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ABSTRACT
The purpose of this research is to analyze the effects of external factors (facilitation conditions,
self-satisfaction, and cost tolerance) on perceived ease of use, perceived usefulness, attitude to-
wards use, and behavioral intention of older adults in Indonesia. This research uses basic busi-
ness research with causal objectives and quantitative research approaches. This research uses a
sample of 200 smartphone user respondents aged 55 years and over who live in Indonesia and
have used a smartphone for at least six months. The analysis in this study uses SEM (Structural
Equation Modeling) and then testing the Measurement Model and Structural Model using IBM
SPSS statistical 24 for Windows software and AMOS 24 for windows software. This study indi-
cates that perceived usefulness has a significant effect on attitude towards use but does not have a
significant effect on behavioral intention. Perceived ease of use has no significant effect on atti-
tude towards use, behavioral intention, and perceived usefulness. Attitude towards use has a sig-
nificant effect on behavioral intention. Facilitating conditions significantly influence perceived
ease of use and perceived usefulness but do not have a significant effect on behavioral intention.
Self-satisfaction and Cost tolerance have a significant effect on perceived ease of use but have no
significant effect on perceived usefulness and behavioral intention.
Keywords: Perceived ease of use, Perceived Usefulness, Attitude towards use, Behavioral Inten-
tion, SmartphoneTechnology Acceptance.

smartphone users increased from 2% in 2015
1 INTRODUCTION to 13% in 2018

(https://tekno.tempo.co/read/1181645/survei-

Nowadays, one of the technologies with the
fastest growth rate is the smartphone. Many
people are switching their mobile phone to a
smartphone because of the features it offers.
In 2019, it was recorded that smartphone us-
ers in Indonesia reached about 92 million
people compared to the total population of
266,91 million people
(https://databoks.katadata.co.id/).

This number continues to increase in all users’
age groups, including those above 50 years
old. According  to a survey conducted by
Pew Research Center, the number of

kepemilikan-smartphone-indonesia-peringkat-
ke-24). A smartphone is used for various
needs, such as calling, texting/chatting,
browsing, playing games, taking pictures, etc.
Besides the ability to fulfill many needs
and its features, the usage and acceptance of
smartphone technology itself affect many oth-
er factors. Acceptance is defined as a positive
attitude and behavior towards technology
(Chen and Chan 2014). According to Davis
(1989), the TAM (Technology Acceptance
Model) theory states that acceptance towards
new technology significantly is affected by 2
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determinants, namely perceived usefulness
and perceived ease of use of the technology.
In the UTAUT technology, Venkatesh et al.
(2003) state that the critical factor of technol-
ogy acceptance can be measured through be-
havioral intention and actual usage of the
technology.

1.1 Research Purposes

Ma et al. (2016) reveal that perceived useful-
ness has no significant effect on behavioral in-
tention, perceived ease of use has no signifi-
cant effect on attitude towards use, and
attitude towards use has no significant effect
on behavioral intention. However, Roy et al.
(2018), Park and Chen (2007), and Pan et al.
(2013) argue that perceived usefulness has a
significant effect on behavioral intention, per-
ceived ease of use has a significant effect on
attitude towards use, and attitude towards use
has a significant effect on behavioral inten-
tion. The difference of results from these stud-
ies has led to a research gap which will be ex-
amined further in this study.

This study aims to analyze the relationship be-
tween facilitating conditions, self-satisfaction,
cost tolerance with perceived ease of use, per-
ceived usefulness, and behavioral intentions,
and the relationship between perceived ease
of use, perceived usefulness, and behavioral
intention with attitude towards use.

1.2 Hypothesis Development

Perceived usefulness refers to the level of
confidence a person felt that using specific in-
formation technology systems will increase
their productivity (Davis, 1989). Perceived
ease of use and perceived usefulness have a
strong positive impact on customers’ atti-
tudes, affecting behavioral intention (Roy et
al., 2018). According to Roy et al. (2018),
customers’ attitude appears by the high influ-
ence of superior functionality, perceived ease
of use, and perceived usefulness.

