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Abstract This study investigated to explore the broadened concept of the subscription service market
and categorize of the subscription market and its consumer behavior. We examined the satisfaction of
the service users and the reasons for terminating the subscription. Survey respondents were 443 people
in their 20s and 30s, who actively use subscription services. As a result of the survey it was found that
users in their 20s were more satisfied with the overall subscription service than those in their 30s, and
that user's residential areas were evenly distributed regardless of metropolitan area or
non—metropolitan area. As a reason for the cancellation of subscription service: the lower the novelty
of subscription, the less personalization tailored to consumer, the lack of feeling self—growth while
using the service, and the more termination is made. Our findings have magnified the understanding
of consumers behaviors in the age of 20s and 30s of using and terminating subscription service and

hopefully be used for future studies of subscription services.
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Fig. 1. Categorization of Subscription Service
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Table 1. Purchase Preference [18]

Type

Questionnaire

Conspicuous

I am sensitive to trends

I find unique products attractive

‘New’ product is important

Well—known brand label is important

Reputation from friends or internet is important

T use internet to find about cheapest price of the

less function

) product
Active .
I shop to actually see the product and to bargain
for price
I buy what I am going to use
Economic

Cheap price is more important over having few
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Table 2. Demographics Information of Respondents
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. freq. percentage . freq. percentage
variables type (person) (%) variables type (person) (%)
Male 222 50.1 20s 216 48.8
gender age
Female 221 49.9 30s 227 51.2
Specialist 54 12.2 High school graduates 47 10.6
Office worker / manager 198 44.7 University student 74 16.7
education . R
. University graduates 283 63.9
Service/ sales 46 10.4
occupation | Manufacturing related 16 3.6 Above master’s degree 39 8.8
Student 87 19.6 Single 333 75.2
: . marital | Married 108 24.4
Housewife 13 2.9 status
Etes 29 6.5 Etcs 2 0.5
Below 1,000,000 won 109 24.6
Seoul metropolitan area 265 59.8 1,000,000 ~ 2,000,000 won 37 19.6
. income 2,000,000 ~ 3,000,000 won 164 37.0
habit
area 3,000,000 ~ 4,000,000 won 48 10.8
Non—Seoul area 178 40.1 Above 4,000,000 won 35 7.9
total 443 100.0
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Table 3. Regression Analysis Result

Dependent Type 1 Type 2 Type 3 Type 4
Variables Satisfaction Satisfaction Satisfaction Satisfaction
Independent
Variables B B B B B B B §
Gender(Male=0) .014 .012 .095 .082 .034 .026 —.069 —.058
Age
_ 30s —.017* —.152x% —.001 —.010 —.003 —.022 —.038* —.343%
Demographic (20s=0)
Variables Income | 4.038E—05 .016 | 6.834E—05 .022 .000 —.049 .001 .269
Habit Location -
(Non—Seoul=0) .030 .025 .008 .007 .020 .015 .013 .011
Conspicuous 102+ 127+ .056 .075 .091 111 .200% 279
Purchase Active 179k 1814+ 272kkk | 283wkx 118 .096 072 071
Preference
Economical —.021 —.027 —.043 —.057 .108 116 .028 .031
Hedonic .003 .003 .160 155 —.123 —.110 185 181
Subscription Utility 074 074 116 113 091 084 .080 .088
Reason Growth —.031 —.038 —.024 —.030 -.071 —.083 —.032 —.038
Quality —.024 —.030 —.141x% —.179% -.019 —.023 —.002 —.003
R2 (Adjusted R2) .08 (.05) 12 (.07) .18 (.05) 18 (L05)
F Value 2.34™ 2.32" 1.87 1.42
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Table 4. Factors on Unsubscribing
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Table 6. Type 2 Unsubscribing Factors

Type 1 Type 2 Type 3 Type 4
Personalization 3.35 3.47 3.56 3.59 Gender t Age t
Newness 3.59 3.42 3.48 3.79 M | F 20s | 30s

Choice Options 309 330 3.46 3.39 Personalization 3.60 | 3.34 | 1.305 | 3.30 | 3.63 | —1.703
Price 3.70 365 338 3.68 Newness 3.56 | 3.28 | 1.446 | 3.21 | 3.63 | —2.281x
Seli—Growth 318 317 346 3.66 Choice Options | 3.42 | 3.17 | 1.266 | 3.06 | 3.54 | —2.460%
Complicated i Price 3.54 | 3.75 [—1.222| 3.64 | 3.65 | —0.069
Payment Method 308 529 598 521 Self—Growth 3.33 | 3.02 | 1.497 | 3.08 | 3.27 | —0.936
Pagg:gt“ﬁt;dho o | 321 | 328 |-0369] 3.08 | 342 | -1.820
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Table 5. Type 1 Unsubscribing Factors

Gender Age

M F ' 20s 30s ’
Personalization | 3.35 | 3.34 | 0.063 | 3.31 | 3.40 | —0.766
Newness 3.62 | 3.57 | 0.367 3.60 3.59 0.069x*
Choice Options 3.13 | 3.04 | 0.631 3.04 3.15 —0.785
Price 3.66 | 3.74 | —0.643 | 3.69 3.71 —0.156
Self—Growth 3.33 | 3.12 | 1.484* | 3.28 3.15 0.894=
Pag;‘:r‘]’thcl\j‘[t;fwd 3.21 | 2.95 | 2.018 | 2.96 | 3.23 | —2.007
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Table 7. Type 3 Unsubscribing Factors

Gender Age

M F ‘ 20s | 30s '
Personalization 3.50 | 3.65 | —0.542| 3.63 | 3.44 0.640
Newness 3.67 | 3.20 | 1.925 | 3.38 | 3.67 | —1.151
Choice Options | 3.63 | 3.20 | 1.565 | 3.41 | 3.56 | 0.271
Price 343 | 3.30 | 0522 | 3.31 | 350 | —0.721
Self—Growth | 3.60 | 3.10 | 1.648 | 3.38 | 3.44 | —0.218
Pag;‘::t“?\j[ftio 4| 347 | 325 | 0.902 | 3.34 | 344 | —0.408
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Table 8. Type 4 Unsubscribing Factors

Gender Age
M F ' 20s 30s ‘
Personalization 3.70 | 3.48 | 0.835 | 3.63 | 3.52 | 0.382
Newness 3.74 | 3.83 | —0.381| 3.89 3.62 | 1.144
Choice Options 3.26 | 3.52 | —0.998 | 3.37 3.43 | —0.212
Price 3.48 | 3.86 |—1.448«| 3.54 | 3.90 | —1.330
Self—Growth 3.63 | 3.66 | —0.091| 3.71 3.52 | 0.664
Complicated Payment| 5 15 | 5 95 | 481 | 3.43 | 2.86 | 2170
Method
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