creative
comimons

C O M O N S
& X EAlI-HI el Xl 2.0 Gigel=
Ol OtcHe =2 E 2= FR0l 86t AFSA
o Ol MHE=E= SN, HE, 8E, A, SH & &5 = AsLIC

XS Metok ELIChH

MNETEAl Fots BHEHNE HEAIGHHOF SLICH

Higel. M5t= 0 &

o Fot=, 0l MEZ2 THOIZE0ILE B2 H, 0l HAS0 B2 0|8
£ 2ok LIEFLH O OF 8 LICEH
o HEZXNZREH EX2 oItE O 0lelet xAdE=2 HEX EsLIT

AEAH OHE oISt Aeles 212 LWS0ll 26t g&
71 2f(Legal Code)E OloiotI| &H

olx2 0 Ed=t

Disclaimer =1

ction

Colle


http://creativecommons.org/licenses/by-nc-nd/2.0/kr/legalcode
http://creativecommons.org/licenses/by-nc-nd/2.0/kr/

T MElE Y AFE 79

N
N
=
L%
El
=
L%
(o

ol
of
e
A=)

20223 64



.
3

%
Ol% o WX+ 94

l

Al

T Az §35
bol /b

X

5
=

o

e
-

A
E
IH

—

2 v

o

i
o
.m.o
ﬁo
ojp
i
4

20223 64

TR

NF
o
o
g
4

o

u)Lte] 7

A

al
H

2

o
;o_l

&

o

N

20223 64



The Difference between Subscription Economy
Types and Product Types on Subscription

Intention of Consumer Goods

: Focusing on Moderated Mediation effects of Self-construal

Mina Kim
(Supervised by professor Seolwoo Park)

A thesis submitted in partial fulfillment of the requirement for
the degree of Master of Business Administration

June, 2022

This thesis has been examined and approved.

Thesis director, Yongcheol Hwang, Prof. of Business Administration

Junghee Kim

Seolwoo Park

June, 2022

Department of Business Administration
GRADUATE SCHOOL
JEJU NATIONAL UNIVERSITY



Abstract

The Difference between Subscription Service Types and
Product Types on Subscription Intention

: Focusing on Moderated Mediation effects of Self-construal

Mina Kim
Department of Business Administration
The Graduate School of Jeju National University

Supervised by professor Seolwoo Park

While most subscription services studies focus on online media streaming
services, consumer goods subscription services are already actively being
implemented in the market. In this study, the effects of consumer goods
subscription service types and product types on consumer behavior were
investigated, and the factors that mediate or moderate these effects were
investigated. The types of subscription services are mainly divided into three
types: Replenishment subscription, Curated subscription, and Access(Chen, Fenyo,
Yang, and Zhang, 2018), and based on this, six types of subscription services
are suggested in this article. Subscription services are divided into Purchase,
Rental, and Access based on ownership of a product or service, and then
subdivided based on who decides the product to be delivered, how diverse the
rental products are, and whether it’s online or offline. These are Replenishment
subscription and Curated subscription, General rental and Regular replacement
rental, and Online access and Offline access. This research concentrated on
Replenishment and Curated subscriptions, which are types of subscription

services in the form of purchases.



The types of products, whether it is Hedonic or Utilitarian, are one of the
important factors influencing consumer behavior(Batra and Ahtola, 1991, Dhar
and Wertenbroch, 2000; Hirschman and Holbrook, 1982; Kempf, 1999; Lu, Liu,
and Fang, 2016; Shao, 2021). In this article, a drug store’s Health & Beauty
item subscription service and a Super supermarket’s Food & Groceries item
subscription service were selected as Hedonic and Utilitarian products by
referring to existing studies(O’curry and Strahilevitz, 2001, Okada, 2005; Park,
2005; Lee and Lee, 2004).

Consumers can recognize boredom with the same product and attempt to
increase stimulation through the pursuit of variety by seeking something
different(Menon and Kahn, 1995), and shopping convenience and perceived
enjoyment have positive effects on purchase intentions(Cheema, Rizwan, Jal,
Durrani and Sohail, 2013; Park, 2019). This study tried to find out how Variety
seeking, Shopping convenience, and Perceived enjoyment, which were confirmed
to have positive effects on consumers’ purchase decision-making in previous
studies, affect the relationship between the subscription service types, product
types, and subscription intention.

Self-construal refers to an archetypal perspective of an individual's
self(Singelis, 1994). Self-construal can be divided into two sides, Independent
self-construal and Interdependent self-construal. The former is relatively
consistent with changes in circumstances, and the latter interprets oneself in
relationships and contexts with others(Markus and Kitayama, 1991). The types
of subscription services in this article, Replenishment and Curated subscription,
are different in terms of who makes the final decision for products to subscribe
to, and according to prior studies(Kim and Lee, 2015, Kwon and Mattila, 2015;
Qi, Qu, and Zhou, 2014), self-construal effects on consumer decision—making.

First of all, consumers’ opinions on consumer products subscription services
were collected through the pretest, and based on this, advertisement stimuli for

drugstore’s Health & Beauty subscription service and Super supermarkets Food



& Groceries subscription were produced. Subsequently, an experiment was
conducted on 822 randomly recruited people through Amazon MTurk. Experiment
2 (Subscription service type: Replenishment subscription vs. Curated
subscription) x 2 (product type: Hedonic goods vs. Utilitarian goods) was
designed between groups, and experimental participants were exposed to
advertising stimulation of subscription services were asked to respond to the
measurement questions of Subscription intention, Variety seeking, Shopping
convenience, Perceived enjoyment, and Self-construal.

As a result of the experiment, the interaction effect of the subscription service
types and product types on the subscription intention was confirmed. In addition,
as a result of examining the difference in subscription intention according to the
subscription service types, product types, and interdependent self-construal, the
interaction effect was partially verified. In addition, through PROCESS macro,
the partial mediating effect of shopping convenience was proved in the
relationship between subscription service types and subscription intention, and
the complete mediating effect of perceived enjoyment was found in the
relationship between product type and subscription intention. The mediating
effect of the variety seeking, which was expected to affect the subscription
intention, was not statistically significant.

To examine the effects of self-construal on subscription intention in more
detail, the analysis was conducted using PROCESS macro by dividing the level
of interdependent self-construal and independent self-construal into high and low
groups. On the other hand, in Replenishment subscription group, the subscription
intention increased through the partial mediating effect of shopping convenience,
and at this time, the higher the level of independent self-construal, the higher
the subscription intention.

This study provides three practical implications as follows. First, for the
performance of product subscription services, companies need to change the

types of subscription services depending on whether the supplied products are



hedonic or utilitarian products. Second, when the subscription service type is
Replenishment subscription, it is necessary to focus on the convenience for
consumers, and when the product type is hedonic, it i1s important to improve
customers’ enjoyment of shopping. Third, considering the results of previous
studies that showed the possibility of ignition for self-construal(Kim and Lee,
2015; Zhang and Shrum, 2009), it is possible to try marketing campaigns that
can affect consumers’ interdependent or independent self-construal.

This study provides academic implications in that it has verified the role of
factors dealt with in existing shopping studies through experimental studies on
subscription services, which are attracting attention as a new trend following
the sharing economy. In addition, the influence of perceived enjoyment and
shopping convenience, which have been studied as important parameters or
regulatory variables related to shopping, was expanded to consumer goods
subscription services. On the other hand, although the moderated mediating
effect by self-construal has been significant, it seems that follow-up research

and sophisticated interpretation of the description are needed.

