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Abstract 
The increasing reliance on digital platforms for health-related products has highlighted the 

importance of understanding factors that influence older adults’ acceptance of online herbal 

dietary supplement ordering services. This study aimed to investigate the personal 

characteristics and online usage behavior of older adults, assess their level of acceptance of 

such services, and analyze the key factors influencing the adoption of Thailand Post 

Company’s online ordering system. A structured questionnaire was administered to 400 

residents aged 60 and above in Nonthaburi Province, Thailand, and supplemented with 

qualitative insights. The instrument was validated through expert review and pilot testing, 

achieving a Cronbach’s alpha coefficient of 0.95. Data were analyzed using descriptive 

statistics, t-tests, ANOVA, correlation analysis, and multiple regression analysis. The 

findings revealed that most participants were female, had at least secondary education, and 

possessed sufficient income to shop online. Ease of use and system security emerged as 

critical determinants of service usage, while both attitude toward usage and ease of use 

significantly influenced acceptance of Thailand Post’s online services. These results 

underscore the importance of designing online platforms that prioritize simplicity, security, 

and the specific needs of older adults. The findings provide practical implications for 

improving digital service delivery in the health sector and inform future policy and research 

on technology adoption among aging populations. 
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1. Introduction 

The rapid advancement of Information and Communication Technology (ICT) has 

significantly reshaped consumer behavior, particularly in online commerce. In Southeast Asia, e-

commerce has experienced continuous growth, with herbal and health-related products among the 

most frequently purchased items (Euapitaksakul & Benjarongkij, 2023). Despite this expansion, 

older adults often encounter barriers such as limited digital literacy, concerns over cybersecurity, 

and difficulties with online payment systems (Jaita & Netpradit, 2024). While existing research 

highlights market growth trends, studies focusing on elderly consumers’ acceptance of digital 

services in Thailand remain limited (Worapongpat, 2022), especially in the context of herbal 

dietary supplement ordering services. (Piwpong & Tancho, 2021). 

Thailand Post has emerged as a key provider of online services, including the delivery of 

herbal supplements.(Pinchumpholsang, Kongthap, Chuendan, Jaichuen, & Sriin, 2022). This 

channel gained prominence during the COVID-19 pandemic for its reliability and nationwide 

coverage (Wiyajroen, 2017). However, in the lower central region, older adults continue to show 

relatively low adoption due to concerns about transaction security, interface complexity, and trust 

in digital platforms (Radsadondeetaechakul, 2023). This is particularly concerning as the region 

is experiencing rapid demographic changes; the number of people aged 60 years and above has 

increased by more than 20% in the past five years (National Statistical Office, 2023). Yet, their 

usage of online ordering services remains limited, partly due to usability challenges and service 

design mismatches (Worapongpat, 2024).  
Drawing from experience in digital literacy programs with local elderly groups, (Sakarin, 

Prommai, & Marangkun, 2023). the researchers identified critical service design factors such as 

intuitive navigation, reliable customer support, and strong security assurances as essential for 

adoption. (Sakarin, Prommai, & Marangkun, 2024).While some studies have examined elderly 

consumers’ online behaviors, research specifically targeting herbal supplement services through 

Thailand Post remains scarce (Pukahuta, Tanimkarn, & Rodpon, 2022). 

To address this gap, the present study applies the Technology Acceptance Model (TAM) and 

Digital Consumer Behavior frameworks to analyze factors influencing older adults’ acceptance 

of online herbal supplement services. The findings aim to provide practical guidelines for 

enhancing digital service design and improving access and user experience among Thailand’s 

aging population. 

 

Objective  

1.To investigate the personal characteristics and usage behavior of older adults regarding 

online herbal dietary supplement ordering services. 

2.To analyze the factors influencing older adults’ acceptance of online services provided 

by the Thailand Post Company. 

3.To propose guidelines for developing the Thailand Post Company’s online services to 

better meet the needs of older adults. 

Research Hypotheses 

  H1: Personal factors (gender, age, education, income) are significantly related to the 

acceptance of online herbal dietary supplement ordering services. 

