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Abstract: Dynamic changes that are taking place in contemporary compa-
nies and their environment, development of information and communica-
tions technologies (ICT) create new human expectations and needs. Due to 
the global ageing of societies, increasingly more companies are treating the 
elderly as a key factor of their success, looking at innovation from the per-
spective of customer value and improvement of internal processes. The pur-
pose of the article is to formulate the challenges faced by companies in the 
context of older people, and an attempt to define the attitudes of seniors to-
wards innovation in the area of mobile technologies. The study is cross-sec-
tional and can be used to create marketing strategies for managers of innova-
tive companies operating on the silver consumer market.

Keywords: innovations, company innovations, the elderly, silver market, mobile 
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1. Introduction

It is expected that in 2050 the number of elderly people 
aged 65 and over will double and reach 1.5 billion. The global 
share of seniors above 65 years old increased from 6% in 
1990 to 9% in 2019, and the percentage of elderly people 
aged 65 and over will reach up to 16% in 2050. This means 
that one in six people in the world will be aged 65 or over 
(World Population Ageing, 2019). In the light of the above- 
-mentioned demographic processes of ageing societies, it is 
worth drawing companies’ attention to broadening their of-
fers in terms of the silvery economy. The basis for creating 
such a marketing strategy is to learn the needs and under-
stand the behaviours of older people, because the behaviours 
of contemporary elderly differ vastly from those from years 
ago. Given that modern society is developing with participa-
tion from the elderly, innovative businesses should take into 
account the real needs of this social group and undertake ap-



Daria Wrukowska124

propriate actions together. Offers targeted at older people should result in their acceptance. 
Demographic criteria do not exhaust the topic of profiling offers for seniors, so it is worth 
building a more complete picture of an elderly person based on the way they spend free time, 
their interests, personality types, and even more detailed aspects, such as attitude to new 
technologies. Consumer attractiveness among the elderly is very diversified; however, it is 
worth noting that many people who are currently 60–65 years old earn more now than they 
did in the last dozen or so years of their life (Żurawski, 2015, pp. 6–8). One of the reasons for 
this is being released from credit obligations. An analysis of elderly consumers in the United 
States in 2000 showed that most of them felt 10–12 years younger than their chronological 
age (Szmigin and Carrigan, 2000, pp. 505–527). Similar studies on cognitive age—which is 
the age that older people specify and the age they feel they are—were conducted in 2013 in 
Great Britain. In this research, seniors perceived themselves as up to 20 years younger than 
their chronological age indicated (Lewis, 2012–2013, pp. 344–348). These studies may sug-
gest that seniors prefer not to realise how old they actually are and that the older the respond-
ent, the less likely they are to “feel their age”. That is why, contrary to myths suggesting that 
the elderly, having more time (for example, after retiring), do not make the most of their op-
portunities contributing to their own progress and development, the inclusion of older peo-
ple in contemporary social and economic processes related to meeting their needs should be 
much smoother than it once was. In the context of the changing demographic structure and 
the development of modern mobile technologies, the purpose of the article is to define the 
challenges faced by companies, and to attempt to delineate the specifics of the behaviours of 
the elderly in this process. 

2. Key terms and definitions 

The ongoing process of ageing societies concerns practically every country in the world 
and is a part of the human life cycle. Quoting a definition of old age according to E. Trafiałek, 
one should see “old age as a natural phase of life after youth and maturity, crowning the dy-
namic ageing process. Old age is referred to as the final third of life, is associated with a de-
crease in the body’s efficiency, loss of mobility, weakening of immune forces (biological and 
physiological old age), decreased adaptability to change, and in the socioeconomic context, 
often pauperization, loneliness (mental old age), the need to use the help of others (economic 
old age) and being marginalized (social old age)” (Trafiałek, 2006, p. 269). The period of old 
age is very extended in time, and according to various sources, it begins between the age of 
55 (old age in marketing terms) and 65, and lasts until death. According to the World Health 
Organization (WHO), the age of 60 is considered the beginning of old age, and three main 
stages can be distinguished in its course (WHO, 2020): 

 – 60–75 years—young old (early old age);
 – 75–90 years—middle old (late old age);
 – 90 years and above—old old (longevity).

