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Introduction 
 

The first smartphones were launched at the start of this millennium. In 2007, the first iPhone 

conquered the world and gave rise to a new culture of communication, i.e. access to email, 

the Internet and the world of apps on the go. The status quo of this digital revolution is that 

while 60% of the total population are smartphone users, this figure drops to just 18% in 

the 65+ age group according to the D21 Digital Index 2015. The 65+ target group and "digital 

latecomers" are emporia's focus, and in the past three years, the main priorities have been 

digitalisation, smartphones and mobile data. 

In the spring of 2015, emporia launched the first smartphone for senior citizens: the 

emporiaSMART. Both the hardware and the specially developed user interface are tailored to 

the needs of the "digital immigrants" target group, with the aim of making them "genuine" 

smartphone users. 

 

Karin Schaumberger, CMO/CSO of emporia Telecom, says: "When developing the 

emporiaSMART, our objective was to give customers a smartphone that really is used the 

way a smartphone should be. And for us this definitely includes the use of the Internet and 

apps. A smartphone should not just be a phone with a touchscreen where data is disabled 

and no personal apps are installed."  

 

In a long-term study conducted between April 2015 and September 2015, 80 volunteers were 

monitored as they used their new emporiaSMART phone for the first time. "The objective of 

this study was to fundamentally evaluate the product and to deliver findings to our 

Development department that would help them continue to develop the product and/or next 

generation of emporia smartphones," says Sigrid Prammer, the emporia Telecom project 

manager in charge of the study. "In addition to that, we wanted to determine the most 

important obstacles and motivators "digital immigrants" encountered when handling this new 

technology. The results are being used to put together training documents and 

recommendations for use, both for users and for their younger family members, and also for 

retailers and customer advisors in electronics stores." 

 

This summary outlines the target group in the context of digitalisation and is based on the 

D21 Digital Index 2015 and the findings from the emporiaSMART consumer study. 

 

Karin Schaumberger    Sigrid Prammer 

emporia Telecom CSO/CMO   emporiaSMART UX Study Project Manager
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Digitalisation in the 65+ user group 
 

The D21 Digital Index 2015 survey, entitled "Society in Digital Transformation" and 

conducted by TNS Infratest, provides the latest figures relating to the impact of digitalisation 

on society. Smartphone use in the 65+ target group correlates with its members' previous 

digital experience. A person who already participates in the digital world or is interested in 

doing so can be motivated to use a smartphone. 

 

"Humans must be empowered to become a self-determining movement in the 

digitalised world." 

 

In terms of digitalisation in general, the following keywords are thought of as being or in the 

process of becoming very important in the context of the 65+ target group: digital 

confidence, individual responsibility and proactivity. 

 

There is a clear difference between generations in the following categories:  

access (network access), variety of use, competence (digital competence), and openness (to 

new media). 

 

What is striking is that the index is < 60 even in the age group of 40 to 49-year-olds, 

especially for variety of use. The study doesn't just cover mobile digitalisation, but all areas of 

digitalisation. Hence, it must be emphasised that access (network access, IT devices) is at 

38 in the target group of 60 to 69-year-olds.  

 

Figure 1: Index value by age group; source: D21 Digital Index 2015 

Access 

Competence 

Variety of use 

Openness 

Overall  Index 

Index value by age groups 

       14-19 years         20-29 years        30-39 years        40-49 years       50-59 years        60-69 years         70+ 

years 
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Only 18% of people over 65 use a smartphone. Approximately 69% of people over 65 use 

a mobile phone with buttons, but at least 28% are connected to the digital world via a PC and 

31% via a notebook. 

 

 

Figure 2: Device use by age group; source: D21 Digital Index 2015 

 

Variety of online use in the 65+ age group. Variety of use gives us information about the 

different applications users regularly use and how long they are online on average. 

