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Abstract: Adopting subscription models has become a popular trend in e-commerce. Digital content
platforms often use free trials to attract potential subscribers. However, rigorous research on platforms’
free trial strategies is lacking. Our paper aims to fill this gap using a horizontal duopoly framework.
We investigate both the scenario of market symmetry and of market asymmetry. We study the
benchmark case with no free trial for each scenario and derive equilibrium results with free trial
promotion. We find that the platform will not benefit from free trials unless consumers’ learning rate
exceeds a threshold. When a free trial is introduced in market symmetry, a higher rate of consumers’
learning leads to a higher price of subscription and a shorter free trial length. In addition, when the
network effect is incorporated, the platform will introduce a lower subscription price and a shorter
free trial length. Under market asymmetry, our results show that the platform faces a higher threshold
of consumers’ learning rate. Additionally, it will offer a higher price and a longer period of free
trial compared with those under the market symmetry scenario. Overall, our study provides useful
managerial insights for online content platforms when considering their subscription strategies.

Keywords: subscription; free trial; consumers’ learning rate; market asymmetry; network effect;
duopoly

1. Introduction

In recent years, the subscription model has become a popular trend in e-commerce [1].
Different from the traditional business model where consumers buy products and services
when they need, consumers of the subscription model receive the products and services on
a scheduled basis such as monthly or quarterly by signing up for companies’ subscription
programs [2]. For online platforms of digital content, several well-known examples of
subscriptions are online video streaming services (e.g., Netflix and Hulu), audiobooks
(e.g., Audible and Audiobook), online music (e.g., Apple iTunes and Spotify), online news-
papers (e.g., Wall Street Journal and New York Times), etc. According to a recent consulting
report from McKenzie, 46% of more than 5000 people surveyed have subscribed to digital
media [3].

Adopting the subscription model turned out to be a win-win decision for both con-
sumers and online platforms of digital content [2]. From the aspect of consumers, they
benefit from enjoying digital goods and services at a lower cost and from more accessible
sources. They can renew their membership on a regular basis and cancel their subscription
at their convenience. For online platforms, they can generate predictable income with
their subscription programs, which helps them develop a sustainable long-term business
model. In addition, subscription as a business model demonstrated great resilience during
the COVID-19 pandemic [4]. Working-from-home arrangements during the COVID-19
pandemic enabled people to spend more time on digital content. Not surprisingly, there
was a boosting engagement in subscription programs. For example, Netflix, an online
streaming platform, expanded to more than 190 countries in seven years [5]. According to
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an industry report from Statista, the number of Netflix subscribers exceeded 220 million in
the second quarter of 2022 [6].

To attract more customers, many online platforms of digital content (hereinafter
“platforms”) introduce a free trial period in an effort to promote subscriptions. To be more
precise, they often offer programs that allow users to try their subscriptions for free for a
certain period of time. For example, Hulu and AMC Plus have introduced a seven-day
free trial for potential consumers who are interested in their online streaming services.
YouTube TV and Adobe Creative Cloud offer 14-day free trial programs for their users.
Amazon Prime, Economist, and Apple Music offer 30-day free trials for consumers in their
subscription programs.

While the free trial strategy is often considered an efficient way to generate sales, it has
limitations, and its promotion effect will not be fully exploited without careful design [7].
Consequently, platforms desire to better understand the competition dynamics with or
without free trial programs. In particular, they want to find out whether it is beneficial to
introduce free trial programs. Also, if they decide to introduce a free trial promotion, how
should they determine the optimal length of the free trial and the optimal regular price of
the subscription after the free trial comes to an end? However, there is a lack of rigorous
research on platforms’ strategy of free trial subscription, let alone providing useful insights.
Our study aims to fill the gap in this strategic issue. To be more specific, we seek to answer
the following research questions:

Research question 1: Under what conditions should a digital content platform introduce
a free trial promotion?

Research question 2: If a digital content platform chooses to introduce a free trial for
promotion, how will the market conditions affect its decisions such as the optimal regular
price of the subscription after free trial and the optimal length of free trial?

Research question 3: How will market asymmetry influence platforms’ decisions on free
trial promotion such as the optimal regular price of the subscription after the free trial
and the optimal length of free trial?

To address these research questions, we employ a duopoly model in a horizontal
framework with one platform offering free trial promotion and the other not. We investigate
the platform’s free trial strategy in both the scenario of market symmetry and the scenario
of market asymmetry. For each scenario, we first present the results of the benchmark case
where there is no free trial promotion. Then we derive platforms’ optimal decisions in terms
of prices and free trial length at equilibrium when the free trial promotion is introduced.

Our main findings are as follows. First, it is not always beneficial for platforms to
introduce free trial programs. To be more precise, we derive a threshold of consumers’
learning rate. The platform will be better off after introducing a free trial promotion
only when consumers’ learning rate exceeds that threshold. Second, when a free trial is
introduced in market symmetry, the platform’s optimal price increases with consumers’
learning rate, but its optimal free trial length decreases with consumers’ learning rate. In
addition, our findings show that the platform’s optimal regular price and free trial length
decrease with the network effect. Third, in the scenario of market asymmetry, we find that
the platform will experience a higher threshold of consumers’ learning rate. In addition, it
will introduce a higher price of subscription and a longer free trial length. Such an effect is
more pronounced when there is a higher level of market asymmetry.

The rest of the paper is organized as follows. Section 2 provides a comprehensive
literature review of relevant research. In Section 3, we investigate two scenarios: market
symmetry and market asymmetry with our horizontal model. For each scenario, we analyze
the benchmark case with no free trial and the case where free trial promotion is adopted. We
calculate results at equilibrium and derive relevant propositions for the platform. Section 4
discusses both the theoretical insights and the managerial insights based on our findings.
Section 5 concludes the paper with future research directions.
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2. Literature Review

Our study is closely related to two research streams. The first stream is the literature
on subscription models for distributing digital goods and services. One group of studies
focuses on finding the optimal design of the subscription programs. Refs. [8,9] analyzed
the dynamic pricing strategy for subscription providers. Ref. [10] investigated how to
make optimal joint decisions regarding subscription price and advertising space for online
platforms. In [11], the authors studied an online subscription platform’s optimal pricing
when consumers’ transportation cost is incorporated. Ref. [12] analyzed the optimal balance
between subscription fees and commission fees. Ref. [13] examined platforms’ optimal
subscription pricing strategies under social influence. Ref. [14] explored the optimal
planning of subscriptions for an online media platform when consumers have different
usage rates. While these studies help platforms derive optimal pricing, they have not
considered the impact of free trial promotion programs.