  H2: Perceived ease of use, trustworthiness, system security, and attitude toward use 

significantly influence the acceptance of such services among older adults. 

 

2. Literature Review 

 The study of online herbal dietary supplement service acceptance among older adults in 

Thailand’s lower central region requires applying various theories and concepts related to 

technology adoption, online service usage, and consumer behavior in later life. The relevant 

theories and research can be grouped into five categories: 
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 The relevant theories and research can be categorized into three main groups: 

  1. Technology Acceptance Model (TAM). This model is one of the most widely used 

frameworks for studying technology adoption, particularly in online service contexts. It 

emphasizes two key determinants: Perceived Ease of Use the belief that using a technology 

requires minimal effort and Perceived Usefulness the perception that technology improves 

daily life or helps achieve goals. TAM explains why older adults may hesitate to adopt online 

services and highlights the importance of simple, need-oriented design in increasing 

acceptance (Worapongpat & Bhasabutr, 2024). 

  2. Technology Acceptance Model for the Elderly (TAME). Older adults have unique 

characteristics compared with younger users, including limited technological experience, 

higher anxiety about security and privacy, and unfamiliarity with online transactions. TAME 

focuses on elderly-specific factors such as Information and Support clear guidance and 

assistance to build confidence and Adaptation for Elderly Users user-friendly features like 

larger text, audio support, and easy-to-navigate interfaces (Worapongpat & Somchob, 2024). 

  3. Consumer Behavior Theory. Older adults’ purchasing behavior is shaped by age, 

health, and social change, making adoption of new technologies more complex. Studies 

indicate that while many older adults are slower to embrace technology, those who are more 

confident with digital tools are more likely to shop online. Important determinants include 

Product Knowledge, which strengthens confidence in purchasing herbal supplements, and 

Satisfaction and Trust, which directly influence repeated usage and acceptance of online 

services (Worapongpat et al., 2025). 

  4. Studies on Online Service Usage Behavior of Older Adults. Previous research 

shows that older adults with prior internet experience are more likely to use online services. 

Nevertheless, concerns remain about transaction security and fraud. Key factors supporting 

acceptance include Ease and Convenience of Use preference for simple, intuitive platforms 

and Security and Safety protection of personal information and secure payment systems 

(Yanga, Wongkumchai, & Worapongpat, 2023). 

  5. Studies on Thailand Post. Research on Thailand Post’s online services among older 

adults is still limited. However, its platforms hold potential to address elderly needs, 

particularly in the herbal dietary supplement sector, which is increasingly popular among 

older adults as a trusted healthcare option (Yukai, Wongkumchai, & Worapongpat, 2023). 

 

3. Research Framework 

 The study of online herbal dietary supplement service acceptance among older adults in 

Thailand’s lower central region requires the application of various theories and concepts 

related to technology adoption, online service usage, and consumer behavior in later life. The 

relevant theories and research can be grouped into five categories: 

 

 

 

 

 

 

  

 

 

Figure 1 shows the conceptual framework of the research. 
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4. Methodology 

 4.1 Research Design 

  This study employed a mixed-methods design. The quantitative component involved 

a structured questionnaire to assess levels of service acceptance and associated factors, while 

the qualitative component consisted of in-depth interviews with selected experts to gain 

deeper insights into older adults’ experiences and challenges. 

 Population and Sampling The target population comprised residents aged 60 years and 

above living in Nonthaburi Province who had experience using Thailand Post services. The 

sample size was determined using Cochran’s formula for an unknown population, resulting 

in a sample of 400 individuals selected through cluster random sampling from six postal 

branches. 

