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Abstract: This paper investigates the impact of four demographic variables and four percep-
tual drivers identified through a review of the existing literature on adopting subscription-based
e-commerce models. Seven hypotheses were tested on a convenience sample of 202 respondents
from Croatia. Significant differences in subscription model acceptance were observed across age
groups, while education level, employment status, and disposable income showed no significant
relation to subscription model adoption in Croatia, although studies in other countries have indicated
otherwise. This study also examined four factors (perceived trust, risk, usefulness, and ease of use) de-
scribed with 21 critical success dimensions. The results showed positive relationships with perceived
trust, usefulness, and ease of use and a negative relationship with perceived risk. Enhancing trust,
usefulness, and ease of use while reducing perceived risks can boost subscription-based e-commerce
adoption. Significant differences in perceived trust, risk, and usefulness were found between users of
multiple products/services and non-users but not in perceived ease of use. These findings provide
valuable insights for future scientific research on subscription-based models, given their growing
popularity in e-commerce and the limited existing research. Additionally, this paper offers practi-
cal implications for businesses by enhancing their understanding of customers and the Croatian
e-commerce market and by proposing innovative strategies and promotional approaches based on
the research outcomes.

Keywords: subscription-based models; e-commerce; consumer behavior; demographic factors;
perceptual drivers; innovative business strategies; Croatia

1. Introduction

Our review of the existing literature contains numerous insights from authors related
to demographic and perceptual drivers that could potentially influence the adoption
of subscription-based e-commerce models, which is the topic of this paper. However,
little research has focused on emerging markets in Europe, particularly the relationship
between various factors and subscription intentions among customers in Central and
Eastern Europe (Sadowski et al. 2021), which also applies to Croatia. Although data indicate
potential for e-commerce sales in the Croatian market, there is a lack of academic literature
on customer survey insights regarding Croatian customers’ engagement and attitudes
toward online subscriptions.

Most Croatian media publishers began introducing digital subscriptions in 2021,
and by 2023, they had attracted 30,500 subscribers, generating subscription revenue of
1.5 million euros and a quarterly growth rate of 9% (HUDI 2023). According to the results
of a study by the Croatian Association of Digital Publishers (HUDI 2024) conducted in
the first quarter of 2024, subscriptions to digital services in Croatia have experienced
exceptional growth in the past six months, with the number of subscriptions to Croatian
portals now reaching 43,000. This growth indicates significant changes in consumer habits
and preferences. Currently, Croatia’s leading subscription business model is freemium,
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where part of the content is locked while the rest is “free.” To make digital subscriptions
sustainable, further innovations and better adaptations are needed. Optimizing the business
model, increasing revenue, and improving user experience are key strategies to achieve this
(HUDI 2023). A recent Ampere Analytics report shows a 16% increase in streaming service
subscriptions in Croatia over the past year, reaching 628,000 subscribers (HUDI 2024).
The overall potential for subscriptions is also indicated by other data.

As of early 2022, Croatia had an 82% internet penetration rate, marking an increase of
1.9% from the previous year (Kemp 2022). Moreover, around 2.9 million Croatians used
social media in January 2022, representing about 71.2% of the population. In 2022, Croatia
experienced a notable real GDP growth of 6.2%, primarily driven by private consumption
(EU Commission 2023), much of which likely occurred online. According to a Heureka
Group (2022) survey, about 68% of Croatian consumers shopped online at least once a
month, with an average purchase amount of 83 euros. The share of Croatian enterprises
engaging in B2C e-commerce via websites increased from 11.1% in 2013 to 19.2% in 2022.
B2B and B2G e-commerce sales peaked in 2020, and there has been consistent growth across
all sectors over the past decade, suggesting further potential for progress and enhance-
ment in these areas (Statista 2023). The statistics show that Croatia has recently become
an increasingly attractive market for e-commerce and potential business innovations in
any aspect, including subscription-based models. The increasing digital literacy among
the Croatian population significantly enhances this segment’s potential for business inno-
vation. According to the Digital Economy and Society Index published by the European
Commission, Croatia rose from 16th to 9th place in the EU in 2022 for digital skills essential
to accessing the opportunities of the digital society (Poslovni dnevnik 2023).

Regarding subscription-based models, it is significant to consider data on how many
users potentially illegally download content because piracy can affect the number of
subscribers or their retention. A recent EU-wide survey (Guttmann 2023b) on young
people’s online habits related to intellectual property shows a decline in the accessing of
illegal digital media content among youths. Conducted every three years, the survey found
that the percentage of respondents abstaining from illegal content rose from 39% in 2016 to
60% in 2022. Awareness of intellectual property rights online increased, with uncertainty
about accessing illegal content dropping from 22% in 2016 to just 7% in 2022. The proportion
accessing content illegally by accident remained around 12%, while intentional access
decreased from 26% in 2016 to 21% in 2022. The statistics for Croatia still show a relatively
high proportion (28%) of young internet users who consciously use illegal means to access
various online content. In comparison, in Germany, only 12% of young people resort to
illegal sources, attributed to stricter laws (Guttmann 2023a).

Global Trends and Insights

Over the past decade, the subscription economy has rapidly grown, with businesses
and consumers preferring subscription services over one-time purchases across various
industries. This trend highlights a shift towards access over ownership. Subscription-based
models involve regular payments for continuous access to products or services, including
subscription-based e-commerce, where customers subscribe to receive products regularly
(Baek and Kim 2022). The e-commerce sector also has undergone considerable growth in
recent years. According to Cox (2024), global e-commerce sales are projected to increase
by 9.8% by the end of 2024, reaching a market value of USD 6.9 trillion. In 2023, China
maintained its position as the world’s largest e-commerce market, with sales totaling USD
3.023 billion, representing nearly a quarter of global e-commerce (Oberlo 2024). The U.S.
is the second-largest market, generating USD 1.163 billion in revenue in 2023. Amazon
leads in global online marketplace visits with 6.1 billion in December 2023, but it ranks
third in gross merchandise value (GMV) behind China’s Taobao and Tmall, operated
by Alibaba Group (van Gelder 2024). Following the U.S. in market size are the United
Kingdom (USD 196 billion), Japan (USD 193.4 billion), and South Korea (USD 147.4 billion)
(Oberlo 2024).
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The rise of e-commerce can be attributed to technological advancements, changing
customer preferences, and the ease of online shopping. Nearly two-thirds of shopping starts
online, with nearly half of consumers preferring mobile shopping (Mohsin 2023). Digital
and mobile wallets are the favored payment method for 49% of online shoppers globally
(Mohsin 2023). By late 2023, smartphones accounted for nearly 80% of global retail website
visits and drove most online orders compared to desktops and tablets (van Gelder 2024).

