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This study provides an exploratory examination of the relationship between adolescents’ subscription awareness and the
perceived value of subscription-based consumption. Using cross-sectional survey data from 341 middle and high school students
in the Seoul metropolitan area, statistical analyses including correlations and regression were conducted. The results show a
positive association between subscription awareness and perceived value, suggesting that conscious monitoring of subscription

spending is closely associated with adolescents’ value-for-money evaluation of subscription-based consumption.
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Introduction

Subscription-based services, such as Netflix, Spotify, and
ChatGPT, have become a major part of everyday digital con-
sumption. These services include entertainment, productivity,
mobile gaming and even education platforms. Recent research
suggests that digital content consumption is increasingly orga-
nized around access-based and subscription-supported mod-
els rather than one-time ownership-based purchases, partic-
ularly in streaming media, digital news, music, and audio-
book services =3, Among consumers, adolescents are es-
pecially exposed to various subscription services. In Ko-
rea, about 97.8 percent of all teenagers and people in their
20s are using subscription-based services, the highest out of
all age groups. Consumption experience during adolescence
shapes consumption behavior and corresponding values in
their lifetime*>. Research on consumer socialization sug-
gests that adolescents develop consumer behavior and per-
ceive the value of consumption by interacting with the market-
place and through personal experiences including buying and
using goods®’. The perceived value of consumption refers to
a subjective evaluation resulting from a rational trade-off be-
tween perceived benefits and perceived sacrifices in consump-
tion decisions. Understanding how adolescents develop this
perception is important because it may influence their long-
term financial decision-making. By recognizing the balance
between costs and benefits, adolescents may be less likely to
engage in unconscious spending and more likely to develop
sound consumption tendencies over time.

Overall, adolescents’ early consumption experiences may
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be related to their long-term attitudes toward spending and
value perception. As subscription-based services increasingly
dominate digital consumption, examining how adolescents ex-
perience and evaluate these services can provide insight into
the development of future consumer behavior.

Previous generations learned the value of consumption by
experiencing ownership transfer through physical payment.
However, in today’s subscription-based economy, the absence
of physical payment and ownership transfer may be associated
with different ways in which adolescents understand the value
of consumption compared to previous generations. Since pay-
ments are often automated and intangible, consumers may
not directly experience the psychological discomfort associ-
ated with spending money — a moment that would otherwise
prompt comparison between cost and value. This is consis-
tent with the "pain of paying" literature, which holds that psy-
chological discomfort weakens when payment is less salient®,
and with research showing that decoupling payment from con-
sumption reduces consumers’ perceived connection between
what they pay and what they receive®. Subscription pricing
further resembles flat-rate structures, under which repeated
payment decisions feel less burdensome and consumers may
prefer fixed-fee plans even when they are not economically
optimal 1. In this context, subscription awareness becomes
important because it reflects whether adolescents notice re-
curring costs, service use, and subscription conditions when
evaluating the value of subscription-based consumption.

Although consumption behaviors formed during adoles-
cence exert a long-term influence on consumption patterns
throughout the life span, research examining adolescents’
value formation in the context of subscription-based consump-
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tion remains scarce. Thus, this study aims to examine the re-
lationship between adolescents’ subscription-based consump-
tion behaviors and their perceived value, which may be related
to their rational consumption habits in adulthood.

Theoretical Background

Pros and Cons of Subscription Payments

Unlike traditional media consumption, which requires one-
time purchases of physical ownership, such as buying CDs,
DVDs, game cartridges, or movie tickets, subscription mod-
els allow unlimited access for a typically small fixed monthly
fee. Moreover, subscription services can be used anywhere
without location constraints, and are convenient because up-
dates, delivery, and maintenance are handled automatically.
Most importantly, they eliminate the transactional friction of
pay-per-use models, and for frequently used services, the total
cost can be lower than making individual purchases.

However, automatic, recurring billing cycles of subscrip-
tion services can significantly reduce a consumer’s conscious
awareness of spending, making financial outflows psycholog-
ically invisible unless actively monitored. Unlike pay-per-use
purchases, subscription services often require users to pay a
recurring fee for continued access rather than making a sep-
arate payment each time they use the service. This structure
can make the cost of each individual use less salient by weak-
ening the immediate “pain of paying,” or the psychological
discomfort associated with making a payment®’!!. Research
on automatic bill payment similarly finds that recurring pay-
ment schemes can reduce price salience and weaken conscious
cost consideration !2. Research on payment depreciation fur-
ther explains that the psychological impact of a payment can
decline when payment and consumption are separated over
time®.

