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A Study on the Factors Influencing the Satisfaction and Continued Use
Intention of the Subscription Economy Service: Focusing on Use Motivations,
Platform & Service Characteristics
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Abstract This study attempted to identify various variables that affect satisfaction and continued use intention of
the subscription economy services. Through previous research studies, individual characteristics and service
characteristic variables were considered together. Finally, use motivation, platform characteristic factors, and
product and service characteristic factors were classified and examined. As a result of the study, the motive for
using the service that affects the satisfaction of the subscription economy service was found to be functional
hedonic, and economic motive, and platform recency and convenience, economic utility, and perceived
personalization had a positive effect. Functional and hedonic motives and convenience showed positive influences
on continued use intention, while social motives showed negative influences. In addition, it was confirmed that
economic motivation, platform recency, economic utility, and perceived personalization showed a positive
influence on the intention to continued use intention by mediating satisfaction with subscription economy
services.
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Results of Hierarchical Regression Analyses
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Table 1.
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