Keywords: Subscription, Replenishment subscription, Curated subscription, Hedonic,
Utilitarian, Self-construal, Variety seeking, Shopping convenience,

Perceived Enjoyment
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& ¢ lomg Fuf oro o] F3F FujgE FAFEY fatte AT
A3 o, o] Ao Fruf ot Aujat FF oS FaF =il
FAH AL oA th(Juster, 1966). =gk, thdst viAR AFE F3 7Hf o=
o g FAHL s oF FEAS AR dnke el dFEHL U

(Brown, Pope, and Voges, 2003; Jamieson and Bass, 1989; Stapel, 1971).
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T ] &=(Purchase Intention)= &H[AF &5 ST 5 U= 8JozA £
H[2L 7L Al Fietar AbgstE = Alda RV e deE S e e
A& omghh(o] 3 =3 20215 Engel, Blackwell and Kollat, 1982). + -0l
M s MU= Fd3 Al o] ARAE el oW GFES v A=A
dolr 7] A& 75 s AHE A . 5 MH|AS S FEoeR
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4. C}AAN F 7 (Variety Seeking)

‘_'1'
S35 FHA7]7] 918 Aotk (Menon and Kahn, 1995). Auv]x}e] =W
d AES HEHoz AYste AL ¢ ol MEFL HReA 7] W A
= 8-S #aA 7 Berlyne 1960). Menon and Kahn(1995)0] w2 4]

Az sl Aol dis) AFge dAsHA staL, AES A9 o ®17F gE2A

A4 Abol Auzkd Aol AbERA 7] wjZel] thA]l L fEel] ek AdE=rh
X

4 JtH(McAlister and Pessemier,

Menon and Kahn(1995)= 23 #7122 A 719 Ado=z 1yo Ad 7%

(2015)8] AF-olA &= A7]slAe] Hele] e oy F4+ 2
= M3E 7o AAE 13T Rohm and Swaminathan(2004)0] w2 =}

d
r
F
2
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5. &%/°| #2|4A (Shopping Convenience)

AurAel &%

- - -

o

r’l

o) de ol A} =9 Hefst
(Forsythe, Liu, Shannon, and Gardner, 2006). Forsythe et al.(2006)2 =}<l

ol A\ dYow o HAA, AF A, £go Lo, Ela g/
A&S vyt =3 Venkatesh(2000)= AF&2F7F AZF 3ol whel Al ~E]of
, A AR Aol did =AY a3 o A

A AL wARGG oldF A3t AATL L &£F AL ALE

rr

Aow Aol

[Da

N

==

AAshe Amol ueh ALg Ao Ho] JFL Witk AL

=
AARSELE FEe 23 F7] AP (Bellenger and Korgaonkar, 1980; Darden and

i
12

Ashton, 1975; Eastlick and Feinberg, 1999; Willett and Stephenson, 1969;
Williams, Painter, and Nicholas, 1978)%= 9. @}l st oA HxE Mele] HFel3h
7124 "Hgshs g2 tHRohm and Swaminathan, 2004).

oA HIAHE FAIShE A A= Algroly =¥ e] Hof Jhs o Fof )
2 v S A el skt (Bellenger and Korgaonkar, 1980). &3] <@kl &g o] 2%
el X7 FHsiAr] wigel] &Ee HeHdol Fad aavt o
(Swaminathan, Lepkowska—-White, and Rao, 1999). &z}¢l &3¢ A
AAEA Holup APFAA 28doz FEd 4 9= H g <93
gl &g g 7] FoE BS F AT (Rohm and Swaminathan, 2004).

MHl el ool Aulzs Ful wi ALg3 PBAE suAe] A D e

of

o u

Ao m Aoua, Muj=e] oAl H, AA, Ad, d9 = AL &Y
Hejol Aol EtA T (Berry, Seiders, and Growal 2002). H+3 A= An
2 Aot 4wl Ao mFo FFAQ Adol At HAN Lf Hele A
g Aot 54 e Heldolet & 5

¢tH Beauchamp and Ponder(2010)+= A&WR[A &3 ##ste] & HoA
(Retail Convenience)®] 74 &4= H Ao, A4 HogA, A AgA, 1¢

B oafe A Adsarh. P WIHS vt AuRelA H@

)
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HE (Perceived Enjoyment)

M= 7]

7482 (TAM)A A #] 2zt

5+ Davis,

<)

o

ol

Bagozzi, and Warshaw, 1992). Davis et al.(1992)2 #-&4 3}
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(HFA -, 2019).
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A7 BA 2 FE UL 2F, AF #F X FFE JE 29 BANA
Gy #7489 BIY F AFE 480 A=
Fge FYol}r

5. X}7| A (Self-construal)

1) A718 e A

A7V 2 A7INE ) EEH 7] ek ArlsiAe] s Bk ® s 426
A= A7 s &lsta 72 a7 vk z7] 71 (Self-concept)
olgh W2 omelA g JHQle] ApAlel whaf <14 st Ao Aok (Koch,
1959; Shavelson, Hubner and Stanton, 1976; Vispoel, 1995). &, 222 ‘WY&
Wb obd AH pAHE @ Ao AXsE AL oudt AV AEe
o AfA AR, A2A, FAA, A4 A7 Ades TrE 5 ArhMarsh,

1990; Shavelson et al., 1976; Vispoel, 1995). thA] @&l 7j¢le ~~g2E5 <14 &
uf, ZpAle] AAA 5 AR 2} e AS Azt tid AF3 A
54, EAA A DAsk=Ad digk AAA e, 28a Fe]A1A] ¢5hA

w1 EAZ AT e AVIVIE Y dASHA] 2 HUME vS ouw, 2
A& AAH oz Z3IA7|H A stAY, H7lel| s dsstA, Frtel w8
F3ottt(Markus and Wurf, 1987). #AH717ldE L 9524 7fydoltt(Markus and
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Wurf, 1987). o]&| gt o] = wiAR AFolA A7|7iE S 344 w33 &4 F
S

2t 7181 A (Self-construal) o] & 7Rlo] =p7] A2lE wiglRE = A A0 AHE
93k} (Singelis, 1994). Markus and Kitayama(1991)+= 59kl 3} A kelo] zhz)
A7 (self)ell thalj A olG A Aelstar enl 5 Folst=%], 5 384 (construal) st
Aol el dotr ] flal A7]el A (Self-construal ol 2t= 7Hd S =d A ot
AoleE adEY A7), Beld FEREeE ALY EAE sk AR
(self-concept), L83 A7] 2225 ol9DA Hojati ou|5 F-olste=Ad u}
2 A7]1814 (Self-construal) S &%+ Z/ldolgr & 4 Aok gA] waf, =7
dolgk JHQle]l BRlate] A SollA 7] AAlS oW A wigtr = WRolghal
Aole 4= At Cross, Gore, and Morris, 2003).

Markus and Kitayama(1991)+= A}7|8lA)o ZHA 2p7]s|da Fao)E4 =}
Z1eiA el 5 7HA] ide] EAgivs Ae Sl AsolEA AVINde
AAdH BAE AFxT Jidelar, 5HA ArIEAS Ees A wdAEes
%3k Jld ot (Singelis, 1994). %94 A7lsfa 3t G35 o)EA A7l A=
HiERA Q1 il ofyel A el sAle]l EAdt= 27]woltk(Markus and
Kitayama, 1991).

t}(Markus and Kitayama, 1991).
A5 EH AN A ol E2 AFES A7 A2l dis 2R €
A AZH o] 3 A7E el #A FoA Hou = Ao st F

Fol gk FEAEY Arly 2ol ke AFES A, U FTAN

ge d¥e Fad WACHS, A7, BE 5 Br 2% AWEGE, 4%, A9
)¢ Fzdte] Hats APl Atk FEBEH AN FFE B A4S, A



2 o AZHCross et. al., 2003).
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(Singelis, 1994). 594 A71a)4 G70] B 2] A oA@d A A2
o 278 ARAoR HAT Aol f7H7] W AF Fojel JJNE B
Ao o 7d] elEa lntk: A7) Ase] Wad NEE $4 DAY Ao F

. =] I~
Z3lE 7 U

o

Markus and Kitayama(1991)+= FHAEH v Eo] 7|EH oz 27] ARl

2 AQAol, Bl Fastel A AFS T 59H AN A
2 Btk 594 AN Sl B AFE U RTANTGE ARl
AWAS ), el Fglol ARHA A WAH SH(S1FH, 454, A

2]
A5 BWOEY REHE SACGHAR, Aol 2 5)S Xt @
Z otk (Cross et. al., 2003).

