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Abstract

All over the world, the trend of aging is increasing steadily. This
has caused a digital inequality for different generations. However, there
are many elderly people who are referred to as “Active Aging” who still
able to work in business and in various contexts of online interaction.
Doing an online business necessitates understanding one’s own business

and customer perspective, using media correctly, using market place
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platforms to help sell, and practice creating quality content (MyShop Team, 2021).
Nevertheless, the elderly face significant challenges when conducting business
online: 1) Dimension: both physically and mentally elderly, 2) Dimension: online
media, 3) Dimension: accepting payments 4) Dimension: purchasing advertisements

(shooting ad.) 5) Dimension: content creation and 6) Dimension: Success.
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