Smaller e-commerce businesses face the challenge of meeting rising customer expecta-
tions. Brandl (2022) emphasizes the need for seamless, personalized buying experiences,
including monitoring purchases, multi-platform purchasing, and real-time order updates.
To compete, businesses must anticipate and exceed consumer demands, matching or
surpassing the standards set by larger competitors. However, these needs have helped
subscription-based e-commerce to have its own place among the growing trends in 2023.
Rizva (2022) projects substantial growth in the global subscription e-commerce industry,
from USD 72.91 billion in 2021 to an anticipated USD 320.04 billion by 2027, with an
impressive year-on-year growth rate exceeding 62%, as per Mordor Intelligence (2023)
data. Brandl (2022) highlights the surge of direct-to-consumer (D2C) brands during the
pandemic due to supply chain disruptions and retail closures. Accessible subscription
models have enabled D2C brands to offer quality products at competitive prices, leveraging
influencer marketing, content strategies, and personalization to attract and retain customers
while fostering online communities for collaborative product development, despite modest
marketing budgets.

Over the past three decades, the e-commerce industry has experimented with subscrip-
tion models for innovation. Service industries, particularly software and streaming services,
have transitioned to online platforms, boosting revenue through subscription-based billing
where customers make recurring payments for continuous access to products or services.
The subscription box model has evolved and diversified, adapting to customer behavior
and preferences, often highlighting four models: curated collection subscriptions offer-
ing surprise-themed boxes curated by experts or influencers; personalized subscriptions
with customized contents based on individual preferences using quizzes and feedback;
replenishment subscriptions providing regular deliveries of essential items, ensuring con-
sistent supply; and access subscriptions, or memberships, offering exclusive perks and
early access to products (Stripe 2024). The subscription box market, valued at around
USD 22.7 billion according to Kumar (2022), is projected to reach USD 65.0 billion by 2027,
showing a compound annual growth rate (CAGR) of approximately 18.3% between 2022
and 2027. Baral (2022) emphasizes that the potential benefits of the subscription model
from the business side are numerous.

Numerous studies have explored factors driving subscription purchases and fostering
long-term loyalty. Chen et al. (2018) investigated the reasons behind adopting what they
term the “subscription lifestyle”, prevalent in the streaming, software services, and con-
sumer goods industries. Freed et al. (2022) examined the implications of the rapid growth
in subscription-based commerce on the global financial industry. Kim and Kim (2020)
delved into the motivations for initial purchases and the factors influencing intentions to
use ongoing subscription services. Customers are attracted to subscription programs for
unlimited access to a specific service or exclusive access to premium features, influencing
purchases and engagement. Subscription plans positively impact buying behavior, increas-
ing transaction rates and the number of products bought (Iyengar et al. 2020). To sustain
long-term customer relationships, subscription businesses must provide value while consis-
tently ensuring profitability. The study by Chen (2023) offers valuable managerial insights
for online content platforms in formulating subscription-free trial strategies. Economic
challenges have positioned many D2C subscription services as luxury items. Baral (2022)
notes that these services are increasingly considered non-essential or lavish. To manage
churn rates, businesses can enhance customer service, personalize experiences, and up-
date their offerings. Baral (2022) also recommends focusing on improving the customer
experience and reducing subscriber fatigue to address short- and midterm trends.
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Understanding consumer behavior in e-commerce is crucial for developing effective
and more innovative strategies for subscription-based model businesses in the Croat-
ian market. At the beginning of this research, variables and factors that could signif-
icantly impact the adoption of subscription-based e-commerce models were explored.
Therefore, the literature review includes previous research on consumer demographic
data, highlighting age, education, employment, and income. It also considers the impact of
consumer trust, perceived risks, usefulness, and ease of use of subscription services. These
variables and factors have been identified as key elements in previous research on the
same or similar topics in different countries. Based on previous research, seven hypotheses
were formulated and then tested on a sample of Croatian consumers, seeking answers
to the following research questions: 1. What is the relationship between the intention to
adopt the subscription model among consumers in Croatia and their demographic factors,
such as age, employment status, level of education, and level of income?; and 2. What is
the correlation between subscription intention and perceived factors, such as trust, risk,
usefulness, and ease of use, and are there significant differences between specific groups of
consumers in this regard?

After this introduction, the literature review discusses demographic influences on
e-commerce adoption and the “common factors” influencing potential engagement with
e-commerce subscription models. The research methodology is described first, followed by
the research results, including hypothesis testing, and then the findings and conclusions.
The discussion at the end of the paper presents theoretical implications, recommendations
for its practical application, including the research limitations, and suggestions for further
research on this topic.

2. Literature Review

The impact of demographic factors on customers’ online purchasing decisions has
proven significant for companies seeking better market and consumer insights, and many
studies have focused on this topic. Sadowski et al. (2021) performed a longitudinal study of
e-commerce diversity in Europe, detailing various demographic factors shaping consumer
demand. Naseri and Elliott (2011) have also explored how demographic factors, social con-
nectedness, and prior internet experience influence online shopping adoption. Therefore,
the first part of this chapter focuses on demographic segmentation.

2.1. Demographic Influences on E-Commerce Adoption

Eurostat (2023) provides a valuable example for tracking market demographics, show-
casing Internet users who made online purchases or ordered services for private use based
on age and employment status. Focusing on the European Union, the largest group of online
customers was between 25 and 34 years of age, with approximately 87% of them purchasing
goods or services online, followed by adults aged 35 to 44 years (around 84%), as well as
teenagers and young adults between 16 and 24 years of age (about 81%) (Eurostat 2023).

When it comes to the correlation between level of education and e-commerce activity,
statistics show that, in 2023, Internet users who bought or ordered goods or services for
private use were 57% among those who had no or low formal education background,
75% among those with a medium education level, and 88% among those with a higher
education background (Eurostat 2023). Ünver and Alkan (2021) concluded that the tendency
toward online shopping increases with higher education levels, which are also associated
with higher income and a greater perception of innovations, positively influencing online
shopping behaviors. Additionally, Sánchez-Torres et al. (2017) found that education level
moderates various aspects of online shopping, such as performance expectations and
perceived risk. The researchers suggested that individuals with higher education levels
have greater access to information for online shopping, influencing effort expectations and
ease of use and reducing the perception of risk.

In Croatia, online shopping penetration varies significantly by educational level.
In 2022, 63% of those with tertiary education made online purchases, compared to 34% with
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secondary education and just 2% with a primary education (Medve 2024a). Online shopping
is predominantly popular among younger Croatians. In 2022, nearly 70% of those aged 18 to
35 were online shoppers, compared to only 10% of those aged 51 to 65 and none above
65 years old (Medve 2024b).

Although there are no such studies for Croatia, in addition to age and education,
authors from other countries have highlighted other important variables that can affect
consumers’ decisions to buy online subscriptions. It is emphasized that employment status
and disposable income levels, which may also indicate individuals’ lifestyles, have an im-
pact (Nagaraj et al. 2021). Understanding these factors can provide valuable insights into
the likelihood of certain groups adopting new or innovative products or services or even
payment approaches. Research on the e-commerce market in Britain shows that age and
income status remain significant determinants influencing the adoption of online commerce
(Clarke et al. 2015). Gender was not identified as a significant factor in this context of e-
commerce customers (Clarke et al. 2015; Wei et al. 2021), so this variable was not considered
when formulating the hypotheses.