Another group of studies examines the consumers’ attitudes towards subscription
models. For example, Ref. [15] used a questionnaire of 505 consumers to study their will-
ingness to pay for a music subscription in the presence of online piracy. They reported that
online music piracy will negatively influence consumers’ willingness to pay. Using a survey
of 1356 UK customers, Ref. [16] described the profile of consumers who are most likely to be
engaged in the subscription. Based on data on Canada cable TV diffusion, Ref. [17] found
that the advertising cost and the subscription price have a significant impact on consumers’
decisions to subscribe. Ref. [18] reported that subscription leads to a significant increase in
consumers’ following purchases after controlling the self-selection effect. Ref. [19] showed
that online platforms can use co-opetition strategies to attract subscribers. While this
group of research provides general insights into consumers’ attitudes and decisions on
subscription to digital content, little attention has been paid to the free trial strategy.

The second stream is related to the literature on free trial promotion. Ref. [20] found
that a free trial is an effective promotion tool that increases consumers’ purchasing behavior
in the future. Based on their online experiment, Ref. [21] reported that free trial increases
the conversion rate of freemium users. Ref. [22] explored free trial in a multiple-product
setting. For digital goods and services, free trial promotion is frequently adopted to attract
potential consumers of software [23,24], online publishers’ content [25], interactive digital
television service [26], online mobile applications [27], mobile data usage service of telecom-
munications [28], etc. In general, prior research found that free trials can reduce consumers’
uncertainty about the quality of the digital goods and services they are interested in, and
positively influence their purchase decisions [29,30].

However, if not designed appropriately, a free trial will do harm, rather than benefit,
the firms [31]. For example, prior research showed that free trial might bring negative effects
due to challenges of retaining consumers [32], cannibalization effect of consumers’ adopting
free version of digital services [27], and lower efficiency compared with advertisement [33].
Also, Ref. [34] reported that the promotion tool pay-what-you-want (PWYW) could yield
higher promotion revenue than a free trial.

Consequently, many researchers focus on exploring whether it will be more profitable
for firms to introduce free trial promotion and what are the key elements of their free trial
strategy [25,30]. For example, Ref. [30] examined the trade-off between reduced consumer
uncertainty and cannibalization of demand. Ref. [25] found that consumers’ learning rate
must be significantly high for a monopoly software vendor to offer a free trial and the
network effect has no impact on the vendor’s free trial strategy.

Our paper differs from those studies in the following aspects. First, while they focused
on the setting of monopoly, we studied the platforms’ free trial strategy under a duopoly
framework. So far little research on free trials has been carried out on the competition
scenario. Second, we have comprehensively investigated critical factors of the platforms’
free trial strategy. For example, we have incorporated the factor of market asymmetry,
which is understudied in prior literature. Third, we focus on the industry of digital content
subscription while previous researchers only looked at the software industry.
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3. Model

In this study, we adopt a two-stage duopoly model in the horizontal setting. The
duopoly framework is often used in research on digital goods and services, including
electronic books [35], cloud computer services [36], software products [37], online video
platforms [19], and media platforms with user-generated content [38]. In addition, the
duopoly model can reflect the fierce market competition between platforms of digital
content subscription. For example, industry reports reflect that there is an intense race
between digital content platforms such as the race among Spotify, Apple Music, and
Amazon in the online music streaming market [39] and the race of Netflix versus Disney
Plus in the online movie streaming market [40]. Ref. [16] also reported that it is a big
challenge to attract consumers with a churn rate of 70% because of the increased competition
between digital content platforms.

We assume that one platform (platform A) offers free trial promotion while the other
platform (platform B) does not. This is consistent with the business practice we observe.
For example, in the online movie streaming market, while some platforms such as Hulu
provide a 7-day free trial subscription, some other platforms such as Netflix do not offer
any free trial program. When a free trial is employed, we apply a two-stage framework,
which is often used in literature [33,41]. To be more precise, the whole-time length [0, m] is
divided into two stages: Stage 1 [0, rm] in which platform A offers a free trial and platform
B offers a regular price subscription, and Stage 2 [rm, m] in which both platforms offer a
regular price of subscription. The two key variables for platform A are the ratio of free trial
length r and platform A’s regular price of subscription after free trial pA. Figure 1 below
presents the two-stage framework of our study.
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Figure 1. Two-stage framework (platform A offers free trial in stage 1).

Following the prior literature, we use several commonly used assumptions such as
linear consumer utility function and zero marginal cost of information goods. In addition,
we assume a uniform distribution of consumers’ preferences between [0, 1] along the axis.
Without loss of generality, we set that platform A is located at zero (0) and platform B is
located at one (1). Consumers have unfit cost k for each unit distance from the platform they
prefer. Consumers’ intrinsic value v from the digital content subscription is high enough so
the market is fully covered, which is a common assumption in the literature [36,42]. Table 1
summarizes the notation used in the model.

Table 1. Summary of notation.

Notation Definition

θ Location on the horizontal axis
k Intensity of location preference
β Intensity of network effect
r Ratio of free trial length over whole time length
m Whole time length
d Measure of market asymmetry

pA, pB Price of subscription program for platform A and platform B
πA, πB Revenue for platform A and platform B
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In the current study, we studied both the scenario of market symmetry and the scenario
of market asymmetry. For both scenarios, we first present the benchmark case where no
online platform of digital content offers a free trial program and then examine the impact
of free trial subscription promotion in the market.

3.1. Market Symmetry

We start with the platform’s free trial in a symmetric market, which refers to the
scenario under which consumers’ unfit cost k is the same for the two platforms in the
market [35]. Duopoly with market symmetry fits the market setting in which competition
happens between digital content platforms of similar size such as Spotify versus Apple
iTunes in the online music streaming market. We do not discuss the case of both platforms
offering free trials because this Bertrand-type competition will lead to an equilibrium in
which the two platforms evenly share the market size and charge prices of zero.

3.1.1. Benchmark Case: No Free Trial in Market Symmetry

When the market is fully covered, all consumers use subscriptions to digital content
from one of the two platforms. In the absence of platform A’s free trial program, consumers
who choose a subscription to platform A will derive utility uA = v− pA − kθ, and con-
sumers who choose a subscription of platform B will derive utility uB = v− pB − k(1− θ).
Thus, the indifference point θ = k−pA+pB

2k . Then we obtain the equilibrium results and
receive the following Lemma:

Lemma 1. When there is no free trial in market symmetry, the price of platform A and revenue of
platform A at equilibrium are as follows: p∗A = k, π∗A = mk

2 ; The price of platform B, and revenue
of platform B at equilibrium are as follows: p∗B = k, π∗B = mk

2 . (Please see the proof in Appendix A).

