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Abstract

Purpose: This study explores the impact of flow on positive subjective experience, perceived behavioral control, and e-WOM
among subscription economy consumers. Skill, challenge, and playfulness were used as the primary factors of flow. Research
design, data, and methodology: A survey was conducted among NAVER Plus Membership subscribers in their 20s to 50s in the
Seoul metropolitan area of South Korea who have experience using the subscription economy, and SPSS and AMOS were used
to test the research hypotheses. Results: First, subscription economy consumer flow has a significant impact on positive subjective
experience. Second, subscription economy consumer flow has a significant impact on perceived behavioral control. Third,

subscription economy consumer flow has a significant effect on e-WOM. Conclusions: This study studied subscription economy
consumer flow as a secondary factor and identified its influence on positive subjective experience, perceived behavioral control,
and e-WOM. Practically, subscription economy companies should build user experiences that enable consumers to increase their
flow with the right skills, challenges, and enjoyment, which positively impacts positive subjective experience, perceived

behavioral control, and e-WOM.
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2| 3HCHGauri et al., 2008).
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3. Research Methodology
3.1. Research Model
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3.2. Research Hypotheses

N
e
rlo

NAMAHS JfMBL7| IS TlEo| dET £
Ci(Cobos, 2017). 22|11 2EFX|s =HO|E{ L} At
SLE JfQIStE I MAHO|2t= Ot E = 4lo
I:I'(Gooljar et al, 2024) ol Me|A 58
X

P
R

Ot
=
$0
HHI]

N
lo

Ot
_o'_l. —
Borr Mmoo mu

2 O|-.|

meg 44 oz M
HU
4o oX 3@
ir
oo
0x
}r
rlo
o
L":
|0
HU
b
=
>
o
o
mo
I =
O

AUA
ZEMENE 222 2HFoMel
FCHHoffman & Novak, 1996). M
il= JCHX| "ECHE

U
Hir

10 o p>
4
o
2
x
N
0%
mot
1

rir
B
k]
10

tu

ox

o
mjo
A4
ox
Ok
rir
inl

2

n

r2

4

i =
o

oy o

hd
>

=g SOX| ¥



Byoung-Jo HVANG, Daegyu JUNG / Journal of Economics Marketing, and Management Vol 12 No 6 (2024) 51-64

