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ABSTRACT | This paper analyzes e-commerce's challenges and opportunities for the

over-60s and delves into the motivations and constraints that determine its use, as

well as the vision of industry experts on this audience so that this population segment

fully becomes part of a digitized society. It is estimated that in 30 years the over-60

population will go from 12% to 22% (Organizacién Mundial de la Salud, 2018). Europe

and North America are the mostaged areas in the world: itis estimated that, in 2050,
one in four people could be 65 years old or older (United Nations, 2019). In Spain, the

projections of the Institute for the Elderly and Social Services indicate that "in the

year 2065 people over 80 years of age will represent 18.1% of the total population”
(Vidal-Dominguez et al., 2017, p. 37. The study uses a methodological triangulation

supported by two qualitative techniques, focus groups and the Delphi method. Four

focus groups were conducted consisting of people over 60 years of age of both sexes

who use the Internet, with diverse educational and socioeconomic levels, living in

urban areas of variable size. The Delphi was made up by private sector expertsin the

field of e-commerce. The main conclusion is the absence of strategies and specific

actions in commercial websites towards this growing population group and with

an interest in increasing their digital skills.

KEYWORDS: e-commerce; elder people; empowerment; active aging; Spain.

HOW TO CITE

Pretel-Jimenez, M., Vifiaras-Abad, M., & Abad-Alcal4, L. (2022). Factores clave que determinan la
relaciony el uso del comercio electrénico por parte de las personas mayores en Espafia. Cuadernos.
info, (53), 253-272. https://doi.org/10.7764/cdi.53.39399

253



RESUMEN [ Este trabajo analiza los desafios y oportunidades del comercio electrénico para
los mayores de 60 aflos y profundiza en las motivaciones y frenos que determinan su uso,
ast como en la vision de los expertos del sector sobre este ptiblico para que este segmento
poblacional entre plenamente a formar parte de una sociedad digitalizada. Se estima que
en 30 afios la poblacién de mds de 60 afios pasard de 12% a 22% (Organizacién Mundial
de la Salud, 2018). Europa y América del Norte son las zonas mds envejecidas del mundo:
se calcula que, en 2050, una de cada cuatro personas podria tener 65 afios o mds (United
Nations, 2019). En Espafia, las proyecciones del Instituto de Mayores y Servicios Sociales
apuntan a que "en el afio 2065 las personas de mds de 80 arios representardn un 18,1%
sobre el total de poblacién” (Vidal-Dominguez et al., 2017, p. 37). El estudio utiliza una
triangulacion metodolégica apoyada en dos técnicas cualitativas, los grupos de discusion y
el método Delphi. Se han realizado cuatro focus group formados por mayores de 60 arios de
ambos sexos que utilizan Internet, con diverso nivel educativo y socioecondmico, residentes
enzonas urbanas detamario variable. El Delphi se constituyé por expertos del sector privado
pertenecientes al dmbito del comercio electrénico. La principal conclusion es la ausencia de
estrategias y de acciones especificas en las webs comerciales hacia este grupo poblacional
cada vez mds numeroso y con interés en incrementar sus habilidades digitales.

PALABRAS CLAVE: comercio electrénico; personas mayores; empoderamiento;
envejecimiento activo; Esparia.

RETOMAR | Este artigo analisa os desafios e oportunidades do comércio eletrénico para os
maiores de 60 anos e aprofunda as motivacgdes e freios que determinam a sua utilizacéo,
bem como a visdo de especialistas do setor sobre este ptiblico para que este segmento
populacional entre plenamente a fazer parte de uma sociedade digitalizada. Estima-se que
em 30 anos a populagio com mais de 60 anos passaré de 12%a 22% (Organizacdo Mundial
da Satde, 2018). A Europa e a América do Norte s&o as dreas mais envelhecidas do mundo:
onde se estima que, em 2050, uma em cada quatro pessoas poderia ter 65 anos ou mais
(United Nations, 2019). Na Espanha, as projecdes da Instituto para Idosos e Servicos Sociais
indicam que “noano 2065 as pessoas com mais de 80 anos representardo 18,1% da populacéo
total”. (Vidal-Dominguez etal. 2017, p. 37). O estudo propde uma triangulagdo metodolégica
apoiada em duas técnicas qualitativas, os grupos de discussdo e o método Delphi. Foram
realizados quatro grupos focais formados por pessoas com mais de 60 anos, de ambos os
sexos que usam internet, com diferentes niveis de escolaridade e socioecon6émicos, residentes
em areasurbanas de porte varidvel. O método Delphi foi formado por especialistas do setor
privado na area de comércio eletrdnico. A principal concluséo é a auséncia de estratégias e
acdes concretas nos sites comerciais para este grupo populacional cada vez mais numeroso
e com interesse em aumentar as suas competéncias digitais.