3.1.2. Case 1: Free Trial in Market Symmetry

In this subsection, we study the case in which platform A offers a free trial in the
market symmetry. Now we assume that the ratio of free trial length r is fixed and is
heterogeneously determined, which helps us focus on the impact of critical factors such as
consumers’ learning rate and network effect. We relax this assumption later in this section
to derive the optimal free trial length ratio. Figure 2 below reflects the horizontal model of
market symmetry.
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For stage 1 (free trial from 0 to rm, 0 < r < 1/2), consumers choosing platform A
will derive utility uA = v − kθ, and consumers choosing platform B will derive utility
uB = v− pB − k(1− θ). Thus, we obtain θ = k+pB

2k . We set 0 < r < 1/2 because the free
trial length is usually shorter in practice. The two-time-period model with the same length
period [33] does not fit the online subscription market.
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For stage 2 (from rm to m), the free trial ends. Consumers choosing platform A will
derive utility uA = v + s ∗ r ∗m− pA − kθ, where s refers to the consumers’ learning rate
of the subscription. Prior research suggests that a time-limited free trial helps consumers
increase their valuation when their initial valuation is under-estimated [30]. If consumers
overestimate the valuation of the subscription, the platform is unlikely to offer a free trial.
Therefore, following the literature, we focus on the case of consumers underestimating
the value.

In this stage, consumers choosing platform B will derive the same utility, so
θ = k+pB−pA+s

2k . Combining these two stages, we obtain πA =
(

k−pA+pB+s∗r∗m
2k

)
pA(1− r)m

and πB =
mpB(k+pA(1−r)−pB−mrs+mr2s)

2k . Using the same approach as Lemma 1, we obtain
the equilibrium results and the following Lemma:

Lemma 2. When platform A offers free trial promotion in market symmetry, platform A’s optimal

price and revenue at equilibrium are as follows: p∗A = 3k+mrs+mr2s
3+r , π∗A = m(1−r)(3k+mr(1+r)s)2

2k(3+r)2 ;

platform B’s optimal price and revenue at equilibrium are as follows: p∗B = 3k−kr−mrs+mr2s
3+r , π∗B =

m(k(3−r)−m(1−r)rs)2

2k(3+r)2 . (Please see the proof in Appendix A).

Prior research argued that the consumers’ learning rate is a key factor of consumers’
decisions on experience goods [29,42]. Thus, we compare platform A’s revenue at equi-
librium of both case 1 and the benchmark case and identify the conditions of consumers’
learning rates s for the platform to benefit from introducing its free trial program. Based on
the above results, we derive the following proposition.

Proposition 1. (When to introduce free trial)

Let T =
(

k
m(r+r2)

)(√
(3+r)2

(1−r) − 3
)

. Platform A will offer a free trial only when consumers’

learning rate on subscription is higher than a threshold s > T. Under this condition, platform A
will obtain a higher revenue at equilibrium than that of the benchmark case. (Please see the proof in
Appendix A).

Based on Proposition 1, we can tell that it is not always optimal for platforms to
introduce free trials. It is only profitable when consumers’ learning rate of valuation s
exceeds the threshold T defined above. This finding might explain why some platforms
such as online streaming platform HBO Max do not offer free trial programs. When
the quality of digital content subscriptions is widely and clearly known to the general
public, consumers’ learning rate might not be high enough to benefit the platform. One
recommendation based on this finding is that it is crucial for platforms to accurately
estimate consumers’ learning rate before deciding whether or not to introduce free trials.

Figure 3 below illustrates the value of the threshold of consumers’ learning rate T with
respect to unfit cost k. We can see that the threshold value increases with the unfit cost. In
addition, for a given unfit cost k, a smaller m corresponds to a higher threshold.

Then we investigate the effect of consumers’ learning rates on platform A’s decisions:
(1) optimal price of subscription after free trial and (2) optimal ratio of free trial length.
Lemma 2 presents the value of the optimal price. For the length of the free trial, we relax
the assumption that it is heterogeneously given. Following the approach proposed by [30],
we first treat the ratio of free trial length as given so the problem reduces to the previous
case of solving the optimal price as a function of the ratio of free trial length r. Then we
take the derivative of the optimal price over the ratio r to compute the optimal ratio of
free trial length (0 < r < 1/2). We derive the following proposition in terms of the effect of
consumers’ learning rates on platforms’ free trial decisions.
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Proposition 2. (The effect of consumers’ learning rate on platform A’s decisions)
Platform A’s optimal price of subscription increases with consumers’ learning rates s. In addition,
platform A’s optimal ratio of free trial length decreases with consumers’ learning rates s. Therefore, a
larger consumer learning rate leads to shorter free trials. Note that the condition k > m*s is necessary
to derive a positive optimal free trial length ratio r. (Please see the proof in Appendix A).

Based on Proposition 2, we can see that consumers’ learning rates s play a crucial role
in platforms’ free trial strategy. After a platform decides to introduce a free trial, it can take
advantage of higher consumers’ learning rates to charge a higher price for its subscription
programs. This is because a higher learning rate leads to elevated consumers valuation,
which enables the platform to charge a higher price. Figure 4a below shows the platform’s
optimal price with respect to consumers’ learning rate.
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In addition, it is optimal for the platform to offer a shorter free trial length providing
that consumers learn faster. The rationale here is that the platform can make use of
consumers’ faster learning to condense the time length of paid subscription of its digital
content for more revenue. Figure 4b below shows the platform’s optimal free trial length
ratio r with respect to consumers’ learning rates. We can see that the optimal free trial
length will decrease with consumers’ learning rates.

3.1.3. Case 2: Free Trial in Market Symmetry with Network Effect

Then we investigate the impact of the network effect in our model. Digital content
subscriptions exhibit a network effect [43] like software [24], cloud computing services [44],
and online mobile applications [45]. Consumers might benefit from network effects from
multiple aspects. First, a large user base can reduce consumers’ learning costs because
they may find instructions more easily from other users of the same subscription. Second,
a large user base is more likely to reduce the setup and maintenance cost per user for
the platform. Lastly, the platform is more willing to provide better technical support and
customer service for a larger number of subscribers. Consequently, consumers’ utility
increases (βD) where β represents the network effect intensity and D is the market share
(i.e., the total number of subscribers) [43].

