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An Empirical Study on Customer Subscription Intention and
Satisfaction on Subscription-based Music Streaming Platform

Lee, Sang Hoon" * Kim, Seo Young™ * Park, Min Seo™ * Kim, Youn Sungmr

" Department of Office Manager, Suwon Women's University
“ College of Business Administration, Inha University

ABSTRACT

Purpose: The purpose of this study was to explore and examine the factors influencing customer satisfaction
and subscription intention in order to propose useful implication regarding subscription economy model.
Methods: This study adopts the extended Unified Theory of Acceptance and Use of Technology model
(UTAUT2) as the theoretical framework. On the basis of literature review, this study suggested 9 related
hypothesis. To examine the hypothesis proposed, the study designed surveys with 32 questions and 456
answers were collected for the analysis. The study adopted a structural equation model and path analysis,
using AMOS and SPSS programs.

Results: The results of this study are as follow: All hypothesis except performance expectancy and effort
expectancy have significant influence on customer satisfaction. Performance expectancy and effort expect—
ancy have no significant influence on customer satisfaction and facilitate condition is significant but negatively
associated with customer satisfaction.

Conclusion: Result of this study is expected to suggest data regarding subscription economy and customer
satisfaction for business with subscription model. In detail the result implies that highly sophisticated curation
system would create more customer satisfaction and subscription intention rather than how a sub-
scription—based platform is easily used. Moreover, curation system of subsription—based music platform should
function with high accuracy on recommendation in a creative visual form in order to gain comparative advant—
age while most platforms have built own curation service.
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S AR]20 A 9] 7913} AR 2 (Personalized Service)9t &3} AH]2(Customized Service)7} 112} ¥ 3 o
ojxof = dFgFS Atk UTAUT2 Eﬁég 2831 Aol A& Kalinic 5(2019)0] 78 qkZo] %4 o] &
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2o FRE M o o] g3 TAE T F 5/ wHS st Aok IR, AEAdE 5E 5o ~EY
ZAE tigh o] & Helshy] 913 54 BAHE HE B3-S HFHE Ao F 32709 T o] &85
Ak AEAE T8k W82 ofell <Table 2>9F 2t}

B A= UTAUT2 & @83t 753 o 2EYY FYEY] 1 NS 5 9w gig Maals
AsstaAl sivy AR wixe] Az F 45659 SHS TAd &8  dslen AT 4 AMOS %
SPSS &7 23S &89t} A WHoRE AgAT AR AE 7)o thare] UTAUTZ Aleg<do
A g3 A A (Structure Equation Modeling: SEM)¥ A2 45 A &3t}

Table 2. Survey Composition
Variables

(number of Questions Reference

questions)

Pertorman [ think the function of the music platform is excellent. Venkatesh V. et al.

E}e{ Ot i e I can quickly search for the music I want through the music | (2012)

(S)Dec ancy platform. o|A]2, A57H(2017)

I think the music platform provides various categories of music. Cheng Y. et al.(2020)
I think the functions provided by the music platform is convenient

Effort I think the music search of the music platform is easy. Venkatesh V. et al.(2012)

Expectancy Cheng Y. et al.(2020)

(3) [ can easily understand the description of the service provided g 1. ’