ML 222 digt #HE P&t
(Markus and Kitayama, 1991). ol&lgt oA 7lQ1e] XAH HA = 27
L, agal gE e 844 34
S AAD A71S Aot HAEEE 7127 Dk (Cross et. al., 2003).

A71Nd ol 2ul AR FEel FdFs vE Aol FA AEAA A7l

g A77F EAsteH, dvd 54, 5

-
o

Fzoll mAE dFel FeAY AGA A= &S Aolge FHE
Markus and Wurf(1987) 7HQ1¢] a5 A77/id s thE o2 acldd ¢
3 Aloks wrow ArUide] & e FAA Aes Tl AR =
WA= feval sl Bl A7 f#F2 5 7Iee Wsh A7
o] oj"l Fwo] " Zhesta AuAAA ] g WSt Ao} EF

A vl A Ariwde] A, AR A g4 AdE aea Ajle] Foixl A%
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AE 2447 £% AAAT
geAsh | 9o P S gAHeR 484 AFoletn Kempf
AgA | BASAAGU, AH AFolda SHSAAFUA? (1999)

Q) 7= 9=

TE e 2R AAE TE

o

A FBuES B T A¥A2E G535

12} &= AEZA, Kozup, Elizabeth, and Burton(2003)°] 7H%tala Kozup et.

al.(2003) =

Mukherjee and Smith(2017)¢] Aol % AFEEHAT F0 o=

(Purchase Intention) =% EdoA ‘Fuf'E ‘F5'oz2 WHyslo] ALEedh &

He 7 A==l 284 Ee/a8A Fe Ad/ohvtE a8A Ee A,
7=r- e/ A]d/ebvte a2 A)E SAHAY
(# M-5 75 o= 5IYEY
74704 EREY AT
L A AEE udd o, g Auas dvky
Tk A oAy t?
75 o% 2. ZAE BERE 18w, A¥AE =il AU | Kozup et. al.
st AA sy (2003)
3. FAE ARE uHT o 75 Aus HEE 1
7Hsd dnd fHuy7?
(4) v F7

Tk 2u AT AFE T A AR GRS FTEE AFY

(Menon and Kahn, 1995)3}3, Rohm and Swaminathan(2004)9] =

ol&stol YAE TH HE(A=vl5 FoeA &E, T=vlF TIT=

_39_



o L 75 Aul2E A8 Aot Rohm and
gopg |27 AvIaE e &g ge] | Al Swaminathan
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3) AdA= % dA

A& 2552 Bischof et al.(2020)2] AFolA A€d F1 AAE sty
AL Ak AFA ZAE EF =gl 2B 7143 ulAld A Au| A7

T2 Tstes AFer ST AAl AFs Farsto] ojmA|st Ade AA A
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AT 2%

B

W =o] AlF] %= Al4=(Cronbach’s alpha)’t % 9% 0.896, thdA 7 0.6
o) WMoy 0757, AZE EAG 084, FzEd A7HA 0785, SLH 2
A 069002 5 0600 o] Aoz et wald, B Ao AleE =

AETE 7+ PGt WA ARAe 2EQGTL T 5 Yo

N
kX

o
i)
o

>

AE FAGNSA vs. AgA) dal AW AR 719W BAAe] =
Mag AEAR, el sRole TE Auag A NG EA A6
7l 98 247 BRe BT =da 2Role A9 fuviAe] ¢
Aules B3 oW AT ARl A Fae] TRHAT, Kempf(1999)7h 7 utat
o) F= Aqulaz gAdoz J5H AToldn SHFAALUA, AL
AEon EQFANALUAYARE B35 34 78 AR AEA ~ 7 9
gA)E AT SPSSE BEW SARE 44 23 19F TAQe 7
= AH]22(M=3.09, SD=1561)+= A&z, =81 ~Eoe 5 AH] 2=~ (M=5.86,
SD=891)+ #HFAZ Z2E A 5ol &A= ATht=26.222, p<.001).
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3. 5 MUl2 R NAE 7ol 75 o= OX:= I

T AEE FE(ES 5 vs. T 53 AF FHEEA vs. Aol
5 ok mAE ZIE dotrRV] S A7 old  EAHEA (two-way

Anova)S AAEATE 24 A, 75 AMH|E fFP o] BF 5 (Mpey=5.336)°]
A FA FEMer=5.025)0llA4 Bt ] =& 5 9x=E JERa(FE(,
820)=11.067, p<0.01), AF FIFHF F5 o= o] FAdAME A=A
(Mhedo=5.418)8] 79 A& A (Myg=4.853)B.tF 75 o%=7t =A JgehFE(d,
820)=36.740, p<0.001).

5.5 - 5.5
5.4 - 0.4 - I
5.3 A I 5.3
_ 5.2 A . 5.2
@50 - @ 5.1
9.0 A I 5.0
4.9 4.8 T
4.8 T 4.8 T
Rep cur Hedonic Utilitarian

18 V-» TS RYA AE |Yd BE S o=

T AMHlE FH(EF 5 vs. 3 F5)3 AF FEEEA vs, AEADY
AEAEaR7F A=A dotr ] 9] ol EAFEA (two-way Anova)e A A
stk &

A Ay, F a9 2R AgdEda, dezgad =3 R,
818)=4.702, p=0.030.% o] 0.050A EFAA o=

A7 714, i el e o] s Muls fg¥ AlE 7E e AE
Agarh dupetar & ¢ vk 7 OOEA S MulA FEelA BE AE

dol A w 75 ojwr} wA GEo 75 Az §30 we) 2 4
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=7t g2 et FAA R AuRd BE oA A& ARt A
ek 5 o %=7F E= A WERSE AL (Miepsu=5.127 < Meepstiea=5.479),
A g AEARG HFAe i = g wrF A WERS = (Megrua=4.600

ol AgA A9

< MCur*Hed 5353) ZE—‘&]— 7<4
7 e Aent FE Au A

1o

th=

7] o

(E N-1> 75 MHA

[}
%

<a¥ NV-2>9} gol AE
of We 75 on

O

=

784 AE 7Y 29 d=FHE24

23 FE

o1

o AeolE AA B

DV v A F3 A= oA F F Sig.
FAH 2y 89.716 3 29.905 17467 | p<0.001
Zaps] 21146.851 1 21146.851 12351.088 | p<0.001
T ARl 7Y 21.262 1 21.262 12418 | p<0.001
aw AE Y 61.157 1 61.157 35.720 | p<0.001
o % FE A2
< SHAE s 805l | 1 8.051 4702 | p<0.05
o xk 1400.534 818 1.712
A 23543.444 822
S48 G 1490.250 | 821
1.h
h.3
5.1 ~ 5.1265
= - = [op
4.7
4.6000
4.5
Hedonic Utilitarian
A8 NV-2> 75 ANHl& f8d AE /Y 2t M5
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4. 75 MU~ 7Y, AF 7€ 4 AJsfMol 5 o=of OX= I