Subscription services may also encourage passive continu-
ation. Consumers may continue paying for monthly services
without actively reassessing their value, partly because of de-
fault bias, or the tendency to accept a pre-set option '3, and
status quo bias, or the tendency to maintain the current state '“.
Research on transaction decoupling and flat-rate pricing also
suggests that bundled, prepaid, or fixed-fee payment structures
can reduce the salience of individual consumption costs and
make repeated payment decisions feel less burdensome '°.

Furthermore, by taking advantage of this tendency, many
platforms strategically offer free trials or student discounts,
encouraging adolescents to subscribe early and maintain long-
term payment habits. Such subscription services often create
“Roach Motel” patterns, where subscribing is simple but can-
celing is difficult or confusing'>'®. These manipulative de-
signs can lead users, especially adolescents, to continue pay-
ing for services they no longer use because of hidden barriers
to cancellation or inadequate disclosure of recurring charges.

Subscription Awareness of Adolescents

Adolescence is a transitional stage to form self-identity and
to become an independent consumer. Adolescents undergo
consumer socialization by acquiring purchasing skills, engag-
ing in decision-making that involves weighing price and prod-
uct comparisons, and internalizing consumption motives and
values>®. Nevertheless, adolescents are not yet sufficiently
mature to easily identify advertising and marketing as per-
suasive efforts aimed at altering one’s attitude or behavior!”.
Thus, adolescents can be easily exposed to the less visible
costs and cancellation barriers of subscription payment sys-
tems. Adolescents, who are not yet accustomed to mature con-
sumer behavior, often find it challenging to accurately monitor
their subscription statuses and achieve optimal consumption
by considering factors such as price, billing cycle, and avail-
able alternatives. This lack of active engagement with recur-
ring payments may weaken awareness of ongoing spending
and lead to challenges in budget management. '3,

Perceived Value

In consumer research, perceived value is widely defined as
a consumer’s overall evaluation of the utility of a product or
service based on perceptions of what is received and what is
given up . This foundational definition emphasizes that the
concept of value goes beyond simple satisfaction or liking, it
is the comparison between benefits and costs that determines
how consumers evaluate an experience. Thus, consumers
with higher levels of perceived value have a tendency to ex-
plore whether the product or service meets one’s expectations,
whether it is cost-effective and whether there are better alter-
natives. In this context, although automatic payment of sub-
scription services may reduce ‘pain of paying’, a lower pain
of paying does not always lead to better consumer outcomes.
Because the lack of or lower level of pain would cause over-
spending !, when consumers later recognize the total expen-
diture, their perceived value may decrease. Thus, consumers
who perceive high value do not simply enjoy the absence of
‘pain of paying’, but rather consider the balance between costs
and benefits, minimizing the leakage of unconscious spending
and increasing intention to repurchase in the long run%-?!

Prior research provides important insights into subscription-
based consumption and perceived value, but these two areas
are often discussed separately. Studies on subscription pro-
grams, flat-rate pricing, payment depreciation, and transaction
decoupling explain how recurring or fixed-fee payment struc-
tures may affect consumers’ perception of cost, usage, and
value. Research on perceived value defines value as an evalua-
tion of the benefits received relative to the costs paid. Because
adolescents are still developing financial habits and consump-
tion judgment, these issues are especially relevant in adoles-
cent subscription use. Building on these streams of literature,
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this study examines whether adolescents’ subscription aware-
ness is associated with their perceived value of subscription-
based consumption.

Hypothesis Development

By bridging the literature on subscription-based consump-
tion and adolescent consumer behavior, this study examines
the relationship between adolescents’ subscription awareness
and perceived value. Prior research has examined how sub-
scription and flat-rate payment structures influence cost per-
ception and consumption behavior, but less attention has been
paid to how adolescents’ awareness of recurring subscription
costs is associated with their perceived value of subscription-
based consumption. Subscription services can reduce pay-
ment salience by separating payment from use. Therefore,
adolescents with low subscription awareness may continue us-
ing or paying for services without clearly evaluating costs rel-
ative to benefits. In contrast, adolescents with higher subscrip-
tion awareness are more likely to notice recurring costs, billing
conditions, price changes, unused subscriptions, and available
alternatives. Because perceived value is a cost-benefit judg-
ment, this awareness provides the information needed to eval-
uate whether a subscription is worthwhile. Unlike many tradi-
tional purchasing contexts, where costs are immediately tan-
gible and visible at the point of purchase, subscription ser-
vices separate payment from consumption and can obscure
the ongoing expenditure. As a result, variation in awareness
may play a particularly important role in how consumers eval-
uate the value of subscription-based consumption. This is-
sue may be especially relevant for adolescents, who are still
developing financial habits and consumer judgment and may
be less likely to actively monitor recurring subscription pay-
ments than fully independent adult consumers. Thus, higher
subscription awareness is expected to be positively associated
with perceived value.

