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Abstract

With the deep integration of aging and digitalization, the elderly group gradually becomes an im-
portant consumption force in online shopping. Based on the Interpretive Structural Model (ISM),
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this paper combs through the multidimensional factors affecting the online shopping behavior of
the elderly and constructs a hierarchical structural model. It is found that the online shopping be-
havior of the elderly is comprehensively influenced by three dimensions: surface experience (tech-
nological convenience and trust security), mediating factors (digital skills, health status, policy sup-
port and consumption risk perception), and deeper drivers (autonomy needs, economic status, and
social interaction). Among them, technological convenience and trust security directly determine
older adults' shopping intention and satisfaction; mediating factors play a bridging role in overcom-
ing technological barriers and enhancing trust; and deeper drivers reveal the essential drivers of
older adults' behavior. This paper provides theoretical support and practical suggestions for e-com-
merce enterprises to optimize the design of age-friendly platforms and enhance user experience,
and for the government to formulate digital inclusion policies, so as to facilitate the high-quality
development of the “silver-hair economy”.
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1. 5|8

FEANOZRAERT, ZFEANX—BAHSEZBAANTMEML . Hae N RSN E RIBGH A A5 1 o8
Gt s, #2023 4K, 60 & &ULEZFEANFEILR 29,697 5, HEADR 21.1%, H 60 & LL
FZENGBANTN 21.1%, H4 60 5 LA EEFEN G ANTW 173 Hd, 65 5 KL ERZSEANA 21,676
i, HRANOR 15.4%, ZENDOFHFLIER] 22.5% [1]. SULFEB, ZERARP) B BMNE KT B E R
Fto BiE 2024 6 H, RE 60 & KDL EZF MW RMABIL 1.57 12, N REAER 14.3%, X—GEIHH Y
T 60 & K UL EZE NI 52.95% [2]. XS R0, WEZHEN OB FNS 5L RS,
ZAE N RN UL B AZ O I BCEAL 2 o B S B IRE R G A T “RRETT” X —H
Rk, o WA IY) oA N AR TS 0 B B G 4 . AR B I M R AT AN
THATIR AR Z 5N H FE R, 22 EERERMLGEERW, ORI, NG, 3
Bl “FE B LR 2SR5 55 . AR, ZERRN NS N IE S — e g R g ER, K&K
BA SR 2R RRR R . AT R 2R T — 4R, =5 2 R 2 0 3 0 2 08 1R
RGP, T LRI 5, AW T DRSS B AL (ISM) A 7125, BT 2 EETEAR WX 45 W AT 9 11 22 4k 55 52
e DN 3R AT RGeS @A AT o SR S e R R R R S S IR AR, IR O DR AT R AR
PN, e FRE R B R AT R AL IR S RE . AWF RAMUAE N TR S5 P R E K
RSP & 5 RGIEMEES %, B NBUGHE (R 2 F R S 5 NBUR T iR KR, MmiBh ) “@RK
07 MR ERE.

2. ZERFMEWMIT AR WERNOHEE

WEE aEE BB IR S 25t EN MR, BERRARE T Ha D B E S, g
N AT N I B 7o SRR, BEXT AR B E K s L 1 20 B5 3R S A S 45 (R it
FRWMATT, REFFA DRI T2 4EWH R FH AT AR, BN HIRAE T RS Bie At 818
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N3] Q02 R TN, ZH N MY FIZ 0 SIHLIRE B X 8 3= a2 # R, 1
1] T FH 0 267 65 SR 58 E AU B AR AR I 3 3588 Collins 55 A [4] QO1DEFRH, oL RNE
W RPREA BB, X — W AE BRI A3 3] T AR BRI 4% 5] (2022) 1 SRESCRE, Al
R EFIEZRE G BB TR E WL . BT T M IRy, WHERENE . M
Lo R 2z VR DGR B i T — MV 2, X R T R AR AR I MR A TR OR ZE R AR, AT
(1 9 28 TP A7 Nt 52 1) 22 L AMEIR R W20 . M20aE[6] (2024) 31, EARECFEH AR N EZENIRLE T W
2 VU W) P S e AN ) S5, (SR VE A A R B B A 35 A2 A A ) R AN 1 59 T A TS AT R, B
KT IR FCFHEAN[T] (020) IR TN — DR, BB HAL . FRBE S HE S A e AR 76 7 X
S5 AR R 3R AE 25 G R R 2 AR 2 8 I 48 AT o AEAS RS D 0, BEAREE A M AN AR s S
RS E MBI EZ N R . a5 A [8] Q024) MW Fe P, ZH NAEBORE NI FE
FEE AR B e 53 () SR, TR — R B, XA B T &A1 OB bTE, A E RS G