 

  

 

 

Devices use by age group 
 

14-29 years 30-49 years 50-64 years 65+ years 
BASIS All respondents:14-29 years: n=205, 30-49 Years: n=532, 

50-64 years: n=668, 65+ years: n=492, 
Stated in percent 

   

Cellphone

Variety of use by age groups 
 

 

Searching for content and 

information using search engines 

 

 

 

Online shopping, i.e. purchasing 

goods on the internet 

 

 

 

 

Using social networks, e.g., 
Facebook,… 
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Figure 3: Variety of use by age group; source: D21 Digital Index 2015 

 

The user types relevant to emporia included in the D21 Digital Index 2015.  

The study breaks down the total population as follows: 

Digitally adept: 

- Reflected professionals (18%) 

- Passionate onliners (12%) 

- Smart mobile users (6%) 

Less digitally adept: 

- Outside sceptics (27%) 

- Occasional home users (32%)  

- Cautious pragmatics (6%)  

In the 65+ target group, no less than 34% consciously avoid the Internet and 39% come up 

against a limit they are not able to break beyond when using technical and digital devices in 

their daily lives. 

 

Openness to the digital world. 57% of people over 65 state more vehemently than any 

other age group that digital media should be a basic component of all school subjects. This 

gives us an idea of how big the digital gap is. It is hard to understand for anyone under 40, 

because in this age group using the digital world is an acquired cultural skill like reading, 

writing and basic arithmetic. 

 

Procuring information and contacting people via the Internet are not as popular in the 65+ 

age group as with younger users, not to mention people over 65 who are not digitalised. This 

topic will be discussed again later on in the chapter on the emporiaSMART UX study in 

relation to the technical and personal context of the volunteers.  

14-29 years 30-49 years 

50-64 years 65+ years 

BASIS Computer owners and Internet users::14-29 years: n=205, 
30-49 Years: n=532, 50-64 years: n=623, 65+ years: n=281,  

Stated in percent

Ordering services online,  

e.g., delivery services, mobility services 

like Uber, car sharing 

 

 

On-demand services or streaming,  

e.g., Spotify, Watchever 

 

 

 

 

Smart-home applications,  

e.g., smart heating control 
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Figure 4: Attitude to the digital world; source: D21 Digital Index 2015 

 

The D21 Digital Index did not just take age into consideration, but also education and 

gender. It produced some interesting findings relating to a society in transformation. For 

more details, go to: www.initiatived21.de/portfolio/d21-digital-index-2015/. 

 

 

 

  

 

When I need information, I look on the 

Internet first. 

 
I see many benefits for myself in using the 

Internet. 

 
Digital media need to be a basic component 

of all subjects at school today. 

 
The Internet helps me to keep in touch with 

people more than I could with visits or using 

the phone. 

 

I frequently reach my limits when using 

digital devices such as computers, tablets or 

smartphones. 

 

I have decided to consciously spend more 

time offline in the future. 

 
I try to avoid the internet as far as possible. 

 
The Internet offers me the option of being 

more flexible in my work and therefore gives 

me a better life/work balance. 

Openness: Attitude to the digital world 

14-29 years 30-49 years 50-64 years 65+ years 
BASIS All respondents:14-29 years: n=205, 30-49 Years: 
n=532, 50-64 years: n=668, 65+ years: n=492,  Number 
of respondents who fully agreed with the statements, or 
agreed more than disagreeing 
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2015 emporiaSMART user study 
 

Even when the emporia smartphone was just being developed, various usability methods 

were already being applied to guarantee a user-oriented focus.  