 4.2 Research Instruments 

  A. Quantitative Instrument: Questionnaire 

  A structured questionnaire was developed to assess the acceptance of online herbal 

dietary supplement ordering services and relevant influencing factors. The questionnaire was 

divided into three parts: 

  Part 1: Demographic information (gender, age, education, income) 

  Part 2: Likert-scale items measuring perceptions of ease of use, trustworthiness, 

system security, attitude toward use, and overall acceptance 

  Part 3: Open-ended questions for additional suggestions 

Instrument Quality Assurance: 

  Reviewed by three experts for content validity using the Index of Item Objective 

Congruence (IOC), with scores ranging from 0.80 to 1.00 Pilot-tested with 30 non-sample 

respondents Cronbach’s alpha reliability coefficient: 0.95 

  B. Qualitative Instrument: Structured Interviews 

  To explore the perceptions and experiences of executives and elderly users, 

structured interviews were conducted with six key informants. The questions focused on 

perceptions of ease of use, security, support systems, and suggestions for improving online 

service delivery. The interviewees were selected using purposive sampling and included post 

office administrators and senior service users. 

 4.3 Data Collection 

  Data were collected over a three-month period (January–March 2025). Quantitative 

data were obtained through on-site surveys, while qualitative data were collected via face-to-

face interviews and voice recordings with informed consent. 

 4.4 Data Analysis 

  Descriptive statistics (frequency, percentage, mean, and standard deviation) were used 

to analyze personal characteristics and acceptance levels. 

  Inferential statistics included t-tests, one-way ANOVA, and Scheffé’s post hoc tests. 

Pearson’s correlation and multiple regression analysis were employed to test relationships 

and develop predictive models. 
 

5. Results  

Table 1 shows the demographic information  

The majority were female (53.75%), followed by males (33.75%) and LGBTQ+ (12.5%), 

indicating that women were the primary user group. In terms of age, 65.75% were between 

60 and 65 years old, 25.5% were between 66 and 70 years old, and 8.75% were over 70 years 

old, indicating that the majority of users were in early adulthood.Education The majority of 

respondents had at least a high school education (33.75%), followed by those with a 

bachelor's degree (29.25%), indicating that most users have sufficient educational 

qualifications to use the online system. In terms of income, 29.75% earned between 20,001 
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and 30,000 baht per month, 28.0% earned between 10,001 and 20,000 baht per month, and 

18.5% earned more than 30,000 baht. These figures reflect purchasing power consistent with 

the use of online shopping services. 

 

Table 1 Frequency and Percentage of Respondents by Demographic Profile 

No. Demographic Information Frequency (n) Percentage (%) 

1 Gender   

 - Male 135 33.75 

 - Female 215 53.75 

 - LGBTQ++ 50 12.5 

2 Age   

 - 60–65 years 263 65.75 

 - 66–70 years 102 25.5 

 - Over 70 years 35 8.75 

3 Education Level   

 - Elementary School 61 15.25 

 - Secondary School 135 33.75 

 - Bachelor's Degree 117 29.25 

 - Higher than Bachelor's 87 21.75 

4 Average Monthly Income (Baht)   

 - Less than 10,000 95 23.75 

 - 10,001–20,000 112 28.0 

 - 20,001–30,000 119 29.75 

 - More than 30,000 74 18.5 

 Total 400 100.00 

 

Table 2 presents the analysis of older adults’ opinions regarding the online herbal dietary 

supplement ordering services offered by Thailand Post Company. The overall findings 

indicate that the level of acceptance was generally high, with users expressing particular 

satisfaction with ease of use, trustworthiness, and system security. 
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Table 2 Mean and Standard Deviation of Service Acceptance Factors 

Factor Evaluation Item Mean SD 
Level of 

Opinion 

1. Ease of Use The system is easy to use. 3.48 0.98 High 
 The usage steps are not complicated. 3.97 0.81 Moderate 

 Usage instructions are easy to 

understand. 
3.58 0.79 High 

2. Trustworthiness The system is reliable and stable. 3.69 0.85 High 
 Order confirmation is clear. 3.24 0.74 High 
 Order status can be tracked. 3.69 0.69 High 

3. Security 
The system has measures to protect 

personal data. 
3.74 0.72 High 

 Online payment through the system is 

secure. 
3.64 0.83 Moderate 

 There is a product guarantee or refund 

policy. 
3.57 0.84 High 

4. Attitude towards 

Usage 

Users perceive this system as 

beneficial. 
3.67 0.78 High 

 The system helps save time and 

expenses. 
3.80 0.77 High 

 Users feel satisfied with the usage. 3.71 0.86 High 

 

From Table 2, the following conclusions can be drawn:Ease of Use: Older adults 

generally found the system user-friendly, with the highest mean score (3.97) reported for the 

statement “the usage steps are not complicated.” However, this item was classified as 

moderate based on the cut-off scale, likely due to variability (SD = 0.81).Trustworthiness: 

Respondents perceived the system as stable and reliable, particularly in tracking order status. 