When the network effect is incorporated, for stage 1, consumers choosing platform
A will derive utility uA = v− (k− β)θ, with extra utility βθ. Consumers choosing plat-
form B will derive utility uB = v− pB − k(1− θ) + β(1− θ), with extra utility β(1− θ).
For stage 2, consumers choosing platform A obtain uA = v + s ∗ r ∗ m− pA − (k− β)θ.
Consumers choosing platform B still obtain uB = v− pB − k(1− θ) + β(1− θ). Using the
same approach as Lemma 1, we obtain the following Lemma for the equilibrium results:

Lemma 3. In the presence of network effect, when platform A offers free trial promotion, platform A’s

optimal price and revenue at equilibrium are as follows: p∗A = 3k−3β+mrs+mr2s
3+r ,

π∗A = m(1−r)(3(k−β)+mr(1+r)s)2

2(k−β)(3+r)2 , r∗ = −3ms+
√

3
√

kms−βms+2m2s2

ms ; platform B’s optimal price and

revenue at equilibrium are as follows: p∗B = 3k−3β−kr+βr−mrs+mr2s
3+r , π∗B = m((k−β)(3−r)−m(1−r)rs)2

2(k− β)(3+r)2 .

Note that the condition of β < k is necessary for the existence of the optimal solution. (Please see
the proof in Appendix A).

Based on the results of Lemma 3, we are able to study the impact of network effect
on platform A’s decisions of optimal price and optimal free trial length. Following the
approach of Proposition 2, we derive the following proposition:

Proposition 3. (The impact of network effect on platform A’s free trial decisions)
In the presence of network effect, platform A offers a lower price of subscription compared with the
case of no network effect. The stronger the network effect is, the larger the decrease in the price will
be. In addition, platform A offers a shorter free trial length compared with the case of no network
effect. However, the stronger the network effect is, the smaller the decrease in the free trial length
will be. (Please see the proof in Appendix A).

The results of this proposition describe the impact of the network effect on platform
A’s free trial strategy. In the presence of a network effect, the platform will offer a lower
price and a shorter free trial stage, which implies that the network effect might bring a
cannibalization effect on the free trial. Since consumers will benefit from the large user
base, the extra utility they receive from the free trial becomes less significant. Figure 5a
below shows platform A’s optimal price with respect to network effect intensity.
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Figure 5b below shows platform A’s optimal free trial length ratio with respect to
network effect intensity. The results clearly reflect that platforms will provide shorter free
trials as the network effect intensity increases. This is consistent with our observations.
Several online streaming platforms with a large number of subscription users such as
Netflix do not offer free trials. For the streaming platform Hulu, which offers a free trial, it
only offers a short length (7-day free trial).

3.2. Market Asymmetry

In this subsection, we investigate platform A’s free trial promotion under the scenario
of market asymmetry. Market asymmetry refers to the context in which consumers have
different disutility towards the two platforms in the market [24]. We assume that consumers
of platform A have a higher level of disutility d*k (d > 1), where d denotes the measure
of market asymmetry. In other words, everything else being equal, consumers choosing
subscription from platform A will incur a higher disutility than those choosing platform B,
which will give platform B an advantage.

Market asymmetry is an extension of the conventional horizontal model and better fits
a market in which one platform is a dominant player. For example, according to industry
reports, Audible took 65% of audiobook sales in the United States in 2022 [46]. Consequently,
Audible holds an advantageous position over smaller platforms of audiobooks such as Kobo.
Similarly, Spotify took 30.5% of the online music streaming market in the second quarter of
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2022 [47] and Netflix took 44.21% of the online movie streaming market in the first quarter of
2023 [48]. Figure 6 below reflects the horizontal model of market asymmetry.
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3.2.1. Benchmark Case: No Free trial in Market Asymmetry

Following the same approach of the benchmark case in market symmetry, we can see
that consumers who choose the subscription of platform A will derive utility
uA = v − pA − d ∗ kθ, and consumers who choose the subscription of platform B will
derive utility uB = v− pB − k(1− θ). Using the same approach as Lemma 1, we obtain the
equilibrium results in the following Lemma:

Lemma 4. When there is no free trial in market asymmetry, the price of platform A, and revenue of

platform A at equilibrium are as follows: p∗A = (2+d)
3 k, π∗A = (2+d)2mk

9(1+d) ; The price of platform B,

and revenue of platform B at equilibrium are as follows: p∗B = (1+2d)
3 k, π∗B = (1+2d)2mk

9(1+d) . (Please
see the proof in Appendix A).

3.2.2. Case 3: Free Trial in Market Asymmetry

In this subsection, we explore the case of platform A offering a free trial in the scenario
of market asymmetry. For stage 1, consumers choosing platform A will derive utility
uA = v− d ∗ kθ, and consumers choosing platform B will derive utility uB = v− pB −
k(1− θ). For stage 2, consumers choosing platform A will derive utility uA = v + s ∗ r ∗
m− pA − d ∗ kθ, and consumers choosing platform B will derive the same utility. Using the
same approach as Lemma 1, we obtain the following equilibrium results:

Lemma 5. When platform A offers free trial promotion in market asymmetry, platform A’s optimal price

and revenue at equilibrium are as follows: p*
A = (2+d)k+mrs+mr2s

3+r , π*
A = m(1−r)((2+d)k+mr(1+r)s)2

(1+d)k(3+r)2 ,

r∗ = −3ms+
√

2kms+dkms+6m2s2

ms ; platform B’s optimal price and revenue at equilibrium are as fol-

lows: p*
B = (2+d)k−kr−mrs+mr2s

3+r , π*
B = m(k(1+2d−r)−m(1−r)rs)2

(1+d)k(3+r)2 . (Please see the proof in Appendix A).

By comparing the equilibrium results of both market symmetry and market asymmetry,
we are able to investigate the impact of market asymmetry. We first look at its impact on
the threshold of consumers’ learning rate based on which platforms will decide whether
to introduce a free trial or not. Using the same approach as Proposition 3, we obtain the
following proposition:

Proposition 4. (The impact of market asymmetry on threshold)
In the scenario of market asymmetry, platform A will have a higher threshold of consumers’ learning
rate to introduce free trial compared with the threshold in the scenario of market symmetry. The
higher the measure of market asymmetry is, the larger the threshold of the consumers’ learning rate.
(Please see the proof in Appendix A).
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The results of Proposition 4 reflect that market asymmetry has an incremental effect
on the threshold for the platform to introduce free trial programs. In the scenario of
market asymmetry, consumers of platform A need to have higher utility to offset the initial
disadvantage. If consumers have a low learning rate, it is highly likely that their utility
after the free trial stage still remains low, which makes it unnecessary to provide free trials.
In other words, there is a narrower space for platform A to introduce free trials. This might
explain why many smaller online streaming services are inactive to provide their own free
trial programs. Figure 7 below reflects the threshold of consumers’ learning rates with
respect to the measure of market asymmetry.
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Then we examine the impact of market asymmetry on the platform’s free trial decisions
including both the optimal price of the subscription and the optimal free trial length. Using
the same approach as Proposition 3, we derive the following proposition:

Proposition 5. (The impact of market asymmetry on free trial decisions)
In the scenario of market asymmetry, platform A offers a higher price of subscription compared with
the scenario of market symmetry. The stronger the market asymmetry effect is, the larger the increase
in the price. In addition, platform A offers a longer free trial length compared with the scenario of
market symmetry. Similarly, the stronger the market asymmetry effect is, the larger the increase in
the free trial length. (Please see the proof in Appendix A).