 

Figure 5: Methods from usability design applied to develop the emporia S1; 

Source: emporia Telecom/ research project T-empo 2013 

 
 

The emporia user study was carried out to investigate the usability experience of selected 

volunteers during their first few weeks of using the emporia S1. The following methods were 

selected for the "detect" and "distill" phases: 

Acquisition method 
- Questionnaire 

- Focus group 

- Observation  

- Interview 

- Environment analysis 

- Qualitative interviews 

- User diary  

- Exercise book 
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Figure 6: Focus group 1 at a group meeting; source: emporia Telecom 

 

Basic population: 80 volunteers 

Segmentation: 

 27% 40% 33% 

By user behaviour Active users* Pragmatic users* Passive users* 

By previous 

experience 

Smartphone users Mobile phone and 

PC users 

Mobile phone 
users with no or 
little PC experience 

*Sub-segmentation of the older user groups; source: Deloitte 2012; Service is Key. New marketing potentials with 
older mobile phone users 

 
The evaluation revealed that 27% of the volunteers can be assigned to the group of "active 

users", 40% belong to the group of "pragmatic users" and 33% are "passive users". 

 

  

 

 

 

 

Figure 7: Breakdown of the volunteers by user behaviour or allocation by gender;  

Source: emporia Telecom 

Active 

Pragmatic 

Passive 

Female Users 

 

Male Users 
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Concept of the study 

 

Figure 8: Concept of the 2015 user study; source: emporia Telecom 
 

Details and findings 

 

Ascertaining the context  
 

There's an excited mood with tensed postures. Animated conversations take place 

between the volunteers before they finally get their first smartphone and are allowed 

to report on their previous experience with mobile phones, the Internet and the like. 

Mr S. (65) is really happy about what he calls "rejuvenation". What he means is digital 

rejuvenation because he now belongs to the community of more than 3 million 

smartphone users in Austria. But he is only one of 18% of smartphone users in the 

65+ age group. 

 

Ascertaining the digital context and the social/family context 

At the start of the study, we ascertained the digital and social context of the volunteers, so 

that we would be able to assign them tasks during the user study according to their previous 

experience. The discussion also painted a picture of the digital status quo of the 60+ age 

group. 

Based on statements on their technical and social environment, we adapted the complexity 

of their study tasks to reflect previous experience.  

 

Method: Acquisition, reflection and discussion on the digital/social context.  
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Previous experience in the technical context 

In the experience chart, the lower half of the circle reveals whether a volunteer has had 

experience with offline technical devices that do not support Internet access. For users of 

any such device, the corresponding segment is shown dark blue (in case of frequent use) or 

light blue (in case of infrequent use).  

 

Figure 9: Legend for the chart showing previous experience in the technical context; source: emporia Telecom 

 

The upper half of the circle reveals a volunteer's experience with devices that do support 

Internet access (online). In case of frequent use, the segment is shown in dark orange, with 

light orange indicating infrequent use. 

 
The individual features of each device are listed around the segments; each feature is 

assigned a dot. The more coloured dots there are, the more features the volunteer uses on 

their devices. 
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Ms F.'s previous technical context 

experience  

Passive user  

Mobile phone user without PC experience 

Ms G.'s previous technical context 

experience 

Pragmatic user 

Mobile phone user with PC experience 

  

Mr M.'s previous technical context 

experience 

Active user; smartphone user 

Mr P.'s previous technical context 

experience 

Younger family member; carer 45 years old 

 

  

Figure 10: Illustration of previous experience of selected volunteers in the technical context;  

Source: emporia Telecom 
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Previous experience in the social context 

The chart is similar to the technical context chart; the upper half of the circle shows closer 

family members, while the lower half of the circle shows all contacts outside the immediate 

family. The individual communication devices are again shown as dots linked to the 

segments. 

 

Figure 11: Legend for the chart showing previous experience in the social context; source: emporia Telecom 
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Ms F.'s previous social context experience  

Passive user  

Mobile phone user without PC experience 

 

Ms G.'s previous technical context 

experience 

Pragmatic user 

Mobile phone user with PC experience 

  

Mr M.'s previous social context experience 

Active user;  

Smartphone user 

Mr P.'s previous social context experience 

Younger family member;  

Carer 45 years old 

  

Figure 12: Illustration of previous experience of selected volunteers in the social context;  

Source: emporia Telecom 

 



 

15 

 

 

For the volunteers with a low level of previous technical experience, particular attention was 

paid to how initial use of a smartphone changes the communication and interaction context. 