TE AHE GBS 75 vs, FH H), AFE FFE A vs. AE&A) B
drolEA AV (R vs. ER)ell wE 99 ApolE HT st

<G IV-2>e yehd E4REA A3E WY, ASo|EA AT o] =5
T5 W(Mgsc u=5.727)7F %5 W (Mpsc 1=4564) BT B 2 7% o= & Y
THEF(2, 810)=63.688, p>0.001). HH= A7|sjA FFo] w2 2nAEG 4359

=4 A7 o]l =2 avjAtl HlE] AAE HE ¥ 2 F8EE B

AE 83 FulEA ATl 27 el 45
UES=E(F(2, 810)=4.902, p>0.01), 7AH o2 AyrEH, <1

2ol AN FEeEH AN >

h

(E N-2» 75 Nol2 |¥, A 88 L 45EN AN 2 4ENSEY

DV IV A | AF= | FEAF F Sig.
TR 2y 303.549 11 2759 18836 | p<0.001
A7 20500.294 1 20500.294 | 13992.764 | p<0.001
ST 15.979 1 15.979 10.906 | p<0.01
PT 39.107 1 39.107 26.693 | p<0.001
RSC 186.615 2 93.307 63.688 | p<0.001
o ST = PT 11.007 1 11.007 7513 | p<0.01
ST * RSC 2.128 2 1.064 0.726 | p=0.484
PT * RSC 14.363 2 7.182 4902 | p<0.01
ST = PT * RSC 0.342 2 0.171 0.117 | p=0.890
Q5 1186.702 | 810 1.465
A 23543444 | 822
4 A 1490.250 | 821

Notes: DV=dependent  variable, IV=independent  variable, SI=Subscription  Intention,
ST=Subscription service type, SI=Subscription Intention, RSC=Interdependent Self-construal.
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REC-L REC-H

<38 V-3> NE 7YYL 43AEH AI6Y zte] 45HES Y

A F5  rrR 2AEA A YEFSG T (Mpeprearsc 174582 <
Mecurstiedsrse-1=4.629). WHH - AT o)E A 27)e)A] S50l WG e BE FE
AEA 75 e FH 759 HAEA 75 YREEY FolA e AEs I
T A Mpepsutierse 1-4.690 > Meyrutisrse 1=4.354). ol &gt A= FE o4
A7) Al o]l v Ag g Aulzdd diE o ok g AH]As {3
I AF FRol wet Gk 7 e Ths S AAMET

AsolEd AaN FEol e ASIAE <17 N-4>oA et nsl

2ol FE Mz §9 0 AE F3] e TE e xol} glof melnh
AE fdol AgAd A9E FuaAR Bast Jrd, o BF FHI T
gt FH FHRIMY T we] va 2 Fow wi ehbe AL H

& AT Mrepnitrsc 15765 > Meuritrsc-1-0.136). WeEkM 5= &3l 5

Al g8 FE o g wAe) dAETHA AoaAe] AE4eaTE
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SI RSC-L sI RSC-H === FRep

_Eur

4.8 B.2
4.7 4,829 = Ag30 B0
-
"‘1'-8 . -— " 5-8 7 “- 5-?65
4.5 - 4.582 5.6 -
4.4 5.4 -
4.354

4.9 5.2 - 6 136
4.2 . . B.D :

Hedonic Militarian Hedonic Militarian

(1 V- 7S Mol ¥, AE |Y Y MBZH AIHAY 2 45ASEY

TE s §R0E TE vs FH TE), AE FAGIA v, A8A) 2
=94 Aol Ao me TE omel A

o]
W, 598 A/ FEo] #2454 TE Just FolAE AL FAT F 9

’

THEF(2, 810)=27.229, p<0.001). B=3F, A& F33 SHH Arlefa e Fdoz8&=

o

A Hgs Fd g, 564 AT FEol =2 A AgAe

DV v Al & & Ave | BEAF F Sig.
T3 By 232.043 11 21.095 13.580 | p<0.001
E=g) 20334.075 1 20334.075 | 13090.524 | p<0.001
ST 19.235 1 19.235 12.383 | p<0.001
PT 37.956 1 37.956 24435 | p<0.001
ISC 84.592 2 42.296 27229 | p<0.001
ST = PT 11.016 1 11.016 7.092 | p<0.01
ol ST = ISC 4.854 2 2.427 1562 | p=0.210
PT = ISC 31.617 2 15.808 10177 | p<0.001
ST = PT = ISC 7.089 2 3.544 2.282 | p=0.103
SR 1258.208 810 1.553
7 23543.444 822
T4 A 1490.250 821

Notes: DV=dependent variable, IV=independent variable, SI=Subscription  Intention,
ST=Subscription service type, SI=Subscription Intention, ISC=Independent Self-construal.
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(18 V-5 75 MH2 8Y, A 7Y L SYUY AN 2 45XEEY

<E N-3>& AHRw 75 Aus 9 2
SAMeR Fomd AAYEAERAE FAT £ AATHER, 810)=2.282,

p=0.103). v HYHA A7aH FE& =& Faa 22 Jddoz Pt

< 75 s HAA N Mpepteansc 154629 < Meyrtteassc-1.=4.776), 28 A ol A
| 3 F5o vl =& A 9 E2E B AT Mgepuiisc 1.=4.833
> Mewsutirisc-1=4.448). 3 H 64 271814 0] =2 AgolA AT %o
Al B 5 AMulE 53 3P 5 oo ol= W oy AFE
of A&AQ AfddMe Bes 5o vl g=rF FH 5o v R
dHA o2 E=A UEFE T Meepuirisc 1=5.406 > Meyrsuirasc-n=4.450).

’
2
ofy
-
i

[

K

l

31 I5C-L N | ISC-H  ----- Rep
4.9 8.2 Cur
4.5 4,776 e 4,833
47 5.7
] ~~ 5.408
4.6 - 5.2
4.5 -
4,448 4,7

44 7 4.450
4.3 . 4.2 .

Hedonic Militarian Hedonic Militarian

(18 V-6> 75 AHl2 RY, AF |8 ¥ SN WY ¢ 4ex85
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5. Oy F+, £d9 #Hod % xZAE EH=0 <

g

o 7H 2 24

T MY FEol 5 o)k mx= G| gk 5 57 wEdE
A=37] 918l Hayes(2013)9] Process Model No. 45 Al&3lo] FEXENYS

2 A1t PROCESS macrog ©]-83%k o] 59 B BF dALA G5 A
H 2 Fe A% By 5% 4 58 AR 0 12 889, AlF

FE Aol AFAt AEAE FAUZ 0 12 JHsA
A Ay F ZYUF f9vE Aog #FaEda(E &3=-0.294, SE=0.92,
t=-3.213, p<0.01), A =Z7 e FAHRZ fFoug o= FAHAATHF
A & 3=-0.253, SE=0.068, t=—3.732, p<0.001).
5o TR AT FoR JPY vk F, &e] WA, A7tE =7

& R S7H 28 FAA w39 WPl R AR BAYOR Feoln

Al

7 =E oW &gl HoAdo]l AR mMERE Holve AR FRIEATHIT
=0.030, 95% CI=-0.126 ~ -0.010). Preacher and Hayes(2004)
7F A A vkel o] o] FIRAA 0L XFSHA Foerw i ANH A {FH I

™
kol
:ﬂ
o
o
3
Do
w
es)

|E=-0.062, 95% Cl=-0.126 ~-0.010

Shopping
Convenience

TE=-0.294,t=-3.213, p<0.01

Subscription Type
(Replenishment)