PALAVRAS-CHAVE: comercio electrénico; personas mayores; empoderamiento; envejecimiento
activo; Esparia.
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INTRODUCTION

The aging of the world’s population as a result of increasing life expectancy
and the development and implementation of technological advances in the field
of digitalization pose major challenges for us as a society. One such challenge is to
ensure that the over-65 age group, which is highly vulnerable to this development
due to its late adoption of new technologies, is not left behind. Information and
communication technologies (ICTs) have transformed the way we work, consume,
manage and relate to each other. It has evolved from an information society to
a knowledge society, in which realities such as telemedicine, remote working,
digital platforms, videoconferencing or e-commerce are emerging (Romén Garcia
et al., 2016). A reality that has accelerated as a result of the COVID-19 pandemic,
changing the habits and customs of the population, and from which the elderly
should not be left out. In this regard, a recent study by Llorente-Barroso and
colleagues (2021) confirms the role of ICTs as an element that has contributed
to coping emotionally with confinement and avoiding the risk of isolation and
exclusion. In Spain, according to the Instituto Nacional de Estadistica (2022), this
group represents 20.08% of the population (47,432,805) as of January 1, 2022. The
agency counted 9,527,263 people aged 65 and over. In 18 years, this population
segment has grown by two million people in Spain, but this increase may be
somewhat decimated by the impact of the pandemic that we continue to suffer, as
the disease particularly affects people over 65 years of age (Statista, 2020).

In terms of data on their relationship with ICT, according to the General Media
Study (https://internet.aimc.es/index.html#/landing ), 87.6% of Spaniards are
Internet users, of whom 84.3% are connected daily. The majority (69.9%) are
between 14 and 54 years old, while only 16.2% are over 55 years old and only
9.2% are over 65 years old.

Although the digital divide still exists in Spain, there are signs that it is
narrowing, according to data from the National Statistics Institute’s latest survey
on the equipment and use of information and communication technologies in
households (Instituto Nacional de Estadistica, 2021). The percentage of people
aged between 16 and 74 who use the Internet on a daily basis is 85.8%, while this
figure falls to 56.3% for people aged between 65 and 74. Among the population
groups with the highest percentage increase in Internet access compared to the
previous yearis the 65-74 age group, with 5.5 percentage points more than in 2021.
This positive trend could be even greater if the barriers and limitations in terms of
their digital skills could be overcome. It is true that technology has not reached all
social groups in the same way, but neither has it done so in welfare state societies.
In these digitized societies, it is the elderly who find it most difficult to develop
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these skills and are therefore at risk of social exclusion (Holgersson et al., 2019).
Most interventions target aspects such as health and nutrition (Azmi et al., 2019).

As a result, the reality that seems to be emerging is that of a generation of
hyper-connected young people versus an older generation that is far removed
from this scenario.

The purpose of this article is to understand, from the perspective of older
users, the motivations and barriers to appropriate use of the Internet and, in
particular, e-commerce. Itis also interesting to know how professionals in the field
consider the elderly Internet user and if there are specific measures for their digital
inclusion, taking into account the limitations of this segment. The ultimate goal
is to make visible the digital divide suffered by the elderly in order to contribute
to their digital inclusion, empowerment and better quality of life.