 

Finding 1 

People with many friends and a large family are more active, regardless of 

whether they use a smartphone or new media. 

Finding 2 

People who have experience with computers have prior digital knowledge which 

they can draw on when using the smartphone. If a younger member of the family 

or another helper has already set up and organised everything on the computer, 

the user will turn to this resource for the smartphone too and gain virtually no 

basic digital knowledge of their own. 

 

Love@1st sight: Which device do the volunteers prefer? 
 

Love@1st sight is a simulation of the purchasing situation at the point of sale. The user is 

presented with a selection of 12 mobile phones and has to decide which is the right device 

for them. The user is monitored during this process or asked to justify their selection later on. 

 

A camera is used to record the discussion during the selection process. During the follow-up 

discussion, the test volunteer is asked how much they were willing to pay for the selected 

device, what functions the device has and what they would like to do with the device later on. 

 

Finding 3 

Because the volunteers were informed beforehand that this was a study based 

on smartphones, they found the feature phones presented uninteresting from the 

outset.  

 

Top selection criteria: 

- Haptics: How does the device lie in one's hand compared with the others? 

- Numeric field on the display: size of the virtual keys compared with other 

devices 

- Clarity of the user interface 
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Unboxing and set-up 
 

 

Figure 13: A smartphone being handed over to a volunteer; source: emporia Telecom 

 

Unboxing 

The volunteers were visited at home individually. During this visit, they were handed their 

emporiaSMART in the original packaging. 

 

Method: individual interview, camera, observation, notes 

Question: How was the first contact with the new device? What did the volunteers notice in 

particular during unboxing? What difficulties did they have to overcome? 

Detailed results can be requested directly from those responsible for the study. 

 

Finding 4 

Users do not read the instructions on the packaging or enclosed leaflets. In this 

target group too, users assume that they can commission / must be able to 

commission the device without instructions. 

 

Set-up process  

Detailed results can be requested directly from those responsible for the study. These 

findings are presented in a separate study as they are closely linked to the services provided 

by the network operator. 

 

Finding 5 

Worries about costs. Fear of the Internet. Obstacle: mobile data and data tariffs 
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Use of the smartphone  

 
The volunteers recorded their experiences with the emporiaSMART during the first few 

weeks in a diary. They were guided by concrete questions here.  

 

Method: assignment of tasks, diary, weekly meetings for reflection, help by phone/WhatsApp. 

 

Questions: How have your first few weeks in the new, smart world been? What functions 

have you used primarily? Which parts of the hardware provided with the device (stylus, 

emporia keypad cover) have you used? What has motivated you to use the smart functions? 

 

Performing concrete tasks and exercises 

• What are you not familiar with and what are you worried about?  

• What have you done? (Please check) 

- Somebody called me. 

- I called somebody. 

- I composed a text message. 

- Somebody sent a text message to me. 

- I tried something out on the smartphone. 

- Other: ........ 

 

In addition to this, concrete tasks were assigned every week, taking prior technical 

experience into consideration. Examples: 

 

• Set the alarm clock to an arbitrary time.  

- What approach did you use? 

- How long did you take?  

- Was it difficult?  

- How do you feel now? 

 

Detailed results can be requested directly from those responsible for the study. 
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Finding 6: 85% of the users use the stylus for text input. 

The stylus was used for the following: 

1. Inputting text for text messages, WhatsApp and emails (85 per cent) 

2. Inputting Google search queries (85 per cent) 

3. Inputting and editing contacts (75 per cent) 

 

Note: Inputting text correctly for emails, WhatsApp messages and even for 

Internet searches is very important to the test volunteers. Above all, they want 

to avoid typos and excessive time overhead. They are worried about being 

viewed as "newbies" or somebody who doesn't know what to do, if they make 

a typo. 