Based on this reasoning, this study proposes the following
hypothesis:

HI1: Adolescents’ subscription awareness is positively as-
sociated with their perceived value of subscription-based con-
sumption.

Methodology

Research Design

This study employed statistical analyses—including descrip-
tive statistics, correlation analysis, and ordinary least squares
regression—based on cross-sectional data to examine the rela-
tionship between adolescents’ subscription awareness and the
perceived value of their experiences with subscription-based
consumption.

Data Collection

This study conducted a survey using Google Forms among
middle and high school students in the Seoul metropolitan
area. The questionnaire included 34 survey items: 32 closed-
ended items, including multiple-choice and Likert-scale items,
and two numeric free-response items. These items measured
subscription awareness, perceived value, subscription use, us-
age intensity, parental involvement, peer influence, financial
literacy, allowance, and demographic information. A total of
430 survey links were distributed to students in 18 classes
across nine schools. The school sample included three boys’
schools, three girls’ schools, and three coeducational schools,
with two classes surveyed at each school. To reduce topic-
based self-selection, all students in the selected classes were
invited to participate, rather than only students with a prior
interest in subscription services. Before completing the sur-
vey, participants were informed that the study concerned ado-
lescents’ use and perception of subscription-based services.
However, the specific variables and expected patterns of as-
sociation were not explained in order to reduce potential re-
sponse bias. Responses were anonymous, all participants an-
swered the same set of questions, and no compensation was
provided.

Of the 430 distributed survey links, 376 completed re-
sponses were returned, yielding a response rate of 87.4%. Stu-
dents who reported being under 14 at the beginning of the sur-
vey were screened out and did not proceed to the main ques-
tionnaire, because their participation would have required ad-
ditional legal guardian consent procedures. At the end of the
questionnaire, students were asked to indicate how sincerely
they had completed the survey, students who indicated insin-
cere completion were removed from the analytic sample. Af-
ter these exclusions, the final sample consisted of 341 valid
responses. The sample included 161 male students (47.2%)
and 180 female students (52.8%). The full survey question-
naire, including the original Korean wording, English transla-
tion, and translation procedure, is provided in Supplementary
Appendix A.

Variables and Measures

Perceived Value. This variable refers to the extent to which
adolescents perceive their subscription-based consumption as
worthwhile in relation to the benefits received and the cost
paid. Perceived value was measured with five Likert-scale
items focused on value-for-money evaluation. The items
asked students to evaluate, in relation to cost, the quality, emo-
tional satisfaction, price reasonableness, relative attractiveness
compared with alternatives, and practical benefits of their cur-
rent subscription services %23, Each item was assessed on a
1-5 Likert scale, and the perceived value score was calculated
as the arithmetic average of the five items. The five-item scale
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showed strong internal consistency (Cronbach’s o = .93).

Subscription Awareness. This variable refers to the ex-
tent to which adolescents consciously monitor and manage the
prices and payment conditions of their subscription services.
Subscription awareness was measured with six Likert-scale
items focused on adolescents’ knowledge and monitoring of
their current subscription services. The items asked students
whether they knew the monthly payment amounts and pay-
ment dates of their subscriptions, whether they were likely
to notice price increases, whether they regularly checked for
subscriptions they did not use often, whether they monitored
when free trials converted to paid subscriptions, and whether
they knew their total monthly spending on subscription ser-
vices 1224, Each item was assessed on a 1-5 Likert scale, and
the subscription awareness score was calculated as the arith-
metic average of the six items. The six-item scale showed
strong internal consistency (Cronbach’s o0 = .91).

A principal components analysis with varimax rotation
showed that the subscription awareness items and perceived
value items loaded on separate components, providing no clear
evidence of problematic construct overlap.

Number of Subscriptions. This variable represents the to-
tal number of subscription services that each participant re-
ported currently subscribing to. Participants were asked to re-
port how many subscription services they were currently sub-
scribed to in total. This variable was used as a control variable
to account for differences in the breadth of participants’ sub-
scription use.

Usage Intensity. Usage intensity was measured by ask-
ing respondents to report their average daily time spent using
subscription services on a five-category response scale, with
higher values indicating longer daily use. This variable was
included as a control variable to account for differences in
subscription-use engagement, as prior research suggests that
the amount of online service use may be related to consumers’
willingness to pay for online content.

Monthly Allowance. Monthly allowance was included
as a control variable reflecting adolescents’ available discre-
tionary financial resources. Participants were asked to report
the amount of personal allowance they could freely spend in
an average month using an eight-category ordered response
item ranging from “none” to “600,000 KRW or more.” Be-
cause allowance is a common way through which adolescents
gain access to money for discretionary spending and may be
related to the development of financial capability, this variable
was included to account for differences in financial resources
that could be associated with subscription use and perceived
value?. For analysis, higher values indicated greater monthly
allowance.