All of the abovementioned studies served as a foundation for formulating four hy-
potheses aimed at a more detailed exploration of the relationship between the demographic
characteristics of Croatian consumers and their willingness to adopt a subscription-based
e-commerce model:

H1. The proportions of Croatian consumers who have adopted or are open to adopting the subscription-
based e-commerce model vary by age, with younger populations being more open due to greater
general technology acceptance.

H2. The proportions of Croatian consumers who have adopted or are open to adopting the subscription-
based e-commerce model vary across different education levels and increase with higher education levels.

H3. The proportions of Croatian consumers who have adopted or are open to adopting the subscription-
based e-commerce model vary across different employment statuses, with full-time employees being
the most open to it.

H4. The proportions of Croatian consumers who have adopted or are open to adopting the subscription-
based e-commerce model vary across different levels of disposable income groups and increase with
higher incomes.

2.2. The “Common Factors” Influencing Potential Engagement with E-Commerce
Subscription Models

After examining the relationship between demographic metrics and the inclination to
adopt the model, the next step is to assess the significance of “common factors” in Croatian
customers’ potential engagement with e-commerce subscription models. These factors
are derived from van der Heijden et al. (2003)’s conceptual model, which they developed
by investigating intentions to shop online at websites through two different perspectives,
one focused on technology and the other on trust. According to van der Heijden et al.
(2003), customers’ attitudes toward online purchases are shaped by trust, perceived risk,
usefulness, and ease of use of the product or service. These factors are influenced by the
overall customer experience created by the e-commerce company. Therefore, the company
should build trust, maximize perceived usefulness, and ease of use and minimize perceived
risks associated with their product or service. In their study, Cheng et al. (2022) also
incorporated three of these four factors to estimate their significance in shaping purchase
intention among Malaysians.

2.2.1. Impact of Perceived Trust

Customer experience varies across subscription types, but perceptions of the product
and provider shape universal factors. Heubel (2023) defines customer experience as per-
ceptions before, during, and after visiting an e-commerce store, involving service, product,
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and brand experience. Yasar et al. (2023) describes it as the sum of perceptions and feelings
from interactions with a brand’s products and services, covering all contact points from
unboxing to customer care. Although e-commerce companies may improve customer ex-
perience differently, they agree on a typical customer journey with five stages: awareness,
consideration, decision, service, and loyalty (Yasar et al. 2023). A journey is successful if
it leads to customer loyalty and a positive overall experience. Trust is crucial in leading
to loyalty, particularly regarding perceived trust toward the company and its offerings, as
it significantly influences purchase intention across various markets (Barney et al. 2023).
Bucko et al. (2018) suggested that trust in the website influences purchase intention, par-
tially mediated by attitudes toward online shopping, which are shaped by perceptions
of reliability, competence, and benevolence. When websites are perceived as reliable and
trustworthy, customers develop positive attitudes toward online shopping, thus increasing
their intention to engage in it (Barney et al. 2023). Furthermore, Lăzăroiu et al. (2020)
emphasized the importance of customer trust in social commerce, defining it as trust in
the online business’s capabilities, product knowledge and performance, marketing skills,
integrity, and payment-related procedures. Barney et al. (2023) concludes that a positive
customer experience affects trust and loyalty, which can also be calculated in the form of
Customer Lifetime Value. In this way, businesses can identify differences among customer
groups and focus on retaining high-value customers.

2.2.2. Impact of Perceived Risk

Perceived risk is often linked to perceived trust due to their strong correlation.
Qalati et al. (2021) find this connection crucial, noting that perceived risk is associated with
service and website quality, reputation, and purchase intention. They emphasize the rela-
tionship between trust and perceived risk during the purchase process and conclude that
trust in online shopping reduces perceived risk, which can significantly influence purchase
intention. Other authors also link trust and risk perception. For example, Fenko et al. (2017)
highlight that scarcity impacts customer attitudes and that social proof and opinions of
others are important to customers. Bucko et al. (2018) similarly note that social proof
from other customers confirms product quality and that its shortage creates urgency, con-
sidering these key factors influencing online purchases. Sari et al. (2020) investigated
the significance of security in influencing purchasing decisions, particularly concerning
consumer privacy and the online transaction process. Zhang and Yu (2020) also studied the
potential impact of perceived risk on consumers’ purchasing behavior regarding software
purchases across different platforms and devices and the consequences for service providers.
Although habits and promotional activities encourage younger generations to adopt
mobile payments, perceived risks prevent adoption, indicating a risk-averse attitude
(Wei et al. 2021). Tham et al. (2019) investigated various risk factors, including financial,
convenience, non-delivery, return policy, and product risks and their effects on customer
attitudes and behaviors while evaluating and purchasing products/services.

2.2.3. Impact of Perceived Usefulness

Consumers also evaluate the potential quality of their post-purchase experience with
a product or service at the moment of purchase. This quality includes their opinion on
whether the perceived value of the purchase meets or exceeds their expectations, as well
as considering the costs involved. If the benefits, such as the assistance it provides in
daily life, work, and business, outweigh the costs, they will likely purchase the product.
Perceived usefulness in the study by Tahar et al. (2020) refers to users’ perception of how
much a product or service can enhance their performance. Ellitan and Prayogo (2022)
further suggest that perceived usefulness significantly influences online shopping behavior
and equally affects consumer attitudes toward technology and their intention to use it.
In practice, the perceived usefulness of an online shopping platform correlates with the
number of customers who will complete their purchase. In 1986, Davis introduced the
Technology Acceptance Model (TAM) aimed at explaining computer usage behavior, stating
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that attitude toward using is a function of two major beliefs: perceived usefulness and
perceived ease of use (Davis et al. 1989). It was also shown that perceived ease of use has a
causal effect on perceived usefulness and that design features directly influence perceived
usefulness and perceived ease of use (Davis et al. 1989). Therefore, the explanation of this
next important factor follows.

2.2.4. Impact of Perceived Ease of Use

Ease of use can be viewed as one of the design elements, along with appearance,
style, functionality, and quality of information, all of which can positively affect customer
satisfaction and purchase intention (Alalwan et al. 2017). Yazeed et al. (2021) define ease
of use as the minimal effort the system requires during its use. In e-commerce, clear and
understandable navigation leads consumers to positive experiences, increasing online
purchasing intention. Fachrulamry and Hendrayati (2020) also explored this correlation,
focusing on mobile commerce applications, and found a positive link between perceived
ease of use and purchase intention. Essentially, this suggests that the easier customers
perceive a product or service to be to use, the more likely they are to intend to purchase
and continue using it. The quality of available information and its ease of use influence
consumers by increasing their trust and security, thereby affecting their purchasing deci-
sions (Rachmawati et al. 2020). The study by Tahar et al. (2020) examines the connection
between concepts and factors that can influence how people generally accept technology.
It emphasizes the significance of ease of use and security, noting that usefulness has min-
imal impact on adoption. The study suggests improvements in these areas to facilitate
better technology acceptance.

Considering the findings of previous research related to the four main factors in-
fluencing potential engagement with e-commerce subscription models, three additional
hypotheses were formulated and tested within this study:

H5. There is a statistically significant correlation between subscription intention and perceived
trust, perceived risk, perceived usefulness, and perceived ease of use.