Subscription
Intention

DE=-0.253, t=-3.732, p<0.001

8 V- 75 MH[2 |4 75 =9 2A0AN £d #Holdol oS
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(E V-0 75 MH[2 |4 75 =9 2A0A £3 #Holyol oS

IV DV MV DE SE t-value p-value LLCI ULCI
VS
ST SI SC -0.253 0.068  -3732  <0.001 -0386 0120
PE
Boot Boot
Iv DV MV IE Boot SE LLCI ULCI
VS 0.001 0.005 -0.008 0.012
ST SI SC -0.062 0.030 -0126  -0.010
PE 0.020 0.043 -0.063 0.102

Notes: Number of bootstrap samples for bias corrected bootstrap confidence intervals: 5,000,
IV=independent variable, DV=dependent variable, MV=mediating variable, DE=Direct effect,
SE=Standard error, LLCI=Lower limit confidence interval, ULCI=Upper limit confidence interval,
IE=Indirect effect, Boot SE=bootstrap standard error, Boot LLCI=bootstrap lower limit confidence
interval, Boot ULCI=bootstrap upper limit confidence interval, ST=Subscription type,
SI=Subscription Intention, VS=Variety seeking, SC=Shopping convenience, PE=Perceived
enjoyment.

AE FEol 75 ool dFe v ul, 7] 2] WERE HT

7] 9l mbR A 2 Hayes(2013)¢] Process Model No. 45 A}83te] REXA

=
E §90 AA A AR BALS TP/ WA PE s
obtin & 4 itk olul, < N-5>0] AAE vheh o] 4 mas Tl
A k7] wiiell (A 23=0.027, SE=0.074, t=0.357, p=0.722), A& 1+

5 % zke] BAGA A4® 2A%e] ¢4 WAERE FAY 5 vt

IE=-0.479, 95% Cl=-0.615 ~-0.363

Perceived
Enjoyment

TE=-0.558, t=-5.885, p<0.001

Subscription
Intention

Product Type
(Hedonic)

<38 V-8 HNF R84 75 Az ZAOAM XzAE SHI s
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(E V-5 HNZF 784 75 oAz 2ACAM XZAEH SHS st

IV DV MV DE SE t-value p-value LLCI ULCI
VS
PT SI SC -0.027 0.074 -0.357 0.722 -0.173 0.120
PE
Boot Boot
Iv DV MV IE Boot SE LLCI ULCI
VS -0.008 0.019 -0.047 0.029
PT SI SC -0.043 0.028 -0.099 0.012
PE -0.479 0.065 -0615 0363

Notes: Number of bootstrap samples for bias corrected bootstrap confidence intervals: 5,000,
IV=independent variable, DV=dependent variable, MV=mediating variable, DE=Direct effect,
SE=Standard error, LLCI=Lower limit confidence interval, ULCI=Upper limit confidence interval,
IE=Indirect effect, Boot SE=bootstrap standard error, Boot LLCI=bootstrap lower limit confidence
interval, Boot ULCI=bootstrap upper limit confidence interval, PT=Product type, SI=Subscription
Intention, VS=Variety seeking, SC=Shopping convenience, PE=Perceived enjoyment.

6. Ap7lafiAMol ot =HEH oS

D) Az o4 ArlefHel o =dd vj7ia s

T5 APl {F3 I G5 9% Atolo wirfjwcle] uidt A3 oEH A7) A
a3E ASsH7] 918l Hayes(2013)9] Process Model No. 75 AF-8314
RE~EHIS AU B4 A= <F IV-6>9 YERG viel o] =57

AS Pt T 9% e pANA Py 2T, 2P Bely, A7tE 27

(E N-6> 75 Nol2 S8 FSolzo AN =M HASY 2NTY

Iv DV MV MO DE SE t-value p-value LLCI ULCI

ST SI -0.253 0.068  -3732 <0001 -035 -0.120
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R T e ot T
VS 0001 0.004 0011 0.007

ST SI SC_ RSC 0000 0026 0052 0.050
PE 0002 0049 009% 0097

IV DV MV MO EFFECT Boot SE fﬁ’gtl gﬁ‘é
ve RSCL 008 0009 0014 0023

RSC-H 0001 0006 0010 0015

RSC-L 0042 0033 0122 0032
STShSC pseen oo oo 0109 0018
RSC-L 0042 0063 0078 0170

P Rrscm oo oo 0075 0170

Notes: Number of bootstrap samples for bias corrected bootstrap confidence intervals: 5,000,
IV=independent variable, DV=dependent variable, MV=mediating variable, DE=Direct effect,
SE=Standard error, LLCI=Lower limit confidence interval, ULCI=Upper limit confidence interval,
IE=Indirect effect, Boot SE=bootstrap standard error, Boot LLCI=bootstrap lower limit confidence

interval, Boot ULCI=bootstrap upper limit confidence interval, ST=Subscription type,
SI=Subscription Intention, VS=Variety seeking, SC=Shopping convenience, PE=Perceived
enjoyment, RSC=Interdependent Self-construal, RSC-L=Low Interdependent Self-construal,

RSC-H=High Interdependent Self-construal

oo AF FHI TH o Atolo] wiAWG] e FEIEA A7

o] 24 a¥E #HE3H7] 918 Hayes(2013)2] Process Model No. 75 Al-&3}¢]

=-0.210, SE=0.065, 95% CI=-0.343 ~ -0.089)%}
SE=0.095, 95% CI=-0.835 ~ -0.462) EFolA =4d &37} xR} o= A
el W W mE TE A% o] A

AwE =7 Hol 75 ke ¥

A ANAY FE B
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(E V- A& R84 75 2z &AM H32AEA Ap|afir{e] =HEH mjHS

v DV MV MO DE SE t-value p-value LLCI ULCI

PT SI -0.027 0074 -0357 0722 -0173 0120
. L. Boo Boo
Index of Moderated Mediation Index BootSE LLC& ULCtI
VS -0.005 0.013 -0.032 0.019
PT SI SC RSC -0.041 0.028 -0.100 0.013
PE -0.215 0.055 -0325 -0113
IV DV MV MO EFFECTBoot SE f’ﬁgtl Sﬁ‘étl
Vs RSC-L  -0.001 0.005 -0.014 0.009
RSC-H -0.011 0.026 -0.064 0.039
RSC-L 0.052 0.039 -0.021 0.134
P ol SC RSC-H -0.030 0.036 -0.104 0.040
RSC-L  -0.210 0.065 -0343  -0.059
PE RSC-H -0641 0.09 0835 -0462

Notes: Number of bootstrap samples for bias corrected bootstrap confidence intervals: 5,000,
IV=independent variable, DV=dependent variable, MV=mediating variable, DE=Direct effect,
SE=Standard error, LLCI=Lower limit confidence interval, ULCI=Upper limit confidence interval,
IE=Indirect effect, Boot SE=bootstrap standard error, Boot LLCI=bootstrap lower limit confidence
interval, Boot ULCI=bootstrap upper limit confidence interval, ST=Subscription type,
SI=Subscription Intention, VS=Variety seeking, SC=Shopping convenience, PE=Perceived
enjoyment, RSC=Interdependent Self-construal, RSC-L=Low Interdependent Self-construal,
RSC-H=High Interdependent Self-construal

High Interdependent
Self-Construal

IE=-0.641, 95% CI=-0.835 ~-0.462

Perceived
Enjoyment

Low Interdependent
Self-Construal

IE=-0.210, 95% CI=-0.343 ~ -0.089

Product Type
(Hedonic)