Based on the results of Proposition 5, we can see that market asymmetry will lead to
higher prices and a longer free trial length. Our finding of higher optimal price implies
that there is actually less intense price competition in the scenario of market asymmetry.
Compared with the scenario of market symmetry in which consumers have the same pref-
erence level towards platforms, platforms under market asymmetry already differentiate
themselves in the aspect of consumers’ preferences. Consequently, there is less pressure
to carry out intense price competition to attract consumers. Figure 8a below compares
the optimal price in both the scenario of market symmetry and the scenario of market
asymmetry with respect to the measure of market asymmetry.

In addition, our finding shows that platform A needs to offer a longer free trial in the
scenario of market asymmetry for consumers to increase their valuation of its subscription
service. The higher the level of market asymmetry is, the longer the free trial length
compared with the scenario of market symmetry will be. One recommendation for the
platform is that it needs to wait longer for consumers to improve their evaluation during
the free trial. Figure 8b below compares the optimal free trial length ratio in both the
scenario of market symmetry and the scenario of market asymmetry.
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4. Theoretical and Managerial Implications
4.1. Theoretical Implications

The theoretical implications of our paper lie in several aspects. First, this study enriches
the literature on e-commerce by exploring the impact of platforms’ free trial subscription
programs. While most prior studies of subscriptions in e-commerce focus on topics such
as whether platforms should choose a subscription model [49], the optimal pricing of
subscriptions [10], and consumers’ attitudes toward subscriptions [15], little research has
been carried out on the platforms’ promotion strategies such as free trial programs.

Second, we extend the literature on a free trial of digital content by applying a hor-
izontal duopoly framework. So far, most related studies in the literature focus on the
monopoly setting of digital goods such as software [30,37]. The scenario of competition
between platforms in real business practice is understudied in extant research. Our paper
provides theoretical guidance for platforms that plan to implement free trial programs in
the competitive market.

Third, this paper examines another dimension in the subscription market: unfit cost
setup. We look at two scenarios with different unfit cost setups (market symmetry versus
market asymmetry). So far research in this area is scarce. To the best of our knowledge, our
study is the first attempt to comprehensively investigate the impact of consumers’ learning
rate, network effect, and market asymmetry on platforms’ free trial strategies.
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4.2. Managerial Implications

In addition, our study provides managerial implications in the following three aspects.
Firstly, we derive the threshold of consumers’ learning rates, which helps the platforms
determine whether to introduce a free trial subscription or not. In practice, platforms can
estimate consumers’ learning rate through consumer surveys, industry reports, or historical
data from market consulting companies, and determine their free trial strategy accordingly.

Secondly, we have come up with policies for the platforms’ optimal subscription price
and free trial length. In addition, we discuss the role the network effect has played in
platforms’ free trial strategy. Based on our findings, platforms are able to decide whether
to lower/raise the price or extend/shorten the free trial length in response to changes in
the market.

Finally, our study analyzes the case where the platform might be at a disadvantage
in the market. In business practice, we find that many platforms that introduce free trials
are in a weaker position in competition. By incorporating the factor of market asymmetry,
our results provide deeper and richer insights into the platforms’ free trial strategies in a
dynamic market.

5. Conclusions

Using subscription models in the distribution of digital content has become a popular
trend in e-commerce. To attract potential consumers, online platforms often use free trials
such as 14-day or 30-day free trials to promote their subscription programs. However,
there is little research on platforms’ free trial strategy. In particular, platforms might
face new challenges after taking consumers’ learning rate, network effect, and market
asymmetry into consideration. Using a two-stage horizontal framework, our study is an
exploratory attempt to investigate whether platforms should offer free trial programs and
how to determine the optimal length of free trial and the regular price for after-free-trial
subscriptions. We aim to provide platforms with useful insights that will help them better
develop free trial programs in the market.

Based on a duopoly model in a horizontal framework, we investigate platforms’ free
trial promotion in two scenarios: market symmetry and market asymmetry. For each
scenario, we derive the results at equilibrium and find optimal free trial decisions for
platforms in terms of the price of the subscription program and free trial length. For both
scenarios, we find that platforms will not introduce a free trial unless consumers’ learning
rate exceeds a threshold. In addition, our results show that consumers’ learning rate has
a positive influence on the optimal price of subscription but a negative influence on the
optimal free trial length in market symmetry. Our findings also reflect that the network
effect in the market will lead to a lower price and a shorter free trial length. Finally, we
find that market asymmetry has an incremental effect on the platforms’ price and free
trial length.

Our research is not without limitations. One limitation is that we focused on one type
of promotion—free trial promotion. In practice, we observed that some platforms offer both
free trial promotions and discount promotions. For example, the Economist offers both a
one-month free trial and a 50% discount for its new Economist plus online podcast. Another
limitation is that our study did not take bundling into account. While some platforms such
as Disney offer bundling programs of online streaming services, incorporating the case of
bundling will make our model overcomplicated. Finally, we did not include individual
contributors such as popular YouTubers’ free trial promotions into account because their
free trial programs change all the time.