H6. There is a significant difference in subscription intention among different groups regarding
perceived trust, perceived risk, perceived usefulness, and perceived ease of use.

H7. There is a significant difference between the group that uses multiple products/services and the
group that neither uses any products/services nor intends to.

3. Results

This section presents comprehensive survey findings, providing a detailed analysis of
collected data and incorporating quantitative and qualitative information to form a cohesive
narrative. Before delving into the correlation between demographic factors and subscription
model adoption, a thorough examination of the participant sample offers detailed insights
into their backgrounds, primarily through breakdowns based on various demographic
metrics (Table 1).

Out of 202 participants, the majority are women, constituting 67.3% of the sample.
Most respondents fall within the 25 to 34 age bracket, representing 66.8% of participants.
Additionally, a significant portion reported a monthly disposable income between EUR
1101 and EUR 1400, making up 27.2% of the sample, and in that range is the average
monthly net salary per employee in legal entities in the Republic of Croatia for January
2024, which amounted to 1239 euros (Maslovara et al. 2024). Regarding education, most
participants hold either a graduate or master’s degree, comprising 53.5% of the sample,
along with a small percentage holding a doctoral degree (3.5%), indicating a predominantly
highly educated sample. Most survey participants are full-time employees, accounting for
65.8% of the sample. The distribution groups for this metric were designed to accurately
reflect the typical sizes of Croatian rural and urban populations. Specifically, participants
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from cities with a population exceeding 100,000 inhabitants constitute 40.1% of the sample,
which includes the two largest cities, Zagreb and Split.

Table 1. Demographic characteristics of the respondents (N = 202).

Variables Frequency Percentage
Gender

Male 66 32.7%

Female 136 67.3%
Age

18–24 22 10.9%

25–34 135 66.8%

35–44 12 5.9%

45–54 21 10.4%

55–74 12 5.9%
Net Monthly Income (EUR)

≤500 12 5.9%

501–800 19 9.4%

801–1100 47 23.3%

1101–1400 55 27.2%

1401–1700 22 10.9%

1701–2000 20 9.9%

>2000 27 13.4%
Education

High school 35 17.3%

Undergraduate or bachelor’s degree 52 25.7%

Graduate or master’s degree 108 53.5%

Doctoral degree 7 3.5%
Employment

Students 24 11.9%

Unemployed 1 0.5%

Unemployed and actively seeking job 5 2.5%

Part-time employees 19 9.4%

Self-employed 20 9.9%

Full-time employees 133 65.8%
Croatian rural and urban populations

<5000 44 21.8%

5000–20,000 15 7.4%

20,000–100,000 62 30.7%

>100,000 81 40.1%
Source: Author’s calculation.

3.1. Testing Hypotheses H1, H2, H3, and H4: Experiences with and Attitudes toward
Subscription Services

After collecting demographic data, participants were questioned about their current ex-
periences with and attitudes toward subscription services. Regarding this, 82 respondents
reported being currently subscribed to an online product or service (40.6%), and 61 reported
being subscribed to multiple online products or services (30.2%). Conversely, 32 participants
are not currently subscribed to any online product or service but are open to consider-
ing such subscriptions in the future (15.8%). A further 27 participants are not currently
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subscribed to any online product or service and have no intention to subscribe in the
future (13.4%).

The responses pertaining to participants’ current experiences and attitudes toward
subscription services are utilized as the dependent variable when examining the correlation
between demographic factors and the adoption of the subscription model. The following
text will explore this investigation more fully.

The chi-squared homogeneity tests are used to assess hypotheses H1, H2, H3, and H4,
which investigate the relationship of demographics to adoption. They allow us to compare
the proportion of successes (in this case, “Adopted/Open to Adopt”) between multiple
groups, which might suggest whether a particular demographic group is more inclined to
adopt the subscription-based e-commerce model compared to other respective groups.

Following four chi-squared homogeneity tests, only one proved significant differences
in proportions. That is the one testing proportions in the context of different age groups
(χ2 = 16.7628, p < 0.05), proving our hypothesis H1 to be accepted (Table 2). This suggests
that the proportion of Croatian consumers who have adopted or are open to adopting the
subscription-based e-commerce model is inconsistent across all age groups. Therefore, sta-
tistical evidence supports the claim that the proportion of adoption/openness to adoption
varies among at least one age group in the sample. Hypotheses H2–H4 cannot be accepted
because significant differences among the different groups were not found, meaning that
the proportion of Croatian consumers who have adopted or are open to adopting the
subscription-based e-commerce model is consistent between different education levels,
employment statuses, and levels of disposable income groups of Croatian consumers.

Table 2. Chi-square results in the context of different age groups.

χ2 df p

H0 (age groups) 16.7628 4 <0.05
Source: Author’s calculation.

Looking at the sample results more closely, even without calculating statistical sig-
nificance, the difference in proportions regarding adoption may be observed across age
groups, which might provide useful insight for businesses and market researchers. Figure 1
displays the survey results of adoption rates per age group.
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Analyzing Figure 1, it may be concluded that there is a significant difference in
adoption rate for some age groups. Survey participants aged between 35 and 44 exhibited
the highest rate of openness towards the subscription model, with a remarkable 95% either
adopting or expressing openness to adopt it. Following closely, participants aged between
45 and 54 demonstrated a 90.48% adoption or openness rate, with a minor 9.52% opposing
the model. In third place, the group between 25 and 34 registered an 88.89% adoption rate,
whereas 11.11% remained hesitant or uninterested. The youngest demographic surveyed,
those between 18 and 24, indicated a 78.57% adoption or willingness to adopt, while 21.43%
refrained. Lastly, the second significant drop in the adoption rates among the age groups
was recorded among participants between 55 and 74, with an evenly divided stance: 50%
were inclined towards the model, mirroring the 50% who were not.

3.2. Testing Hypothesis H5: Correlations

To test our fifth hypothesis (H5: There is a statistically significant correlation between
subscription intention and perceived trust, perceived risk, perceived usefulness, and per-
ceived ease of use) regarding correlation with usage/willingness to use subscriptions and
factors of perception, we conducted point-biserial correlation (rpb) tests for each factor
with the usage/willingness to use. The dependent variables were measured using scales
derived from the questions mentioned earlier. Each perceived attitude scale consisted of
five questions, except for the perceived usefulness scale, which included six questions.
Before conducting this method, we calculated Cronbach’s alpha coefficient (α) for each of
the perceived factors to determine the reliability and internal consistency of the sample
results. The results are presented in Table 3. The results indicate that all scales show high
internal consistency (α > 0.7).

Table 3. Calculation results; Cronbach’s alpha coefficient (α) per factor.

Results per Factor Cronbach’s Alpha (α)

Perceived trust 0.7018
Perceived risk 0.7749
Perceived usefulness 0.8994
Perceived ease of use 0.8191

Source: Author’s calculation.