Therefore, the hypothesis is stated as follows:
H1la: Perceived usefulness has a positive ef-
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fect on attitude towards use of smartphone us-
ers in Indonesia.

H1b: Perceived usefulness has a positive ef-
fect on behavioral intention of smartphone us-
ers in Indonesia.

Perceived ease of use is a level/situation
where someone believes that using specific
information technology systems does not re-
quire any effort (free of effort) (Davis, 1989).
This refers to the definition of easiness,
which implies free of effort or having less
difficulty. Perceived ease of use has a signifi-
cant effect on attitude through the influence
of intrinsic motivation, where the easier the
system, the greater the self-efficacy and per-
ceived control a person feels. Perceived ease
of use directly affects customers’ behavior
and indirectly affects perceived usefulness
(Davis, 1989).

Therefore, the hypothesis is stated as follows:
H2a: Perceived ease of use has a positive ef-
fect on attitude towards use of smartphone
users in Indonesia.

H2b: Perceived ease of use has a positive ef-
fect on behavioral intention of smartphone
users in Indonesia.

H2c: Perceived ease of use has a positive ef-
fect on perceived usefulness of smartphone
users in Indonesia.

The TAM Theory shows that someone will
form a behavioral intention based on their
positive attitude. In addition, Carlsson et al.
(2006) show that attitude towards use of mo-
bile device/service significantly affects their
behavioral intention.

Therefore, the hypothesis is stated as follows:
H3: Attitude towards use has a positive effect
on behavioral intention of smartphone users
in Indonesia.

Facilitating conditions is someone’s percep-
tion of infrastructures, resources, and tech-
niques in using technology (Venkantesh,
2012). This variable examines how far some-
one’s beliefs that the available technical capa-
bilities can support the use of the systems.
UTAUT theory states that facilitating condi-
tions have no direct relationship with behav-
ioral intention but have a direct relationship
with actual usage behavior. According to the
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research of Renaud and Biljon (2008), facili-
tating conditions, perceived usefulness, and
ease of learning & use affect the technology's
actual usage. Hence, it is necessary to exam-
ine the relationship between facilitating condi-
tions with perceived ease of use, perceived
usefulness, and behavioral intention.
Therefore, the hypothesis is stated as follows:
H4a: Facilitating conditions has a positive ef-
fect on perceived ease of use of smartphone
users inlndonesia.

H4b: Facilitating conditions has a positive ef-
fect on perceived usefulness of smartphone
users in Indonesia.

H4c: Facilitating conditions has a positive ef-
fect on behavioral intention of smartphone
users in Indonesia.

Self-satisfaction is a factor that shows the dif-
ference between what individuals do and what
they aspire to do. (Theodorakis et al., 1996).
Self- satisfaction in various studies is often
analogous to life satisfaction. According to
Chen and Chan (2014), existing constructs, at-
titude to aging, and life satisfaction have a
positive and significant effect on usage behav-
ior but have a negative effect on perceived
ease of use.

A positive attitude to aging and high life satis-
faction will increase the possibility of using a
technology, which later, the usage of the tech-
nology will increase the welfare and the self-
evaluation of those senior smartphone users.
(Xie, 2007).

Therefore, the hypothesis is stated as follows:
Hba: Self-satisfaction has a positive effect on
perceived ease of use of smartphone users in
Indonesia.

Hb5b: Self-satisfaction has a positive effect on
perceived usefulness of smartphone users in
Indonesia.

H5c: Self-satisfaction has a positive effect on
behavioral intention of smartphone users in
Indonesia.

Morgan and Hunt definecost tolerance as the
cost tolerated by consumers to use the tech-
nology. Several studies consider that social-
economics issues (employment status, profes-
sion, and income) faced by older adults might
affect their adoption of technology products
and services (Ho dan Kwok, 2003; Bina and
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Giaglis, 2005). According to Ma et al. (2016),
cost tolerance is considered as a direct factor
that determines the behavioral intention of
those senior smartphone users. Therefore, the
hypothesis is stated as follows:

H6a: Cost tolerance has a positive effect on
perceivedease of use of smartphone users in
Indonesia.

H6b: Cost tolerance has a positive ef-
fect onperceivedusefulness of  smartphone
users inlndonesia.