Parental Involvement. This variable captures the extent
to which parents or guardians are aware of and involved in
adolescents’ subscription-service use. Prior studies suggest

that parental involvement and family communication are as-
sociated with adolescents’ consumer and financial behaviors,
making this variable relevant to adolescent subscription-based
consumption®. It was measured with four Likert-scale items
asking whether parents or guardians knew which subscription
services the respondent used, knew the costs of those ser-
vices, were consulted when the respondent started or canceled
a subscription service, and checked the respondent’s level of
subscription-service use. The parental subscription involve-
ment score was calculated as the arithmetic average of the
four items, and the scale showed strong internal consistency
(Cronbach’s o = .85).

Peer Influence. Peer influence was included as a control
variable because prior research suggests that peers are asso-
ciated with adolescents’ consumer knowledge, attitudes, pur-
chase behavior, and online purchasing decisions?”-?%. In this
study, peer influence was measured with a single Likert-scale
item asking whether the subscription services used by the re-
spondent’s friends influenced the respondent’s own choice of
subscription services. The item was assessed on a 1-5 Likert
scale, with higher values indicating stronger perceived peer
influence.

Financial Literacy. Financial literacy was included as a
control variable because prior research suggests that finan-
cial education, financial socialization, and students’ experi-
ences with money matters are related to adolescents’ financial
knowledge and financial behavior?®3?. In this study, finan-
cial literacy was measured with five Likert-scale items assess-
ing respondents’ understanding of basic financial concepts and
their money-management practices. The items asked whether
respondents understood the concepts of interest, recurring or
automatic payments, and credit card fees, and whether they
had experience saving allowance to purchase goods or services
and recording their allowance budget and spending. Each item
was assessed on a 1-5 Likert scale, and the financial liter-
acy score was calculated as the arithmetic average of the five
items. The five-item scale showed strong internal consistency
(Cronbach’s o = .85).

Gender. Participants were asked to indicate their gender as
male, female, non-binary, or prefer not to answer. Because all
valid responses in the final analytic sample were either male
or female, gender was coded as a binary control variable, with
female coded as 1 and male coded as 0.

Age. Participants were asked to report their age in years.
In the final analytic sample, participants ranged from 14 to 19
years old. Age was included as a demographic control variable
in the regression analysis.

Data Analysis

Descriptive statistics are presented from the data collected, in-
cluding information on demographics, subscription awareness

4 |NHSJS 2026

© The National High School Journal of Science 2026



and the perceived value of experiences of the services. Rela-
tionships among subscription awareness, perceived value, and
other variables concerning subscription-based services were
assessed using Pearson correlation analysis.

For the main hypothesis tests, regression analysis was
conducted to examine the association between subscription
awareness and perceived value while controlling for other rel-
evant factors. Specifically, perceived value was treated as the
dependent variable, and subscription awareness was the key
independent variable. Additional control variables included
number of subscription services, usage intensity, monthly al-
lowance, parental involvement, peer influence, financial liter-
acy, gender, and age.

All statistical analyses were conducted using Python statis-
tical packages, and statistical significance was evaluated at the
p < 0.05 level.

Ethical Considerations

Before data collection, the survey procedure was discussed
with the participating schools. The survey was administered
anonymously, and no personally identifying information was
collected. Before beginning the questionnaire, students were
informed of the study’s purpose, the voluntary nature of par-
ticipation, and how their responses would be used. Students
who indicated that they were under 14 were directed not to
continue, as participation by children under 14 would have
required additional consent from a parent or legal guardian
under Korea’s Personal Information Protection Act. Students
proceeded to the questionnaire only after reading this infor-
mation and choosing to continue.

Result

Descriptive statistics are displayed in Table 1 for all study vari-
ables (N=341). The mean of perceived value is 3.19 (SD =
0.94) and the mean of subscription awareness is 3.05 (SD =
0.83).

The average number of subscriptions was 3.52 (SD=1.07),
with participants reporting between 1 and 8 services. Usage
intensity had a mean of 3.20 (SD = 1.30) on a five-category
scale, while monthly allowance had a mean of 3.18 (SD =
1.74) on an eight-category ordered scale. The mean scores
for parental involvement, peer influence, and financial liter-
acy were 3.05 (SD = 0.77), 3.04 (SD = 1.13), and 3.12 (SD
= 0.80), respectively. Regarding demographic characteristics,
the mean age of participants was 16.61 years (SD = 1.52), with
ages ranging from 14 to 19 years. The sample included 161
male students (47.2%) and 180 female students (52.8%).

Table 2 presents the pairwise correlations among the vari-
ables. The range of variance inflation factors (VIFs) for these

Table 1 Descriptive statistics (N=341). Usage intensity and monthly
allowance were coded as ordered categorical variables, and gender
was coded as 0 = male and 1 = female.