Perceived trust has a positive relationship with subscription intention among consumers
in Croatia (rpb = 0.1732); perceived risk has a negative relationship with subscription intention
among consumers in Croatia (rpb = −0.1655); perceived usefulness has a positive relationship
with subscription intention among customers in Croatia (rpb = 0.2156), and perceived ease
of use has a positive relationship with subscription intention among consumers in Croatia
(rpb = 0.2639). In these terms, we can fully accept hypothesis H5, as every factor has a
significant correlation with usage/willingness to use (p < 0.05 for all correlations).

3.3. Testing Hypothesis H6 and H7: ANOVA and Post-Hoc Tests

To test the sixth hypothesis (H6: There is a significant difference in subscription
intention among different groups regarding perceived trust, perceived risk, perceived
usefulness, and perceived ease of use) about the differences between different groups in
terms of using/willingness to use subscriptions, and perceived trust, risk, usefulness, and
ease of use, we conducted four one-way ANOVAs.

For all conducted ANOVAs, the fixed factor was usage/willingness to use, with four
levels: (a) Yes, I am currently subscribed to a product/service; (b) Yes, I am currently
subscribed to multiple products/services; (c) No, but I would consider subscribing in the
future; and (d) No, and I do not intend to subscribe in the future. The dependent variables
for each ANOVA were as follows: (a) perceived trust, (b) perceived risk, (c) perceived
usefulness, and (d) perceived ease of use.
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As a measure of the independent variable (usage/willingness to use), a question was
posed in which participants indicated one of the previously mentioned responses about
their current usage and intention to use in the future. The measures of the dependent
variables were scales created from the previously mentioned questions for each of the
perceived attitudes, with all scales having five questions, except for the perceived usefulness
scale, which had six questions. All scales had a satisfactory measure of internal consistency
(α > 0.7) (Table 2). For each scale, the average score from the questions was used.

The assumption of homogeneity of variances was tested using Levene’s test, and no
significant violations were detected (p > 0.05 for all four ANOVAs). Tables containing
descriptives for all four ANOVAs can be found in Appendix A.

The ANOVA tests revealed a significant effect of the independent variable on the depen-
dent variable in all four conducted ANOVAs (Appendix B). For the first ANOVA, there is a
significant effect of usage/willingness to use on perceived trust (F (3,198) = 3.01, p < 0.05),
meaning there are significant differences between different groups of using/willingness
to use in perceived trust. Furthermore, the second ANOVA showed a significant effect
of usage/willingness to use on perceived risk (F (3,198) = 4.24, p < 0.05), meaning there
are significant differences between different groups of using/willingness to use in per-
ceived risk. The third ANOVA showed a significant effect of usage/willingness to use on
perceived usefulness (F (3,198) = 3.83, p < 0.05), meaning there are significant differences
between different groups of using/willingness to use in perceived usefulness. Lastly, the
fourth ANOVA showed a significant effect of usage/willingness to use on ease of use
(F (3,198) = 2.92, p < 0.05), meaning there are significant differences between different
groups of using/willingness to use in perceived ease of use. These results approve hypothesis
H6 regarding observed differences between different groups of usage/willingness to use on
all four measured factors. To conclude, we found significant differences between different
groups of usage/willingness to use in the elements of perceived trust, risk, usefulness, and
ease of use.

To investigate our seventh hypothesis (H7: There is a significant difference between
the group that uses multiple products/services and the group that neither uses any prod-
ucts/services nor intends to), we conducted a Dunnett T3 post hoc test in all four ANOVAs to
find pairwise differences between groups. In these terms, our hypothesis H7 is partly accepted
as we found significant differences in three ANOVAs between groups that responded “Yes,
I am currently subscribed to multiple products/services” and “No, and I do not intend
to subscribe in the future.” The only ANOVA that did not show this difference was the
ANOVA where the dependent variable was perceived ease of use. In the ANOVA with the
dependent variable of perceived trust, there are significant differences between the group
that uses multiple products/services (M = 3.64, SD = 0.62) and the group that is not using
and does not intend to use any product/service (M = 3.26, SD = 0.54), meaning that the
first mentioned group has a significantly higher perceived level of trust (p < 0.05). Further-
more, in the ANOVA with the dependent variable of perceived risk, there are significant
differences between the group that uses multiple products/services (M = 3.01, SD = 0.75)
and the group that is not using and does not intend to use any product/service (M = 3.61,
SD = 0.81), meaning that the first mentioned group has significantly lower perceived level
of risk (p < 0.05). In the ANOVA with the dependent variable of perceived usefulness,
there are significant differences between the group that uses multiple products/services
(M = 3.21, SD = 0.92) and the group that is not using and does not intend to use any prod-
uct/service (M = 2.48, SD = 0.82), meaning that the first mentioned group has a significantly
higher perceived level of usefulness (p < 0.05).

To conclude, significant differences could be found between the group that uses
multiple products/services and the group that is not using any product/service and does
not intend to on perceived trust, risk, and usefulness. Our hypothesis H7 is accepted in all
terms except the significant differences between the two groups regarding perceived ease
of use.
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4. Research Methodology

An empirical study was conducted with Croatian consumers aged 18 and above to
address the research questions and test the hypotheses. During the research, anonymity
was guaranteed for participants. The survey was administered via Google Forms between
26 July 2023 and 2 August 2023, with a total of 202 participants dedicating their time and
effort to the research. Participants were contacted via email and asked to forward the
questionnaire to friends. Since the study was voluntary and its success relied on partici-
pants’ willingness to forward the questionnaire to their friends and contacts, it initially
targeted the category of more intensive online consumers. Therefore, the sample predomi-
nantly comprises participants aged 25–34. The sample comprises a convenience selection
of respondents, with the largest demographic group falling within the age bracket repre-
senting the largest segment of online consumers in the EU, according to Eurostat research
(2023). Additionally, given that the sample closely mirrors the distribution of education
levels, reflecting the characteristics of the broader population of e-shoppers as indicated
by Eurostat (2023) data, it can be treated similarly to a stratified sample of participants.
These things considered, the convenience sample was chosen because it is more suitable for
exploratory research of basic understanding of our constructs and because of its practicality.
However, it should be noted that this kind of sample presents a risk of a biased sample and
limits the external validity of findings.

The data collection instrument consisted of two parts: one gathering demographic
data and current subscription experiences, while the other contained 21 questions exploring
four perceived factors outlined in the hypotheses (trust, perceived risk, usefulness, and ease
of use). Questions were presented in Likert-scale format, ranging from 1 to 5 (1 representing
Strongly Disagree and 5 representing Strongly Agree). Each of the four factors had five
to six critical success dimensions described in previous research. Therefore, for each
factor, a list of authors who studied specific dimensions is provided, and based on each
dimension, a related question was included in the questionnaire. The survey questions for
each perceived factor are summarized in the tables below. Table 4 contains five questions
related to perceived trust. Each question aims to assess the perceived trustworthiness
of available information, the reputation and size of the company offering a subscription,
the influence of word of mouth, and the impact of security and privacy concerns.

Table 4. Survey questions—perceived trust.

# Perceived Trust Critical Success Dimension Source Citing Critical Success Dimension

PT1
I consider the information companies
publish on their official websites and profiles
reliable and true.

