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1. Results across five studies support 

the hypothesis that when people feel 

low perceived control, they are more 

likely to subscribe when exposed to 

monthly options than yearly options.

2. Results also support the mediated 

moderation effect of state of 

uncertainty between perceived 

control, subscription option, and 

subscription intent.

3. This research contributes to the 

perceived control literature by finding 

a novel consequence of perceived 

control of subscription intent

4. This research helps consumers 

identify instances where loss of 

control leads to suboptimal 

subscription choices. This is relevant 

to the current global situation as 

people experience reduced control.
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Study 3: Mediated Moderation Test

The study is a 2 perceived control (high vs.

low) x 2 subscription (monthly vs. yearly)

between-subjects design (295 MTurk workers).

Perceived control was manipulated by a search

task in a search environment. Participants in the

low control condition could not read an article

due to a paywall, whereas participants in high

control could (Figure 4).

Participants then saw an ad for a subscription-

based grocery delivery company and were

asked their subscription intent and level of state

of uncertainty. We used a bootstrap (5,000

draws) mediated moderation model (Hayes

2012, Model 14), The results support

hypothesis 2 (Figure 5, 6, 7).

Figure 4: Search Environment

Study 4a, 4b: Online Field Study

Study 4a: An ad for a grocery 

service was posted with Facebook 

ads. The study is a 2 location (US 

vs. India) x 2 subscription (monthly 

vs. yearly).  Indian citizens are 

expected to feel lower perceived 

control due to Covid.

India’s (LC) ad Click Through Rate 

(CTR) was higher for the monthly 

ad compared to yearly (Χ²=25.64, 

p<.001). The US‘s (HC) ad CTR 

was higher for the yearly ad than 

the monthly (Χ²=5.75, p=.016).

Study 4b: It replicates study 4a 

through a survey-based design with 

339 MTurkers. Participants in India 

and the US saw the ads and 

reported the subscription intent and 

perceived control. The results 

support the findings from the field 

study (Figure 8). 

• Loss of perceived control can 

increase a sense of randomness 

(Teigen and Keren, 2020).

• Such randomness can lead to 

uncertainty about the self and 

environment (Landau et al., 2004)

• This sense of uncertainty leads to 

mitigation behavior, such as 

stronger religious convictions 

(McGregor et al., 2008).

• Furthermore, high uncertainty can 

lead to focusing on risk reduction 

choices (Sheng et al., 2012).

• We propose that the length of 

subscription choice (monthly vs. 

yearly) reflects the risk associated 

with the corresponding choices. 

• The yearly option bears a higher 

risk than the monthly option (due 

to costs, market changes, 

commitment).

We formally propose: 

• H1: People experiencing low 

perceived control are more likely 

to subscribe to a service/product 

when exposed to a monthly 

subscription option compared to a 

yearly subscription option.

• H2: The interaction effect of 

perceived control and subscription 

option on likelihood to subscribe 

is mediated by state of 

uncertainty.
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Figure 3: Subscription Choice

LC: Χ²=26.92, p<.001

HC: Χ²=.023, p=.879
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Figure 1: Number of Items 

Purchased

LC: F(1,435)=4.01, p=.046, η2=.009

HC: F(1,435)=.47, p=.495, η2=.001

Study 1: Interaction Effect - Real Purchase 

Behavior

The study is a 2 perceived control (high vs. low)

x 2 subscription (monthly vs. yearly) between-

subjects design (439 MTurk workers).

Perceived control was manipulated using a

ranking task (Covid restricted activities vs.

kitchen essentials). Participants shopped in a

fictional grocery store and reported the number

of items purchased from each subscription type.

The results support hypothesis 1 (Figure 1).

Study 2: Interaction Effect - Choice

The study is a 2 perceived control (high vs. low)

x 2 subscription choice (monthly vs. yearly)

between-subjects design (439 MTurk workers).

Perceived control was manipulated through a

fictional online game (play the game vs. playing

the game only if paying for it, Figure 2).

Participants then visited a grocery delivery

website and were asked to select among two

subscriptions: monthly, yearly. The results

support hypothesis 1 (Figure 3).

3. Methods & Results

Figure 2: Game – Low Control
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Figure 5: Subscription Intent

LC: F(1,291) = 4.05, p = .045, η² = .014

HC: F(1,291) = 0.44, p = .509, η² = .001
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Figure 6: State of Uncertainty

F (1,291)= 9.26, p=.002, η2=.0311
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Figure 7: Mediated Moderation Model 
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Figure 8: Subscription Intent

LC: F(1,335)=42.47, p<.01, η2=.158
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