THEORETICAL FRAMEWORK. THE USE OF E-COMMERCE BY THE ELDERLY

New technological advances and new consumer habits seem to be the factors
that have led to an increase in the use of e-commerce. According to the study
prepared by IAB (2021) in Spain - although it limits the sample to those over 70
years old - online shoppers between 55 and 70 years old reached 18%, two points
more than in 2020, probably due to the confinement experienced in the first half
of 2020, which increased purchases on the Internet in a generalized way. While
there are many advantages of the Internet for the elderly, e-commerce has not yet
established itselfamong them. The main reasons are the lack of confidence and the
perception of insecurity in the procedures and purchases, due to the complexity or
poor legibility of the designs and procedures, and the lack of knowledge (Romén
et al., 2016). These obstacles have already been analyzed by Egger (2000), who
pointed out that lack of trust is one of the main barriers. A comparative study on
the risk perception of adolescents and adults in digital transactions (Liebermann
& Stashevsky, 2002) concludes that it is seniors who perceive significantly higher
risks. All these studies approach e-commerce from the perspective of consumer
confidence, an aspect that can be extrapolated to the elderly in particular. This
is confirmed by Romdn-Garcia and colleagues (2016) in their research on adults’
digital literacy, which concludes that one of the main obstacles is the lack of trust
when entering personal data such as credit card number or telephone number,
which shows their limited use of ICT compared to the rest of the population (Agudo
Pradoetal., 2013). This research confirms the findings of McKnight and colleagues
(2002) and Lee and Turban (2001). The study by Salam and colleagues (2005)
concludes that the perception of risk and uncertainty related to online shopping
is minimized by the effects generated by the trust associated with the online store.
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One of the most recent works on older people and e-commerce (Vifiarés et al.,
2022) identifies up to eleven typologies of users. Their main conclusions confirm
thebarriers related to trust. On the other hand, with basic digital skills, the elderly
consider themselves capable of making purchases on the Internet.

The physical limitations of aging are another relevant aspect that makes it
necessary to adapt accessibility, navigability, usability and web design to the needs
of this group. Most of the early work on the relationship between the elderly and
e-commerce has been in the area of accessibility, with work on the readability
of websites for the elderly (Bernard et al., 2001). Getting older leads to a loss
of skills that make it difficult to use different devices (Campbell, 2015). Some
people experience significant impairments from the age of 60 and others do not
experience such problems until after the age of 80, although, as noted by Glisky
(2007), process memory does not suffer from aging, allowing older people to acquire
and reproduce skills. Condeza and colleagues (2016) developed a web prototype
with relevant content on health and aging in different formats, taking into account
these limitations, which confirms a higher participation of this social group when
these variables are taken into account. It is therefore concluded that integrating
this group into the digital world requires rethinking the design and structure of the
interface and platforms, which must be adapted to the physical limitations of adults
(Chadwick-Dias etal.,2007) and be interested in their demands for simplicity and
formal and conceptual practicality (Abad Alcal4 et al., 2017). Besides the physical
difficulties, another major obstacle identified is related to the difficulties in using
technology, since it is often conceived and designed by and for young people (Hardy,
2013), so that for the older group, the benefits offered by its use do not compensate
for the significant effort required to adapt it (Llorente-Barroso & Sdez-Diez-Rebanal,
2019). In the same line, with the emergence of Web 2.0, people of all ages can
be encouraged to use the Internet, but this requires reflection on the interface
and design, which should be oriented to the physical requirements of the elderly
(Chadwick-Dias et al., 2007). A number of studies address this perspective by
focusing on aspects such as accessibility and navigability, as in the case of Bernard
and colleagues (2001), who analyze the design of websites for the elderly from the
point of view of readability (Tjandra et al., 2022).

Therefore, the studies reviewed confirm the digital divide in this segment of the
population. While e-commerce is consolidating as an alternative to the physical
act of shopping, it is not doing so proportionately for the elderly, despite being a
growing segment of the population. According to the National Institute of Statistics
(Instituto Nacional de Estadistica, 2022), 93.9% of people between the ages of 16 and
74 have used the Internet in the last three months, and almost 55.2% have made
an online purchase. These data confirm the results of research on the profile of
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the older Internet shopper, such as that of Kau and colleagues (2003), who refer to
the segment of shoppers over 50 years of age as laggard e-shoppers, representing
the lowest percentage of Internet users who make purchases over the Internet.

METHODOLOGY

Atthe beginning of the study, we stated that this research aims to identify the
motivations and barriers to the use of e-commerce by people over 60 years of age,
as well as to detect challenges and opportunities in order to define possible lines
of action leading to their digital social inclusion.