AUE 0o JeAh, H RO BN FBIE L E MR IYAT N R IR RBIEH . &SRR, Wx
PR BB, X2 2 e K IR B B IR g o I DA A er A 0 SRR DA 2
B4 KU RIVaIIRES, W REE BER T & 45 TR 38 1O =, 3 — DR A T X AT . TEXRT R
HOCHER VR I A b, AR SRR A I H 10 TRUSH M 22 A X 28 D D8 BRAT AR AR DG M s I R 2, E
SRNRZE: BEHEER, HARKE., SAEREAESEE. Hd, BRRLEG3AEE, GF: A+
PETR R B e R DR ORI HARE R 2 ARE, B BARERMELETS 24K,
WERFEILH 2 ANMHE, O BORSCREATE AR R A, 2 RRILE 3 MR, B AR,
gyt At 2T H, WA 1.

Table 1. Influential factors of online shopping behavior of the elderly group

= 1. ZEEENEEIIT RN MER
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HARHZE
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BUR SRR Se

WA &
T B SR IR R S
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e ER AL So
e H S1o

3. ISM R HIIRR K2

BRI, RIFK ISM, R R 2R K AR G4 M) rl REEAT A AR B RO T T3 o IR A5 22
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HIAT NN R AR D, HALZ MR 3 BRI, PRI, ASCE I 51N RR MR AR 7347 35 A3
Z IRVER) A FE IR 2 R B A

SR AR A5 MR T (ISM) 70 AT 8 SERE AR IR 28 AT N RE R 3R, B AR RO DL 3 . ISML RS AR e i 2 7k
R, RERRGTHZRRRAENMN, #rSEREKAEZRMER R £, ZF
REURI I 28 JUAT N2 R 2R B M PEMEAE 224 ) . o BRI (B H e A BEIR L) LA I
JRIRBN (0 B A TSR AL H) 2 AER R (LR G M. 5 H A B D5k Bl A 0 # s a4 5 RE R
FHEL, ISM AL ENS SR N 3R Z 1R R 0GR SO IR e, WA S B K B DR 3R B AR AT S R IRBE 2 I
R B, RN Z A e AT OB A B S BhAh, ISM R S e g dd ] SRR B A O 2
1, H B I (e SR SR Z S R (I B BRSO AL &, AURBL T RIER R 858 HAR
AL, 3EsEAe TAT NS RGN k. ML AR ST i, ARG AE T RE RN S AR S S AT R R
NRME SRR B TR SR AR T [, ISM ARG & A HE T A R 4 A A
B, E T 245G PR R N o R, SRA ISM BB R AL T 36 2 4 B4 W 28 WA AT A (¥ EE AR
WA ARG RIETRAE T RHEA U SE S .

3.1. HEREST

1) AR . A AR % KT B AR, TE AR AR5 B LA B SR R &
ZIAIFH SRR RIAT T, TESLHERE BT TALEERE 4. ITRIERN S, FIREN S, & SixF S A
i, WA “1” Fows &S S Tm, M “0” #x, Wk 2.