Subscription
Intention

O3 V-9 HAF 784 75 oz &AM XzE EHI2 oiiS2ol oist

USoEH AIlslAe =HS
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=94 27| e] 24 g3E HAFsH7] 98] Hayes(2013)9] Process Model
No. 7& Ab&3ste] FEZEZS ANt &4 23, <3 V-8>o4 &<l
W= upeh o] HYH AU FEo] =& Aw FES 75 o= 3
AlA mi7iEatEs et &3 Aodd izt =4 337F S E AHIE
A2 9=-0.083, SE=0.036, 95% CI=-0.160 ~ -0.018).

r-Vi

(E V-8 75 MH2 R 75 =9 AA0A £d #Holdol oy

ot =2 =2x xyldirel =3 53

v DV MV MO DE SE t-value p-value LLCI ULCI

ST SI 0253 0068 3732 p<0001  -03% 0120
e MO s e
VS 0001 0005 0013 0.007

ST SI SC  ISC 0028 0030 -0089  0.030
PE 0007 0.052 0097 0104

IV DV MV MO EFFECTBoot SE fﬁg‘i gﬁ‘étl
ve [SCL 0003 0008 0013 0.022

ISC-H 0000 0005 0011 0010

o g g [SCL 003 00d0 0114 0043
ISC-H  -0.089 0041 0176 -0017

ISC-L 0013 0063 0106 0.142

osen oo oo 0110 0.158

Notes: Number of bootstrap samples for bias corrected bootstrap confidence intervals: 5,000,
IV=independent variable, DV=dependent variable, MV=mediating variable, DE=Direct effect,
SE=Standard error, LLCI=Lower limit confidence interval, ULCI=Upper limit confidence interval,
[E=Indirect effect, Boot SE=bootstrap standard error, Boot LLCI=bootstrap lower limit confidence
interval, Boot ULCI=bootstrap upper limit confidence interval, ST=Subscription type,
SI=Subscription  Intention, VS=Variety seeking, SC=Shopping convenience, PE=Perceived
enjoyment, ISC=Independent Self-construal, ISC-L=Low Independent Self-construal, ISC-H=High
Independent Self-construal
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High Independent
Self-Construal

|E=-0.08¢, 95% Cl=-0.176 ~-0.017

(1% N-100 7S AHA RYH 7S

A 2% 75 o= Abole] wiil
S H<53h7] $13 Hayes(2013)2] Process Model No. 75 AF§3te] FEAE
= AARE 23 AF FES 5 Y= 3 A wlEdSE UEde
Aol el mAlE HHA A7 2d a3s s ®

B HAE vivhe of

BA AN FEel we

Subscription Type
(Replenishment)

g3} 5w

Shopping
Convenience

Subscription

Sl

DE=-0.253, t=-3.732, p<0.001

AN £¥ EofHo
=3 ojfat

Melo] He =Y

Intention

A7)l 4 o]

rf'

, A

& 2 we SEel By
B oue zel 594 Al AN SHAHAT. A AAuY, =

] (7FH &£ #=-0.196, SE=0.063, 95% CI=-0.320 ~

o i S 2toff

I

o

)

1=> é‘é
o

79

N
Y

M

47164

-0.079)¢ =& wW(FFE 2 3=-0.666, SE=0.106, 95% CI=-0.886 ~ -0.471) =+ A|
E 3ol ASALFE A%E AL =% TE RS Eole AL ¢
& 9l
<E V-9 AS R 75 =9 AN ™ol #HoM U X2E EH39
of7HS2to] ofst SEA Xpo|sfiAMe] =& St
IV. DV MV MO DE SE t-value p-value LLCI ULCI
PT SI -0.027 0.074 -0.357 0.722 -0.173 0.120
Index of Moderated Boot Boot
Mediation Index  BootSE LLCI  ULCI
VS -0.003 0.009 -0.024 0.012
PT SI SC ISC -0.073 0.035 -0.149 -0.010
PE -0.235 0.062 -0.363 -0117
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IV DV MV MO EFFECT Boot SE Boot Boot

LLCI ULCI
Vs ISC-L -0.003 0.008 -0.021 0.013
ISC-H -0.009 0.022 -0.085 0.031
ISC-L 0.072 0.043 -0.007 0.164
pPT SI  SC
ISC-H -0.075 0.045 -0.171 0.008
ISC-L -0.196 0.063 -0.520 -0.075
PE
ISC-H -0.666 0.106 -0.856 0471

Notes: Number of bootstrap samples for bias corrected bootstrap confidence intervals: 5,000,
IV=independent variable, DV=dependent variable, MV=mediating variable, DE=Direct effect,
SE=Standard error, LLCI=Lower limit confidence interval, ULCI=Upper limit confidence interval,
IE=Indirect effect, Boot SE=bootstrap standard error, Boot LLCI=bootstrap lower limit confidence
interval, Boot ULCI=bootstrap upper limit confidence interval, ST=Subscription type,
SI=Subscription Intention, VS=Variety seeking, SC=Shopping convenience, PE=Perceived
enjoyment, ISC=Independent Self-construal, ISC-L=Low Independent Self-construal, ISC-H=High
Independent Self-construal

Independent
Self-Construal

Shopping

IE=-0.073, 95% Cl=-0 149 ~-0.010 Gonvenience

Product Type
(Hedonic)

Subscription
Intention

(1Y V-1 AE |YA PS5 =9 AN 47 HIMe WASHl ot
N RIlelAel =

High Independent
Seli-Construal

IE=-0.666. 95% CI=-0.886 ~-0.471

Perceived
Enjoyment

Low Independent
Self-Construal

IE=-0.196, 95% Cl=-0.320 ~ -0.075

Product Type
(Hedonic)

Subscnption
Intention
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We Regularly Deliver “Beauty & Health items” You Need
Best Quality at Best Price Save Time Enjoy Comport

WE OFFER ALMOST EVERY BEAUTY & HEALTH ITEMS
Premium beauty & skincare, fragrance, make-up, hair, diet,
electrical beauty & health care devices, luxury bath & body
items, vegan beauty items, etc.

Your most common items will be delivered regularly
in the same configuration

PRICE & PAYMENT

Only $29 ~ $99 per month for boxes full of your favorite
products.

(Total purchase price is equal to the payment price)
Payment will be made upon completion of delivery

FREQUENCY
Choose a delivery frequency, day, and time that works for
you

FREE DELIVERY & FREE RETURN

How it works

@ Browse our offering @ Let us know (Setting) @ Receive your delivery
through products you want to ibe to The products you chose
our Drugstore’s and will be delivered regularly
online shopping mall & APP delivery conditions(cycle/day/time) in the same configuration

We Regularly Deliver “Beauty & Health items” You Need

Best Quality at Best Price Save Time Enjoy Comport

WE OFFER ALMOST EVERY BEAUTY & HEALTH ITEMS
Premium beauty & skincare, fragrance, make-up, hair, diet,
electrical beauty & health care devices, luxury bath & body
items, vegan beauty items, etc.

The products experts curated will be delivered regularly
in the same (but mod le) configuration

PRICE & PAYMENT

Only $29 ~ $99 per month for boxes full of your favorite
products.

(Total purchase price is equal to the payment price)
Payment will be made upon completion of delivery

FREQUENCY
Choose a delivery frequency, day, and time that works for
you

FREE DELIVERY & FREE RETURN

How it works
@ Browse our offering @ Let us know (Setting) @If you want, Modify items! @Receive your delivery
through Products you want to You can modify the items. The products you chose
our Drugstore’s subscribe to and scheduled to be delivered will be delivered regularly
online shopping mall & delivery conditions 24 hrs in advance in the same configuration
PP (cycle/day/time)

o
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Our Experts Curate “Beauty & Health items” For You
Best Quality at Best Price Save Time Be Surprised !