The basic features characterizing old age include a significant decline in human adaptive abil-
ities in the biological and psychosocial context, the progressive limitation of independence in 
life, and the gradual increase in dependence on the environment. The term innovation (Latin in-
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novatio—innovare) means renewal, changing for the better what already exists, and is an intro-
duction to a better solution to satisfy the new needs of recipients by way of improved products, 
processes or services. Although innovation is usually associated with technological change, 
according to P. Drucker, it is also an economic and social category (Drucker, 1992, p. 36). In 
many definitions, innovations are identified with novelty, and the creator of this theory is con-
sidered to be J. A. Schumpeter, who understood innovation as the introduction into production 
of new products or improved existing products (Schumpeter, 1960, p. 104). J. A. Schumpeter 
highlighted five cases of innovation (Wiśniewska, 2013, p. 10):

 – creation of a new product;
 – use of a new technology, production method;
 – creation of a market;
 – acquisition of raw materials that were previously unknown;
 – reorganization of a specific sector of the industry.

Innovation can also mean the first practical application of a process, system, device or prod-
uct. Three basic types of innovation are outlined (Niedzielski and Rychlik, 2006, pp. 23–24): 

 – product innovations related to changes involving the introduction of new products or the 
improvement of existing products;

 – process innovations involving the introduction of new production processes or the im-
provement of existing production processes;

 – service innovations related to the introduction of new services or the improvement of 
existing services as a result of, first and foremost, the increase of their role in contempo-
rary economy.

Innovative activities require the ability to carefully observe the environment, and mul-
tidisciplinary knowledge in order for recipients to understand and accept the proposed solu-
tions. Companies that are innovative are those that are able to continuously seek, implement and 
promote innovation (Golińska-Pieszyńska, 2011, p. 75) and are focused on development  
and continually strengthening their position on the market (Jelonek, 2014, p. 319). In the in-
novation process of companies, it is important to eliminate stereotypical thinking about el-
derly people, who usually hear that they do not keep up, that they are not familiar with mobile 
technologies, and that they are not a good match for young teams because they are not very  
easy-going and are unable to communicate in the language of generations Y and Z. In addi-
tion, there is also a belief that the elderly segment is characterized by low purchasing power, 
and so they are not worth marketers’ time. Seniors, as people who are losing strength and 
ambition, are often thought of as lacking clear requirements for goods and services and satis-
fied with an offer that meets only the most-basic needs (Lewis, 2012–2013, p. 345). Often, el-
derly consumers are described as invisible buyers—market laggards lacking cognitive skills 
and extensive finances. The ageism present in the general awareness of companies should 
not be a reason for generalization and stereotypical thinking, because increasingly more re-
search results are showing that contemporary seniors differ significantly from the old picture 
embedded in the broader awareness (Bondos, 2013, pp. 31–36; Badowska and Rogala, 2015, 
pp. 11–23). More and more frequently, innovative companies, when employing older people, 
are aware of their potential and ability to create new ideas or a new view of existing ideas. 
The elderly have exactly the same needs as youth, but a different qualitative and quantitative 



Daria Wrukowska126

dimension: they need more time, patience and understanding, are more likely to focus on the 
quality rather than the quantity of contacts, are slower to learn, but perform their tasks more 
accurately. In a way, it can be said that the use of sources of wisdom and experience of sen-
iors in collaboration with younger generations is an innovative solution in the development 
of the silver economy.

A trend that should be discussed in the context of these deliberations refers to the educa-
tion of the elderly and the need for lifelong learning, because in the era of technological pro-
gress, the period of practical knowledge once acquired is increasingly shorter. Problems with 
understanding mobile technologies, adaptation of innovative solutions, incorrect ergonom-
ics of smartphones, music players or notebooks can all contribute to the social exclusion and 
marginalization of the significance of seniors in professional and social life. Wanting to cre-
ate value that will be gradually promoted by older people, modern companies should know 
that the essence of educating seniors is independence and an individual’s agency enabling 
them to make individual decisions. Skilful use of mobile technologies enables holistic learn-
ing and activation of all senses; it also brings joy from operating a device without assistance, 
and strengthens the feeling of own value because of the opportunity to correct mistakes. In 
the process of cooperation, it is important for the employer to be able to take into account 
changes typical of a given age, and individual factors arising from the psychophysical capa-
bilities, temperament, professional experience and lifestyle of buyers.

