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INTRODUCTION
While most older adults (OAs) navigate grocery shopping (GS) with ease, whether they 
prefer in-person or online services, some encounter significant barriers in transporting1, 
affording2, and planning grocery purchases3, 4. Older adults could benefit from digital 
services that are tailored to their specific needs and different lifestyle patterns. 

Accordingly, this study seeks to 1) gain a better understanding of older adults' grocery 
shopping behaviours and the nuisances or challenges they encounter in completing 
grocery tasks, and 2) envision new digital designs that could enhance or support 
grocery shopping for this demographic. 

METHODS

Semi-structured 
interview (10 older

adults overaged 
65+)

Public 
observations (in 
two local grocery 

stores)

Thematic 
analysis 

(interview data + 
observation data)

Persona design 
(categorization 

+ gender 
neutralization5 )

Ideation of digital 
system support + 

storyboard 
demonstration 

PERSONA DESIGN

Figure 1. Each persona functions as a vivid, lifelike character, providing insights into the socioeconomic statuses 
of interviewees, their perceptions and adoptions of related grocery services, and their grocery shopping patterns 

and routines, serving as references for system support design ideation and thematic analysis.

THEMATIC EARLY FINDINGS

*Theme 1*
In-person shopping 
is more enjoyable.

In-person 
shopping as “a 

pretty fun activity”

Strong preference 
persists even 

during extreme 
conditions

Online shopping as
“more than I need 
to do to get what I 

want”OAs appreciate 
having online 

alternative options

*Theme 2*
Diversity improves 
food accessibility.

Actively sought out 
discounts, coupons, 
and loyalty programs

Diverse markets 
and multiple 

transportation 
options motivate 

in-person GS visits
Check online grocery 

information while 
reporting overwhelms 

as "the search bar 
directs to no results or 

an unrelated page" 

“Pay less and share 
a large number of 

groceries with other 
OAs” to access 
special deals in 
group shopping

*Theme 3*
Online groceries and 

related services are not 
needed, at least for now.

However, those with 
zero OGS experience 
are not aware of the 

available delivery 
support options

All  reported satisfaction
with the efficiency of the 
grocery delivery service, 

with minor issues

Due to ineffective 
information 

dissemination, OAs have 
limited access to other 

related GS servicesA further anticipation 
of specialized digital 
support in later life is 

needed

*Theme 1*
In-person shopping 
is more enjoyable.

*Theme 2*
Diversity improves 
food accessibility.

*Theme 3*
Online groceries and 

related services are not 
needed, at least for now.

ENVISION NEW TOOLS
● We aim to ideate digital supportive systems and gather feedback 

from older adults to further validate functions that address their 
needs and preferences. 

 
● Given the strong preference for in-person shopping, we are 

prioritizing ideas targeted to enhancing or supporting in-person 
visits, including features to :

 (1) support meal and shopping planning; 
 (2) form digital communities for accessing and sharing grocery-

related information; and 
 (3) streamline access to delivery services following in-person visits. 

● Once refined, we will use these in a follow-on study. Figure 2 shows 
sketches of our initial ideas.

Figure 2. A storyboard for supporting grocery shopping routine planning: John, feeling 
overwhelmed while trying to plan a shopping list that meets their dietary preferences and 
budget (1), decides to try a new support tool (2). Supplying only his postal code and desired 
range (3), he locates options nearby (4), compares prices (5), and plans his trip (6).

FUTURE DIRECTION
● Our research offers insight into how technologies might be developed to facilitate grocery shopping in later life. It may also offer broader guidelines for designing age-inclusive 

systems. The outcomes of this project have the potential for broader applications to other marginalized groups that face financial concerns and require health-related assistance.
● We are currently in the process of analyzing data from interviews and public observation and using it to envision designs for new technologies. Our hope is to then use these to 

further conversations with stakeholders.
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