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Abstract

Price promotion is one of the most frequently marketing strategies with a long history. According
to various studies, the effect of price promotion is controversial. Some studies have argued that price
promotion has a positive effect, while others have found that it has no effect or rather has a negative
effect. This study aims to examine the effect of price promotion in a subscription-based service. First,
we check the effect of price promotion on the repurchase of the consumer. And we investigate how
this effect varies depending on the characteristics of the consumer. Using the data from one of the mu-
sic streaming service in South Korea, the effect of consumers’ price promotion experience, demo-
graphic characteristics, and behavioral characteristics on their repurchase is analyzed through logistic
regression analysis. As a result of the study, it is found that consumers’ experience of price promotion
has a positive effect on repurchase. In addition, the positive effect of price promotion is relatively
greater in younger and female consumers. This study has implications in that it not only confirmed
the positive effect of price promotion in a subscription-based environment but also empirically con-
firmed that the characteristics of consumers should be considered when performing price promotion.
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