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Q1 7+ 10179(32.6%), 591 o1’ 7F7 207(6.5%) 22 el
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Z 8 310 100%
1= 41 13.2%
H2chE 4 11.0%
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R AFEAY 24 dde <% 3>9F 2
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An Empirical Study on the Effect of Perceived Usefulness,
Reliability, and Convenience of Rental Subscription Service
Users on Customer Satisfaction

Jin, Ki-bang*
Ha, Tae-kwan™

Abstract

This study aims to identify the factors that affect customer satisfaction as the market growth of rental subscription services for living
environment home appliances increases. Unlike previous research, which focused on online subscriptions (e.g., digital content, over-the-top
(OTT) services, e-books, and mobile devices), this study expands the scope to include rental subscriptions for household environmental
appliances. Specifically, this study analyzes the factors influencing customer satisfaction among rental subscription service users by
examining the effects of perceived usefulness, reliability, and convenience. The results show that users’ perceived reliability and
convenience of rental subscription services for living environment home appliances significantly affect customer satisfaction. Perceived
usefulness, however, was not found to have a significant impact, as it is an abstract and subjective customer aspect. The implications of
the results are as follows: First, standardized services must be strengthened to increase the reliability of rental subscription services.
Additionally, it is necessary to improve convenience by developing additional services when managing regular visits tailored to the
characteristics of each product. Providing customized services by integrating products and Information and Communications Technologies
(ICT). Furthermore, effective customer management to increase customer satisfaction is crucial, as it can lead to cross-selling and

up-selling opportunities. Lastly, venture start-ups should actively apply a subscription service business model.

KeyWords: Perceived usefulness, perceived reliability, perceived convenience, customer satisfaction, living environment appliances, rental

subscription services
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