Table 2. Neighborhood matrix of factors influencing online shopping behavior in the elderly population

2. ZERFMEIEYIT ARR IR FBIRER

S1 S2 S3 S4 Ss S6 S7 St So S1o
S 0 1 0 1 0 0 0 0 0 0
$2 0 0 0 1 1 0 0 0 0 0
S3 0 0 0 0 0 0 1 0 0 1
S4 0 0 0 0 0 1 0 0 1 0
Ss 0 0 0 1 0 1 0 0 0 0
Se 0 0 0 0 0 0 0 1 0 1
87 0 0 0 0 0 0 0 0 0 0
Ss 0 0 0 0 0 0 0 0 0 0
S9 0 0 0 0 0 0 0 0 0 0
S1o 0 0 0 0 0 0 0 0 0 0

2) P ATKAERE . S5 AARESEN, AR (4+ N) T % (4+N)" =(4+N) =R,
FERE R /e SR RE 4 Bl A M . MR A /RIS SRR, 18 H] Excel X rlIAREFEREAT R AR, W& 3.

3) WIKAHRE RO Ry IR TIAERE R, RG] ABIE SAT SN REA T R(S,)» BISEATH:
W ABA B ST ERES R O(S,), BIEEE: T 55 EEEINES A MI(S,)=R(S,)nO(S,). ]}
S M1(S,) BRE BB RES L ={S,.5,.5,.8,}» M LI S ATTRITA BT HAR
R SN BEAT BRI, AR R L, ={S,,S,}» BB L ={s,), BWNEHL, ={S,}, &
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HRRL =S, FNRBEHL ={S,} . WIEL4TER(S,)=R(S,)nO(S,) T EEIEEZHHER L, If
W FC P AE ROAT AN B REAT BB, R BRSNS BN A ERBATE R . TS - ERE

L= {Sst’SwSlo} R L, :{SS’SG}

Sepe

BANER L =S}, W4

Table 3. Reachable matrix of factors influencing online shopping behavior in the elderly population

% 3. BEEFMEEITRRIRNNE R ANARER

VBRI L ={S, ) BWRS L, = (S}, BIRH L ={S,}>

S1 S2 S3 S4 Ss S6 S7 St So S1o
S 1 1 0 1 1 1 0 1 1 1
$2 0 1 0 1 1 1 0 1 1 1
S3 0 0 1 0 0 0 1 0 0 1
S4 0 0 0 1 0 1 0 1 1 1
Ss 0 0 0 1 1 1 0 1 1 1
Se 0 0 0 0 0 1 0 1 0 1
87 0 0 0 0 0 0 1 0 0 0
Ss 0 0 0 0 0 0 0 1 0 0
S9 0 0 0 0 0 0 0 0 1 0
Sio 0 0 0 0 0 0 0 0 0 1
Table 4. Results for reachable set, prior set and intersection of the two
F 4. AMER, RITERMERELER
R(S) o) R(s,)nQ(5) 2
Si S1, 82, S4, Ss, Se, S8, So, Sio Si Si Ls
S2 S2, S4, Ss, Se, S8, So, Sio S1, S2 S2 Ls
S3 83, 87, S0 S3 S3 L
Sa Sa, Se, Ss, S9, S10 S1, 82, S4, S5 Sa L3
Ss S4, S5, Se, S8, So, Sio S1, 82, S5 Ss L4
Se Se, S8, S1o S1, 82, S4, Ss, Se Se L
S7 S7 S3, 87 S7 L
Ss Ss S1, 82, S4, Ss, Se, Sg Ss L
So So S1, 82, S4, Ss, Ss, So So L
Sio S1o S1, 82, 83, S4, Ss, Ss, Sio S1o L

4) MR o B IR IERE IR R 7, AT AR 2 R BEAT A 1, HETT R R AR

PRI R ITIDAT RN R 2R R S R AR, ] 1
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Figure 1. Explanatory structural model of factors influencing online shopping behavior of the elderly group