by the music platform.
Social People around me like to use music platforms. Venkatesh V. et al.(2012)
Influence People around me recommend me to use the music platform. | ©]*2, A&7+(2017)
pAR
) I will use the music platform that people around me use. ol 8, #eA(2021)
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Variables
(number of Questions Reference
questions)
I have the necessary environment (e.g., smartphone, Internet, etc.)
to use the music platform.
I have the necessary knowledge to use the music platform.
Facilitate - ) )
Condition If T have problems or difficulties using the music platform, I can | Venkatesh V. et al.(2012)
1) get help through various channels (e.g., applications, homepages, Cheng Y. et al.(2020)
etc.).
I can use the music platform in various environments (e.g.,
smartphones, PCs, etc.).
Hedonic I enjoy using the music platform. Venkatesh et al. (2012)
Motivation I'm always looking forward to using the music platform. Kalinic et al.(2019)
©® [ am interested in using various functions of the music platform. Alalwan et al.(2019)
I think the fee for the music platform is reasonable.
Price I think using streaming services on music platforms is cheaper | Venkatesh et al.(2012)
Value and more convenient (than buying CDs or certain music). Kalinic et al.(2019)
3 . . .. Alal t al.(2019
3 I think the value of the music platform is high compared to the alwan et al.{ )
cost.
b I use the music platform habitually. Venkatesh et al.(2012)
3) [ think it's empty if I can't use the music platform. Alalwan et al.(2019)
I often use the music platform in my daily life. Barata and Coelho(2021)
I think the music platform properly recommends the music I want.
I think the music platform recommends the music of a particular
artist based on my information (interest/preference/use history).
Recommen— I think the music platform recommends certain genres of music
dation (e.g., ballads, trot, etc.) according to my information | Alalwan et al.(2019)
System (interest/preference/use history). Cheng et al.(2020)
4)
[ think the music platform recommends music that suits a
particular atmosphere or situation (e.g., music that is good to listen
to when bored/exercise) based on my information
(interest/preference/use history).
Customer I am generally satisfied with the music platform. Kalinic et al.(2019)
Satisfaction I think the music platform is better than expected. Alalwan et al.(2019)
. . . Park(2020
©® I will recommend other people to subscribe to the music platform. ark( )
I am willing to subscribe to the music platform in the future.
ISnli]Ziiir(;Ir)luon I am willing to increase the usage time of the music platform in | Venkatesh et al.(2012)
3) the future. Barata and Coelho(2021)

I am willing to use the music platform more often in the future.
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Table 3. Demographic Characteristics

Variables Category Frequency % Mean StdDev.
Gender Male 139 30.5
Female 317 69.5
Age 34.50 9.04
20-29 164 36.0
30-39 160 35.1
Age Group 40-49 96 21.1
50-59 36 7.9
Seoul 139 30.5
Busan 31 6.8
Daegu 14 3.1
Incheon 26 5.7
Gwangju 16 3.5
Daejeon 10 2.2
Ulsan 8 1.8
. Gyeonggido 110 24.1
Residence
Gangwondo 13 2.9
Chungcheongbukdo 10 2.2
Chungcheongnamdo 13 2.9
Jeollabukdo 9 2.0
Jeollanamdo 9 2.0
Gyeongsangbukdo 20 4.4
Gyeongsangnamdo 23 5.0
Jeju Island 3 0.7
Middle/High School Attending 1 0.2
High School Graduated 52 11.4
= University Attending 54 11.8
University Graduated 316 69.3

Master’s and Ph.D. 33 7.2
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Variables Category Frequency % Mean StdDev.
Student 58 12.7
Self-employed 24 5.3
Employee 188 41.2
Education Public Officer 23 5.0
Background Professionals 41 9.0
Freelancer 36 7.9
Housemaker 59 12.9
Others 27 5.9
Less than 2 million Won 54 11.8
2-4 million Won 196 43.0
ﬁiﬁtﬂg 4-6 million Won 106 23.2
6-8 million Won 49 10.7
More than 8 million Won 51 11.2

HA JHS AER Y HAde 139502 30.5%, 482 317”32% 69.5%= L‘rE}
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TolME A H5E $l8) Cronbach &3k HS-& AASSITh A Agold St Adl sl 574

A SAE D& ThsAol WA delM dobie AL ofmsta 543 Ve

< A7E 0.6 ol ¥ A4S A=t Qlrka deet = gloh 7 S AR gl 0.7110

2 UERton Be W] AR 0.7 o g o et B oR FE AHEE
HQIoha o 4= 9lvk Al #4 Arbs o <Table 4>} .

o

Table 4. Reliability Analysis Result

Variables Number of Questions Cronbach™s Alpha
Performance Expectancy 3 711
Effort Expectancy 3 780
Social Influence 3 774
Facilitating Condition 4 .826
Hedonic Motivation 3 .828
Price Value 3 757
Habit 3 .858
Recommendation System 4 .885
Customer Satisfaction 3 .838
Subscription Intention 3 .854
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WS O)gk AP % 24 o]F WESo] ARTAE B $9819] Pearson A S AT RE B4
5 2He) AR aAlE B A+)AS BAR YehEer 0.01 oA frelatAl ekt A, =27) ), AL
A9, 52 22, A 571, /M4 &8, $3 FAA S BE 17 953 H(+) Ao fofst BAE 7
202 Ve, i D 5 ok gl A(+)Aoln frof gt ki AlzE S ek Al #4e A
i o} <Table 5>} o] =ZE Ut}