H6c: Cost tolerance has a positive effect on
behavioral intention of smartphone users in
Indonesia.

2 RESEARCH METHODS

This study is classified as basic business re-
search, aiming to develop a theory or concept
of a particular topic. This study is causal re-
search that aims to examine the cause and ef-
fect between variables. (Zikmund, 2009:16).
Using a quantitative approach, this research
aims to test the existing hypothesis, including
7 variables, consisting of 3 exogenous varia-
bles: facilitating condition, self-satisfaction,
and cost tolerance; and 4 endogenous varia-
bles, namely, perceived ease of use, perceived
usefulness, attitude towards use, and behav-
ioral intention.

This research was conducted by distrib-
uting online questionnaires consisting of sev-
eral 7 points numerical statements to the
number of samples from a population deter-
mined using non-probability sampling tech-
niques and using sampling techniques from
people who met specific criteria namely pur-
posive sampling (Cozby and Bates, 2012).
The target population was smartphone buyers
and users in Indonesia, aged 55 years or over,
used smartphone for at least six months. The
analysis in this study used SEM (Structural
Equation Modeling). The Measurement Mod-
el and Structural Model were tested using
IBM SPSS statistical 24 for Windows soft-
ware and AMOS 24 for windows software.
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3 RESULTS AND DISCUSSIONS

The results of data processing show that all
tests meet the goodness of fit index require-
ments, where CMIN/DF, TLI, CFI meet the
good fit requirements, RMSEA is categorized
as better close fit and GFI that meets the
marginal fit, which is still acceptable.

After fulfilling the goodness of fit index re-
quirements, hypothesis testing is done to the
structural model, which leads to the following
results:

Table 1. Hypothesis Testing Results

H Path Std. C.R. Results
Estimate
Hla PU — AT .664 6.731  supported
H1b PU — BI -.293 -991 Not supported
H2a PEOU — AT -.009 -122  Not supported
H2b PEOU — BI -.088 -.548  Not supported
H2c PEOU — PU -.181 -1.633  Not supported
H3 AT — BI 278 2.133  supported
H4a FC — PEOU .143 2.373  Supported
H4b FC —PU .898 7.752  Supported
H4c FC — BI .029 112 Not supported
H5a SS — PEOU 430 5.143  Supported
H5b SS — PU .149 1.593  Not supported
H5¢ SS — BI 173 1.250 Not supported
Héa CT — PEOU 422 5.284  supported
H6b CT—-PU -.010 -112  Not supported
H6c CT — BI -.183 -1.500  Not supported

Figure 1. Hypothesis Results

4 CONCLUSION

Based on the research results, it is known that
behavioral intention has an effect on attitude
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towards use. Users will use smartphones in
the long term and recommend them to their
relatives if they like using smartphones. Thus,
smartphone companies need to add valuable
features that lead to user’s positive attitudes
towards the smartphone.

To generate those positive attitudes (liking
smartphone use and interested in exploring
related technologies), smartphone companies
need to focus on increasing perception that
smartphone is functional (perceived useful-
ness). Senior smartphone users can feel the
usefulness of their smartphones when parties
assist them in solving the problems in using
smartphones (facilitating conditions). In this
case, smartphone companies need to provide
various assistance such as relevant features,
guides, and training to assist senior users in
using the smartphone.

Besides, this study shows that family and
relatives play an essential role in using
smartphones among seniors. In this study, the
majority  (56,5%) of seniors wusing a
smartphone from family recommendations.
Therefore, smartphone companies need to
create a good image and positive impressions
by helping the users solve their smartphone
problem, leading to a good recommendation
to their relatives to use the same brand.

This study has several limitations, where
the majority of respondents come from big
cities in Java islands, so this study can not ac-
curately represent the smartphone usage situa-
tion in Indonesia. In addition, various other
factors are affecting the variables but were not
examined in this study. Future research needs
to distribute the questionnaires more evenly
throughout the studies to obtain more accurate
data. Future researchers need to add various
other variables that might directly affect
smartphone technology acceptance as a medi-
ator, such as user experience, perceived bene-
fit, and other external factors.
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