To this end, we propose a methodological triangulation supported by two
qualitative techniques, focus groups and the Delphi method (also used in the
previous work by Gallego et al. (2016) to identify the barriers and motivations to
the adoption of e-commerce in Spain). Using a social research method based on
validating the conclusions of each method through confluence has been applied
on numerous occasions (Jick, 1979) and provides greater reliability and validity
to the results obtained in the fieldwork. Some authors point to a lower degree of
confidence in the conclusions of studies based on a single methodology (Smith, 1975)
and a greater likelihood of bias, either from a lack of data or from the researcher’s
own interpretation of the data (Oppermann, 2000).

Triangulation, therefore, emerges as a research strategy that helps us to
increase the validity of the results, minimize the possibility of bias, strengthen
their congruence (Bagozzi & Yi, 1990; Blaikie, 1991; Ferketich et al., 1991; Smith,
1975), and thus verify the conclusions drawn by contrasting the two methodologies,
thereby obtaining greater reliability (Denzin, 1970). In the same vein, other authors,
aware of the limitations that the use of a specific methodology could present, defend
the combination of methods with the aim of neutralizing the biases inherent in
each technique (Creswell, 2014).

We chose a mixed research design, which was approached in a sequential
exploratory manner, based on the conduct of focus groups in a first phase, to apply
the Delphi method to expertsin the field in a second phase. The sequential approach
of both qualitative methods aims at understanding the constraints and motivations
of the group analyzed, in order to be able to extract the main conclusions and
premises of the research on the subject to be studied and, subsequently, to proceed
to the elaboration of the questions to be put to the professionals of the sector
(Myers & Oetzel, 2003).

In Phase I, four focus groups were conducted, consisting of between five and
nine participants over the age of 60, of both sexes, Internet users or at least with
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prior knowledge and experience in the digital environment, from the middle or
upper middle social class, with different educational and socioeconomic levels,
residents of different Spanish urban areas of varying size, and with an interestin
maintaining an active life. The discussion group or focus group (Maxera & Alvarez
Blanco, 2019) has been valued as a technique for analyzing the use of e-commerce
by older people, since it constitutes one of the most effective qualitative formulas
for obtaining perceptions about a specific area of interest (Krueger & Casey, 2009).
In accordance with Edmunds (2000), we took special care to ensure that the
moderators of the groups were experts with knowledge of the topic, but without
influencing the participants. Similarly, a discussion guide was created prior to
the development of the groups in order to respond to the objectives set in the
research and to allow us to categorize the information collected at a later stage.
This guide was designed with a holistic view of the topic so that each of the issues
under study could be addressed. The sample met the criterion of being made up of
Internet users over the age of 60. The sessions took place in Madrid and Barcelona
during 2019. All groups were recorded and then transcribed for analysis. Once the
information had been collected, the opinions and perceptions were classified by
comparing them, looking for common points and discrepancies in the different
thematic lines raised, thus exploring the relationship between the variables within
the population studied (Onwuegbuzie et al., 2009).

Items

Grupo1

Grupo 2

Grupo 3

Grupo 4

Participants

5 people

9 people

6 people

8 people

Age 62to 68 yearsold 62to75yearsold Over65yearsold 69 to73yearsold
. University and University and University and

Edul%el/técl)nal high school high school University high school
education education education

Socic{;t:cc){c__al[leomic Middle-class Middle-class Upper-class Middl(—:‘daansi Upper

Low-level
managers and Mid-level
Professional professionals professionals Managers Managers
profile Low-level and low-level 8 g

supervisors and

technicians

professionals

Table 1. Focus group discussion groups data sheet

Source: Own elaboration.
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Technique: qf;';%%#;g?re Distribution: E-mail
Universe: Digital area managers Responsible for: E-commerce
No. of interviews: 8 experts
Sampling Not randomized Country: Spain
Period: 2019

Table 2. e-Delphi questionnaire data sheet

Source: Own elaboration.

After analyzing the main elements of the speeches obtained and drawing a
series of conclusions related to the research objective, categorized by thematic
criteria and reinforced with extracts from the statements of the participants in
the results, we proceeded to phase II, applying the e-Delphi methodology (Hasson
& Keeney, 2011).The phases included the definition of the research objective, the
design of the questionnaire, the first round and the analysis, the second round
with a consensual questionnaire and the conclusions (Mohedano, 2008). The
panel was composed of eight experts working in companies that manage the
most important e-commerce websites in Spain, who were directly responsible for
their management at the time of the research. The respondents were contacted by
telephone to explain the purpose of the study and the importance of their expert
opinion. The questionnaire was then distributed by e-mail, accompanied by a
preliminary text emphasizing the importance of their experience and guaranteeing
the confidentiality of the information collected. The first questionnaire distributed
was designed taking into account the conclusions drawn in phase I in order to
contrast, validate and reinforce the results. The second questionnaire is defined on
the basis of the identification of the most relevant criteria on which the respondents
agree in the first form.