B 1. ZERHAMEIRYIT AN E R R R RE

3.2. BB

R REL MR R ST ol 1, 10 ANFEMESERER N K IWIAT NI R SR — A 6 JRITBE R S8 %
RGBT R Z AR Z2 A AR 1, BERS 2 1T TR A0 (1 R 2 SR AR X 28 WP 4T D9 2 Wi DR 2R 22 TR A F AL
H, PLIE R 4 AT LS B LU R 458

3.2.1. REZWYH I B Rt

RIZGIYET S L NN IPAT NI E M, R TR 5 E AR 2 At A Ty
Mo BHE AR T G 10 5 T S E R A S 0 AL, B9 F &2 BN S
EH P RAER AT E R, W AR TR SHFEN, FERetEE N mEE TN OER
2, WSS GG AR, WRA R R 85I RRNE R e, KRR
R55 1 Je i 5 R o KT R B 1 R AT {5 G T A BR BEAR AR B, AN RE RS PR Z AR NN
LTI T TR, IR RE R E W B2 55 518, TN EF 9 i KA WA 1456 o

3.2.2. RAERHRIEAR

A Z R KRR LN IEYAT bR s R, RRIZE0 528 WK E B,
FEW KGR ST AEREIRIL . BORIPR ST SCRF LA S USRI EN DA J7 T« B AR i e 2 4F
NGB X 28 T i 1) S B A, HARSE N T B e s 5% . (g BRI %o 22 45 N X £ i 45 0
PSR = i e, (g R R 2 R NS T2 2R 207 e BURMER (58 36 02 4E N 01l
TR AT SRR, AT PR BGE R R SORVE RS 4%, IXHE R 2 NGB HEE L
TH T RS BN AR 20 IR 3R, TSR A 2 45 A AE O Sk A2 r T I, BPE PP AL VB A KU . AE X S A [A]
RHFEFEMER T, ZEE TGRSR D TR S 7 Sk OB, ST IR .
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3.2.3. REREIA#

LA NMBIIIAT AR IZ RS W AZ S 7 HAT NS R AR RN R, EEAREEEMEH
Ry BTFFRGANM SR HEZRER . B BT R T ZHENAEN g h S AU m R, X
TR B R AR T AT AR, BT IS 5 B 0 B A R R K . GBRIR LR E I
U2 P 5 4 N T 2 it 0 RV 0 (A% 0o 6T, JHCF S £ AR ot P03 0% B 32 3 S T (R i o 5 b e et
M3 HAR NI Z A I E A R s, ACER S B AL E B T ZE NI TR, B E
FERE Lo T IR R I S s . = RIKEh R FIER, JLRIMRL T Z4E N MEIAT R
BB SIRIZIRSN 7.

4. FFREW
4.1. RUTFESRSRT, EREENEE

R ST G NS REZFEH IR, @I it 5 iR RETH LMK RS . 575G, 1E
TEB T, NSRRI, SRR A TS0 USSR IR RE, DR RE AR
BEMS ANV IR . R, AL SOATRE, D IR, BRARBOR G T4, B R IRIE L 2N
BRI ok, DhRetiteTrmm, ~F&Mas& N TR REOR, b - El i, W &2
FENFTOREEACRT AR i B IRAN RS BEAh, 6 AT ARG E A IR (i R it A R 55 B e »
SRl SRR R S oy 58, FBhZ Py ERGER R v i AR 55 . oa, fERES %a
OREETTH, Nt — DRSO 2 e it FRRL ORI I, JFmOR 5 5 IR S5 O BRIE I N, K I A AT fE
DU IR AR, AT E SR AT IE — >4 ARSI IIA BT . X2 AT R T 2 2 P IO (S AR
AR, 1G5 A 12 5 A TP I R o