Variable Mean Standard Min Max
Deviation
Perceived Value 3.19 0.94 1 5
Subscription Awareness 3.05 0.83 1 5
Number of Subscriptions 3.52 1.07 1 8
Usage Intensity 3.20 1.30 1 5
Monthly Allowance 3.18 1.74 1 8
Parental Involvement 3.05 0.77 1 5
Peer Influence 3.04 1.13 1 5
Financial Literacy 3.12 0.80 1 5
Gender 0.53 0.50 0 1
Age 16.61 1.52 14 19

variables was 1.02-1.34 (Mean VIF = 1.13), indicating that
multicollinearity is not a concern in this analysis.

Figure 1 illustrates the relationship between subscription
awareness and perceived value of subscription services. The
upward fitted regression line slope suggests a positive bivari-
ate relationship between the two variables. Although individ-
ual responses vary around the line, the overall pattern indicates
that higher subscription awareness tends to be associated with
higher perceived value.
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Figure. 1 Relationship Between Subscription Awareness and
Perceived Value. The fitted line shows the overall linear trend.

A multiple linear regression analysis was conducted to ex-
amine the factors associated with adolescents’ perceived value
of subscription services. The independent variables included
subscription awareness, number of subscriptions, usage inten-
sity, monthly allowance, parental involvement, peer influence,
financial literacy, gender, and age (N = 341). As shown in Ta-
ble 3, the overall model was statistically significant, F(9, 331)
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Table 2 Pairwise correlations. Pearson correlation coefficients are reported. Usage intensity and monthly allowance were coded as ordered

categorical variables, and gender was coded as 0 = male and 1 = female.

1 2 3 4 5 6 7 8 9 10
1. Perceived Value 1
2. Subscription Awareness 0.53 1
3. Number of Subscriptions -0.09  -0.08 1
4. Usage Intensity 0.13 -0.02 0.03 1
5. Monthly Allowance 0.10 0.03 0.14 0.03 1
6. Parental Involvement 0.29 0.25 -0.11 0.08 -0.07 1
7. Peer Influence 0.03 0.06 -0.03 0.16 0.02 0.09 1
8. Financial Literacy 0.50 0.35 0.06 -0.03 0.13 0.20 0.07 1
9. Gender 0.00 -0.01 0.00 0.04 0.01 -0.01  -0.08 0.03 1
10. Age 0.24 0.30 -0.02 0.04 0.26 0.03 -0.06 0.00 0.07 1
=29.99, p < .01, and explained approximately 45% of the analysis.

variance in perceived value (R? = 45; adjusted R2 = 43).

Subscription awareness was positively and significantly as-
sociated with perceived value (b = 0.39, SE = 0.05, p < .01),
indicating that adolescents with higher subscription awareness
tended to report higher perceived value of subscription-based
consumption, controlling for subscription use, financial, so-
cial, and demographic variables. Financial literacy (b = 0.43,
SE =0.05, p < .01) and parental involvement (b = 0.14, SE =
0.05, p < .01) were positively associated with perceived value.
In addition, usage intensity (b =0.10, SE =0.03, p < .01) and
age (b=0.07, SE =0.03, p < .01) showed significant positive
associations with perceived value.

In contrast, the number of subscriptions (b = -0.03, SE =
0.04, p = .37), monthly allowance (b = 0.01, SE = 0.02, p =
.71), peer influence (b = -0.04, SE = 0.03, p = .31), and gen-
der (b = -0.04, SE = 0.08, p = .62) were not statistically sig-
nificant. Overall, the regression results support H1 by show-
ing that subscription awareness remained positively associated
with perceived value after controlling for other relevant vari-
ables.

Discussion

Restatement of Key Findings

This study examined the relationship between adoles-
cents’ subscription awareness and the perceived value of
subscription-based consumption. The results consistently in-
dicate that subscription awareness is positively associated
with adolescents’ evaluation of the worth of their subscrip-
tion spending. Subscription awareness showed a strong pos-
itive association with perceived value in correlation analyses,
visual inspection of the scatter plot, and multiple regression

Implications and Significance

These findings contribute to the growing literature on the
subscription economy by highlighting the association be-
tween cognitive monitoring and adolescents’ perceived value
of subscription-based consumption. While prior research has
emphasized the reduced “pain of paying” associated with au-
tomated billing and its potential to encourage overspending,
the present study suggests that adolescents who actively mon-
itor their subscriptions tend to report higher perceived value
evaluations about their consumption. In other words, the find-
ings suggest an association between subscription awareness
and more deliberate evaluation of recurring subscription pay-
ments.

