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Abstract As a recent global economic trend, the subscription economy is rapidly expanding along with
the growth of non—face—to—face online shopping. This study tried to verify the factors influencing
online subscription for disposable consumer goods through behavioral reasoning theory. 344
questionnaire responses were collected through a survey in Korea and empirical analysis was
performed. As a result of the analysis, value of openness was found to have a positive effect on
attitude, reason for adoption and reason against adoption. Reason for adoption showed a positive
effect on attitude and adoption intention. Reason against adoption showed a negative effect on attitude
but it has no impact on adoption intention. Attitude showed a positive effect on adoption intention.
Finally price consciousness and quality barrier was found to the most important factors of reason for
adoption and reason against adoption respectively. The results of this study can contribute to
subscription companies establishing their marketing strategies. Future research can be conducted with

various subscription products and additional variables.
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Table 1. Sample Characteristics

. L Ratio
Categories necy (%)
(n=344)
Male 149 43.3
Gender
Female 195 56.7
20~29 29 8.43
30~39 75 21.8
Age 40~49 96 27.9
50~59 85 24.7
over 60 59 17.1
) Married 216 62.8
Marriage
Not married 128 37.2
High School Graduate 55 16.0
Educational University Graduate 228 66.3
Background Graduate Degree or
. 61 17.7
Higher
No double income 197 57.3
Double Income
Double Income 147 42.7
Worker 270 78.5
Job
No Job 74 21.5
Experience for Experience 130 37.8
Online
subscription No experience 214 62.2
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Table 2. Construct Validity and Reliability

2 7M1 A5 A3

= 5 5 2 al 2 0Jo o 3
o o || e [ =gm o] djst A= 2 EFo] SuEeS o
i | Qe F, ATRHNA AAG WEE 1) late
vor | s 257 S TS BT TR
Value of Openness z]]gj :2;1 .847 .875 | .700 E’f‘ég Zﬂ ;j]_}j_: 2] 2= ‘l"t‘ Table 494_ Z:_Lo] {iﬂ@&i :ﬂ%}
AT1 829 T APEE Bt
Attitude AT2 842 .852 812 | .591
ATS 700 Table 4. Fitness of SEM
All 841
AI2 762 Fitness X2 df p y2/df RMSEA
Adoption Intention Al4 740 1902 .885 | .607 Result 640.05 498 000 1.285 029
Al 745 Fitness | RMR GFI NFI TLI CFI
Al6 .829
N2 27 Result .047 1908 901 971 976
Convenience CN3 .806 .823 .864 | .680
R QbAl tg /M A% Ash, A 7= 28
: A Z~H] % ] H] A 3 22906 To= A
Price PC2 819 292 906 707 ] H ‘? 1 ] Oﬂ L To ]'ITQJI' EH—J—Oﬂ e}
Consciousness | pes | s | |0 (+)9] Qa2 vA= Ao 1o} 7p 1-13) 744
poi | s 27} Ak A A HSgol il ()2 o
SI1 776 B} L N 3 -
S " & pAE o BRIFe] 7M 1-2% A=),
i SI3 822 ol AeiATel QI P A |2l ek Ae
Social 904 | .921 | .662
Influence SIi4 848 o2 Azfolt}, 80|84 HEo A (4)2] RS n)x]
S T 3, ulggol i B (o] RS mAe qow
TB1 :782 E‘,]—O‘IE]Oi 7}'}4 3— 1 3—2 & ISR ZHEHQ q- T%o]%v_
Téifrlf;“ TB3 826 784 | 779 | 542 T-= o] 8-o%o H(+)e] F3Fe nx 71 4-1& A=)
e [ Hgon}, HSEgolf7h 5 o] golwel v ke
CV1 764 i
I e o = FAR o felahn el 7M 4-2= 7|2l o)
o1ce, - . -
Variety Cv3 715 828|892 | 591 ATl Qe sPgE AR e Bk AFteF e
CV4 801 Atolrt, Bk M5 o] &Ykl A (+)9] F3ks WA
— = e® geluo] 7Hst AREIr) leAll o
Quality - -
Barrier QB4 807 -802 839 | .567 §_ }_/\q 7—12 ﬁJ}*‘ Table 59/]' 7]'1:]' 7:]_']’*“ Table 594'
QB5 744 2,
Table 3. Discriminant Validity
Variable 1 2 3 4 5 6 7 8 9
Value of Openness .837
Convenience .263 .824
Price Consciousness .283 .566 .841
Social Influence 372 .349 .534 814
Tradition Barrier .103 .032 .084 124 .736
Choice/Variety .076 —.03 —-.02 —.012 .073 .769
Quality Barrier -2 —.08 —.04 —.05 274 402 §i58
Attiude .310 129 .328 .363 —.02 —.15 -.21 769
Adoption Intention .383 .106 342 371 —.16 —.04 —.24 715 779
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Table 5. Result of Causal Hypothesis Tests
Hypothesis Path o SE. CR p Result
First Order Model
Hl-1 Value of Openness — Reason for 0.407 0.038 5.158 0.000 accpet
H1-2 Value of Openness — Reason against —0.178 0.013 —2.080 0.037 accept
H2 Value of Openness — Attitude 0.212 0.064 3.048 0.002 accpet
H3-1 Reason for — Attitude 0.280 0.148 3.568 0.000 accpet
H3-2 Reason against — Attitude —0.191 0.508 —2.205 0.027 accept
H4-1 Reason for — Adoption intention 0.180 0.130 3.006 0.003 accept
H4-2 Reason against — Adoption intention —0.101 0.422 —1.618 0.106 reject
H5 Attitude — Adoption intention 0.616 0.082 8.669 0.000 accept
Second Order Estimated Model
Convenience — Reason for 0.606
Price Consciousness — Reason for 0.848 0.222 7.059 0.000 accpet
Social Influence — Reason for 0.669 0.182 6.961 0.000 accpet
Tradition Barrier — Reason against 0.294
Choice/Variety — Reason against 0.446 0.836 3.027 0.002 accpet
Quality Barrier — Reason against 0.905 1.200 3.315 0.000 accpet
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