TR BE M-S Fstr] Aol 2 AARRIE P I wiklo] Bl T E A=A Hotetr] 9
4 Q915X (Confirmatory factor analysis: CFA)S A5} T]
oAM= A Hrp x99 7)5o] Eg® CFI(Comparative Fit Index), TLI(Tucker-Lewis Indes),
Squre Error ofApproximation)& &3l 282 AFLE Hrletdtt. 43RG 5 CFI #
I TLI #Fo] 255 B9 st $2 2ow B, ti=f 0.9 ojdo|H £ Agie® X uo] X}, v
RMSEA(ARL AP T Ab0] o] T3 ghe &5 £2 A= d4Hth RMSEA < 05019 o} &2 AL,
RMSEA < .08°]"1 %2 #3%=, RMSEA < .10°]" H-& #g%=, RMSEA > .10°]W v Ad=s vehdt
(Browne & Cudeck, 1993). Standardized RMR #+& 0.05~0.08 o8 @&t} df4d o] ©ith(Hu & Bentler,
1999). TEA A TLIE 715491 0.9 gk ZoH, CFIE 7]54¢1 0.920} %2 §h& 2k SRMR £3
0.1 oJstod Agtairtar & 4= g}, A& A =9] RMSEA: 71542 0.150 W2 kS Hglom, dubgo=z
[¢] VS

4
Fod ARES wol, BH 298y IS PP Ao BEHU

Table 5. Correlation analysis

PE EE SI FC HM PV HB RS CS Subs

PE 1

EE 740" 1

SI 517 481" 1

FC 4807 AT4v .339™ 1

HM .553% 537 .559™ .506™ 1

PV .356™ 352" .354™ 328" 494 1

HB 3917 375" .383™ 392" 579" 439" 1

RS .589™ .539™ 528" 392" 601" 468" 419™ 1

CS 576" 576" b75™ .334™ 669" 569" 493" 681" 1
Subs .483™ A79™ 525" 374 642" 513" .622™ .565™ 743" 1

#p<0.05, ##p<0.01
(PE: Performance Expectancy, EE: Effort Expectancy, SI: Social Influence, FC: Facilitating Condition, HM: Hedonic Motivation,
PV: Price Value, HB: Habit, RS: Recommendation System, CS: Customer Satisfaction, Subs: Subscription Intention)

Table 6. Confirmatory Factor Analysis Result

RMSEA
o df b TLL  CH Lower Upper SRVR
Value
Bound Bound

1146.386 419 .000 .900 915 .062 .068 .066 .056
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Table 7. Test Result

Estimate  S.E. B CR. P Result
Customer Satisfaction  <-- Performance Expectancy -.054 253 -.039 -.214 831 Rejected
Customer Satisfaction  <-- Effort Expectancy 269 178 222 1.508 132 Rejected
Customer Satisfaction  <-- Social Influence 165 054 175 3.071 .002 Accepted
Customer Satisfaction  <-- Facilitating Condition -.174 063  -.128 -2.758 .006 Accepted
Customer Satisfaction  <-- Hedonic Value .200 .058 212 3.422 .000 Accepted
Customer Satisfaction  <-- Price Value 231 .043 234 5.359 .000 Accepted
Customer Satisfaction  <-- Habit 180 044 199 4.053 .000 Accepted
Customer Satisfaction  <-- Curation System .266 .070 251 3.808 .000 Accepted
Subscription Intention  <-- Customer Satisfaction 956 .058 914 16.407 .000 Accepted
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