In the social sciences, e-Delphi is a classic way of obtaining information in
numerous relevant studies and has generated an extensive scientific literature
(Nogales, 2013; Kvale, 2011; Vargas-Jiménez, 2012). It is highly recommended
as a methodology due to the limited time available to respondents (Nogales,
2013) and the valuable information they provide (Kvale, 2011). Although, as a
structured questionnaire, it lacks the flexibility and adaptability of face-to-face
interviews (Herndndez Sampieri et al., 2014), the previous conversation allowed
the interviewer to clarify and advance the questions and obtain answers that
facilitated their categorization and, therefore, greater ease of analysis (Creswell,
2014), avoiding the influence bias of the interviewer.
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RESULTS

Based on the sequential combination of methods (Mills & Birks, 2014; Glaser
et al., 2013), the methodological proposal chosen to develop this research allows
us to extract relevant information about the purchasing habits and identify the
motivations and obstacles of the senior user in relation to e-commerce, and identify
the opportunities and challenges for companies in adapting their e-commerce pages.

The following results, extracted from the focus groups, helped in the preparation
of the subsequent questionnaire that was addressed to the professionals of the
sector. In the analysis of the focus groups, there are four clearly differentiated
thematic points that help us to correlate the results obtained in the Delphi: 1)
seniors’ relationship with the Internet; 2) how they use e-commerce; 3) main
motivations; 4) main barriers; and 5) challenges and opportunities.

Senior users’ relationship with the Internet

In general, the sense of empowerment that comes from interacting with
technology rewards the effort of adapting to it and leads to a deeper reflection on
the time spent with it. Statements such as “Sometimes I think I have a certain
addiction” (group 3), “I'm very addicted to watching the weather or whatever I
can find all day long” (group 1), “I set myself a few hours so that I don't get stuck”
(group 2) confirm this.

In this respect, the panel of experts supports this evolution with regard to
ICT, although they distinguish two different groups based on age criteria (60 to
69 years) and according to social class and economic level: “The relationship of
older people with technologies is very different” (expert 1), “The relationship is
different depending on the age groups. Those over 70 have come into contact later
(...), with the relationship improving the closer one gets to the age of 60” (expert 3),
“We currently identify two different segments in their behavior: those over 60 and
those under 65” (expert 4). In terms of the types of activities they do when they go
online, most groups say they do Google searches, use email, or do business with
the bank. Particularly noteworthy is the widespread use of the instant messaging
application WhatsApp to keep in touch with friends or family: “[...] of course they
installed WhatsApp, so now it’s on full blast” (group 4). In the same sense, the
experts point out that “the UX improvement in smartphone-type mobile devices
is lowering the barriers [...], many older people use applications like WhatsApp,
with a very high motivation to stay in touch with their close relatives” (expert 3),
“they use the mobile [...| and download apps” (expert 4).

On the other hand, they express several times their difficulties in
dealing with new technologies: “I find it very difficult to do many things
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alone on the Internet” (group 1). The digital managers of the companies, who
recognize the existing digital divide, are well aware of this:

“We can encounter all kinds of cases”, “[...] and they often have difficulties in
understanding it” (experts 6 and 8); “the older segment has distanced itself from the
Internetand [from] new information and communication technologies” (expert 2).

How do they use e-commerce

While there is a generalized use of the Internet in all groups, it is not the
same when asked about the experience of buying products or services through
e-commerce platforms, which varies greatly depending on the skills of the user and
the accompaniment of a more qualified user, who in most cases is usually a family
member. “[Taking] the step to buy, sometimes we have bought, we have bought
flights, tickets, but sometimes alone and always with the help of our children,
because although we know how to do it or the system is easy, but you never trust
[...]"” (group 1). “Something that I really can’t find anywhere else, but my daughter
tells me that [...] my daughter buys and sells everything online” (group 3).

