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FUTURE DIRECTION

e 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.

e 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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