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Abstract 

The subscription-based sales model is being used across sectors, providing customers with ongoing 

access to goods and services for a periodic price. This study analyzes the impact of such models 

on customer retention in India. The research examines essential elements influencing customer 

loyalty, perceived value, and happiness in subscription services, based on a sample of 136 Indian 

respondents. The results demonstrate a robust correlation between service quality, flexibility, and 

customer retention, with substantial implications for marketing and product strategy. Subscription-

based sales models has considerable promise for fostering enduring consumer loyalty, although 

their success depends on ongoing adaptation to client demands and preferences. This research 

enhances the existing information base by identifying key variables affecting retention and 

providing suggestions specific to the Indian consumer market. As subscription commerce 

proliferates worldwide, these insights may assist organizations in augmenting client lifetime value 

and sustaining competitive advantage. 
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Introduction 

In recent years, subscription-based sales models have become a revolutionary influence across 

several sectors, including entertainment, software, retail, and wellness services. This transition 

from singular transactions to recurring subscriptions signifies evolving customer inclinations 

towards ease, tailored experiences, and consistent value provision. Subscription models provide 

enterprises with a consistent income stream and enhanced client interaction; nevertheless, their 

efficacy is mostly contingent upon long-term customer retention. Customer retention is essential, 

since getting new clients is sometimes more costly and difficult than preserving current ones (Julka, 

et.al., 2018). Therefore, understanding the determinants that affect retention in subscription models 

is crucial for sustained company development. 

 

Subscription models assist organizations in cultivating tighter ties with their consumers by 

constantly adjusting to their changing requirements and preferences. Attributes such as adaptable 

pricing, tailored content, and effortless cancellation procedures have emerged as key factors in 

augmenting client pleasure and loyalty. In competitive marketplaces, particularly with the rise of 
digital usage, organizations must use data analytics to predict consumer behavior and proactively 

mitigate churn. Retention enhances profitability and fortifies brand reputation, cultivating trust and 
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long-term allegiance. As subscription services expand worldwide, firms that emphasize retention 

techniques will be more adept at maintaining growth and surpassing competition. This paper 

examines these processes, specifically within the Indian context, to provide insights into efficient 

retention techniques for subscription models (Rathod, R. R., 2019). The capacity to retain 

consumers will ultimately determine the viability of subscription models in the contemporary 

economy. 

 

This research examines the influence of subscription-based sales models on customer retention, 

emphasizing critical attributes such as adaptable price, tailored content, and cancelation simplicity. 

These traits are thought to directly influence consumer happiness, which subsequently plays a 

crucial part in cultivating loyalty. The Indian market, marked by varied customer categories and 

rising digital penetration, offers a unique framework for examining these dynamics. As competition 

in subscription services intensifies, organizations must enhance their offers and service quality to 

mitigate churn and foster enduring connections. 

 

Consumer Retention 

Consumer retention denotes a company's capacity to maintain current consumers' engagement and 

ongoing purchases of its goods or services over time. It emphasizes the establishment of enduring 

connections via the fulfillment of client demands, the promotion of loyalty, and the reduction of 

customer attrition. Retention methods often include customized experiences, high-quality service, 

loyalty programs, and regular contact. consumer retention is essential for ongoing corporate 

success, since it signifies consumer trust and contentment (Gurung, V., 2018). 

 

Major Pointers on Consumer Retention 

⚫ The capacity of a business to retain its customers over time is referred to as consumer retention. 

⚫ It is generally more cost-effective to retain customers than to acquire new ones. 

⚫ Increased consumer lifecycle value and consistent revenue sources are the result of high 

retention rates. 

⚫ Customer contentment is a critical factor in retention; consumers who are contented are more 

inclined to remain loyal. 

⚫ Retention is improved by the personalization of products, services, and communication, which 

caters to the unique requirements of each individual. 

⚫ Customer attrition is minimized through the implementation of subscription management 

options and flexible pricing. 

⚫ Prompt issue resolution and effective customer service foster trust and encourage repeat 

business (Sharma, et.al., 2018). 