Our study can be extended for future research in the following aspects: First, we
focus on a duopoly setting to derive useful managerial insights for platforms of digital
content subscription. This market can be more complex and investigating the platforms’
strategy in an oligopoly setting might be a promising direction. Second, the platforms in
our model only offer one subscription program. Future research may look at the multi-
subscription case. For example, Netflix offers three types of programs to its customers:
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The basic program costs USD 9.99 per month, the standard program USD 15.49 per month,
and the premium program USD 19.99 per month. It might be interesting to study how
platforms’ free trials will change correspondingly. Lastly, future research might study the
free trial strategy in the case of the dual pricing and the mixed pricing system. Ref. [49]
proposed mixed pricing combining ownership and subscription. Ref. [50] reported that
some firms such as cell phone communication service providers offer a dual pricing strategy
of subscription services (a monthly access fee and per minute usage charge). It might be
interesting to explore what will happen in those settings.
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Appendix A

Proof of Lemma 1. (Symmetric Market, Benchmark Case)
We have uA = v− pA − kθ and uB = v− pB − k(1− θ). Letting uA = uB, we obtain

θ = k−pA+pB
2k . Thus, the revenue of two competing platforms are as follows:

πA = m
(

k− pA + pB
2k

)
pA

πB = m
(

1− k− pA + pB
2k

)
pB

Solving the first-order conditions (FOCs) ( ∂πA
∂pA

= 0 and ∂πB
∂pB

= 0), we obtain equilib-
rium results:

p*
A = p*

B = k; θ =
1
2

; π*
A = π*

B =
mk
2

�

Proof of Lemma 2. (Case 1: Symmetric Market, Free Trial Case)
For stage 1, platform A offers a free trial so uA = v − kθ, and uB = v − pB −

k(1− θ). Letting uA = uB, θ = k+pB
2k . For stage 2, there is no free trial so uA = v +

s ∗ r ∗ m − pA − kθ, where s refers to consumers’ learning rate. Since uB remains the
same, we obtain θ = k+pB−pA+s∗r∗m

2k . So πA =
(

k−pA+pB+s∗r∗m
2k

)
pA(1− r)m and πB =

mpB(k+pA(1−r)−pB−mrs+mr2s)
2k . Using the same approach as Lemma 1, we obtain the follow-

ing equilibrium results:

p*
A =

3k + mrs + mr2s
3 + r

, π*
A =

m(1− r)(3k + mr(1 + r)s)2

2k(3 + r)2 ;

p*
B =

3k− kr−mrs + mr2s
3 + r

, π*
B =

m(k(−3 + r)−m(−1 + r)rs)2

2k(3 + r)2

�
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Proof of Proposition 1. (When to Introduce Free Trial)
We calculate the difference of revenue in Case 1 and benchmark case:

∆πA =
m(1− r)(3k + mr(1 + r)s)2

2k(3 + r)2 − mk
2

To obtain ∆πA > 0, we need s > T =
(

k
m(r+r2)

)(√
(3+r)2

(1−r) − 3
)

. �

Proof of Proposition 2. (Effect of Consumers’ Learning Rate)
For the optimal price p*

A = 3k+mrs+mr2s
3+r , ∂pA

∂s = mr(1+r)
3+r > 0.

To compute the optimal length of the free trial, we need to have ∂pA
∂r =

m(3+6r+r2)s−3k

(3+r)2 = 0.

r* =

√
3
√

kms + 2m2s2

ms
− 3

For the optimal length of the free trial, ∂r
∂s = −

√
3k

2s
√

ms(k+2ms)
< 0. �

Proof of Lemma 3. (Case 2: Symmetric Market, Free Trial with Network Effect)
For stage 1, uA = v− (k− β)θ, and uB = v− pB − (k− β)(1− θ). Thus, θ = k−β+pB

2(k−β)
.

For stage 2, uA = v + s ∗ r ∗ m − pA − kθ + βθ, and uB = v − pB − k(1− θ) + β(1− θ).
We obtain θ = k−β+pB−pA+s∗r∗m

2(k−β)
. Thus, πA =

(
k−β+pB−pA+s∗r∗m

2(k−β)

)
pA(1− r)m and πB =

mpB

(
1− k−β+pB

2(k−β)

)
r+mpB(1− r)

(
1− k−β−pa+pb+mrs

2(k−β)

)
. Using the same approach as Lemma

1, we obtain the following equilibrium results:

p*
A =

3k− 3β + mrs + mr2s
3 + r

, π*
A = −m(−1 + r)(3k− 3β + mr(1 + r)s)2

2(k− β)(3 + r)2

r∗ =
−3ms +

√
3
√

kms− βms + 2m2s2

ms

p*
B =

3k− 3β− kr + βr−mrs + mr2s
3 + r

, π*
B =

m((k− β)(3− r) + m(−1 + r)rs)2

2(k− β)(3 + r)2

�

Proof of Proposition 3. (Impact of Network Effect)
To compare the optimal price of case 1 and case 2, we obtain

∆p*
A =

(
3k− 3β + mrs + mr2s

3 + r

)
−
(

3k + mrs + mr2s
3 + r

)
= − 3β

3 + r
< 0

In addition, ∂∆p*
A

∂β = − 3
3+r < 0.

Using the same approach of Proposition 2, ∂pA
∂r = ms(1+2r)

3+r + −3k+3nbeta−mrs−mr2s
(3+r)2 = 0.

r* =

√
3
√
(k− β)ms + 2m2s2

ms
− 3

∆r* =

(√
3
√
(k− β)ms + 2m2s2

ms
− 3

)
−
(√

3
√

kms + 2m2s2

ms
− 3

)
< 0
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In addition, ∂∆r*

∂β = −
√

3
2
√

ms(k−nbeta+2ms)
< 0. �

Proof of Lemma 4. (Asymmetric Market, Benchmark Case)
We have uA = v − pA − d ∗ kθ and uB = v − pB − k(1− θ). Letting uA = uB, we

obtain θ = k−pA+pB
(d+1)∗k . Thus, the revenue of two competing platforms are as follows:

πA = m
(

k− pA + pB

(d + 1) ∗ k

)
pA

πB = m
(

1− k− pA + pB

(d + 1) ∗ k

)
pB

Solving the first-order conditions (FOCs) ( ∂πA
∂pA

= 0 and ∂πB
∂pB

= 0), we obtain equilib-
rium results:

p*
A =

(2 + d)k
3

; p*
B =

(1 + 2d)k
3

; π*
A =

mk((2 + d))2

9(1 + d)
; π*

B =
mk(1 + 2d)2

9(1 + d)

�

Proof of Lemma 5. (Asymmetric Market, Free Trial Case)
For stage 1, uA = v− d ∗ kθ, and uB = v− pB − k(1− θ). Letting uA = uB, θ = k+pB

(1+d)k .
For stage 2, uA = v + s ∗ r ∗ m − pA − d ∗ kθ. Since uB remains the same, we obtain
θ = k+pB−pA+s∗r∗m

(1+d)k . Using the same approach as Lemma 1, we obtain the following
equilibrium results:

p*
A =

(2 + d)k + mrs + mr2s
3 + r

, π*
A =

m(1− r)((2 + d)k + mr(1 + r)s)2

(1 + d)k(3 + r)2 ;

r∗ =
−3ms +

√
2kms + dkms + 6m2s2

ms

p*
B =

(2 + d)k− kr−mrs + mr2s
3 + r

, π*
B =

m(k(1 + 2d− r)−m(1− r)rs)2

(1 + d)k(3 + r)2

�

Proof of Proposition 4. (Impact of Market Asymmetry on Threshold)
We calculate the difference of revenue in Case 3 and benchmark case:

∆πA =
m(1− r)((2 + d)k + mr(1 + r)s)2

(1 + d)k(3 + r)2 − (2 + d)2km
9(1 + d)

To obtain ∆πA > 0, we need s > TA = (3+r)(2+d)k
3mr(1−r)

√
1

(1−r) −
2k+dk

m(r+r2)
.

