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The purpose of this study is to help design the subscription economy model from the supplier’s point of
view, in a situation where the subscription economy model is receiving attention from academia and
industry as it is spread in various industrial fields. To this end, first, 10 representative design factors
that should be considered when designing a subscription model were derived. Second, among the design
factors, factors affecting consumer purchase intention were examined. Third, by examining the difference
in consumer purchase intention according to design factors for each industry, design factors that should
be considered first in each industry were identified. This study expands the scope of existing subscription
economy research by discussing the design of the subscription economy model, which has not yet been
actively researched and provides practical implications for suppliers considering introducing the subscription
economy model.
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(APPENDIX) T=ZHZE 9971 7[ZAk

1 3 (ZYEAZ) 34 FEIARA (FFE) 67 gy &2} (ZefolH)

2 golZe] (WxEd) 35 skl Era (FHEF) 68 FTHEA (EEAA)
3 3ol ata (o) 36 299 (A7) 69 J2E (&5)

4 | gl (f71% d88F) | 37 AFgM2 (FM2) 70 w+iE (77)

5 A%E (7144A) 38 HEe] (A2 2EH2) 71 HE (AE7])

6 d7kalo] (a4 39 Zzd (dfyuolX) 72 Kirin Hometap ()
T | EY= dxAo] (2AMH] 40 SEAHY (MeF) 73 W7k (719])

8 x2S (FHAH2) 41 | Dollar Shave Club (Rx¥) | 74 SERENDIP (=4 2.2k
9 9 &= () 42 Blue Apron (44&) 75 #Ad (7H)

10 delu (HgAu2) 43 Birch Box (3H4%) 76 Yol (A&, A%
11 T4 J22E (AEA) 44 | Nike Adventure (cFgAl%) | 77 Flier (=4 2.9
12 pEEENUI=CEEES) 45 SNCF (713gs4) 78 sl A (79)
13 delf A (AAEA) 46 ojxol8 (WL &E) 79 27k (HEA9)
14 BZ (o} HEIY) 47 BE5 (94 80 SM LYSN (#Z3%)
15 224 4o (FEJF) 48 E28s (WEELR) 81 FRE (F33d2)
16 A4 (2) 49 Az =y (UAR) 82 Adore Me (4%)
17 | As7tERoe (g3 F) 50 | OFFICE PASS (¥<232) | 83 Care Of (F%A)
18 7t (%) 5l Flybook (%A) 84 PORTO (#F314)
19 o () 52 WEEL SAM (AAEA) 85 £28 (34%)

20 MS XBOX (A1) 53 MINT (Z&4) 86 zdilo] A (744])
21 vpaEbs (oA E-F) 54 | duiAER AdAA (RAHEA | 8T Farmison (§%)
22 dArjAsa AdA (25 55 | ZlokAEA EEa (REA) | 88 The Vegan Kind (#2])
23 FE AYo|E (AL 56 27F #olg (53} 89 Pact (#9))

24 MEZON (7]¢-4) 57 wEHoE (1) 90 FEAA (E)
25 IPSY (3V4%) 58 Fritz (73]) 91 | The Willoughby Book Club (=A])
26 GUBIT (%) 59 =73 (A5F) 92 Air Closet (9%)
27 of= il () 60 ThpEbs (A2 E 93 YuF ()

28 H=Ak (A54%) 61 | Doctors Me (&9 Hd) | 94 POTLUCK (&4))
29 FITTY (¥%) 62 gz (M) 95 Handel's Café (#3])
30 Leisure Me (HA) 63 | Wealth front (F8AH2) | 96 ADDress (%1
31 3 (H&R) 64 Walmart (845%) 97 Le Tote (%)

32 £ (A94%) 65 Graze (7H) 98 Zwift (AUAAA AY)
33 gdest () 66 Owlcrate (B4W =AM) 99 FUZ (dotE)
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