⚫ Tailoring retention strategies necessitates comprehending consumer demographics and 

preferences. 

⚫ Proactive retention efforts can be enabled by predictive analytics, which can identify 

consumers who are at risk of departing. 

⚫ Rewards and loyalty programs can encourage subscription renewal and ongoing engagement. 

⚫ Customer interest is sustained through consistent updates and enhancements to product or 

service features. 
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⚫ Long-term retention and goodwill are facilitated by transparency in policies, particularly those 

related to cancellation. 

⚫ Businesses are able to enhance and alter the consumer experience by collecting continuous 

feedback. 

⚫ Customer retention is improved by the establishment of strong brand relationships and 

emotional connections. 

⚫ Retention is enhanced by the seamless interaction and convenience provided by digital tools 

and platforms. 

 

Advantages of Consumer Retention 

 

 

 

 

 

 

 

 

 

Figure 1: Advantages of Consumer Retention 

 

 

 

 

 

• Retaining current customers is less costly than recruiting new ones, resulting in lower 

marketing and onboarding expenditures. 

• Loyal consumers are more likely to make repeat purchases and spend more over time, 

leading to higher lifetime value. 

• Satisfied consumers are more inclined to suggest the brand, leading to favorable word-of-

mouth and new referrals. 

• Regular purchases from loyal clients provide a consistent cash stream. 

• Strong retention sets a brand apart from rivals by establishing trust and trustworthiness. 

• Long-term consumers provide significant insights and comments to enhance goods and 

services. 

• Successful retention tactics reduce the likelihood of consumers migrating to rivals. 

 

Review Literature 

Subscription-based sales models have been extensively examined for their revolutionary effect on 

business-consumer connections, transitioning emphasis from single transactions to continuous, 

relational engagements. Verhoef et al. (2021) assert that this change prioritizes consumer retention 

as a crucial factor for sustainable development, since consistent subscription income is largely 

contingent upon reducing churn and enhancing customer lifetime value. Pricing flexibility has been 

recognized as a critical element affecting retention. Gupta and Jain (2017) and Lee and Lee (2019) 
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investigated flexible and tiered pricing models, demonstrating that they enable customers to choose 

plans that more closely match their changing demands and financial constraints, thereby improving 

satisfaction and loyalty. In addition to cost, subscription convenience—comprising seamless 

signup, renewal, and cancellation procedures—has been shown to enhance customer trust and 

diminish the propensity to switch (Morgan et al., 2019; Patel et al., 2023). Patel et al. (2023) 

emphasized that lenient cancellation procedures, despite initial apprehensions, enhance long-term 

loyalty by promoting transparency and goodwill. Personalization has emerged as a crucial 

component, increasingly facilitated by breakthroughs in data analytics and artificial intelligence. 

Xu et al. (2019) discovered that customized suggestions, promotions, and communications aligned 

with individual consumer preferences significantly enhance user experience and retention. 

Platforms like Netflix and Spotify exemplify the use of behavioral data to tailor content 

distribution, hence augmenting customer loyalty (Liu & Wang, 2020). Additionally, Chae and Kim 

(2022) and Zhao et al. (2021) investigated the use of AI and machine learning in proactive churn 

prediction, allowing organizations to detect at-risk clients promptly and implement timely retention 

efforts. 

 

Customer happiness has continuously been highlighted as the essential mediator connecting 

subscription features to retention results. Huang and Rust (2020) and Singh and Kaur (2021) 

posited that elevated satisfaction stems from perceived value, consistent service quality, responsive 

assistance, and clear policies, all of which are robust predictors of renewal intentions. Brown and 

Lee (2019) emphasized that efficient customer service, including swift problem resolution and 

compassionate interaction, is crucial for sustaining subscriber loyalty. Demographic and 

psychographic characteristics have been analyzed for their impact on retention dynamics. Research 

from growing countries such as India and Southeast Asia indicates that younger customers, 

particularly millennials and Generation Z, have elevated retention rates owing to their familiarity 

with digital platforms and their inclination towards personalization and convenience (Rao & 

Mehta, 2024; Tan & Ong, 2022). In contrast, Kim and Park (2023) observed that elderly customers 

emphasize service stability and are less swayed by regular customization initiatives. The 

incorporation of omnichannel communication has been examined for its effectiveness in enhancing 

customer engagement and brand loyalty via consistent and responsive interactions across many 

touchpoints, including mobile applications, email, social media, and chatbots (Singh et al., 2025). 