From a theoretical perspective, the findings are consis-
tent with consumer socialization theory by suggesting that
adolescents’ attention to subscription-related costs and con-
ditions, such as prices, billing dates, and service terms, is
related to their evaluation of consumption value. Practi-
cally, the findings suggest that helping adolescents track sub-
scription expenses may support more deliberate evaluation
of recurring digital consumption. Given the rapid expansion
of subscription-based business models, understanding how
young consumers interpret value in this context is increasingly
important for educators, parents, and policymakers.

Recommendations

Future research should examine additional dimensions of sub-
scription behavior that may influence value perception, such
as actual usage data, types of services subscribed to, or dura-
tion of subscription. Longitudinal studies would be particu-
larly valuable for examining whether and how early subscrip-
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Table 3 OLS regression results for Perceived Value. Unstandardized coefficients are reported. Usage intensity and monthly allowance were
coded as ordered categorical variables; gender was coded as 0 = male and 1 = female.

Coefficient Std. Error t-stat p-value [95% CI]
Subscription Awareness 0.39 0.05 7.19 0.00 0.28-0.49
Number of Subscriptions -0.03 0.04 -0.90 0.37 -0.10-0.04
Usage Intensity 0.10 0.03 3.33 0.00 0.04-0.16
Monthly Allowance 0.01 0.02 0.37 0.71 -0.04-0.06
Parental Involvement 0.14 0.05 2.71 0.00 0.04-0.25
Peer Influence -0.04 0.03 -1.01 0.31 -0.10-0.03
Financial Literacy 0.43 0.05 8.14 0.00 0.33-0.54
Gender -0.04 0.08 -0.49 0.62 -0.19-0.11
Age 0.07 0.03 2.64 0.01 0.02-0.13
Constant -1.11 0.51 -2.17 0.03 -2.11—0.10

tion habits predict later financial behavior in adulthood. Fur-
thermore, experimental or intervention-based studies could in-
vestigate whether educational programs that promote expense
tracking or financial literacy improve adolescents’ ability to
evaluate subscription value.

In practical terms, schools and families may consider in-
corporating budgeting tools or subscription management edu-
cation into financial literacy programs. Platforms themselves
could also design transparency features — such as usage sum-
maries or spending alerts — to help young users make more
informed consumption decisions. For example, students could
use a monthly subscription checklist that records each ser-
vice’s price, billing date, free-trial conversion date, cancella-
tion procedure, and actual usage frequency. This would help
adolescents avoid treating recurring costs as fixed expenses>!,
compare those costs with the benefits they receive, and review
whether each subscription remains worthwhile.

Limitations

This study has several limitations. First, because the study
used cross-sectional survey data, the findings should be inter-
preted as associations rather than causal relationships. Sec-
ond, the sample was limited to middle and high school stu-
dents in the Seoul metropolitan area and was not randomly
selected at the national level. Therefore, the findings should
not be generalized to all Korean adolescents or to adoles-
cents in other cultural contexts. The study also did not di-
rectly measure household income or family socioeconomic
status, which may be related to adolescents’ subscription use
and perceived value. Future research should use longitudinal,
nationally representative, or cross-cultural samples to exam-
ine whether the observed associations vary across regions, so-
cioeconomic backgrounds, and cultural contexts. Third, the

study relied on self-reported survey responses. Although self-
report data are appropriate for measuring subjective percep-
tions such as awareness and perceived value, responses may
still be affected by recall error, misunderstanding of survey
items, or social desirability bias. Future research could com-
bine survey responses with behavioral data, such as actual
subscription use or payment records, to validate the observed
patterns. Fourth, the operationalization of awareness and per-
ceived value through Likert-scale items may not fully establish
the construct validity of the measures. Fifth, the study did not
differentiate among types of subscription services, which may
vary substantially in cost, utility, and usage patterns. Finally,
the study did not include detailed measures of online behav-
ior, such as digital media use, platform-specific subscription
behavior, or time spent using subscription services. Future
research could examine these factors to further identify other
determinants of adolescent subscription consumption.

Conclusion

The present study suggests that adolescents who are more
attentive to subscription spending tend to report higher per-
ceived value of subscription-based consumption. As subscrip-
tion models continue to replace traditional ownership-based
purchasing, future research and educational efforts should fur-
ther examine how subscription awareness is related to adoles-
cents’ evaluation of digital consumption.
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Supplementary Appendix A

Survey Questionnaire: Original Korean Wording and English Translation

Translation methodology. The questionnaire was originally written in Korean. A bilingual researcher translated the Korean survey into English. A bilingual
supervising teacher then back-translated the English version into Korean. The original Korean wording and the back-translated Korean wording were compared
for semantic consistency, and no substantive discrepancies were found.

Note. The response options are shown in the order presented to participants. Response-scale labels were translated literally while preserving their ordinal

meaning.