 

Example: text message input: 

- 90 per cent use the stylus on the touch display. 

- 10 per cent use their fingers on the touch display. 

 

Finding 7: use of fingers on the touchscreen: 

- Dialing numbers on the touch display 

- Swiping (all gestures) 

 

Question: Why didn't you use the stylus here? 

- These applications can be handled safely without a stylus. 

- "Swiping is just cool." 

 

Finding 8: use of the emporia keypad cover1 

90% of the users actively used the cover when familiarising themselves with 

the emporiaSMART and in the initial phase (five weeks). The basic message 

here is: Initially, the keypad cover gives me the assurance that I can at least 

make phone calls in the normal way and will not inadvertently create any 

                                                        
1The emporia keypad cover is placed over the touchscreen. It allows numbers to be input using the haptic 

keys on the keypad cover and support scrolling with the arrow keys. The keypad can be removed 

completely together with the battery cover. A battery cover without the keypad is also supplied with the 

phone. 
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input on the smartphone. 

 

In the second phase of use (after the study had been completed), most of the 

volunteers still had the cover on their smartphones. 50% actively use it (to 

accepting calls and read text messages).  

 

All users find the cover helpful for protecting the display. We also discovered 

that, like a clamshell phone, the keypad cover is flipped shut to terminate 

applications and switch the device to an idle state. 

 

Finding 9:  

Factors that played a crucial role in encouraging "smart" use of the 

emporiaSMART: 

 

- Emotional ties, such as networking with family members via WhatsApp, 

support the test volunteers and help them to establish trust in the new 

technology. 

 

- Tangible beneficial use cases 

One user had to attend a physiotherapist appointment with his wife. 

Thanks to apps, this user was able to find the public transport connections 

quickly and easily. He was also able to film the physiotherapist's exercises 

so that his wife could follow the exercises at home more easily. 

  

Apps relating to hobbies or daily support of the user are also typically 

beneficial. Examples: 

o App with football results 

o Samaritans app 

o Puzzle app 
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Reflection / concluding discussion and testing of how the volunteer performs tasks 

 
At the end of the study, we visited the volunteers at home again and asked them about their 

experience with the emporiaSMART. On top of this, the volunteers had to perform a specific 

task. 

 

Method: individual interview and questionnaire 

 

Question: How has the emporiaSMART changed the way you communicate? Would you 

want to do without it again? If so, why? If not, why not? 

 

 

Finding 10: main attractions of the emporiaSMART 

1) Being able to write messages without too much trouble and too many 

mistakes 

2) Being able to take and share photos 

 

1 + 2 build up trust in the device and confidence handling it. Handling 

becomes routine. At the same time, social contact with one's own 

environment grows through using the mobile phone. 

 

This is primarily achieved through WhatsApp. The advantage here is that 

one's own network (friends and family) are familiar with this instrument. 

 

3) Googling (support for solving puzzles, bus timetables) 

4) Being able to download apps using an app installer without having to 

register with Google Play Store; easy access to the world of apps 

encourages users to experiment and leads to success experiences 

(benefits) 
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Findings from reflection with younger family members and from the supporters of the 

study 
 

  

Finding 11:  

Smartphone newcomers without previous experience with computers should 

ask the retailer or younger family members for advice prior to purchasing. 

 

Finding 12:  

Purchase checklists provided by consumer organisations help newcomers to 

choose the right smartphone. 

 

Finding 13:  

If possible, smartphones should be completely preconfigured for newcomers. 

 

Finding 14:  

Trial and error, or an experimental approach, will only work if the user is not 

afraid of undesirable costs. 

 

Finding 15: 

The operating instructions only make sense is the user has a certain level of 

prior digital experience. 

 

Finding 16: 

Exercise books with solutions provide more support in the first three weeks 

than instruction manuals. 