Available information
(van der Heijden et al. 2003; Alalwan et al.
2017; Kouser et al. 2018; Heubel 2023; Yasar

et al. 2023; Barney et al. 2023)

PT2 I trust big and well-known companies that I
know about before. Reputation and size (van der Heijden et al. 2003; Lăzăroiu et al.

2020; Yasar et al. 2023; Barney et al. 2023)

PT3
Before making any online purchase, I always
research other users’ previous experiences
with a particular product or service.

Word of mouth (Bucko et al. 2018; Kouser et al. 2018;
Brandl 2022)

PT4
When making any online purchase, I do not
worry about the security of my personal and
user data.

Privacy and security (Kouser et al. 2018; Lăzăroiu et al. 2020;
Tahar et al. 2020)

PT5 I find online subscription services to be
reliable and deliver on their promises. Trustworthiness (van der Heijden et al. 2003; Iyengar et al.

2020; Lăzăroiu et al. 2020)

Source: Author’s representation.

Regarding perceived risks, a total of five questions were also provided, each pertaining
to a specific type of risk: product risk, time risk, financial risk, and payment risk (Table 5).

Six questions were presented for perceived usefulness (Table 6), each relating to a
distinct aspect of usefulness: whether the subscription enables the user to work faster,
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enhances their efficiency, effectiveness, or productivity, and how they generally perceive
the subscription in terms of usefulness.

Table 5. Survey questions—perceived risk.

# Perceived Risk Critical Success Dimension Source Citing Critical Success Dimension

PR1

Before making any online subscription, I am
concerned that the product or service I
subscribe to may not contain all the
previously promised features.

Product risk—I
(van der Heijden et al. 2003; Sánchez-Torres

et al. 2017; Tham et al. 2019; Qalati et al.
2021; Brandl 2022)

PR2

When making an online subscription, I am
concerned that the product or service I
subscribe to may not be of the previously
promised quality.

Product risk—II

PR3 Searching for a good subscription service
offer that I need often takes too much time. Time risk (Tham et al. 2019; Zhang and Yu 2020)

PR4
When paying online, I worry about the
possibility of identity theft or credit
card fraud.

Payment risk (Tham et al. 2019; Sari et al. 2020)

PR5
Before deciding to subscribe, I am concerned
that the subscription might include costs that
were not initially shown in the initial offer.

Financial risk (Clarke et al. 2015; Sánchez-Torres et al.
2017; Tham et al. 2019; Sari et al. 2020)

Source: Author’s representation.

Table 6. Survey questions—perceived usefulness.

# Perceived Usefulness Critical Success Dimension Source Citing Critical Success Dimension

PU1
Using various subscription services
significantly reduces the time needed to
complete my tasks.

Working faster
(van der Heijden et al. 2003; Iyengar et al.
2020; Tahar et al. 2020; Ünver and Alkan

2021; Baral 2022)

PU2 Using various subscription services improves
my overall performance at work. Efficiency (Iyengar et al. 2020; Tahar et al. 2020; Ünver

and Alkan 2021; Baral 2022)

PU3 Using subscription services increases my
productivity in my daily work. Increasing productivity (Iyengar et al. 2020; Tahar et al. 2020; Ünver

and Alkan 2021; Baral 2022)

PU4 Various subscription services effectively help
me achieve my work goals. Effectiveness

(Iyengar et al. 2020; Tahar et al. 2020; Ünver
and Alkan 2021; Baral 2022; Ellitan and

Prayogo 2022)

PU5 Various subscription services make my
job easier. Making work easier (Iyengar et al. 2020; Tahar et al. 2020; Ünver

and Alkan 2021; Baral 2022)

PU6 In general, I find subscription services useful
in my daily work. Usefulness

(van der Heijden et al. 2003; Iyengar et al.
2020; Tahar et al. 2020; Ünver and Alkan

2021; Baral 2022; Ellitan and Prayogo 2022)

Source: Author’s representation.

Lastly, Table 7 includes five questions on perceived ease of use. Each question evaluates
a different subfactor associated with the perception of simplicity: whether the usage of the
subscription service or product is easy to learn, controllable from the users’ perspective,
clear and understandable, and easy to become skilled in using the offered service.

Table 7. Survey questions—perceived ease of use.

# Perceived Ease of Use Critical Success Dimension Source Citing Critical Success Dimension

PEU1 It is not difficult for me to learn to use
a new application after subscribing. Easy to learn

(van der Heijden et al. 2003; Alalwan et al.
2017; Fachrulamry and Hendrayati 2020;

Rachmawati et al. 2020; Ünver and Alkan 2021)
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Table 7. Cont.

# Perceived Ease of Use Critical Success Dimension Source Citing Critical Success Dimension

PEU2 I feel comfortable using
new technology. Controllable (Tahar et al. 2020; Ünver and Alkan 2021;

Ellitan and Prayogo 2022)

PEU3
I subscribe to products or services if
they are simple and easy to
understand.

Clear and understandable

(van der Heijden et al. 2003; Alalwan et al.
2017; Fachrulamry and Hendrayati 2020;

Rachmawati et al. 2020; Sari et al. 2020; Yazeed
et al. 2021; Ellitan and Prayogo 2022)

PEU4
I subscribe to products or services if it
is easy to become proficient in
using them.

Easy to become skillful

(Alalwan et al. 2017; Fachrulamry and
Hendrayati 2020; Rachmawati et al. 2020; Sari

et al. 2020; Yazeed et al. 2021; Ellitan and
Prayogo 2022)

PEU5 Overall, I find online subscription
services easy to use. Easy to use

(van der Heijden et al. 2003; Alalwan et al.
2017; Fachrulamry and Hendrayati 2020;

Rachmawati et al. 2020; Ünver and Alkan 2021)

Source: Author’s representation.

5. Findings and Discussion

In this study, most respondents (66.8%) are aged 25 to 34, which corresponds to the fact
that this age group represents the largest group of online customers in the European Union
(Eurostat 2023). Additionally, our results show that 88.89% of respondents in the group aged
25 to 34 years have adopted or are open to adopting the subscription-based e-commerce
model, while Eurostat’s research (2023) in the same age group indicates that approximately
87% make online purchases. Based solely on these data, a correlation could be drawn be-
tween the inclination towards subscription-based models and online shopping in general,
as a similar trend is observed among younger groups aged 18–24. Furthermore, our re-
sults reveal a significant difference in subscription model acceptance between age groups.
The group aged 55–74 shows the lowest willingness to adopt it (only 50%), while par-
ticipants aged 35–44 have the highest acceptance rate (95%). Once again, all percentages
obtained for various age groups regarding their acceptance of the subscription-based e-
commerce model are also completely consistent with statistics on age groups of online
shoppers in Croatia (Medve 2024b).

Although our sample, in terms of the education levels of respondents, aligns with
Eurostat (2023) data on online shoppers’ education levels and previous research indicating
a correlation between education and e-commerce activity (Sánchez-Torres et al. 2017; Ünver
and Alkan 2021; Medve 2024a), no significant link between model adoption and education
level was found. Notably, most respondents were in the highest educated group (57%),
while Croatian statistics (Medve 2024a) show that 63% of those with tertiary education
made online purchases. However, acceptance of the subscription-based e-commerce model
showed no statistically significant link with education level.