The potential of innovations related to mobile technologies has contributed to the creation 
of communication platforms and mobile applications that enable the provision of services via 
multi-channel media without losing content quality. Companies with innovative technologies 
have very advanced adaptation abilities, which are key for the sudden market changes that have 
been clear during the time of the pandemic. Creating strategies using mobile technologies as 
a way of running a business can be thought of as a technological and social trend or era of mo-
bility involving the transfer of activities that to date have been performed on stationary devices 
to mobile devices (Sznajder, 2014, p. 20). Communication and acquisition of information while 
performing various tasks in a company enables greater multitasking. Most tasks today revolve 
around the Internet, are unlimited in space and time, and their main tool is a smartphone, which, 
as J. Kall describes, combines the capabilities of a personal computer with mobility, which rev-
olutionized behaviour, interactions, consumption styles and lifestyle. Modern consumers do not 
have to wait for the transmission of information mainly from the television or radio (Kall, 2015, 
p. 10). Mobile devices have an unprecedented impact on shaping the behaviour and attitudes of 
modern society, and their main benefits include (Łysik and Kutera, 2013, p. 2):

 – the portable nature of the devices, their weight and small size;
 – simple and intuitive operation;
 – the personal nature of the smartphone, personalized applications that draw a lot of atten-
tion in observing and analyzing the behaviour of other users;

 – multifunctionality—the smartphone is not only a phone, but one can also play music on 
it, it has a camera, a Bluetooth function for connecting with other modules, and GPS;

 – interactivity, which allows you to quickly find what you need and make a booking or pur-
chase of selected products or services.
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3. The main barriers to the use of mobile technologies by the elderly

The degree to which a social group shows interest in innovative mobile technology solu-
tions depends primarily on existing needs, the level of compatibility with their values, and 
previous experience. According to A. Parasuraman, technological readiness refers to an in-
dividual’s acceptance of modern technologies in the context of achieving their professional 
and private goals. This is a multi-faceted design that includes four dimensions (Parasuraman, 
2000, pp. 307–320): 

1) optimism—a positive view of technology and a belief that it offers people increased 
control, flexibility, and efficiency in their lives;

2) innovativeness—a tendency to be a technology pioneer;
3) discomfort—a perceived lack of control over technology and a feeling of being over-

whelmed by it;
4) insecurity—distrust of technology and scepticism about its ability to work properly. 
Optimism and innovativeness are key factors that encourage people to use new technolo-

gies, while discomfort and insecurity build consumers’ reluctance to adopt new solutions in 
the field of modern technologies, causing feelings of anxiety, insecurity and discomfort (Para- 
suraman, 2000, p. 314). Although health-related mobile platforms and applications are per-
ceived as promising technologies that can promote health behaviour, the readiness of older 
people to use mobile technologies can be problematic. The exclusion of the elderly caused by 
modern technology must be considered from the point of view of the behaviour and attitudes 
of seniors themselves, and the behaviour of those who offer goods and services (Frąckiewicz, 
2019, pp. 50–52). Knowledge about how older people perceive mobile technology is the key 
aspect that should be taken into account by government institutions and innovative companies 
rendering services both by and for seniors. Older people are a social group that is prevented 
from using new technologies by a lack of knowledge about how to use them, a sense of loss 
of control over information about themselves, a fear of the device breaking, and therefore the 
high costs of repair. Given the sensory changes that occur in a person’s life, such as poorer 
visual acuity and deteriorating hearing, mobile technologies should be adapted to seniors at 
a level of difficulty that will not be an obstacle to their use. With age, sensory hypersensitiv-
ity changes, and this means that older people start reacting excessively to stimuli, including 
touch, sound, sight and smell. Hypersensitivity to environmental stimuli makes seniors ex-
perience the world differently to younger people, and describe their everyday sensations as 
irritating, overwhelming, disrupting and distracting. These experiences mean that the elderly 
need more time to be able to deal with their responses to environmental stimuli, which often 
leads to a feeling of exhaustion, and even isolation (Kinnealey, Oliver and Wilbarger, 1995). 
Seniors are more likely to have incorrect colour perception, reduced sensitivity, and poorer 
resistance to glare. They are slower than young people at processing and recognizing pat-
terns. Ageing people need better lighting to read properly, and with age, correct assessment of 
the localization of objects decreases. Although these limitations are present in up to 15–20% 
of the adult population, it is hearing loss that is the most common chronic condition reported 
by the elderly. Approximately 30–35% of people over the age of 65 have this type of ailment. 
Hearing impairment is associated with poorer hearing, and a lack of proper perception and lo-
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calization of sounds; therefore, when designing an interface or website for seniors, the sound 
should fall within a certain frequency range. Table 1 shows the progression of the sense of 
sight and hearing during an individual’s lifespan between 35 and 70 years old.