WE OFFER ALMOST EVERY BEAUTY & HEALTH ITEMS
Premium beauty & skincare, fragrance, make-up, hair, diet,
electrical beauty & health care devices, luxury bath & body
items, vegan beauty items, etc.

The products experts curated will be delivered regularly
with new configurations each time

PRICE & PAYMENT

Only $29 ~ $99 per month for boxes full of
expert-recommended products.

(Total purchase price is equal to the payment price)
Payment will be made upon completion of delivery

FREQUENCY
Choose a delivery frequency, day, and time that works for you

FREE DELIVERY & FREE RETURN

How it works
@ Browse our offering @ Let us know (Setting) @Experts curate your @Re:eive your delivery
through Categories you want to ~ packages You'll receive various
our Drugstore’s subscribe to and Various products products recommended
online shopping mall & delivery conditions recommended by experts are by experts within your
APP (cycle/day/time) newly curated every time chosen categories
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We Regularly Deliver “Fresh Food & Groceries” You Need

Best Quality at Best Price Save Time Enjoy Comport

WE OFFER ALMOST EVERY GROCERY ITEMS

Dairy, Cheese & Eggs, Beverages, Bread & Bakery, Breakfast
Foods, Deli & Prepared Foods, Fresh Meal Kits, Baby Foods,
Frozen, Meat & Seafood, Meat Substitutes, Pantry Staples,
Produce, Snacks & Sweets, etc.
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,"ln &7 in the same configuration
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(!L 1 PRICE & PAYMENT
W ' Only $29 ~ $99 per month for boxes full of your favorite
" — products.
- (Total purchase price is equal to the payment price)

Payment will be made upon completion of delivery

FREQUENCY
Choose a delivery frequency, day, and time that works for you
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How it works

G

FREE DELIVERY & FREE RETURN

@ Browse our offering
through
our Super supermarket’s
online shopping mall & APP

@ Let us know (Setting)
products you want to ibe to
and
delivery conditions(cycle/day/time)

@ Receive your delivery
The products you chose
will be delivered regularly
in the same configuration
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We Regularly Deliver “Fresh Food & Groceries” You Need

Best Quality at Best Price Save Time Enjoy Comport

WE OFFER ALMOST EVERY GROCERY ITEMS

Dairy, Cheese & Eggs, Beverages, Bread & Bakery, Breakfast
Foods, Deli & Prepared Foods, Fresh Meal Kits, Baby Foods,
Frozen, Meat & Seafood, Meat Substitutes, Pantry Staples,
Produce, Snacks & Sweets, etc.

Your most common items will be delivered regularly
in the same (but modifiable) configuration

PRICE & PAYMENT

Only $29 ~ $99 per month for boxes full of your favorite
products.

- (Total purchase price is equal to the payment price)
Payment will be made upon completion of delivery

b ) FREQUENCY

()
e Choose a delivery frequency, day, and time that works for you
=l

5 o

How it works

FREE DELIVERY & FREE RETURN

@ Browse our offering @ Let us know (Setting) @If you want, Modify items! @Re:eive your delivery

through

our Super supermarket’s
online shopping mall &
APP

You can modify the items
scheduled to be delivered
24 hrs in advance

Products you want to
subscribe to and
delivery conditions
(cycle/day/time)

The products you chose
will be delivered regularly
in the same configuration

w
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@ Browse our offering @ Let us know (Setting) @Experts curate your

Our Experts Curate “Fresh Food & Groceries” For You

Best Quality at Best Price Save Time Be Surprised!

WE OFFER ALMOST EVERY GROCERY ITEMS

Dairy, Cheese & Eggs, Beverages, Bread & Bakery, Breakfast
Foods, Deli & Prepared Foods, Fresh Meal Kits, Baby Foods,
Frozen, Meat & Seafood, Meat Substitutes, Pantry Staples,
Produce, Snacks & Sweets, etc.

The products experts curated will be delivered regularly
with new configurations each time

PRICE & PAYMENT

Only $29 ~ $99 per month for boxes full of
expert-recommended products.

- (Total purchase price is equal to the payment price)

Payment will be made upon completion of delivery
‘\\); "

How it works

FREQUENCY
Choose a delivery frequency, day, and time that works for you

o

FREE DELIVERY & FREE RETURN

[
Y

@ Receive your delivery
You'll receive various
products recommended
by experts within your
chosen categories

through

packages

Various products
recommended by experts are
newly curated every time

Categories you want to
our Super supermarket's subscribe to and

online shopping mall & delivery conditions

APP (cycle/day/time)
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Do vyou agree the ad above corresponds to ‘Replenishment
subscriptions’? ‘Replenishment subscriptions’ is a purchasing method in
which a consumer selects products, gets delivered the products
regularly, and pays an agreed amount of money to the vendor.
Consumers using ‘Replenishment subscriptions’ will automatically
receive the same products on their doorstep regularly.
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Do you agree the ad above corresponds to "Modifiable Replenishment
subscription”? "Modifiable Replenishment subscription” is a purchasing
method in which a consumer selects products, modify the selected
product list in need, gets delivered the products regularly, and pays a
agreed amount of money to the vendor. Consumers using "Modifiable
Replenishment subscriptions” will automatically receive the products
they chose (and modify) earlier on their doorstep regularly.
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Do you agree the ad above corresponds to "Curated subscription”?
"Curated subscription” is a purchasing method in which experts select
products for a customer within the customer’s chosen product line so
that the consumer receives newly configured products every time
regularly and pays an agreed amount of money to the vendor.
Consumers using "Curated subscription” will automatically receive
surprising packages with expert—curated products in them on their
doorstep regularly.
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QAF +8 (ZE&A vs. HFA)

Q &3 : Kempf, D. S.(1999), “Attitude formation from product trial:
Distinct roles of cognition and affect for hedonic and functional
products,” Psychology & Marketing, 16(1), 35-50.

(=)

Ao F5 Aul2E giAH R V)5 A AlFoletr EAFAAFUIL, A=A AFE ]
2t SEASHAI A F U7

()

Would you characterize the above subscription service as primarily a
functional product or an entertainment/enjoyable product?

1=Primarily for functional use, 7=Primarily for entertainment use
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The purpose of this survey is to find out “effect of subscription service type on
subscription intention”. This survey is an anonymous survey for academic
research, and promises to be used only for academic research purposes.

Select the link below to complete the survey. At the end of the survey, you will
receive a code to paste into the box below to receive credit for taking our
survey. Make sure to leave this window open as you complete the survey.When
you are finished, you will return to this page to paste the code into the box.

o HI Mo T

Q&4 ¥4 5 o = (Subscription Intention) - 3%

QO =# : Kozup, J. C., Creyer, E. H., & Burton, S.(2003), “Making healthful
food choices: the influence of health claims and nutrition information on
consumers’ evaluations of packaged food products and restaurant menu

items,” Journal of Marketing, 67(2), 19-34.
¥ g EE G E R WHEPso] ALE

O H% 174 A%

=4 2%
AR ARE 2P W, Fand Aua duh) FEeka Jo U
1 How likely would you be to subscribe to the advertised service, given the
information shown?
(1=Very Unlikely, 7=Very Likely)
EAE ARE ned W, AHlaE FEST AGUL sha A4H FEUA
9 Would you be more likely or less likely to subscribe to the service, given
the information shown?
(1=Less Likely, 7=More Likely)
EAE ARE 19T 0 75 A Ade ne@ sy drhg gy
72
3 Given the information shown, how probable is it that you would consider
the adoption of the subscription service?
(1=Not probable, 7=Very probable)
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Q34 A . gY%A4 F7(Variety seeking) - 28 &
QO #=3* : Rohm, A. J., & Swaminathan, V.(2004), “A typology of online
shoppers based on shopping motivations,” Journal of business research,

57(7), 748-757.
A 78 A% (1=Strongly disagree, 7=Strongly agree)

(@ I =
O AEad
=4 %
| v e age g ss Ean,
I enjoy exploring alternative stores.
9 = A E Yl M2 AFH 2H=E Fdsts AS Folsi
I like to try new products and brands for fun.