Nevertheless, clarity of order confirmation received a slightly lower score (mean = 3.24), 

indicating a potential area for improvement.Security: Personal data protection was rated 

highly (mean = 3.74), while online payment security, although positive (mean = 3.64), 

reflected relatively lower confidence compared to other items.Attitude Toward Usage: 

Respondents strongly agreed that the system is beneficial, time-saving, and satisfactory, with 

all items in this category rated at a high level. 

 

Table 3 Relationship between independent variables and service acceptance. 

Factor 
Dependent 

Variable 

Correlation 

Coefficient (r) 

Significance 

Level (p-value) 

Strength of 

Relationship 

Ease of Use 
Service 

Acceptance 
0.511 < 0.05 

High Positive 

Correlation 

System 

Trustworthiness 

Service 

Acceptance 
0.362 < 0.05 

Moderate Positive 

Correlation 

System Security 
Service 

Acceptance 
0.454 < 0.05 

Moderate Positive 

Correlation 

Attitude towards 

Usage 

Service 

Acceptance 
0.533 < 0.05 

High Positive 

Correlation 
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Table 3: Correlation Between Independent Variables and Service Acceptance Interpretation 

and Explanation 

Correlation Coefficient (r): This statistic measures the strength and direction of the linear 

relationship between two variables, ranging from –1 to 1. A value closer to 1 indicates a 

strong positive relationship, while a value closer to –1 indicates a strong negative 

relationship. 

Significance Level (p-value): All variables demonstrated statistically significant 

relationships with service acceptance at the 0.05 significance level, suggesting that the 

observed correlations are unlikely to have occurred by chance. 

The results show that attitude toward usage (r = 0.533) and ease of use (r = 0.511) have 

strong positive correlations with service acceptance. In contrast, system trustworthiness (r = 

0.362) and system security (r = 0.454) exhibit moderate positive correlations. These findings 

indicate that older adults are more likely to accept online services when they perceive the 

system as easy to use and beneficial, with trust and security serving as important, though 

comparatively less influential, factors. 

 

Table 4 Multiple Regression Analysis of Factors Influencing Service Acceptance 

Factor 
Regression 

Coefficient (B) 

Standard 

Error (SE) 

t-

value 

Significance 

Level (p-value) 

Standardized 

Coefficient (Beta) 

Ease of Use 0.101 0.191 0.042 < 0.05 0.142 

System 

Trustworthiness 
0.239 0.139 0.035 < 0.05 0.152 

System Security 0.354 0.112 0.049 < 0.05 0.195 

Attitude towards 

Usage 
0.198 0.198 0.428 < 0.05 0.139 

 

Interpretation and Explanation 

Regression Coefficient (B): Indicates the expected change in the dependent variable 

(service acceptance) for a one-unit increase in the respective independent variable, assuming 

all other variables are held constant. 

Standard Error (SE): Reflects the accuracy and stability of the estimated coefficient. A 

smaller SE suggests a more precise estimate. 

t-value and p-value: All independent variables were found to be statistically significant 

predictors of service acceptance at the 0.05 level, indicating that each contributes 

meaningfully to the model. 

Standardized Coefficient (Beta): Expresses the impact of each variable in standardized 

terms (z-scores), allowing direct comparison of relative importance. 

Based on the study’s findings, the following strategic guidelines are proposed to enhance 

Thailand Post Company’s online service delivery, ensuring alignment with the capabilities, 

limitations, and expectations of older adult users: 

1. Prioritize Ease of Use 

Simple User Interface (UI) Design: Use large fonts, clear icons, and a clean layout to 

minimize cognitive overload. Simplify the ordering and payment processes by reducing the 

number of steps required. 