Even though previous research has linked the use of new or innovative products/
services and various payment methods with employment status and levels of disposable
income (Nagaraj et al. 2021) and has emphasized the importance of these demographic
characteristics for online commerce (Clarke et al. 2015; Ünver and Alkan 2021), these
two characteristics were also not found to be significantly related to the adoption of the
subscription-based e-commerce model.

Of the four conducted chi-squared tests of homogeneity, only one showed significant
differences in proportions, and that was in the context of different age groups (χ2 = 16.7628,
p < 0.05). These findings are consistent with the research conducted by Eurostat (2023).
Therefore, hypothesis H1 can be fully accepted, while hypotheses H2, H3, and H4 cannot be accepted.

To test hypothesis H5, a point-biserial correlation analysis was conducted for each
factor (perceived trust, perceived risk, perceived usefulness, and perceived ease of use), and
internal consistency was verified using Cronbach’s alpha. The results showed a significant
correlation between the intention to use the subscription-based e-commerce model and fac-
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tors such as perceived trust, perceived risk, perceived usefulness, and perceived ease of use,
allowing us to fully accept hypothesis H5 as a significant correlation found between every fac-
tor and usage/willingness to use (p < 0.05 for all correlations). These findings fully support
the research conducted by van der Heijden et al. (2003) and later by Cheng et al. (2022).

The results also indicate that perceived trust, usefulness, and ease of use positively cor-
relate with subscription intention, while perceived risk negatively correlates with it, which
is also consistent with the research by van der Heijden et al. (2003). These findings sug-
gest that enhancing trust, perceived usefulness, and ease of use while reducing perceived
risks can increase consumers’ willingness to adopt subscription services in Croatia. Other
studies conducted in different countries have shown similar results regarding perceived
trust (Kouser et al. 2018; Lăzăroiu et al. 2020; Barney et al. 2023), perceived risk (Bucko et al.
2018; Tham et al. 2019; Sari et al. 2020; Zhang and Yu 2020; Qalati et al. 2021), perceived
usefulness (Tahar et al. 2020; Ellitan and Prayogo 2022), and perceived ease of use (Alalwan
et al. 2017; Fachrulamry and Hendrayati 2020; Rachmawati et al. 2020; Yazeed et al. 2021).

Hypothesis H6, about a significant difference in subscription intention among differ-
ent groups regarding perceived trust, perceived risk, perceived usefulness, and perceived
ease of use, was tested using four one-way ANOVAs with groups categorized by their
current subscription status and willingness to subscribe in the future. The results indicated
a significant effect of usage/willingness to use across all ANOVAs, suggesting differences
among groups in perceived trust, risk, usefulness, and ease of use, supporting H6. A num-
ber of authors have already emphasized differences among groups in perceived trust
(Barney et al. 2023), risk (Wei et al. 2021), usefulness (Ellitan and Prayogo 2022), and ease of
use (Fachrulamry and Hendrayati 2020).

Post hoc tests further showed that the group currently subscribed to multiple prod-
ucts/services exhibits significantly higher levels of trust and usefulness and significantly
lower perceived risk compared to the group that neither uses nor intends to use any prod-
ucts/services. This is consistent with studies conducted by Bucko et al. (2018), Tham et al.
(2019), Fachrulamry and Hendrayati (2020), Tahar et al. (2020), Zhang and Yu (2020), Ellitan
and Prayogo (2022), and Barney et al. (2023). However, these two groups did not exhibit sig-
nificant differences in perceived ease of use, so hypothesis H7 can only be partially accepted.
Although previous studies have confirmed the significance of ease of use and the positive
correlation between perceived ease of use and purchase intention, they have focused on
technology adoption in general (Tahar et al. 2020), online shopping at websites (van der
Heijden et al. 2003), and mobile commerce applications (Fachrulamry and Hendrayati
2020), which may indicate specificities related to subscription-based e-commerce models.

Practical Implications

This study’s results provide useful inputs for practical application. Understanding
specific customer groups in the Croatian context and the importance of their demographic
and perceptual drivers related to subscription models in e-commerce provides a robust
foundation for different stakeholders’ practical applications.

First, this research can benefit businesses and e-commerce companies offering
subscription-based services to current and potential customers in the Croatian market.
Considering that the data show an increase in the number of Internet and social media
users (Kemp 2022), a rise in the percentage of online shoppers (Heureka Group 2022; EU
Commission 2023), an increase in the number of e-commerce businesses across all sectors
(Statista 2023), and a rise in digital literacy and digital skills among the Croatian population
(Poslovni dnevnik 2023; Statista 2023), this market has attractiveness and good prospects
for business innovations in subscription-based models.

Innovations by companies looking to expand their customer base for subscription
models should be targeted by age group since the proportion of adoption/openness to
adoption varies across different age groups. Therefore, strategies should primarily focus
on those aged 35–44, who show the highest rate of openness, followed by other age groups
with very high openness percentages. The most challenging group to engage is those aged
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55–74, so they should be studied further if strategies are to be directed at them. It is not
surprising that those aged 35–44 are highly inclined towards subscription models, as this is
a very active segment of the working population. For them, the usefulness factor proved
very significant, with all its dimensions related to working faster and easier, efficiency,
effectiveness, and increasing productivity in everyday activities and achieving business
goals (Table 6). Promotional appeals on this topic could be a good incentive for this group of
customers. Furthermore, it is well known from previous research that younger generations
represent the leading segment for embracing innovations in new technologies and that
social influence has a positive effect on their intention to adopt new products and services,
allowing for the creation of promotional activities that include more active word-of-mouth
strategies targeted specifically at them (Wei et al. 2021). Additionally, activities directed
towards reducing perceived risks and communicating trust and usefulness are necessary,
as these can further motivate them. In this research, the perceived risk factor proved to be
very significant, with all its dimensions related to risks associated with the product being
purchased, the time invested, and payment methods and finances. Therefore, innovations
and promotional activities should aim to reduce these risks.

Since perceived trust and ease of use, along with perceived usefulness and risk, have
proven to be significant for the usage/willingness to use the model, these are generally
the areas around which strategies, promotional activities, and innovations should be
created to motivate customers to use the model more frequently and to increase their
loyalty. Innovations targeting customers’ unique needs and preferences, thereby increasing
their satisfaction with the subscription model, can significantly help various retailers and
trading platforms grow their revenue. It is also important to consider what and how to
communicate to customers, as this research has revealed insights into their perceptions,
which can often differ from those of management or company employees.

Although only the age difference proved significant among all the tested demographic
variables in the Croatian sample, other variables, highlighted as equally significant in other
studies, should not be overlooked. This primarily refers to the level of education, income,
and employment. A better perception of innovations, associated with higher education
levels and income, positively influences online shopping behaviors (Ünver and Alkan
2021). Given the acceptance of innovations by those with higher incomes, special attention
should be given to collaborating with them as a group of innovators and/or early adopters
who can be good advocates for products/services and share their positive experiences with
other groups.