4.2. BABFHREEZI, BHBEHERER

VRl PAE S YN =Y 65 a7 N S P o PN (0| 2 S S YA NCTE B 6 P S b 1 BV 2L M
WHIZ T NEREARN B TR B, KT UAZUE ML T, ZE2 5 N R B R AR
PG A B, WA TR AR A AR R TR, BB BOR (R0 B A, S ARATTIZ A R
TR LK SRR ER AR AP, MBS TFIETET, W EANERCTEOR R,
RAMRES T EENKBORIIERIREST, IERERG SR ATH B A5G, ARAATTIERSE 21 S RE B A 155 5% ATSZ
fio WJa, WAL & TSN EMAES, TR &M ZERIR, BOEZFEN BN TE A E RS
B SR KRR R IR SR A TR B T, AT DA R AR R AL R 2 I v (R 2 XU
H DRARATR WP A 36, BE N 22 S ROUR o X, ZAERFARE A Tt 2 B E S 51 d, =%
TEEE 28 AP IRSS, AT HES) “HRRETE” M RR JE .

43. MESREMYES, MIRBERREE

U AL N T EE, N EFERAAIE DN EMER . KIFRWEYIAAE:, s “HRRaT” K
BeR . W5, BURNTEE T BB RYERL, NSRS & 48 A B s A ORI, 43R0 2 2™ i T T %
VAT XT 2 R M 2R VEIRAT N, B STIEMPE R Z NI P 24, lE — %4, WEERIEY)
B, K, MR R B TGN 2 AT RPL AT 6, BUil2FE NP iR b 7 Y45
AZCAT, A BIALAS DR SR L) SRR A A R R AR A, AR AU RENS AT 2 S
P, IEREAEAE X L R AR, IRTHAYIR IR B 2 R, AL NESHE R 2 E A
FENII LTS b LR RILETES), R S SRR fhe £, WA M RS, JF
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e AL R AN A I 2 S A N R0V B e 0 AN I 4 ) R B o X B R A B TR TR AR T
SE5RSWHEE, fish “RREH” AR, IT1EE T EMEAE T H 5.

44. MR ESHEARF, WSEMEFAFER

9T TELE M L AERE PR AL R IEREAT I B SCALHE SRR S5 T = T T AR«
B, S A KM TR AEBOR, SEIIE R G AR B (NI SIS TR AR, RV 5 4R EH SR,
IS DR B Sk . HEK, FRIRBE SO LB FE, 0T R [ 40 T 2 A DT o i 2
PRI BT S 528 5 AIERCTEIR S R ITO Medi . B, R HL X 4 L AT B (AT e R
PUMSS TR AR M X PR P T A S SR A Pl . R, BT AR S A5 R, sk
TR 6 B S BOR SR, HEHM R & E AR bR ToR MRS, W AR . DR ST
B BN TR RECRE, SLRTERE  RRR RE, M) R (AT
R
5. B4

ARSI T ARSI RI(ISM), FIE T B REA I AT NI 2 e ITHESE, S8R5 1 AT N IE
RAKINTCREWIR R DRI, ZENNBTAZRIZER . T EZRMREIE) ) = KYEZ
. RZAWOIEREATTEEAEE 2 e, EIRIUE T Z2FNX MBI & M2 S . 8
FER BRSNS (A2 DA BE AR 7 BORTIME, 998 72 ANBERMS 5 EE. TABRRNES 7
E EREIRIL. BORSCRR KIE B S, M 58 NAE TV R h S IR BRI RE /1, IR 5 Hon -1
B IFEES RAFENE . WZIE AN B R, St 25T, § BRI EZE AR
AT PSR TP ORF 2R HE 77 AE A ELNINGE 1 225 N AE R ER I o ) A s S5 3

AW FAEER B T EFEHRET AT EARNER, R T HAT A 2 5 R, TRk
TR EERAR T USSP B . Ak b, VTR S et it =72k
%, CARBUR R RE SCRF 2 AR AT I BORR L TR0 . AR TN 45 & R Hde o M 5 3h &S4T 0 i,
IR QR AN & SCRAAEZ S N AT P K REE L . RIS, 25 SOARIES X3S0 LERIE FURs A7
B FHR R ARG ZE NN IWIAT RI3E S E 57, 80 “HR Qs Bk A Sl E R A -
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