Easy Navigation: Implement intuitive menu structures, avoid technical jargon, and 

provide step-by-step guidance through user-friendly formats such as images or video 

tutorials. 
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Accessibility and Support: Offer multiple support channels, including a dedicated 

hotline for older users, in-person assistance at post offices, and a responsive online help 

system. 

2. Foster a Positive Attitude Toward Usage 

Clear Communication of Benefits: Highlight the convenience, time savings, and 

safety of online ordering using straightforward language. 

Enhance Confidence and Security: Emphasize data privacy, secure payment methods, 

and provide clear product guarantees and refund policies. Leverage the credibility of 

Thailand Post as a government agency. 

Promote Usage Through Education: Provide hands-on training sessions, online 

tutorials, and targeted incentives for first-time elderly users. 

3. Address Specific Needs and Characteristics of Older Adults 

Product Appropriateness: Promote herbal dietary supplements that are trusted and 

commonly used by older adults. 

Flexible Payment Options: In addition to digital payments, offer familiar alternatives 

such as cash on delivery. 

Convenient Delivery Services: Provide a simplified tracking system and offer services 

such as call-ahead notifications before delivery. 

4. Promote Engagement and Social Inclusion 

Community Building: Where appropriate, establish an online community platform 

where older adults can share experiences and seek peer support. 

Stakeholder Collaboration: Partner with senior citizen groups, hospitals, and 

governmental organizations to gather input and co-develop service designs tailored to older 

adults. 

The successful development of online services for older adults should be guided by 

principles of usability, accessibility, trust, and personalization. Continuous feedback 

mechanisms are essential to ensure that services evolve in line with user needs. 

 

6. Discussion 

 The findings from Objective 1 indicate that the majority of older adults who use online herbal 

dietary supplement ordering services are female, have at least a secondary education, and possess 

sufficient income for online purchases. This demographic profile, which includes younger seniors 

(i.e., those under 70 years old) with higher purchasing power, suggests that digital service 

platforms are currently attracting a more digitally literate and financially capable subgroup of the 

older population. These findings indirectly resonate with the concept of “digital upgrading” 

discussed by Zhi Chao et al. (2023), who examined the transformative impact of digital tools on 

rural production efficiency and employment, though the relevance here is more limited. While 

our results imply enhanced digital engagement among older adults, they do not directly 

correspond to the rural economic transformations explored by Zhi Chao et al. Instead, the parallel 

lies in the broader theme of how digital inclusion creates new opportunities for different societal 

segments. 

 Findings from Objective 2 reveal high levels of service acceptance and satisfaction among 

older adults, particularly regarding ease of use and data security. These results align with 

Worapongpat et al. (2025), who found that digital marketing efforts significantly improved 

product visibility, leading to a 35% increase in online sales and greater digital literacy among 

community members. Although Worapongpat et al. focused on community engagement in digital 

marketing, both studies underscore the critical role of positive user experiences in promoting 

technology adoption. The perception of security and simplicity in the online ordering process 

contributes significantly to older adults’ satisfaction, much like user-friendly digital tools in 

community settings foster engagement and productivity. These parallels highlight the importance 
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of designing platforms that are both accessible and trustworthy, thereby reinforcing user 

confidence. 

 The results from Objective 3 demonstrate that ease of use and attitude toward usage are 

significant predictors of older adults’ acceptance of online services provided by Thailand Post 

Company. These findings align with Yanga et al. (2023), who showed that user-generated 

content—such as positive comments and product images—significantly boosted skincare product 

sales on the JD e-commerce platform. While the platforms and user demographics differ, the 

underlying mechanism—building user trust and fostering favorable perceptions—remains 

consistent. In both cases, a positive service environment, whether achieved through design 

simplicity or social validation, drives acceptance. This supports the Technology Acceptance 

Model (TAM), which emphasizes the importance of perceived ease of use and positive attitudes 

in technology adoption among older adults. 