Table 1. Progression of sensory sensitivities across lifespan

Progression of sensory sensitivities across lifespan Age at which the sensory ability starts  
to change

Sight

Enhanced need for light 35

Decreasing accommodation width 40

Increased glare sensitivity 40

Reduced depth perception 40

Reduced eyesight 50

Reduced adaptation to darkness 55

Restricted visual field 55

Diminished colour perception 70

Hearing

Diminished hearing 35

Distraction by background noises 45

Diminished localization of sound 70

Hearing loss of higher frequencies 70

S o u r c e: Author’s own elaboration based on American Academy of Neurology, 2012.

4. The role of innovative companies in creating value in the field  
of mobile technologies

The role of innovative companies is to adapt their activities to the changes occurring in 
their market. The process of adopting technological innovations is different for each enter-
prise, and so companies considering selling on the silver market should take into account the 
fact that older people need more time to learn all of the applications of a device. The accept-
ance process described by K. Renaud and J. van Biljon is divided into five stages (Renaud, 
van Biljon, 2008, p. 215):

1. Knowledge stage—the individual gets to know the product.
2. Persuasion stage—the individual becomes persuaded of a need for the product. 
3. Decision stage—leads to purchase. 
4. Implementation stage—at this time, the product is used by the consumer.
5. Confirmation stage—the user decides whether the choice of device was appropriate or 

unnecessary.
Knowledge of seniors’ preferences in the design of mobile devices is very important  

and, as highlighted by J. Wakefield, when focusing on the elderly, it is necessary to bridge the 
gap between the way technological innovations work and the skills of older people. For ex-
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ample, the response time of an icon on an Apple device is 0.7 seconds, and the response time 
of a person over 65 years of age is approximately one second (Wakefield, 2015). Although 
existing touch screens in smartphones have the ability to set the degree of the screen’s touch 
sensitivity, this is still insufficient for a person who has involuntary hand tremors when per-
forming heavier touches. In such a situation, the mobile device will read it as a wave of the 
finger rather than touch. The presented problem related to the use of technology by elderly 
people should be solved so that the senior feels satisfaction from using a specific device or 
application. A good mobile application is one whose design will be based on the needs of 
a specific target group and takes its preferences into account. For an application to be con-
sidered attractive and interesting, it must be clear and convenient, and operation should be 
intuitive. Deeming the senior segment to be attractive and lucrative is one thing, but equally 
important is the preparation of marketing programmes in forms that relate to the modifica-
tion of existing products to increase their usefulness and thinking about potential customers 
not only in terms of physical people, but also groups and organizations (Szukalski, 2012, 
pp. 6–11). K. Janasz and J. Wiśniewska write that a managerial challenge in the twenty-first 
century is the promotion of changes understood as an opportunity instead of a threat, follow-
ing novelty and innovation, meaning their rational and effective use both inside and outside 
the organization (Janasz and Wiśniewska, 2014, p. 187). Therefore, companies operating on the 
silver market must be aware of the need to correctly overcome limitations that are related to 
the following barriers:

 – psychological—relating to the sceptical approach to life and the environment, tradition-
alism, aversion to novelty, which can be questioned using the appropriate communica-
tions activities;

 – medical—referring to the loss of physical ability, decreased cognitive skills (sight, 
sound, touch, taste);

 – social—decreasing the social and professional role, weaker relations with people and 
family;

 – economic—manifested by reduced income or changes in the structure of expenses. 
It should be assumed that each company should be aware of the complexity of the innovation 

process, its costs and risks associated with the possibility of project failure. An important risk 
factor is the time taken to implement a project, because in the information and communications 
technologies sector change occurs rapidly. The conditions for the success of innovation have 
been well defined and presented in three points by P. Drucker (Drucker, 1992, p. 152):

 – innovation is work that requires knowledge and often huge resourcefulness;
 – wanting to achieve success, innovators must use their strength and be emotionally tuned 
in to innovation; 

 – innovation must always be close to the market, focused on the market and be inspired 
by the market.