56

%L_ML_NI_.W%% oT EoMEaEmMW__A_.Moe_m_hr_.}._M_E%m_ﬂmom_.:.ﬂﬁ ol N B0 Al
_ oo A ® 100 0 ol & = g 0 o 10 < * o
PR ETR P rwFidaus T TR 2=t 4w or
7_.A_.|A_mL__ = MMOIWWHI_%MO__@@EW__u._%ol_sg_xh %0 = AR
ﬂramem:u___ = RS &o_Mo_n_ul._|§_.|ﬁax|._A__ooL.Jx.o12._n_ Bl " g O
Eu . e K 1o i Tl e o = e S ol W s
8 Kol o X -5 S Ty e i &gy B % D oF o B =
S o H J° o o — I A < g ol <I ou M ol =~ mu = =] To ™~
A = = = oo oz = 8 = ol = = o ™ o
| " =T S 3 N ®l g W o 3 M« = ol 00 8 o T .M = 4
oy [N < 2 oo - W = . K < I = = = oF =
0 - O 'L _ Kr = Kk oo K 2 T o D T < B0 = ok N R0 T < S A )
BB g O HC gmTE N sz WK g0 m W ) ©
o<l pE e T B m_&oﬂ_;i_ﬁ_ﬂuoa__aXTo_Emmm_ﬂmmo#%ﬁ 2 .
-— Tl = —~ K = _ o _Ann < | _||“_||_ ! 0
a8 " R omuw?ofan®d gpma & Fw™ & o 7 o
sy ., Egfzo% T EImin g wawd 1 M g0
o B 5 o gx 4 o o T o> Mg — op ™ < op — =0 - ®aogsd . o- HU ro G
Ko — N @’ ENN M3 o0zl xils_ SagM3>F3s8RkW0 2Ty _ 0
Mo SEGH IR MR ITogxgKpd KRS oK U9 o K = Q w ol H
ol = S ™ A= H Iy S = = & -, 2 T = N Hln s
__._uuWE_o S = op — o Woa_uc M_m_zow_._uuwz_uo_ ,nxaﬂﬁw_e_.u g 8607_.
K ol S it ol X n 0l = < q s — O ® < - _ v = ol . o X0
H L oEENET EF WY @R SwRER o HOTST e ¥ . OB B
IR S | R T o =B g IR T . W= 93 7T 2K o = o 2 N ol
N~ T [=) ofu ol & oY = X - O 790 K ¢ = = T = <F o — a
I R0 = = Al qd 2 - 2 B S x> & KU M o X0 £ E 1280 o T o) .__._E._ >
T ) W TR oy NP Em Tk _ 2HE S T qBW Hd2 =5 Lo35
AU 5l 5 o o% = 8 ot_/oHWSﬂmWﬂ NS s o B T Al RO = s 2T =2
L_WDO_EWWME T — .__._:._ﬂE|_.thM &Ew_m_._._h_/ OmWo_u K o Uz 7o KU g m__%__&
o_EoH._ol_@%oumu._. yr 2 o_.:.um o E_u_aoﬂw_uJﬂWLOE:In_ﬂﬁoa_ame ) 2 s .
TR s 9 X gt T®T Pl o HW N g 2 TR
el 5o %0 o0} © — = o — s . — = o
J.M._I__x_._m_:wwg%ﬂm% a e HU o &T < o ol ol ._Momwo_.+%o_7mmo+_ea.e._o_ ¢ 100 o} o m
o = <F '~ <0 = R I ol ~ oo <k 75U o8 do Bl AU Z RF oMy o Ko U T oU JW Hu r- T B0 o & o
a_u,o_eﬂmeq_&__m_ﬁ&mﬂmﬁﬂ.kln_am ok ﬂﬂ“@ﬂ%ﬂﬂ%ﬂﬂlmﬂoﬁw_ﬂotﬂ.%muﬂlmﬁeoﬂ_
WX o K% c g0 @ B A oAT =] — Kb 3% —, & Uo — o ol & o S T TR | © W o K
Mo S S MKkE A = == 1 I RN T IS TR
pEXSwEPoNES Dy F rErEarleR R TS =y
mol LA gy Sor® e ¢ Ro o oy MK 0T S HOM R ME Nl =X 57X ol
o RO gy Rgg L zom=rg 8 - P s m BN g S WK 2T oo
A RM T RS mp g T AN =S N e R T T L T
o = - fr ol =+ = 1 —_ _ - s N
phws o p H ol s sar N g s T gdTsT pUKko R S R wme o
CEUC TG T F s IR g =msdad ey el TR PTH=
Y i~ N o - o X olo K S o 2 U = w8 o o =g D o K ol <k =
o ol o <0 o] v = x -~ it <0 N 0 — < o = = P Ou_ - = _._._o
Em_.._u_u__ewEZ‘o._A_O.Ar|OOr o T K Ul ZoO mwm®Folls m.__._._ﬂl.:r_._k.ﬂ|un4..._H
W aToREpREeiBial, b L TRIRLYRRtIAeLlGEgEEe
prid = = o - = R _
B = T = S s B S T S R R R M i L N T S
TR CmpgaR ERRT oz wfMErzgRe ST WMo amg T 20 OS2
LEWA._Mumo_.:.mM%m___hﬁ%mrx_EMMe LS ,o_.ﬁ__;ow_ﬁomEaEWaI%e._@15_."&"» T <
mo_inm.umﬁim_ﬂuéx&zwuﬂ#oﬂ L Eo"nn“mom.r o o B o k,_._.[.__o|_63 -
TR oMagresm c2 TRy g PuomC2uod®anliaangos T
W o B B H gl E R AW g B ol ST 5% > ooom L m ool ol oy 2k o wx Wy
SrprabsaBud gl pan - gl U@z ooa@m® N I gy, o M
LN i oV I R TG — ol © W B s g@ A KR o S A R
P 4N S BH oy 5o o~ g = SN o Do T=8 2 c/d I w ook Iy
ooy MR K B oy Syt Oy = dm &K 2 R o 2 2% s g ¥ og 3 o
Rope M S50 2 5 Tuwowmddd Tag NS g™ o g2 R0 D
Koo b A g & gp § 38 & Ko 20 = ot zo & L__.__ms__u_ =l > £ o M o T o mm
m._o_aﬁﬁr_a_ﬂlemo_eaoézu._ wr & o_.o_amutuJua_El%ﬂ%Wm:_ommHHa_Eﬂm_f%%u
1 = 353 = c o K B - il w0 (7] < = %0 S 50 F = =& 5 = N o= = =
<H = T R FEM & v = 8 — =] K _— N = =— [ KU = H0 4o ol = N =] N o @ K
DG S EFTE WO m Wy N Wi 9353 KM g e O g Koz
_u._._lﬂ._X N oWoE 1 g0 R oF o Tl _“__E....Al.m_A....Almvr_._m._m._|:o_| %_.kio.__._._._mm m_.aLl.Ll_/o_
oo N o <Kl T H =Z 3l 6 KR S M U I ol o & oo wo N & T KM F o = N H Ol AT of o) T T 5% Wo



