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ABSTRACT 

The main goal of this study is to examine the effects of the extrinsic 

and intrinsic motivation, and the psychological burden on mature consumers 

regarding their Internet usage. “Psychological burden” refers to the 

emotional constraints such as anxiety and fears that make using technology 

uncomfortable. Here, we developed a research model and formulated 

hypotheses based on the Technology Acceptance Model (TAM). A survey 

of mature Internet users was conducted and the proposed model was tested 

using a Structural Equation Modeling (SEM) technique.  
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1. INTRODUCTION 

As the number of Internet users has increased significantly, the gap 

between those who do and do not have access to computers and the Internet 

is also increasing. The aged or those who are disabled usually belong to the 

inferior group. This phenomenon is known as the ‘digital divide’
1
. Due to 

the aging of society, more mature groups are becoming a larger proportion 

of the total population. Policy makers may need to find ways to encourage 

the acceptance of new technologies by mature consumers to alleviate the 

digital divide between generations. In addition, if companies do not consider 

the societal impact of these mature groups, they may lose a large potential 

market. This study investigates the adoption of new IT services by a 

mature-aged group. To do this, an investigation is undertaken of the factors 

which positively or negatively influence mature consumers’ intentions to 

use the Internet. In this study, the term, “mature consumers” is defined as 

people who are 40 years old or older. This age group covers both 

middle-aged and older people who are both potential and current mature 

users of the Internet. 

2. THEORETICAL FRAMEWORK AND HYPOTHESES 

We developed a research model and hypotheses based on the 

Technology Acceptance Model (TAM)
2
. Motivations to use IS are divided 

into extrinsic (perceived usefulness, and perceived ease of use) and intrinsic 

perspectives (perceived enjoyment)
3
. Referring to related earlier studies, we 

modified the original model and proposed several hypotheses related to the 

use of the Internet by mature groups, as follows: 

H1-1: Perceived usefulness is positively related to the intention to use the 

Internet of mature consumers. 

H1-2: Perceived ease of use is positively related to the intention to use the 

Internet of mature consumers.  

H1-3: Perceived enjoyment is positively related to the intention to use the 

Internet of mature consumers. 

H1-4: Subjective norm is positively related to the intention to use the 

Internet of mature consumers. 

After developing the basic theoretical framework, we considered the 

factors which constrain the Internet adoption, especially mature-specific 

constructs. The elderly people commonly show anxiety initially when faced 

with using a computer
4
. It is considered a major barrier to innovation 

adoption by mature-aged people
5, 6

. This psychological burden has a 

negative effect on TAM-related variables
7
. Referring to the prior studies, 



Haeyoung Jeong, Semi Han, and Euehun Lee 

 

137 

this study investigated the psychological burden and proposed related 

hypotheses to examine the effects of the psychological burden on perceived 

usefulness, ease of use and enjoyment.  

H2-1: The psychological burden associated with using the Internet is 

negatively related to perceived usefulness by mature consumers. 

H2-2: The psychological burden associated with using the Internet is 

negatively related to perceived ease of use by mature consumers. 

H2-3: The psychological burden associated with using the Internet is 

negatively related to perceived enjoyment by mature consumers. 

3. METHODOLOGY AND RESULTS 

Figure 1. Results of processes for estimation of measurements and model 

To verify the proposed research model, survey instruments were 

constructed based on prior research. Data was collected through personal 

interviews with mature-aged Internet users. Over 500 responses were 

collected through the survey. Subsequently, data analysis using LISREL 

method was conducted. The reliability and validity testing, the assessments 

of the measurement model, and the assessment of the structural model were 

performed. Figure 1 shows the model and the results. According to the 

results of the analysis, all of the hypotheses except H1-3 and H1-4 were 

accepted. The hypothesized model also provided an acceptable fit to the data 

(χ2=147.28; df=46; RMSEA=0.073; GFI=0.91; NNFI=0.97; CFI=0.98).  
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4. CONCLUSIONS 

Based on the results of this study, managerial implications and policies 

are suggested. Psychological burden makes negative impact on mature 

consumers’ Internet usage. Therefore, for encouraging their usage, the 

Internet service providers had better find ways to reduce their psychological 

burden. It would be helpful to enlarge the market size. In terms of policy 

makers, they should try to reduce the elderly’s psychological burden by 

education and related promotion for reducing the digital divide. Future 

research needs to find out effective ways to decrease the psychological 

burden. 
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