In addition, let w = 1
mr(1−r) , ∂TA

∂d =
k
(

3mr(1+r2)+ (2+d)k(3+r)2

k(3+r)(2+d)w

)
3m2(1−r)r2(1+r)2 > 0.

We compare the threshold of consumers’ learning rate in market symmetry and market
asymmetry. Let w = 1

mr(1−r) , we obtain:

∆T =

1
3

√
(3 + r)2(2 + d)2

(1− r)
−

√
(3 + r)2

(1− r)
− (d− 1)

wk > 0

�
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Proof of Proposition 5. (Impact of Market Asymmetry on Platform’s Decision)
Under market symmetry, p*

A = 3k+mrs+mr2s
3+r .

Under market asymmetry, p*
A = (2+d)k+mrs+mr2s

3+r .

Taking the difference, we obtain ∆p*
A = (d−1)k

3+r . In addition, ∂∆p*
A

∂d = k
3+r > 0.

Under market symmetry, r* =
√

3
√

kms+2m2s2

ms − 3.

Under market asymmetry, r* =
√

2kms+dkms+6m2s2

ms − 3.

Taking the difference, we obtain ∆r* =
−
√

3
√

ms(k+2ms)+
√

ms((2+d)k+6ms)
ms > 0. In

addition, ∂∆r*

∂d = k
2
√

ms((2+d)k+6ms)
> 0. �

References
1. Bischof, S.; Boettger, T.; Rudolph, T. Curated subscription commerce: A theoretical conceptualization. J. Retail. Consum. Serv. 2020,

54, 101822. [CrossRef]
2. Forbes, M.B. Everything-as-a-Service: Why All Brands Must Consider Subscription Models? 12 May 2022. Available

online: https://www.forbes.com/sites/bernardmarr/2022/05/12/everything-as-a-service-why-all-brands-must-consider-
subscription-models/?sh=1b17ca2d7054 (accessed on 30 July 2023).

3. Chen, T.; Fenyo, K.; Yang, S.; Zhang, J. Thinking inside the Subscription Box: New Research on E-Commerce Consumers,
McKinsey Report, 2018. Available online: https://www.mckinsey.com/industries/technology-media-and-telecommunications/
our-insights/thinking-inside-the-subscription-box-new-research-on-ecommerce-consumers (accessed on 30 July 2023).

4. BusinessWire; Subscription Business Remains Resilient Amid COVID-19, 8 June 2020. Available online: https://www.
businesswire.com/news/home/20200608005104/en/Subscription-Businesses-Remain-Resilient-Amid-COVID-19 (accessed
on 30 October 2023).

5. Brennan, L. How Netflix Expanded to 190 Countries in 7 Years. Harvard Business Review, 12 October 2018. Available online:
https://hbr.org/2018/10/how-netflix-expanded-to-190-countries-in-7-years (accessed on 30 July 2023).

6. Statista, Number of Netflix Paid Subscribers Worldwide. Available online: https://www.statista.com/statistics/250934/quarterly-
number-of-netflix-streaming-subscribers-worldwide (accessed on 2 September 2022).

7. Forbes, H.S. Free Trials: An Efficient, Profitable Way to Generate Sales, 5 April 2018. Available online: https://www.
forbes.com/sites/theyec/2018/04/05/free-trials-an-efficient-profitable-way-to-generate-sales/?sh=116af21c6005 (accessed on
20 October 2023).

8. Fruchter, G.; Sigue, S. Dynamic pricing for subscription services. J. Econ. Dyn. Control 2013, 37, 2180–2194. [CrossRef]
9. Panmetsa, N.; Gal-Or, E.; May, J. Dynamic pricing of new services in subscription markets. Prod. Oper. Manag. 2015, 24, 896–916.

[CrossRef]
10. Xu, J.; Duan, Y. Subscription price and advertising space decisions for online content forms with reference effect. Electron. Commer.

Res. Appl. 2021, 30, 8–24. [CrossRef]
11. Gal-Or, E.; Shi, Q. Designing entry strategies for subscription platforms. Manag. Sci. 2022, 68, 7597–7613. [CrossRef]
12. Birge, J.; Candogan, O.; Chen, H.; Saban, D. Optimal commissions and subscriptions in networked markets. Manuf. Serv. Oper.

Manag. 2021, 23, 569–588. [CrossRef]
13. Wang, W.; Guo, Q. Subscription strategy choices of network video platforms in the presence of social influence. Electron. Commer.

Res. 2023, 23, 577–604. [CrossRef]
14. Alaei, S.; Makhdoumi, A.; Malekian, A. Optimal subscription planning for digital goods. Oper. Res. 2023. [CrossRef]
15. Cesareo, L.; Pastore, A. Consumers attitude and behavior towards online music piracy and subscription-based services. J. Consum.

Mark. 2014, 31, 515–525. [CrossRef]
16. Bray, J.; Kanakaratne, M.; Dragouni, M.; Douglas, J. Thinking inside the box: An empirical exploration of subscription re tailing.

J. Retail. Consum. Serv. 2021, 58, 102333. [CrossRef]
17. Mesak, H.; Scott, C.; Bari, A. On the diffusion of subscription-based services: The roles of price, advertising and consumer’s

defection. IEEE Trans. Eng. Manag. 2022, 1–14. [CrossRef]
18. Iyengar, R.; Park, Y.; Yu, Q. The impact of subscription programs on customer purchases. J. Mark. Res. 2022, 59, 1101–1119.

[CrossRef]
19. Li, J.; Gong, S.; Li, X. Co-Opetitive strategy optimization for online video platforms with multi-homing subscribers and advertisers.

J. Theor. Appl. Electron. Commer. Res. 2023, 18, 744–764. [CrossRef]
20. Bawa, K.; Shoemaker, R. The effect of free sample promotions on incremental brand sales. Mark. Sci. 2004, 23, 345–363. [CrossRef]
21. Koch, O.; Benlian, A. The effect of free sampling strategies on freemium conversion rates. Electron. Mark. 2017, 27, 67–76.