Byoung-Jo HWANG, Daegyu JUNG / Journal of Economics Marketing, and Management Vol 12 No 6 (2024) 51-64 57

18712 A
M=Mg X 4ot

Ao o
=
aim
|0
HU
nx
ox
Of
2
>
o
Of
4]
)

rlo J%
ox
|.|-|
1
rr

P

i
=
= Mo
40 oot
b0
o o HU
[l
-
1o ox
o o
02 3@
o K
U
m
otoogk
fn Jo
il
A4
ox
Ot
8
n

1
1

[>
rlo

2tEES MESEH SEE ULk, ALE

Ck, "AFEOl EX7F Us O ol

IE fjo my
iml
o
>
o
HT
inl
=}
o
ro

X g¥ 0T [f
In
< Mo
= ﬂJI
lo f1 nme r
fnl
i
rot
>
|.|-|
]
els
Hr
&
>

H
r

> 2 2 Y of

o
ot
9
)

10
lo
o2

Ir 4y v
e
1
o mo o2

I omo A
&
Ir r
™~
i}
- ot
_'&H[I

o
LT
NT
rn

[r oo
S o ©
O
-
d
— 00X
I of
o +o
Ir 2
Hog
i)
=]

0
an " mo
=

rr r
0> -
fot

A

0o
fjo
Ofm
>
Mok
>

ook

[T o oY
< 0oy oA

=
o
|
>
N
o
Ir
&
o
Hu
®
=
o

rm
%
pd
wm
2
=
T oon
ob o Ao
ol

it
s

o
Y
o
)
[0 4% Tlo
r
_(3_}-
1Y
(@]
X
oy

|0

o
mjo ok

o i

N
2 o

o

2 o
x
Ao
olo
o
Ral
10
N
Tl
MO gy 2N Fo
ro
>
oot —
In

w
=
|0
Hu
4
0x
o o
39
inl
[

Ao
00k

(o)}

=

1o

nx

Ao

Ao

oot

fjo

Hl

oo
o
=

nNo

N

i
To
i
A
o 0
B o

gt
mjo
P
=

3.4. Sampling and Data Collection
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4. Results and Discussion

4.1. Demographic Information

O] 7= SEX 2408 5 HXAt 73H(304%), At 167
(69.6%)2 2 LIEFSSN 200 36H(15.0%), 30001 1069
(44.2%), 400 70H(29.2%), 50CH 28H(11.7%)2 2 L}EFKLCE,
7t 252 5008t O] 125%(52.1%), 5002HAO|A
1,0002t2) 85%H(354%) =0|or ZPL AR/7|5E 204
H(85.0%)0| 7tE e Aoz FAL|RACHsee Table 1).

Table 1: Demographic Characteristics
N(%)=240(100)

Variables Iltems N %
Male 73 30.4
Gender
Female 167 | 69.6
20-29 36 15.0
30-39 106 44.2
Age (years)
40-49 70 29.2
50-59 28 11.7
Under 5,000,000 125 | 52.1
Family Income i
(KRW/month) 5,000,000-10,000,000 85 35.4
Over 10,000,000 30 12.5
Under High School Graduation 13 54
Education Under University Graduation 204 | 85.0
Level
Over Master’s Degree 23 9.6
Business owners 13 5.4
Clerical/Technical 146 | 60.8
Service/Freelancer 31 12.9
Occupation
Student 6 2.5
Housewife 34 14.2
Job preparation 10 4.2
1~2 78 32.5
Number of 3~4 141 | 58.7
Families
More than 5 21 8.8

Source: Authors’ suggestion
4.2. Measurement Model

of 7o PHEel s AFO| YN A2|HDt et
oISt ALt A X SHRHS 5

=



58 Byoung-Jo HVANG, Daegyu JUNG / Journal of Economics Marketing, and Management Vol 12 No 6 (2024) 51-64

14 2ol 2 Az HMEX|, E430 FAirr|E SIFF
7|¥(Item Parcelling Technique)2 H&3IRCM, 0| S
B2HE Che3stRACHHall et al, 1999; Bandalos & Finney,
2001). [M2tA 2K 2921 SRRE ot FHYF22 7tF
StCh(Hall et al., 1999; Matsunaga, 2008). O

WA dard SE0RE =I5ty 2|5t0] &
2|=Z Cronbach's Alpha A+=2Z ZZsIYD,
MCFASE ZEINE Ato|2] EtEH
(see Table 2).