The role of innovative companies is to create advanced mobile technologies that can im-
prove quality of life for seniors. Examples of such devices include modern homes equipped 
with smart lighting systems, smart kitchens (systems that detect the failure of kitchen equip-
ment) and automatic security systems. Human-device interaction (and even human-robot in-
teraction) can be beneficial in extreme situations where immediate third-party help is needed. 
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An example of such a response is when an elderly person falls and as a result is unable to 
respond and ask for help. A smart home equipped with technological solutions can recog-
nize the occurrence and inform the relevant services that first aid is required (Cesta et al., 
2007, p. 230). An example of a social robot that facilitates relationships and evokes emotions 
among both children and older people is the Aibo dog, which was made in Japan in 1999 (first 
version). In addition to a set of sensors such as a camera, stereo sound, infrared and touch 
sensor, the robot is able to communicate and record video using mobile applications. Aibo 
moves based on 22 axes, and also has a pair of OLED eyes that are supposed to express its 
emotions. Artificial intelligence built into the robot enables it to recognize emotions and learn 
new tricks. For the 2018 version of the robot, Sony recommends additional applications for 
owners, allowing users to add games, take photos with a camera mounted on the robot, and 
an “aibone”—an electronic bone for Aibo (Sony-Aibo ERS-7, 2018).

5. Elderly people and innovations

The success of developing innovative products and services for older people is largely de-
termined by their approach to innovation. For seniors, innovations are often associated with 
the use of the latest technologies, and their promotion requires the overcoming of barriers 
faced by the elderly. The author carried out a diagnosis of the state of knowledge on the topic 
of innovative solutions for seniors by referring to the results of studies conducted using the 
focus method by A. Barska and J. Śnihur on a sample of people 55 years old and over from 
the Lubusz region in 2017. The questionnaire comprised 15 closed-ended single and multi-
ple choice questions. Before commencing the actual research, a pilot survey was conducted 
aimed at eliminating any irregularities. Cronbach’s alpha test was used to assess the reliabil-
ity of scales, assuming a value above 0.72 (Hinton et al., 2004), which indicates the correct 
reliability of the test results. From among 350 questionnaires, 345 correctly completed ones 
were chosen. The study group included 197 women, and one in three respondents lived in 
a rural area. The research results showed that only 7% of respondents stated that they do not 
buy any new products, and none of these were men. The seniors studied in the research dem-
onstrated an openness to innovations, and in particular, those related to the market of food 
products. Seventy-two per cent of respondents focused on products with low sugar content 
that decrease the level of cholesterol in the body. The study showed that in making the right 
decisions, older people place particular value on informal sources of information (46.5%), 
while 30.2% accept formal sources. Informal sources include suggestions made by family 
and loved ones who have bought the given product or service before, as well as browsing 
information on online forums. Only 16.3% of respondents (of which 85% were women) ex-
pressed an emotional approach to shopping. Almost one-quarter boasted good knowledge of 
new products on the market (23%), while 41% were poorly informed in this regard and 36% 
were unable to answer the question. Table 2 presents the areas for development of innovative 
solutions that older people are most likely to use (Barska and Śnihur, 2017).
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Table 2. Expected areas for development of innovative solutions for seniors

Expected areas for development of innovative solutions  
for older people Percentage of respondents

Tourism and leisure 44%
Insurance services 33%
Clothing and footwear 30%
Food products 28%
Educational services (language courses, using a computer) 28%
Dietary supplements 23%
Bank services 16%
Household appliances 14%
Home electronics 12%
Telecommunications 2%

S o u r c e: Author’s own elaboration based on Barska and Śnihur, 2017.

6. Summary

The presented research results indicate that older people participating in the study adopt 
new solutions rather positively, although successful implementation requires effective sys-
tems of communication, often also education and help from loved ones. Innovative compa-
nies should thoroughly examine communication barriers that exist with seniors to be able to 
get to know their needs and expectations even better. The results also showed that the elderly 
expect, first and foremost, innovative solutions related to tourism and leisure, as well as in-
surance services. The study did not list innovative solutions in the area of disease prevention, 
which is about the arrival of new ways of taking care of better well-being and, consequently, 
also health. The said research is preliminary and is the basis for further studies on, at least, 
the determinants of the diffusion of mobile technology innovations among the elderly. In the 
author’s opinion, even though there is increasingly more development and implementation 
of innovative processes to consolidate correct habits of a healthy lifestyle and disease pre-
vention, scientific studies assessing these solutions in the context of older people are still at 
the early stages. Undoubtedly, modern mobile technologies help the elderly remain in con-
tact with their loved ones; enrich personal development without the need to leave the home; 
simplify health care; generate greater access to information, knowledge, culture, and enter-
tainment; and increase social interaction, self-esteem and overall satisfaction with life (Gam-
berini et al., 2006). Thanks to their use of innovative solutions, seniors are able to be more 
independent and socially involved, which should be seen as an indispensable element of life 
that significantly revolutionizes their everyday being. In summary of the article and given the 
context of an ageing population, heterogeneity of the group and age-related health problems, 
the most important thing seems to be that for older people to be able to adapt to life in an in-
novative society, society must adapt to living with an increasing number of seniors.