 

7. Conclusion 

 The findings of this study indicate that ease of use, system trustworthiness, and system 

security are statistically significant factors influencing the acceptance of online product 

ordering services among older adults. These results highlight the importance of designing 

digital platforms that are intuitive, secure, and capable of building user trust in order to 

effectively serve the elderly population.In contrast, personal factors such as age, education, 

and income although traditionally viewed as influential in technology adoption did not show 

a statistically significant relationship with service acceptance in this study. This suggests that 

older adults’ willingness to adopt online services is more closely linked to their perceptions 

of the service system itself rather than to their demographic characteristics.These conclusions 

reinforce the importance of applying user-centered design principles and strengthening 

system credibility and security when developing digital services for older adult users. 

 

Originality and body of knowledge  

 This research contributes substantial new knowledge to the field of technology acceptance 

among Thai older adults, with a specific focus on the use of online herbal dietary supplement 

ordering services through Thailand Post Company in the Lower Central Region of Thailand. The 

following key insights extend the existing body of knowledge: 
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Figure 2 shows the results of the study on technology acceptance in Thai elderly people, focusing 

specifically on the use of online herbal supplement ordering services via Thailand Post in the 

lower central region of Thailand. 

  

 The study reaffirms that ease of use is not merely a baseline requirement but a critical 

determinant of older adults’ willingness to adopt online services. The findings demonstrate that 

users highly value straightforward interfaces, clear navigation, and simple, jargon-free language. 

Collectively, these factors reduce the perceived complexity of technology and foster higher 

acceptance.Positive Attitude Toward Usage Facilitates AdoptionThe acceptance of online 

services is strongly influenced by older adults’ attitudes toward technology. When users recognize 

tangible benefits such as convenience, time savings, and accessibility and feel secure using the 

system, their likelihood of adoption increases significantly. This finding supports the Technology 

Acceptance Model (TAM) and underscores the importance of perception-shaping 

strategies.Evolving Demographic Profile of Older Technology Users Contrary to traditional 

assumptions, the study reveals that the user base includes not only younger seniors but also older 

individuals with greater purchasing power. This shift indicates broader and more diverse 

technological engagement among older adults, underscoring the importance of avoiding 

stereotypes that portray the elderly as digitally averse or financially constrained. Trust in Service 

Provider as an Implicit Enabler 

 Although trust in Thailand Post was not directly measured, the selection of this government-

owned and widely respected organization as the service platform suggests that institutional trust 

plays a critical role in influencing acceptance. Older adults are more likely to adopt services 

delivered by entities they perceive as reliable and accountable. This study provides empirical 

evidence that the successful design and deployment of digital services for older adults must be 

grounded in user-centered design, a positive and supportive user experience, and institutional 

trust. Moreover, policymakers and service developers should recognize the growing heterogeneity 

within the older adult population and tailor services accordingly. These insights are particularly 

valuable for public-sector innovations aimed at reducing digital exclusion among aging 

populations. 
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Suggestions 

 Recommendations Based on Research Findings 

  1.1 From Objective 1: Older adults using online herbal supplement services are mostly 

female, educated, and have disposable income. 

Suggested Actions: Design marketing strategies targeting older women through accessible media. 

Offer diverse, high-quality products with clear information. Provide digital literacy training for 

less tech-savvy users, and collaborate with senior-related organizations to expand outreach. 

 1.2 From Objective 2: Users are satisfied with ease of use and data security. 

Suggested Actions: Maintain and enhance interface simplicity and data protection. Collect 

feedback through surveys or built-in platform tools. Strengthen user loyalty through promotions 

and personalized support. 

 1.3 From Objective 3: Ease of use and attitude strongly influence service acceptance. 

Suggested Actions: Design interfaces with large fonts, clear steps, and simple language. Promote 

the benefits of online services to foster a positive attitude. Provide accessible help channels and 

step-by-step guidance. 

 Recommendations for Future Research 

 Conduct in-depth studies on UX/UI design tailored to older adults.Explore the role of trust 

and security in digital adoption.Undertake comparative studies across regions or demographic 

groups.Use longitudinal methods to observe behavioral changes over time. 
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