new silver
generation, and as a result, we were able to suggest a marketing direction for the new silver generation. There
is a need for research on the development of design products for the future jewelry market based on our

response to the future silver industry and marketing directions to generate profits in the business area.
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Table 1. Environmental changes and characteristics
of jewelry market

content
* Changes in lifestyle and values
customer A )
. * Reduce shopping time and seek convenience
environment .
* Reflecting on personal needs
change ) ) ) N
* Expanding women's social participation
corporate * Advancement of manufacturing echnology
environment |+ Diversification of goods
change * Changes in distribution structure
economic .
) * Increase in income
environment |, Expansion of the supply of currency alternatives
change P
social . .
environment * Changes in social awareness
* Generalization of Educational Institutions
change
technology * Development of broadcasting,
environment telecommunications and information systems
change * Development of transportation systems
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Table 2. Silver marketing 4P strategy

content
* Developing products that meet the needs, wants, and
Product :
needs of prospective elderly and elderly people
. » Establishing competitive pricing considering the
Price I,
economic life of the elderly
Place * Market strategy for silver zones and shopping malls
that deal with products for the new silver generation
. » Advertising considering the social situation of the
Promotion . )
silver generation
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Table 3. Silver marketing strategy implications and
strategies

content

* Older people form a unique market that distinguishes
young people from other purchasing behaviors and
demand regimes.

« Pay attention to the ambivalence of old age
psychology

* Relationship marketing approaches based on the
human and emotional aspects

* Pre-marketing for future seniors is also needed

* Focus on economic comfort

* Appeal to secure sales

strategy  |* Pursuit of convenience
point * Inspire a sense of purpose

* Maintain social connections

» Stimulate nostalgic

Implication
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Fig. 9. Where to buy jewelry products, purchase
path diagram
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Table 4. Analysis of jewelry product strategies
according to the preference of new silver
generation age

age product | Metallic gem price
) ) . concern
group | family | materials | species | range
ring diamonds 100to | esthetics
55 to 64 | necklace 18k b 1.5 |functionalities
years old | earring | platinum 4 million | feeling of
pearls :
abrooch won wearing
ring 24k p'earls 50to 1| esthetics
65to 74 jade - L
necklace 18k . million | functionalities
years old . diamonds .
abrooch | 925 silver amber won | safetyiness
751084 | N9 20k jade 5Q tp 1 functhnalltles
necklace . million | feeling of
years old 925 silver | pearls ;
bracelet won wearing
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