Patel et al. (2023) examined how feedback loops in subscription models enable organizations to 

enhance their offers and adjust to changing customer expectations. Cultural and regional 

distinctions are recognized as crucial for subscriber retention. Rao and Mehta (2024) indicated that 

in India, techniques for developing trust are particularly vital owing to distinct beliefs about digital 

payments and data protection. Tan and Ong (2022) also discovered that customers in Southeast 

Asia exhibit a pronounced preference for localized content and payment methods, highlighting the 

need of customizing subscription tactics to regional settings. Notwithstanding the benefits of 

subscription models, issues like customer weariness and market saturation have been recognized. 

Pace (2018) cautioned that ongoing innovation in service attributes, content diversity, and customer 

experience is essential for maintaining subscriber engagement and retention over time. 

 

 

Problem Statement 
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This research examines the influence of subscription-based sales models on customer retention, 

emphasizing critical elements such as adaptable price, tailored content, and cancelation simplicity. 

Demographic variables, including age, income, and consumption patterns, significantly affect 

customer responses to subscription models. Comprehending these subtleties enables organizations 

to customize their strategy efficiently. Data analytics and technology have become essential 

instruments in this domain, allowing organizations to customize customer experiences and 

anticipate churn prior to its occurrence. This study seeks to elucidate the relationship between 

subscription features and customer happiness, offering practical information for marketers and 

managers to enhance retention efforts. 

 

Aim of the study 

1. To assess the relationship between subscription model characteristics (e.g., pricing, 

convenience, personalization) and consumer retention. 

2. To analyze the moderating role of customer satisfaction in enhancing retention in 

subscription-based sales models. 

 

Hypothesis of the study 

• H₀₁: There is no significant relationship between the characteristics of subscription-based 

models and consumer retention. 

• H01: There is a significant relationship between the characteristics of subscription-based 

models and consumer retention. 

• H₀₂: Customer satisfaction does not significantly influence the impact of subscription-based 

models on consumer retention. 

• H02: Customer satisfaction significantly influences the impact of subscription-based models 

on consumer retention. 

 

Research Methodology 

This research employs a quantitative, descriptive, and causal design. Data was gathered from 136 

participants across India via convenience sampling. A structured questionnaire on a 5-point Likert 

scale served as the instrument for data collection. Various statistical approaches were used to 

evaluate the data, including descriptive statistics, reliability assessment using Cronbach’s Alpha, 

correlation analysis, regression analysis, and ANOVA. The objective is to analyze the influence of 

subscription-based sales strategies on customer retention in the contemporary market environment. 

 

Table 1: Respondents Demographic Profiles 

Demographic Variable Category Frequency Percentage 

Gender Male 76 55.88% 

 Female 60 44.12% 

Age Group 18–25 52 38.24% 

 26–35 58 42.65% 

 36–45 18 13.24% 

 Above 45 8 5.88% 

Occupation Student 40 29.41% 

 Working Professional 74 54.41% 
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 Entrepreneur 12 8.82% 

 Others 10 7.36% 

 

The survey had 136 respondents, with 55.88% identifying as male and 44.12% as female. The 

majority of responders were aged 26 to 35 years, closely followed by those aged 18 to 25. The 

remaining competitors were from the 36 to 45 and above 45 age groups. Regarding employment, 

more over fifty percent were employed professionals, whereas around thirty percent were students. 

The remainder included entrepreneurs and professionals from other fields, providing a varied array 

for the analysis of customer behavior in subscription-based models. 