In addition to the findings of our research, which focused on demographic and per-
ceptual drivers and whose results indicate certain targeted actions, these actions could be
directed towards activities and communications that address potential barriers to using
the subscription model. This primarily refers to the unauthorized use of content, which
certainly represents a significant barrier to the expansion of this market. Therefore, it is
worth mentioning Zhang and Zhang (2024)’s research, which recommends that businesses
in the digital products industry should carefully consider their subscription pricing strategy,
aiming to improve profitability and address piracy concerns.

6. Conclusions

The acceptance of subscription models is under-researched, particularly in Croatia and
neighboring countries, where cultural, socioeconomic, and behavioral factors significantly
influence adoption decisions. Our study provides a solid foundation for further research
and benefits other researchers by offering insights into the relationship between model
acceptance and four key demographic variables and four perceptual drivers. Based on
previous research, this study’s structured approach also contributes to advancing the
understanding of this topic.

This study’s theoretical contribution involves creating a measurement instrument
consisting of 21 questions related to four perceived factors: trust, perceived risk, usefulness,
and ease of use. Each factor can be explored further based on critical success dimensions
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extracted from previous studies. The questionnaire developed can be used for future
research on this topic in Croatia and other countries.

The results of this study showed significant differences in subscription model ac-
ceptance across age groups. At the same time, education level, employment status, and
disposable income showed no significant relation to subscription model adoption in Croatia.
This could be due to specific aspects of the Croatian market, but further research is neces-
sary to deepen our understanding. Other behavioral and psychosocial variables may be
significant for understanding Croatian consumers’ attitudes toward adopting subscription
models and analyzing their behavior. This is crucial because many subscription models
face challenges in Croatia due to prevalent piracy practices. Despite legal adjustments
upon joining the E.U., ineffective implementation and control of piracy laws persist, as
highlighted by Guttmann (2023a). Additionally, Ištuk (2021) found that Croatian students
engage in piracy due to the high costs of legal content and lax penalties for piracy, despite
recognizing its negative impacts. Piracy is perceived as widely accepted due to the lack of
penalties, and students prefer to try products before purchasing.

When considering the adoption of subscription-based models in Croatia, data on illegal
content downloads are essential, as piracy can impact subscriber numbers and retention.
This aspect demands further exploration within Croatia and other similar environments,
such as transitional and Southeast European countries. For example, in the Czech Republic,
Svobodová and Rajchlová (2020) studied the strategic behavior of e-commerce businesses
and concluded that consumer behavior heavily depends on available payment methods,
with high cash usage remaining a significant barrier to modernizing payment environments
in the country.

Our study has also shown positive relationships with perceived trust, usefulness, and
ease of use and a negative relationship with perceived risk. This means that enhancing trust,
usefulness, and ease of use while reducing perceived risks can boost subscription-based
e-commerce adoption. Significant differences in perceived trust, risk, and usefulness were
found between users of multiple products/services and non-users but not in perceived
ease of use.

A limitation of this study is that other potentially significant factors and subfactors
influencing perception and behavior were not investigated. Therefore, the next step could
involve exploring new factors or subfactors and conducting a more thorough analysis that
considers their interrelationships, impacts, and consequences on subscription intention.

Another limitation of this study is the sampling method, which did not ensure a repre-
sentative sample of the entire Croatian population. Therefore, future research can use a
random sample of respondents based on probability. Nonetheless, the theoretical results
obtained here can serve as a solid foundation for subsequent empirical studies.
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Descriptives
Perceived Trust

N Mean Std. Deviation Std. Error
95% Confidence Interval for Mean

Minimum MaximumLower Bound Upper Bound
Subscribed to multiple
products/services

61 3.6393 0.61841 0.07918 3.4810 3.7977 1.00 4.80

Subscribed to a product/service 82 3.5195 0.61573 0.06800 3.3842 3.6548 2.00 5.00
No, but considering 32 3.3688 0.62032 0.10966 3.1451 3.5924 1.80 4.20
No and not considering 27 3.2593 0.53727 0.10340 3.0467 3.4718 2.60 4.60
Total 202 3.4970 0.61660 0.04338 3.4115 3.5826 1.00 5.00

Descriptives
Perceived Risk

N Mean Std. Deviation Std. Error
95% Confidence Interval for Mean

Minimum MaximumLower Bound Upper Bound
Subscribed to multiple
products/services

61 3.0131 0.75443 0.09659 2.8199 3.2063 1.00 4.40

Subscribed to a product/service 82 3.2585 0.84239 0.09303 3.0734 3.4436 1.00 5.00
No, but considering 32 3.4625 0.85223 0.15065 3.1552 3.7698 1.60 5.00
No and not considering 27 3.6148 0.81132 0.15614 3.2939 3.9358 1.40 5.00
Total 202 3.2644 0.83363 0.05865 3.1487 3.3800 1.00 5.00

Descriptives
Perceived Usefulness

N Mean Std. Deviation Std. Error
95% Confidence Interval for Mean

Minimum MaximumLower Bound Upper Bound
Subscribed to multiple
products/services

61 3.2104 0.91788 0.11752 2.9753 3.4455 1.17 5.00

Subscribed to a product/service 82 3.0711 1.03141 0.11390 2.8445 3.2978 1.00 5.00
No, but considering 32 2.9427 0.90954 0.16078 2.6148 3.2706 1.00 5.00
No and not considering 27 2.4815 0.81693 0.15722 2.1583 2.8046 1.33 5.00
Total 202 3.0140 0.97265 0.06844 2.8791 3.1490 1.00 5.00

Descriptives
Perceived Ease of Use

N Mean Std. Deviation Std. Error
95% Confidence Interval for Mean

Minimum MaximumLower Bound Upper Bound
Subscribed to multiple
products/services

61 3.9525 0.53809 0.06889 3.8146 4.0903 2.50 5.00

Subscribed to a product/service 82 3.9427 0.58119 0.06418 3.8150 4.0704 2.10 5.00
No, but considering 32 3.8250 0.48659 0.08602 3.6496 4.0004 2.80 4.80
No and not considering 27 3.6074 0.62013 0.11934 3.3621 3.8527 1.90 4.70
Total 202 3.8822 0.56786 0.03995 3.8034 3.9610 1.90 5.00

Source: Author’s calculation.

Appendix B

Tables containing ANOVA results for all four conducted ANOVAs.
ANOVA

Perceived Trust
Sum of Squares df Mean Square F Sig.

Between Groups 3.330 3 1.110 3.007 0.031
Within Groups 73.088 198 0.369
Total 76.418 201

ANOVA
Perceived Risk

Sum of Squares df Mean Square F Sig.
Between Groups 8.426 3 2.809 4.237 0.006
Within Groups 131.258 198 0.663
Total 139.683 201
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ANOVA
Perceived Usefulness

Sum of Squares df Mean Square F Sig.
Between Groups 10.439 3 3.480 3.834 0.011
Within Groups 179.715 198 0.908
Total 190.155 201

ANOVA
Perceived Ease of Use

Sum of Squares df Mean Square F Sig.
Between Groups 2.745 3 0.915 2.918 0.035
Within Groups 62.071 198 0.313
Total 64,816 201

Source: Author’s calculation.
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