Item Original Korean wording English translation

Title Survey Questionnaire Survey Questionnaire

Section A 712 AR Basic Information

Al EHA ARFN FN 52 53 &<2: w144 o]A4JY7?  Eligibility confirmation for independent consent: Are you

14 years of age or older?

Al option o Yes

A1l option oy e No

Al option Ar=As Not sure

Al note ¥*olQ =2 RaAss MEst A, ¢ o] HAES * If you selected No or Not sure, please do not continue
R 3R] upA A Q. with the survey.

A2 1}o] Age

A2 option 144 14 years old

A2 option 1541 15 years old

A2 option 164 16 years old

A2 option 17A4] 17 years old

A2 option 184 18 years old

A2 option 194 o] A¢ 19 years old or older

A3 A Gender

A3 option A Male

A3 option o] A Female

A3 option Non-binary Non-binary

A3 option S5t AR ke Prefer not to answer

A4 AFE A Y Residential area

A4 option AlE Seoul

A4 option A7) Gyeonggi Province

A4 option 7] e} Other

Section B TE Aul2 ol AF Subscription Service Usage Status

B1 T= AH) A o] o] B Whether you use subscription services

B1 option o Yes

B1 option ol 2 No

B1 option Ar=Ae Not sure

B2 o] g 9 2= /\1 B2 {9 Types of subscription services currently used

B2 option AJAHOTT: Y= A, t2UZ8 A, g, doln & Video/OTT: Netflix, Disney+, TVING, Wavve, etc.

B2 option 2ok WE AFE| Do), fEZHA S Music: Melon, Spotify, Apple Music, etc.

B2 option FEH zgn g YouTube Premium

B2 option Al YD: xbox Al G| 2, Zd o] 2H oA B2 5 Gaming: Xbox Game Pass, PlayStation Plus, etc.

B2 option IS A 7o, 3_1,'?5 N = Education: online lectures, learning apps, etc.

B2 option AI: ChatGPT, Gemini, Claude 5 AI: ChatGPT, Gemini, Claude, etc.

B2 option A AFA]: Notion, 2295 Au| A = Productivity: Notion, cloud services, etc.

B2 option £ TG, HoHEZH A S Shopping: Coupang Wow, Naver Plus, etc.

B2 option 7] e} Other

B3 A L= =2 AujaE =9 Q7P How many services are you currently subscribed to in total?

B4 FE53= AUl F ARAlo] A H 2 FS FH3E= AHl2E Among the services you subscribe to, how many do you
2 7)) 21 7}2 personally pay for?

Section C Subscription Awareness Subscription Awareness

C instruction ol F&HL T Au|xe] 714 2 AA| ﬂ] Aol st €  The following items ask how well you know and manage
o} 2 43 Fglst=rb ol tid AE A Y the prices and payment systems of subscription services.

Response scale ] o 8 -}i ojt}/3. 2 Response scale: 1. Strongly disagree / 2. Somewhat dis-

$9 A% A% 39A 9/, 29
A=

A
Solt/4. 28 Wolt}h/s. wj 1}

agree / 3. Neutral / 4. Somewhat agree / 5. Strongly agree
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Cl U= dA] o] & 5 5 Aujxe] 9 A FHE €2 9 Iknow the monthly payment amount for the subscription
=3 services I currently use.
2 U 3R o] 9 F= Auj2g] 2A9S <4 9tk I know the payment dates for the subscription services I
currently use.
C3 U 15 Aula 71F o] 2 21 dolxtd JlsAd o] =} I am likely to notice if the price of a subscription service
increases.
Cc4 T W7 E AS A gk FE AR AT A 714 I regularly check whether there are subscription services
o7 Foldlir} that I do not use often.
C5 s FEAY 32 AddE = AHS Z FQsin I carefully check when free trials convert to paid subscrip-
tions.
C6 U= U7k sk do 5 Aujao] F dulE 22 g2k < roughly know how much I spend in total on subscription
EUg= services each month.
Section D Perceived Value Perceived Value

Response scale

Se 7% S 28R 9rh/2 28R g Wolth/3 K
olth/4. 21 Holth/s. vl 19}

Response scale: 1. Strongly disagree / 2. Somewhat dis-
agree / 3. Neutral / 4. Somewhat agree / 5. Strongly agree

D1 B LS 8PS o, W7t o] &= 75 A2 =29 Considering the cost, I am satisfied with the quality of the
fla=neia=s subscription services I use.

D2 H RS 78S u, W7} o] &3t = AujaE= Ay A Considering the cost, the subscription services I use give me
o7 uE7S Er} a sense of satisfaction.

D3 A o] & F9 5 Alnj2o] 71742 ste] A olgta A ZFsE 1 think the prices of the subscription services I currently use
c} are reasonable.