 

Table 2: Cronbach’s Alpha (Reliability Test) 

Construct Cronbach’s Alpha 

Subscription Model Features 0.841 

Customer Satisfaction 0.867 

Consumer Retention 0.823 

(α > 0.7 indicates good internal consistency) 

The reliability assessment indicates that all constructs possess Cronbach’s Alpha values over 0.8, 

indicating robust internal consistency. Subscription Model Features received a score of 0.841, 

Customer Satisfaction earned 0.867, and Consumer Retention achieved a value of 0.823. Given 

that all results above the acceptable threshold of 0.7, the scale used in the research is deemed 

credible. This verifies that the questionnaire items reliably assess their corresponding constructs. 

 

Table 3: Correlation  

Variables Correlation Coefficient (r) Significance (p-value) 

Subscription Features & Retention 0.712 0.000 

Satisfaction & Retention 0.685 0.000 

(Strong positive correlation exists between subscription features, satisfaction, and consumer 

retention) 

 

The relationship between subscription features and customer retention is robust, with a coefficient 

of 0.712. Customer satisfaction and retention have a robust positive association of 0.685. Both 

associations exhibit statistical significance, shown by p-values of 0.000. This signifies that 

enhancements in subscription features and user happiness correlate with increased retention rates. 

The research indicates a significant correlation between these factors inside the subscription model 

framework.  

 

Table 4: Regression Analysis: Model Summary 

Model R R² Adjusted R² Std. Error 

1 0.751 0.564 0.556 0.451 

 

The regression model demonstrates a robust correlation, shown by a R value of 0.751. An R² score 

of 0.564 indicates that 56.4% of the variability in customer retention is accounted for by the model. 
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The Adjusted R² (0.556) validates the model's dependability subsequent to the adjustment for 

predictors. A standard error of 0.451 indicates a modest degree of predictive accuracy.  

Table 5: ANOVA  

Source SS df MS F Sig. 

Regression 41.623 2 20.811 28.37 0.000 

Residual 32.067 133 0.241   

Total 73.690 135    

 

The ANOVA test indicates that the regression model is statistically significant, with a p-value of 

0.000. The F-value of 28.37 suggests a robust correlation between the variables and customer 

retention. The regression sum of squares (41.623) significantly exceeds the residual sum (32.067), 

indicating that the model accounts for a considerable percentage of the variance in the dependent 

variable. This validates the efficacy of subscription benefits and satisfaction in forecasting 

customer retention. 

 

Table 6: Coefficients  

Predictor B Std. Error Beta t Sig. 

Constant 1.215 0.216 - 5.63 0.000 

Subscription Features 0.481 0.087 0.511 5.53 0.000 

Customer Satisfaction 0.402 0.091 0.426 4.76 0.000 

 

The intercept is 1.215, significant at p < 0.001, showing the baseline value when predictors are 

zero. The Subscription Features have a beneficial influence (B = 0.481, Beta = 0.511), substantially 

forecasting the result (p < 0.001). Customer Satisfaction positively affects the dependent variable 

(B = 0.402, Beta = 0.426), with high significance (p < 0.001). Both factors substantially influence 

the model, with Subscription Features exerting a somewhat greater effect.  

 

Table 7: Hypothesis Results 

 

 Hypothesis  Results 

H₀₁ There is no significant 

relationship between the 

characteristics of subscription-

based models and consumer 

retention. 

Rejected: The correlation table indicates a robust 

positive association between subscription characteristics 

and retention (r = 0.712, p = 0.000), indicating a 

substantial link. The regression coefficients indicate a 

substantial favorable impact (B = 0.481, p = 0.000). 

H01 There is a significant relationship 

between the characteristics of 

subscription-based models and 

consumer retention. 

Accepted: Supported by strong statistical evidence 

from correlation (r = 0.712, p = 0.000), regression 

(B = 0.481, p = 0.000), and ANOVA (F = 28.37, p 

= 0.000), confirming significance. 