 

Finding 17: 

In case of questions and difficulties, users do not search in forums online. In 

case of problems, they generally consult a friend/family member before 

reading the operating instructions. 

 

Finding 18:  

Notifications and instructions on the screen are not (fully) read. 

 

Finding 19: 
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Users do not google terms they do not understand. As with problems 

operating the device, they ask somebody first. 

 

 
 

 

Finding 20:  

Emergency call function 

- None of the volunteers wanted to enable the emergency call function 

originally; above all, they were worried about inadvertently triggering 

an emergency call. 

- One of the volunteers had a stroke during the study and was then very 

happy that the emporiaSMART was equipped with an emergency call 

button. Otherwise, he would have needed to replace his phone to have 

an emergency call button. As he already had this facility, he didn't 

need to familiarise himself with a new phone. 

 

Side note: hardware buttons 

emporia mobile phones are equipped with a variety of hardware buttons. These buttons are 

an excellent unique selling point at the point of sale, but are primarily designed to facilitate 

use and build up trust. The message here is "One button for one function". Users can always 

return to the home screen by pressing the home button. To get feedback on the buttons, we 

observed their actions during the tasks, asked questions and discussed them in the final 

discussion: 

 

 Observation Self-appraisal 

 Used Not 

used 

Often Less Never 

Torch   46% 46% 6% 

Camera button   15% 62% 23% 

Camera button to 

enable the camera 

38% 62%    

Camera button for 

taking a photo 

23% 77%    
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Volume button    23% 77% 

Green button     100% 

Red button   23% 77%  

Home button   69% 31%  

On/Off   23% 46% 23% 

Emergency call button 8% 92%    

Figure 14: Use of the hardware buttons on the S1; source: emporia Telecom 
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Conclusions 
 

To sum up, it can be said that digital immigrants and new smartphone users seek a fast 

success experience with the new smartphone: The fewer steps they have to take to achieve 

a result, the happier they are to use a function and the more often they will use it. Complex 

functions with many intermediate steps are avoided.  

 

"What was surprising was that 85% of the volunteers insisted on using the stylus for safe text 

input," says Sigrid Prammer, the study leader at emporia Telecom. "The users are very 

proud of their ability to use their fingers to dial numbers or accept a call." 

 

The test volunteers have the most reservations when it comes to the topic of data, data 

consumption and the Internet. They lack basic knowledge in the field of mobile 

communications and mobile data as well as on tariff structures offered by network providers.  

 

One obstacle regarding use of the smartphone that needs to be negotiated right at the outset 

is the set-up. The test volunteers often failed here due to lack of knowledge, or not owning up 

to a lack of knowledge. The relationship between the smartphone brand, the operating 

system which is independent of the phone brand, and the network provider was often 

misunderstood. Instead, volunteers tended to view the device as a unit that should work in 

the simplest possible way. In case of problems and questions, they tended to opt to talk to 

somebody rather than looking for help online or reading operating instructions. This is where 

action needs to be taken: Digital immigrants must not be left alone with a device; instead 

they need to be supported with tips and tricks from their own network, especially in the initial 

phase. Special courses and training documents tailored to the prior knowledge and 

requirements of the 55+ age group also help. This helps to gradually establish trust in the 

digital world – an essential basis for trying out apps. As soon as a user benefits personally 

from using an app, they view their smartphone as a practical daily aid. 
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Their motivation to continue using their smartphone remains uninterrupted due to the 

following benefits offered by the emporiaSMART:  

- Large keys 

- Connection to the family network through WhatsApp 

- Stylus 

- The ability to take and send/share photos 

- No stigmatisation 

- Personal benefits thanks to apps 

 

Looking back, the smartphone newcomers' user journey can be broken down into the 

following phases: 

1. Fear 

2. Establishing trust 

3. Making progress by trial and error 

 

Based on these initial results, emporia Telecom will collaborate with retail partners to 

establish a training concept that breaks down the digital gap between this target group and 

other target groups.  
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