D4 H LS 18PS uf, A o] & =9 = Au|art o ¢ Considering the cost, the subscription services I currently
= Au) 2o ¥)sl o £} use are better than other subscription services.

D5 A L5 F 9 Al v gl vs] Ao F ot The services I currently subscribe to provide useful benefits
2 =1 9t} in daily life relative to their cost.

Section E Usage Intensity Usage Intensity

El S Hd = AU A o] R A 7L o] AU 7P? On average, how much time do you spend using subscrip-

tion services per day?

El option 30& w) gk Less than 30 minutes

E1 option 1A 7 |) gt Less than 1 hour

El option 1~2A]7F 1-2 hours

E1 option 2~3X1 7+ 2-3 hours

E1 option 3A| 7F o] A+ 3 hours or more

Section F Parental Involvement Parental Involvement

Response scale

SH IS A 28A drh/2. 2FA gL Hojth/3 K
Soltk/4. 2™ Holrt/5. v 2T}

Response scale: 1. Strongly disagree / 2. Somewhat dis-
agree / 3. Neutral / 4. Somewhat agree / 5. Strongly agree

Fl1 B J/H S 2= Y7l ojE 25 A A5 o] 8351=% &1L My parent(s)/guardian(s) know which subscription services
ct I use.

F2 HRJ/H G 2= Y7} o] &3= 75 Anuj29 &S 431 My parent(s)/guardian(s) know the cost of the subscription
Qth services I use.

F3 TFE5 Al aE A ZEAY AT ul= L2 d/H 529} A Ttend to consult with my parent(s)/guardian(s) when start-
9] 3}= Aotk ing or canceling a subscription service.

F4 B2 /RS 2= U 25 A2 AFS 35S 89l3l= Ho|t} My parent(s)/guardian(s) tend to check how much I use

subscription services.
Section G Peer Influence Peer Influence

Response scale

Sg 7% A8 22 9hry/2 2RR) e Wolth/3 B
Solt}/4. 28 Holth/5. v] > 2ET

Response scale: 1. Strongly disagree / 2. Somewhat dis-
agree / 3. Neutral / 4. Somewhat agree / 5. Strongly agree

Gl AT 5] AFS3h= 5 Au|2E U7 5 Au]2E A8 The subscription services my friends use influence my
sted 9SS £o choice of subscription services.
Section H Financial Literacy Financial Literacy

Response scale

H1
H2

H3

H4

SH 1% A8 137 gt/ 213
sojth/4. 28 Holth/5. vl 19t}
U ol A Ad e 9w glnk

Y A7) ARG A 2 Ade ¢ gl

G ASAEE AT o S £4R0 AES 91

1k

Response scale: 1. Strongly disagree / 2. Somewhat dis-
agree / 3. Neutral / 4. Somewhat agree / 5. Strongly agree

I understand the concept of interest.

T understand the concept of recurring payments or automatic
payments.

I understand the concept of fees that may occur when using
a credit card.

I have saved my allowance to purchase goods or services I
needed.
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H5 UEs 8= oAl 2 &2 7| 23 = 53] Aot I have a habit of recording my allowance budget and spend-
ing.

Section I Allowance Allowance

11 U= Ar7|Aorg 2= vky 9t} I receive allowance regularly.

11 option o Yes

11 option ol 2 No

11 option AA3}A BS Not regularly

11 option g5t AR gL Prefer not to answer

2 St AT I AREA AT ¢ A= =L 9 On average, how much personal allowance can you freely

A5 Q71 spend per month?

12 option s None

12 option 1094 o] &} 100,000 KRW or less

12 option 10~20%H 100,000-200,000 KRW

12 option 20~30%HY 200,000-300,000 KRW

12 option 30~407+- 300,000-400,000 KRW

12 option 40~509H 400,000-500,000 KRW

12 option 50~60%HY 500,000-600,000 KRW

12 option 60%HY o] A¢ 600,000 KRW or more

Section J SEE4 Fa Response Quality Check

n o] AR dul} JAFA SR How sincerely did you respond to this survey?

1 option w9 g A 3kA] FAl SR Th I responded very insincerely

J1 option A AEHA e Holt} I responded somewhat insincerely

J1 option HEo|r} Neutral

J1 option A A3l #H ol I responded somewhat sincerely

J1 option o] A A SHA L E3TH I responded very sincerely

2 Holo] 5 Au] A o] & A 3of 3] dul} H &3 ¢ How accurately do you think you know your own subscrip-

otk A st L? tion service usage status?

J2 option Ao REat} I know almost nothing

J2 option ZArra= Holt} I do not know very well

J2 option HEo|t} Neutral

J2 option ol Ax &1 9t} I know somewhat well

J2 option & 2 <3 Yok I know very well
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