Daria Wrukowska132

References
American Academy of Neurology. (2012). Geriatric Neurology Fellowship Core Curriculum [online, ac-

cessed: 2020-05-14]. Retrieved from: https://www.aan.com/uploadedFiles/Website_Library_Assets/
Documents/8Membership/3People/.

Badowska, S., Rogala, A. (2015). Przełamanie stereotypizacji konsumentów-seniorów a implikacje dla mar-
ketingu. Zeszyty Naukowe Uniwersytetu Szczecińskiego. Problemy zarządzania, finansów i marketingu, 
41(1), 11–23. DOI: 10.18276/pzfm.2015.41/1-01.

Barska, A., Śnihur, J. (2017). Senior as a challenge for innovative enterprises. Procedia Engineering, 182, 
58–65. DOI: 10.1016/j.proeng.2017.03.115.

Bondos, I. (2013). Dlaczego seniorzy stanowią wyzwanie dla marketingu? Marketing i Rynek, 3, 31–36.
Cesta, A., Cortellessa, G., Giuliani, M. V., Pecora, F., Scopelliti, M., Tiberio, L. (2007). Psychological impli-

cations of domestic assistive technology for the elderly. PsychNology Journal, 5(3), 229–252.
Drucker, P. F. (1992). Innowacja i przedsiębiorczość. Warszawa: Polskie Wydawnictwo Ekonomiczne. ISBN 

8320808707.
Frąckiewicz, E. (2019). Nowe technologie na rynku srebrnych konsumentów. Stan, uwarunkowania, perspek-

tywy. Warszawa: CeDeWu. ISBN 9788381022712.
Gamberini, L., Raya, M. A., Barresi, G., Fabregat, M., Ibanez, F., Prontu., L. (2006). Cognition, technol-

ogy and games for the elderly: An introduction to ELDERGAMES Project. PsychNology Journal, 4, 
285–308.

Golińska-Pieszyńska, M. (2011). Polskie praktyki innowacyjne. Aspekty teoretyczne i badania empiryczne. 
Warszawa: Oficyna Wydawnicza SGH. ISBN 9788373785915.

Hinton, P., Brownalo, C., McMurvay, I., Cozeb, B. (2004). SPSS explained. London: Routledge. E-book 
ISBN 9780203642597.

Janasz, K., Wiśniewska, J. (2014). Strategie innowacyjne organizacji. In: A. Kaleta, K. Moszkowicz, L. So-
łoducho-Pelc (eds.). Zarządzanie strategiczne w teorii i praktyce, 366 (pp. 184–194). Wrocław: Wydaw-
nictwo Uniwersytetu Ekonomicznego we Wrocławiu. ISBN 9788376954035.

Jelonek, D. (2014). Ocena internetowych kanałów komunikacji z klientem w procesie współtworzenia inno-
wacji. Informatyka Ekonomiczna, 31, 318–329.

Kall, J. (2015). Branding na smartfonie. Komunikacja mobilna marki. Warszawa: Oficyna a Wolters Kluwer 
Business. ISBN 9788326414794.

Kinnealey, M., Oliver, B., Wilbarger, P. (1995). A phenomenological study of sensory defensiveness in adults. 
The American Journal of Occupational Therapy, 49, 444–451. DOI: 10.5014 / ajot.49.5.444.

Lewis, D. (2012–2013). Older by age, younger by mindset: The attitudes and behaviours of the over 50s and 
how to communicate with and market to this group. Journal of Brand Strategy, 1(4).