Q3A ¥4 239 HA(Shopping Convenience) - 453
QO #* : Rohm, A. J, & Swaminathan, V.(2004), “A typology of online
shoppers based on shopping motivations,” Journal of business research,
57(7), 748-757.
% Internet shopping< subscription service® W3 3dlo] AF&
O Z % : 74 #HX (1=Strongly disagree, 7=Strongly agree)

o S
O A+

=4 ¥9
1 T= Av] s |lEg g Aot
The subscription service will be convenient.
9 T5 Al dHYys £ Wye] @ Aot
The subscription service will be a convenient way of shopping.
3 T5 AMH|2=E T3] Alzte] Bol Hekd Aot
I will save a lot of time on the subscription service.

Q34 A Aol =42 (Perceived Enjoyment) - 3% 3
Q =] : Tan, W. K., & Chen, B. H.(2021), “Enhancing subscription-based
ecommerce services through gambled price discounts,” Journal of

Retailing and Consumer Services, 61, 102525.

O Z % : 74 #X (1=Strongly disagree, 7=Strongly agree)
O Ao
=4 &%
| e EE AbsERE ge 98 sely
I will derive pleasure from the subscription service.
, | e TE ANsE Ed SAEE 28 Aol
I will derive excitement from the subscription service.
| E AEE ANE ASE ol
The subscription service will offer playfulness.

_82_



Q 33 A5 @ ZA7184(Self-construal)

QO =23*| : Hofmann, V. Schwayer, L. M., Stokburger Sauer, N. E., &

Wanisch, A. T.(2021), “Consumers’ self construal: Measurement and
relevance for social media communication success,” Journal of
Consumer Behaviour, 20(4), 959-979. % Singelis, T. M.(1994), “The
measurement of independent and interdependent Self-construals,”
Personality and Social Psychology Bulletin, 20(5), 580 - 591.
% Singelis, T. M.(1994)o] 7§43l 247) 3+ % Hofmann et. al.(2021)2]
A5 Farste] 107 &3 AFEetlar, dF 3 A5 2 Aol Bt
o3

O H% 1 781 H=%

O A39&3 #7384 (Interdependent Self-construal: RSC) - 5%3}

34 &%

e vl Aezkdets At JdEES =T

! I have respect for the authority figures with whom I interact.
5 Ue 25 A 2345 FAsteE s TasHA Adh
It is important for me to maintain harmony within my group.
e A7) Al ds dEd AEES E4E
3 I respect people who are modest about themselves.
4 el W 2SS EFote A2 Yol T a8t
It is important to me to respect decisions made by the group.
e o 44e 0 W ARk x9S el
5 I should take into consideration experts’ advice when I making purchase

decisions.
O 593 #7]3]4 (Independent Self-construal: ISC) - 5% 3
54 £9

telo e =da el A9lA ZANES el A v F ekt

1 My personal identity independent of others is very important to me.
dagden gaat AL oA F s

2 Having a lively imagination is important for me.

3 = e B JEA] HZo] gttt
I act the same way no matter who I am with.
U Aals 58 F dthe A2 yelA 7 F23% Aot

4 Being able to take care of myself is a primary concern for me.

5 v ol SHdA it gl FEEeE 2SS0

I enjoy being unique and different from others in many respects.
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AFm dwros g
AQsts A %A

T5 Aulze] #3 Ag-Ee] giFE 28 "t ~EYY Ay HF
Hol o, o Aol M = AF = AH|27F @dstA A8l vk &
ATolM = AFE 5 AHzel Qo] 5 APl FRd3 AF FEol AP
PEol A= TS dolr i, o] AAE W/ e 2EI}= 8AES ZAS
Aok = AR2S FYHS FE BRE 5, FH 5 2 o]& A% A 7HA
o7 FEZE=U(Chen, Fenyo, Yang, and Zhang, 2018), ¥ < Fo]AxE= o]
£ 7|22 sto] A4 7HA T ARl F8 S A ST Al
o 2%d AEHE 71=2Z Tuj(Purchase), ol(Rental) 2 o]-& AZ Fo
(Access)E T2, ol & thA] A g FA4, tfo] FF9 vy, 22
Zghel  o]lg  HAE J)FEoz  AEEse HZE FE(Replenishment

u{kl
[.
R
=
N

subscription) ¥ 3 7% (Curated subscription), 98+ o] (General rental)¢} =
= A o] (Regular replacement rental), @il 2z}2l o]& A3 (Online
access)¥ Q xzzlel o]g AIH(Offline access) o2 FH 3ttt B AGoA+=
Tl FEjel = AMHl= §3Q B 7EH FH Eo FJFet d4E 2
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AFE T8, S5 AFol WFAJA AEAJA = &8 Asol FFs 7A
= 2% 29 T styolth(Batra and Ahtola, 1991; Dhar and Wertenbroch,
2000; Hirschman and Holbrook, 1982; Kempf, 1999; Lu, Liu, and Fang, 2016;
Shao and Li, 2021). & ATNA+ st A5E5S AgAe AdE&A2 oF

N 7= AT EEAE, 2005; o] Aol X, 2004; O’curry and Strahilevitz,
2001; Okada, 2005)< Zrarste], &5 A o] bpFatA zt3o4 de= =21
2Eole shE 5 AHl2et VIdd @ dAdY AEE 75 AH=E 7
- Aot A8 AAste] dAS Al

ARAE D AFO ds AR AAE L AEs AEE o "Jr bgE

=

Aoz Ao dgd 45 Sl A=5S S7H7IE L A

o

(Menon and Kahn, 1995), &3¢9 HolAd ¥ AZ4H ZARLS Fujo ke FAHA
J kS oA 9 2019; Cheema, Rizwan, Jalal, Durrani and So

B ATdAME 7= ATolA AnjRte] o A A FAEAA FFS T
B Aoz FHIY g F7, &¥9 dAgd 9 X74d AR +5

Mujzel §¢, Aw 79 2 75 ok 3o dAdA oud GFS vA=A

Azl Aol gk Tilol A7) A4l migtE = AFAd AxS onsk=d
(Singelis, 1994), & ¢] Wstol = vud Ad@AHA N4 A4S T
& MAete =HH9A AR A7 AS EQlIte] dAleE Mt &o A sjA
st A oEA ArsiM o R A FEE, o] F iES A HE a7t of
Yzt e AdEtx el F&EE 4 dth(Markus and Kitayama, 1991).
Aol A glstarat ab= gh5 AE[2e] FH S 7T AFE g HF A9

Aol ZH AN A A=A, FHAANA A=AE VIEow TREH=H, 2HA 9

i
-

ArA Ao A}z e Al o] m X = kel thdk 1= AT (ol 2015; o] &
%, 2021; Kwon and Mattila, 2015; Qi, Qu, and Zhou, 2014)E Wl o2 =
AMuj o] A atol] zp7]fA o] o w3k FFS WA =A] dolr At &3l

T AHREANE FE Al TS ARlzdd g avRke] o H S 6

o B =ea AEoe] H4F TE A 2 /¥ gagde An

ot
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