Table 20 M 2% 2901 EERE
Cistod Cronbach's Alpha #f2 2% 0.
0| ZHEE Ao Z TEHSEHCHChurchill Jr,
al, 2004). Std. loading?| Z%0l= 2= 20| 0.5ECH AH
51882 05~095 WOl A7| W20 Rolet AE THEHY
CHBagozzi & Vi, 1988). 12|11 £ =50 Cfgt thd Xt

7l

o
%

2

Ql

o

— mn
lo

A r>

3% o
[l
o

Table 2: Secondary Factor Reliability Test and Confirmatory Factor Analysis Results

oA A5

2 Q8 =olE QLM (CrAS HAlstgien, O &4
IH= x2=209.086, df=126, p=0.000, x2/df=1.659, RMR=0.048,
RMSEA=0.053, GFI=0.913, AGFI=0.882, NFI=0.922, TLI=0.960,
CFI=0.9672 L{EtGCH MAATLO| Mgtz 7|Fa HlWgh A

O xXx=

—

= #AEXE Bt

(CR;

average variance extracted)
A=(CR= 7t

pAX=]
HA T

=

Xt LtO
o =

0.5960| 7t

o X1—

£3| RMSEAZ} 06=LCH &4 TLIQE CFI
7t 95HLC} ACKDash & Paul, 2021; Hu & Bentler, 1999; Shi &
Maydeu-Olivares, 2020; Xia & Yang, 2019).

ohH, o] AFO0ME BFHEI JHE S0 isto HEd
A0l FHIHES0 CHaY
B
f. Table 20fA] 12|
740l 08110|1, Ea

Uo|H, o=

= T

composite/construct

LIO

reliability),

o sl
a2 =omc

M

(b

Hb = 7|F(CR 0.60[4, AVE 050|422
(Bagozzi & Yi, 1988).

0%

ME|AH 5

Constructs Iltems Std. loading SE. t-value AVE CR Cronbach’s a
Skill 0.516 - -
Flow Challenge 0.660 0.391 5.356" | 0.679 | 0.857 0.630
Playfulness 0.885 0.350 5.533*
| feel satisfied using the online platform 0.605 - -
Positive
Subjective | find joy in using online platform 0.930 0.170 10.701* | 0.830 | 0.934 0.851
Experience
| feel happy using online platform 0.917 0.165 10.644*
| feel confident when using online platform 0.750 - -
Perceived
Behavioral | feel calmer when using online platform 0.742 0.111 8.348* 0.596 | 0.811 0.706
Control
Feel in control of the interaction 0.505 0.097 6.552*
| will leave positive comments on SNS 0.872 - -
e-WOM | will recommend it on my SNS 0.950 0.048 22.527* | 0.839 | 0.940 0.941
| will share platform information on my SNS 0.929 0.051 21.484*

Model Fit: x=209.086, df=126, p=0.000, x?/df=1.659, RMR=0.048, RMSEA=0.053, GFI=0.913, AGFI=0.882, NFI=0.922, TLI=0.960, CFI=0.967
Notes: *p<0.001, AVE(Average Variance Extracted), CR(Composite/Construct Reliability)
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(Fornell & Larcker, 1981). 0|2t Z2 7|&=& HIEOZ HHEL
He2 HoRMdFSUAVES S MEd 378 M
B Hudle Aoz olstdler, & 7o &A= Mo
USS Eo2MUFEAVEEL THEe2 HE 0| ol
SR, JHEOlM HMAlSH HEQE 0] RE HEA s 2B}
F+)el Zutgiolez HAEIYHE SHEELUCtD & = U

Ct(see Table 3).