The initiation to this type of purchasing habit starts with less risky purchases,
such as tickets for shows, and then moves on to buying other services that require
more skills, such as managing a trip. Some of the most frequently mentioned
platforms in the groups are: Booking, Trivago, eDreams or EsyJet: “I have to
admit that for the last three trips I took, I went to Booking or Trivago and I did
everything...” (group 1).

For experts in the field, the involvement of seniors is already a reality, thanks
largely to the proliferation of smartphones and tablets and the development of
simple applications, as well as the involvement of younger and therefore more
digitally savvy seniors: “As more young people join the group, the growth will be
consolidated” (expert 1). They agree on the role of close relatives or other figures as
ambassadors at the beginning of the first purchase actions, where “their knowledge
increases when an application appears that is recommended by their children or
friends” (expert 6); “to introduce them to ICTs (...) and from there to teach them
how to use them” (expert 7).

Main motivations regarding the use of e-commerce

These users see many positive aspects in the use of e-commerce, including
the wide range of products offered: “During Reyes, the product was not available
in any store [...] The truth [is] that it worked wonders” (group 1); the lower price:
“On the Internet, you went in, it was cheaper, they brought it home the next day”
(group 1), or the convenience of mobile Internet: “[...] You pay with your mobile
phone [...] Ithink it’s great because I never carry cash” (group 2).
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It is also important that the first experience is satisfactory, as it affects their
level of trust: “I buy a lot of things on Amazon. In the beginning, I was like you:
will the doorman be there, will I get it, but look, nothing has ever happened to
me” (group 3), including the experiences they have through family or friends:

“I have a 37-year-old daughter who does everything on the Internet. [...] the
packages come to my house [...| she brings me the little package [...] super-perfect,
because also, of course, she started showing me the products and the prices and
I said, this is great” (group 4).

For the managers in charge of online stores, it is essential to focus on creating
satisfying experiences that facilitate the inclusion of these citizens, but they
recognize the lack of strategy in this regard: “This group is treated as a consumer
or worker, it has not been segmented by age” (experts 3 and 6); “This social group
is not given a differentiating role either in the action strategies or in the Internet
environment” (expert 4).

Main obstacles to the use of e-commerce

The emotions -such as fear or uncertainty- triggered by the environment
increase their sense of vulnerability, often paralyzing the decision-making process
and resulting in no purchase: “I did everything, but at the last minute I got cold
feet” (group 3). “The experience [...] is positive, but the fear [...] because every
opportunity is an opportunity to be robbed” (group 1). “[...] I say I'm going to try,
but [...] I always have one thing left [...] I'm a little afraid” (group 1).

If we delve deeper into the knowledge of what generates this impression, the use
of credit cards and the fear of giving personal data stand out: “I don't want my bank
account on a card because I don’t trustit” (group 3); “If you want to buy something,
you have to give your account number and all your personal data [...]” (group 1).

The participants who stated that they had little or no intention of buying argued
that they preferred to buy the products physically and check them in situ: “But
first [...] I don’t know exactly if the color, and when I get it, if it’s exactly what I
want...” (group 1), and that they had the time to do so: “I like to do a lot of things
in person because you buy without seeing. When I go to the market, I see them”
(group 3). The inconvenience or difficulty of returning products if they do not
correspond to expectations is identified as one of the main obstacles: “I don't buy
because I see that there is a problem to return...” (group 1); “And then they say, oh,
it'’s not what I expected, you have to return it” (group 4). Most of the participants
in the focus groups emphasize the importance of the security of the web to buy:
“[...] But buying online, you have to have a lot of confidence in the company you
buy from” (group 2).
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Another important barrier is related to design, language or anti-robot filters:
“Oh, and the small print [...] if you don’t wear glasses, that’s really a problem for
older people” (group 1); “Or they tell you that you have to type in some letters.
Why do they put such difficult letters? [...]” (group 1). Lastly, and less relevant,
are the problems arising from the ease of forgetting usernames and passwords:
“I'have a site with 100 different passwords, users and passwords” (group 3), or the
inconvenience of having to wait for packages to arrive: “I don't like it because it’s
a nuisance to have to be at home to see if the package is coming” (group 3). The
experts agree on the absence of this type of consumer in their user profiles:

“[The number of] web users in this age group is much lower than that of older
customers in the face-to-face network, from 28.67% in face-to-face to 6. 14% on
the web” (expert 1), and they believe that this is directly related to the difficulty
in using new technologies and the lack of products and services designed for them,
so they think that applications and technological products should be developed
thatallow them a simpler use, taking into account the characteristics and physical
limitations typical of this vital stage: “A product that would allow them to use
the Internet in a simple way, using their own records to reduce existing barriers”
(expert 2); “Consider adapting the web design and mobile application to the specific
characteristics of the elderly” (expert 8).