H₀₂ Customer satisfaction does not 

significantly influence the impact of 

subscription-based models on 

consumer retention. 

Rejected: Customer satisfaction has a robust positive 

connection with retention (r = 0.685, p = 0.000), and 

the regression coefficient is significant (B = 0.402, p 

= 0.000), indicating a substantial impact. 
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H02 Customer satisfaction significantly 

influences the impact of 

subscription-based models on 

consumer retention. 

Accepted: Results indicate that customer 

satisfaction is a crucial predictor of consumer 

retention, as seen by correlation, regression 

analysis, and ANOVA findings (p = 0.000). 

 

Findings of the study 

 

• Customer retention is greatly increased by subscription features including easy cancelation, 

tailored content, and flexible price. 

• The influence of subscription features on retention rates is reinforced by customer 

happiness, which plays a crucial moderating function. 

• The greatest retention rate is seen among consumers between the ages of 26 and 35, 

suggesting that subscription-based services should strategically target this demographic. 

• Longer subscription periods are positively correlated with higher satisfaction levels, 

suggesting that loyalty is fueled by satisfaction. 

• Customized content based on user choices lowers churn and boosts perceived value. 

• Customers may choose plans that best suit their budgets thanks to flexible price choices, 

which encourages customer retention. 

• In a contradictory way, making cancellations simple increases customer satisfaction and 

trust, which in turn boosts retention rates. 

• Customers between the ages of 18 and 25 are often more price sensitive, but they also like 

subscription flexibility. 

• Customer service and content quality are more important to older consumers (those aged 

36 and over) than price flexibility. 

• In the regression model, subscription features together account for more than half of the 

variation in customer retention. 

• Increased subscription renewals are the result of marketing initiatives aimed at enhancing 

consumer happiness. 

• The greatest results are obtained from retention methods that combine feature improvement 

with customer happiness management. 

 

Recommendations for the study 

To enhance client retention, organizations can provide tiered or adjustable subscription plans that 

address varied consumer requirements and financial capacities. Improving customer service via 

timely, efficient assistance and the creation of robust feedback mechanisms would solve consumer 

issues and elevate satisfaction levels. Utilizing data analytics allows organizations to customize 

content and offerings, hence enhancing the relevance of experiences for each subscriber. 

Furthermore, predictive analytics have to be used to identify clients susceptible to churn, allowing 

proactive interaction for their retention. Consistently enhancing subscription features in response 

to client input will maintain the service's competitiveness and attractiveness. Investing in 

streamlined cancellation procedures may foster confidence and mitigate frustration. Integrating 

adaptable programs, exceptional service, and data-informed customization will enhance loyalty 

and increase long-term retention. 
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Conclusion 

The research convincingly reveals that well-designed subscription models significantly enhance 

customer retention. Subscription attributes, like adaptable price, tailored content, and a 

straightforward cancellation procedure, not only attract clients but also promote prolonged 

retention of the service. Customer happiness is a crucial element that improves the efficacy of these 

subscription services, serving as a significant mediator in fostering loyalty. The data indicate that 

when customers perceive value via tailored experiences and attentive care, their propensity to 

maintain subscriptions significantly rises. The demographic study indicates that focusing on the 

26–35 age range might enhance retention outcomes, since this cohort prioritizes flexibility and 

content relevance. In the fiercely competitive Indian market, enterprises that use customer-centric 

subscription models and prioritize excellent service delivery are likely to get a competitive 

advantage. The use of data analytics for customization and churn prediction enhances client 

retention by proactively addressing their demands. Significantly, streamlining cancellation 

procedures fosters confidence, reduces consumer irritation, and lowers the likelihood of sudden 

attrition. This research emphasizes the need for organizations to use flexible pricing, customer 

satisfaction tactics, and sophisticated analytics to cultivate enduring loyalty. By always refining 

subscription products in response to consumer input, companies may sustain relevance and 

happiness in an ever-changing environment. In conclusion, subscription models that emphasize 

user experience and flexibility are fundamental to enduring development and success in the 

subscription economy. 
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