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Abstract As the consumption paradigm shifts from 'possession' to 'subscription', the subscription
economy market is growing rapidly. The subscription economy is characterized by the fact that
consumers can pay for and purchase products and services and use them limitedly for a limited time.
Therefore, this study examined the effect of subjective perception of the time (duration) of consumers'
subscription service use on subscription intention according to the time presentation method
(duration/date) of subscription service use. In addition, the effect of differences in time presentation
methods according to the type of subscription service (utility/hedonic) on subscription intention was
examined. As a result of the study, the willingness to subscribe was higher when offering by date than
when offering by date. In addition, for subscription services consumed for practical purposes, there was
no difference in the effect on subscription intention according to the time presentation method.
appeared to be Based on these results, the theoretical significance and practical implications of this

study were presented.
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