Challenges and opportunities

This generation of seniors is particularly interested in learning, becoming
independent, and thus integrating into the digital world, aware of the gap in
knowledge and skills that separates them from other generations. One of the main
proposals to promote this integration is based on the request for more training
to be able to stand up for themselves and not have to depend on their children to
carry out procedures and formalities, an aspect that the panel of experts consulted
considers crucial: “Acting with ad hoc training for them would be very interesting,
they have time and resources” (expert 1). Another of the main requirements is
simplicity of design: “[...] that administrations and all application pages should be
simpler [...] and more user-friendly [...]” (group 2), a point also mentioned by digital
managers: “Consider adapting the design of the website and mobile application
to the specificities of older people” (expert 4). On the other hand, they claim that
technologies should be made more user-friendly, especially for those who have
not had the opportunity to have contact with computers during their working life:
“[...] Inthe official sites, do not assume that we all have knowledge of information or
telematic operations, and make them more accessible” (group 2). This is an issue
of great importance for the professionals interviewed, who see the development
of adapted pages and applications as a way of integration, as long as they comply
with the premise of easy access and navigability: “Develop specific services for
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this segment” (expert 3); “Provide them with a product that would allow them to
use the Internet in a simple way, using their own records to reduce the existing
barriers” (expert 5).

On the other hand, they mention the possibility to ask questions while using
the platform in a fluid way: “To be able to write what you want and get an answer,
because it puts you in the chat [...] but it is not a fluid conversation” (group 2). It
is true that some of the managers interviewed explain the measures taken by
their company with regard to this elderly segment; an example is the effort made
by the telephone companies to develop specific services, taking into account the
physical limitations of this stage: “Develop specific services for this segment of the
population”, or the one proposed by expert 3, based on training to achieve greater
integration and participation: “Act with training (...) to motivate them” (group 3).

CONCLUSIONS AND DISCUSSION

The main objective of this research was to identify the challenges and
opportunities for the over-60s in the use of e-commerce in Spain, analyzing
aspects related to their digital skills, as well as the motivations and barriers related
to the use of e-commerce.

Notwithstanding the difficulties of the elderly in interacting with e-commerce,
the results of this research confirm what some studies have shown in relation to
the positive predisposition to use e-commerce websites when this group perceives
the usefulness of using these sites to the extent that it makes their lives easier
(Smith, 2008). They feel empowered by the sensations associated with completing
transactions such as purchasing simple services -for example, buying a ticket- or
more complex ones, such as booking a trip. They have embraced the paradigm shift
from being the one who teaches to being the one who learns by their children’s
hand to master the technological skills they lack. They trust them with their
first digital shopping forays, declare them to be very satisfying, and open the
possibility of repetition.

This positive attitude of seniors towards the technological challenge contrasts
with the lack of specific strategies on the part of companies with commercial
websites. Although they are aware of the needs of this group, only a few are
currently responding to the technical specifications and content adaptations
required to truly integrate this segment. Aspects such as design or simplification of
the navigation structure would be of great help in avoiding the obstacles reported
by these users. In this sense, there are also barriers related to the treatment of
personal and banking data, such as the information requirements imposed by
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companies when making returns, despite the fact that these measures aim to
increase their trust (Rajaobelina et al., 2020). In fact, accessible design and an
inclusive content strategy would allow e-commerce companies to expand their
business among this population (Karahasanovic et al., 2009).

Promoting the use of e-commerce therefore depends to a large extent on
companies making forward-looking decisions. The experts interviewed are aware
of this challenge and suggest measures related to the development of specific
applications for these seniors, training courses and measures that take into account
their physical limitations.

Last but not least, for the managers of these commercial sites, there is a need
to train and integrate adults in the new technologies that are already present in
their market, such as virtual reality, artificial intelligence, cloud computing or
machine learning, whose knowledge by the over-60s could contribute to their
quality of life.
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