Byoung-Jo HWANG, Daegyu JUNG / Journal of Economics Marketing, and Management Vol 12 No 6 (2024) 51-64 59

Table 3: Discriminant Validity by Correlation Analysis

Constructs 1 2 3 4
1. Flow 0.679
. S . 0.671*
2. Positive Subjective Experience (0.450) 0.830
. . 0.392* 0.404*
3. Perceived Behavioral Control (0.154) (0.163) 0.596
0.555* 0.465* 0.410*
4. e-WOM (0.308) (0.216) (0.168) 0.839
Mean 3.512 3.472 3.254 2.807
Std. Deviation 0.526 0.629 0.601 0.967

Notes: The diagonal value is AVE, *p<0.001, Parentheses( ), Squared value of correlation coefficient

4.3. Structural Equation Model (SEM)

O] ¢17ol 7tdd30 Ofst AL FARHSEM) 24S S FUH FEE E¥Ss 240|Ch(Hoffman & Novak,
So10], == ZAuts CHS3t ZCisee Table 4). ZE O Xyt 1996). Al 52 &8% lstE 1Az FEZMHE &
£ 422226173, df=129, p=0.000, y?/df=1753, RMR=0.053,  H|Xto| 2HX ZTH ZA0| HHY 4 Y= S5 =

ACHGooljar et al., 2024; Park et al.,, 2024).

o
RMSEA=0.056, GFI=0.905, AGFI=0.874, NFI=0.916, TLI=0.954, st QUCtm g 5=
o

CFI=0.9622 LIE}RCE O] AF0|M =HE XNz FXE H2 HT7bd2 MEHEQICH PN AH[XS| E227t
SEM "7t 7|&F X HESIt Husi2H Moty =3 ZatS0| Xzt ds SHo| ofHs IYHAE Z=XE 243 Z
718 ol =82 = A= ALE UEIHen, £3 RMSEA o Fog H(+)Ql S O|Xls ARLE LIERLH ZEA S
7} 06=CtH 21 TLIQE CFIZF 952 CH 3CHDash & Paul, 2021; £ 7|28 XZE &z SN 24 22 EER7F 0.59%4(t-
Hu & Bentler, 1999; Shi & Maydeu-Olivares, 2020; Xia & Yang, value=6.456; p<0.00N2 =2 FFHZ EOo|1 QUCt Ol=
2019). m2tM O G79| SEM Aot = FTHINEE ALO|Q AMRAZI, FHAAH, A2t 50| Al HHOJEe 82k
QINMEAE HYS=0 F2P A2E THHHCHHair et al, O %|Xo| AUMEE MI3t0 F=H AH[Xe &4E of
2010). HBES S50 =2 SHBEES ISt Utt= 2|0jo|Ct
TEAN AHXtel 2227t 2N FHE ZY, XZE (Gooljar et al., 2024; Hoffman & Novak, 1996; Lee & Wu, 2017).
Hds M L e-wOMO| O/X|= FFHAHE oAt o] AAF H3 GT7hd2 MEIE|QICH FASAN AH[Xe| E2LIt
of #MA 2MZAut= ChE33t ZCh H1 AF7HEE2 XHE RS e-WOMO|| ojMst FEHAE #A=XE 243 Aot Folot
Ch +=4M AH|Xe| 2227t 3-A FEA FHo| ol H+)ol S DX ZHo=Z LEGCH HEASE 7|52
ot FEHAE A=XE 24T 2 RS H(+)9 &S 2 e-WOMO| 2% 89 E=Z27t 0.627(t-value=8.114;
OXl= ARE LIEtHCL HEAHFE 7|E2E 3¥H & p<0.00N2 =2 F&HS Ho|1 Ut F, 2H[X| EA4F
N ZYo| 2%t 29 EZL27} 0.878(t-value=7.907; p<0.001) S NHAEE M3A7E A gelg = s SNSZF OHAH E
2 52 g8 E 20|10 Ut EER= IHO| ZEYHEZE ME2 0 2002t & 4= QUCHPark et al, 2024).
Table 4: Hypothesis Test Results using Path Analysis
Hypothesis Path Std. Estimate S.E. t-value Results
H1 Flow > Positive Subjective Experience 0.878 0.083 7.907*** Accept
H2 Flow = Perceived Behavioral Control 0.594 0.103 6.456*** Accept
H3 Flow » e-WOM 0.627 0.132 8.114*** Accept

Model Fit: x?=226.173, df=129, p=0.000, x*/df=1.753, RMR=0.053, RMSEA=0.056, GFI=0.905, AGFI=0.874, NFI=0.916, TLI=0.954, CFI=0.962
Notes: *p<0.05; **p<0.01; ***p<0.001
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5. Conclusions
5.1. Implications
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