Łysik, Ł., Kutera, R. (2013). Technologie mobilne jako determinanta rozwoju innowacyjnego społeczeń-
stwa informacyjnego. Zeszyty Naukowe Uniwersytetu Szczecińskiego. Europejska przestrzeń komunika-
cji elektronicznej, 105(2), 32–44.

Niedzielski, P., Rychlik, K. (2006). Innowacje i kreatywność. Szczecin: Wydawnictwo Naukowe Uniwersy-
tetu Szczecińskiego. ISBN 8372415730.

Parasuraman, A. (2000). Technology readiness index (TRI): A multiple-item scale to measure readiness to 
embrace new technologies. Journal of Service Research, 2. DOI: 10.1177/109467050024001.

Renaud, K., van Biljon, J. (2008). Predicting technology acceptance and adoption by the elderly: A quali-
tative study. SAICSIT ‘08: Proceedings of the 2008 annual research conference of the South African 
Institute of Computer Scientists and Information Technologists on IT research in developing countries: 
riding the wave of technology, Wilderness, South Africa, 6–8 October 2008, 210–219. DOI: 10.1145/ 
1456659.1456684.

Schumpeter, J. A. (1960). Teoria rozwoju ekonomicznego, Warszawa: Państwowe Wydawnictwo Naukowe.
Sony-Aibo ERS-7. (2018). [online, accessed: 2020-05-10]. Retrieved from: http://www.sony-aibo.com/aibo- 

-models/sony-aibo-ers-7/.
Szmigin, I., Carrigan, M. (2000). The older consumer as innovator: Does cognitive age hold the key? Journal 

of Marketing Management, 16(5). DOI: 10.1362/ 026725700785046038.
Sznajder, A. (2014). Technologie mobilne w marketingu. Warszawa: Oficyna a Wolters Kluwer business. 

ISBN 9788326432125.



The use of mobile technologies by the elderly as challenges for innovative companies 133

Szukalski, P. (2012). Trzy kolory: srebrny. Co to takiego silver economy? Polityka Społeczna, 39(5–6[458–
459]), 6–11.

Trafiałek, E. (2006). Starzenie się i starość. Wybór tekstów z gerontologii społecznej, Kielce: Wydawnictwo 
Uczelniane Wszechnica Świętokrzyska, 267–275. ISBN 838827418X.

Wakefield, J. (2015). The generation that tech forgot [online, accessed: 2020-06-06]. Retrieved from: http://
www.bbc.com/news/technology-32511489.

WHO. (2020). [online, accessed: 2020-05-10]. Retrieved from: https://www.who.int/ageing/projects/age_
friendly_cities_network/en/.

Wiśniewska, S. (2013). Skuteczność niekomercyjnych instytucji otoczenia biznesu we wspieraniu innowacji 
marketingowych małych i średnich przedsiębiorstw. Kraków: Wydawnictwo Uniwersytetu Ekonomicz-
nego w Krakowie. ISBN 13: 9788372526977.

World Population Ageing. 2019. [online, accessed: 2020-05-10]. Retrieved from: https://www.un.org/en/de-
velopment/desa/population/theme/ageing/index.asp.

Żurawski, T. (2015). Jak mówić – bo warto! – do 50+. Marketing w Praktyce, 2.

Wykorzystywanie technologii mobilnych przez osoby starsze  
jako wyzwania dla innowacyjnych przedsiębiorstw

Abstrakt: Dynamiczne zmiany, jakie zachodzą we 
współczesnych przedsiębiorstwach i w ich otoczeniu, 
oraz rozwój technologii informacyjno-komunikacyjnych 
(ICT) kreują nowe oczekiwania i potrzeby człowieka. 
W związku z globalnym procesem starzenia się społe-
czeństw coraz więcej przedsiębiorstw traktuje osoby 
starsze jako kluczowy czynnik swojego sukcesu, patrząc 
na innowacje z perspektywy wartości dla klienta oraz do-

skonalenia wewnętrznych procesów. Celem artykułu jest 
sformułowanie wyzwań stających przed firmami w kon-
tekście osób starszych oraz próba określenia postaw se-
niorów wobec innowacji z obszaru technologii mobil-
nych. Opracowanie ma charakter przekrojowy i może 
służyć do formułowania strategii marketingowych dla 
managerów innowacyjnych przedsiębiorstw działają-
cych na rynku srebrnych konsumentów.

Słowa kluczowe: innowacje, innowacje przedsiębiorstw, osoby starsze, srebrny rynek, technologie mobilne


