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Abstract: In the fiercely competitive landscape of last-mile delivery among online shopping platforms,
the quest for customer loyalty has led to the implementation of paid membership subscription services.
This study aimed to examine the differences in customer dependency on the paid membership
subscription service of an online shopping platform depending on the perceived sunk cost of the
subscription fee, perceived benefit, and perceived fit of benefit and user. A 2 (sunk cost perception :
high/low) x 2 (perceived benefit : high/low) x 2 (Perceived Fit of Benefit and User : high/low) ANCOVA
analysis was employed in the study. Subscription service satisfaction as a covariate to isolate differences
in dependency, excluding the satisfaction effect was utilized. Results of the study revealed that there
were differences in dependency depending on the level of sunk cost perception, benefit perception, and
suitability perception. Notably, high levels of these variables correlate with elevated dependency.
Moreover, a three-way interaction effect emerges, indicating nuanced dependencies in scenarios where
sunk cost perception is high, benefit perception is high, and suitability perception varies. Further, high
sunk costs and favorable benefit evaluations lead to peak dependence on the subscription service,
regardless of perceived suitability. Conversely, high sunk costs coupled with low evaluations of benefits
and suitability result in the lowest dependency on the service.

Keywords: Dependency, Online Shopping Platforms, Paid Membership Subscription Services,
Perceived Benefit, Perceived Fit of Benefit and User, Sunk Cost Perception
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BxC 1 4.08 10.06%*
AxBxC(H4) 1 3.20 8.11%*
Error 210 40

#p<0.05, **p<0.01, ***P<0,001

vpR et 2 Jhd 4v wjENEX 7, slEA )y, AR S5PHsE 34
FEAgor A7 oA Aol giE ATl A% Zo|th ANCOVA #4143,
SAHOR Fot FolE Hol 7HE 4% QY EFHJATKF=8.11, P<0.01). FJ7+ Zol=
TAAeZ v B7] 98] A7 S (Duncan test)= AASI AL [ 3], [2H 2]9F
ARE ©Ze9cth 8/ HES a, b, ¢, d 4719 TEOE FEEYTHF=3.76, P<0.01).
dF(group a)yv= vEH|EA|Zto] Fa YA Zfo] &
w(M=4.80a) A3 A 2Zbell A flo] yEpkth mgk o]Eo] 7h YrolA = A -(group
e vWiENEX el EmowA I EXAY A A zte]  EE s W&
= 2 W rh(M=2.754).
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g A Zto] BEF e A 9(group d: M=2.75) =& oFEAo] Yol S B 4 gl
MU gAZte] e AflEA aFoR UHE AL ¥ dud, AR
e flol slEAZbe]l =2 A f(group b: M=4.00, 3.95)° o=l =A ERROH
& A 7ko] vt 7 -f-(group ¢; M=3.40,3.52)°l o= HolA= s & g v
[3 3] Fvf o wEAA
[Table 3] Mean and Standard Deviation
B. &8#]|7}
Low High
C. 434 Az Low High Low High
Lo 3.40c 3.52¢ 4.00b 3.95b 3.58
W (72) (71) (1.04) (.74) (78)
A, mi=H]-8#] 2
Hich 2.75d 4.09b 4.80a 4.80a 4.25
& (44) (.83) (42) (72) (1.02)
3.50 3.67 3.53 4.55
(.80) (74) (1.10) (.82)
O 2 B2 XZHLow) Of 2 H| & X ZH{High)
352c
340 =g x| 2
— .‘J I_D'\"'J' *--—---———= -3
- High e
Low & =R 2} High Low = P High
[19 2]39 ZE28ay &4 243
[Fig. 2] The Result of 3-Way Effects
5. 48
51 e Aol o9 L AN
edlay BRFI KEUNY THEAMsE 3Ads] @ EE A @
o8 HE Wil Al i Al vket Zevd ES Aleeta ok aASAAE T
Aol FEER WA AA}E olgmrt BN s, o MET YA
TEe olSelu FEo]l SeAE ddste] EmAE[ze] sEQletar vk LA
TEAN S olgehs uAL AF TPl SR Y ZTAZAA AFES
T el AAsL, AFY AAucs d9e § W) N SaHon Y
ZHFAA AFs FES oy FES S FEWE, FEYHE, OTTolE, thekst
AFHAE 59 ol5e A 2MAES oA oleld TEAWL/L golt wHstm
A4sin AEHow oFah EE wol vt
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