[CrossRef]
22. Jalili, M.; Cil, E.; Pangburn, M. Pricing and structuring product trials: Separate versus mixed wine tastings. Eur. J. Oper. Res. 2024,

312, 668–683. [CrossRef]

https://doi.org/10.1016/j.jretconser.2019.04.019
https://www.forbes.com/sites/bernardmarr/2022/05/12/everything-as-a-service-why-all-brands-must-consider-subscription-models/?sh=1b17ca2d7054
https://www.forbes.com/sites/bernardmarr/2022/05/12/everything-as-a-service-why-all-brands-must-consider-subscription-models/?sh=1b17ca2d7054
https://www.mckinsey.com/industries/technology-media-and-telecommunications/our-insights/thinking-inside-the-subscription-box-new-research-on-ecommerce-consumers
https://www.mckinsey.com/industries/technology-media-and-telecommunications/our-insights/thinking-inside-the-subscription-box-new-research-on-ecommerce-consumers
https://www.businesswire.com/news/home/20200608005104/en/Subscription-Businesses-Remain-Resilient-Amid-COVID-19
https://www.businesswire.com/news/home/20200608005104/en/Subscription-Businesses-Remain-Resilient-Amid-COVID-19
https://hbr.org/2018/10/how-netflix-expanded-to-190-countries-in-7-years
https://www.statista.com/statistics/250934/quarterly-number-of-netflix-streaming-subscribers-worldwide
https://www.statista.com/statistics/250934/quarterly-number-of-netflix-streaming-subscribers-worldwide
https://www.forbes.com/sites/theyec/2018/04/05/free-trials-an-efficient-profitable-way-to-generate-sales/?sh=116af21c6005
https://www.forbes.com/sites/theyec/2018/04/05/free-trials-an-efficient-profitable-way-to-generate-sales/?sh=116af21c6005
https://doi.org/10.1016/j.jedc.2013.05.003
https://doi.org/10.1111/poms.12317
https://doi.org/10.1016/j.elerap.2018.05.007
https://doi.org/10.1287/mnsc.2021.4251
https://doi.org/10.1287/msom.2019.0853
https://doi.org/10.1007/s10660-021-09504-w
https://doi.org/10.1287/opre.2023.2468
https://doi.org/10.1108/JCM-07-2014-1070
https://doi.org/10.1016/j.jretconser.2020.102333
https://doi.org/10.1109/TEM.2022.3159251
https://doi.org/10.1177/00222437221080163
https://doi.org/10.3390/jtaer18010038
https://doi.org/10.1287/mksc.1030.0052
https://doi.org/10.1007/s12525-016-0236-z
https://doi.org/10.1016/j.ejor.2023.07.024


J. Theor. Appl. Electron. Commer. Res. 2023, 18 2124

23. Cheng, H.K.; Tang, Q. Free trial or no free trial: Optimal software product design with network effects. Eur. J. Oper. Res. 2010, 205,
437–447. [CrossRef]

24. Dey, D.; Lahiri, A.; Liu, D. Consumer learning and time-locked trials of software products. J. Manag. Inf. Syst. 2013, 30, 239–268.
[CrossRef]

25. Halbheer, D.; Stahl, F.; Koenigsberg, O.; Lehmann, D.R. Choosing a digital content strategy: How much should be free? Int. J. Res.
Mark. 2014, 31, 192–206. [CrossRef]

26. Foubert, B.; Gijsbrechts, E. Try it, you will like it—Or will you? The perils of early free-trial promotions for high-tech service
adoption. Mark. Sci. 2016, 35, 810–826. [CrossRef]

27. Arora, S.; Hofstede, F.; Mahajan, V. The implications of offering free versions for the performance of paid mobile apps. J. Mark.
Res. 2017, 81, 62–78. [CrossRef]

28. Resa, S.; Ho, H.; Ling, R.; Shi, H. Experience effect in the impact of free trial promotion. Manag. Sci. 2021, 67, 1648–1669.
29. Iyengar, R.; Ansari, A.; Gupta, S. A model of consumer learning for service quality and usage. J. Mark. Res. 2007, 44, 529–544.

[CrossRef]
30. Cheng, H.K.; Liu, Y. Optimal software free trial strategy: The impact of network externalities and consumer uncertainty. Inf. Syst.

Res. 2012, 23, 488–504. [CrossRef]
31. Deng, Y.; Lambrecht, A.; Liu, Y. Spillover effect and freemium strategy in the mobile App market. Manag. Sci. 2023, 69, 5018–5047.

[CrossRef]
32. Datta, H.; Foubert, B.; Van Heerde, H. The challenge of retaining consumers acquired with free trial. J. Mark. Res. 2015, 52,

217–234. [CrossRef]
33. Niu, B.; Yue, H.; Luo, H.; Shang, W. Pricing for newly launched experience goods: Free trial or not. Transp. Res. Part E Logist.

Transp. Rev. 2019, 126, 149–176. [CrossRef]
34. Kim, J.; Natter, M.; Spann, M. Sampling, discount or pay-what-you-want: Two field experiments. Int. J. Res. Mark. 2014, 31,

327–334. [CrossRef]
35. Jiang, Y.; Katsamakas, E. Impact of e-book technology: Ownership and market asymmetries in digital transformation. Electron.

Commer. Res. Appl. 2010, 9, 386–399. [CrossRef]
36. Keskin, T.; Taskin, N. Strategic Pricing of Horizontally Differentiated Services with Switching Costs: A Pricing Model for Cloud

Computing. Int. J. Electron. Commer. 2015, 19, 34–53. [CrossRef]
37. Dey, D.; Lahiri, A. Versioning: Go vertical in a horizontal market? J. Manag. Inf. Syst. 2016, 33, 546–572. [CrossRef]
38. Zhu, X.; Lang, M.; Dietl, H. Content quality assurance on media platforms with user-generated content. J. Theor. Appl. Electron.

Commer. Res. 2023, 18, 1660–1686. [CrossRef]
39. Forbes, F.F. Amazon, Apple or Spotify: The Musical Race to Dominant Digital Wellness, 7 October 2020. Available on-

line: https://www.forbes.com/sites/frankfitzpatrick/2020/10/07/amazon-apple-or-spotify-the-musical-race-to-dominate-
digital-wellness/?sh=301e52f91e22 (accessed on 30 July 2023).

40. Jackson, K. Disney Plus vs. Netflix: How Do They Compare? CNet, 24 May 2022. Available online: https://www.cnet.com/tech/
services-and-software/disney-plus-vs-netflix-how-to-choose-between-both-streaming-services/ (accessed on 30 July 2023).

41. Zhang, S.; Liao, P.; Ye, H.; Zhou, Z. Dynamic marketing resource location with two-stage decisions. J. Theor. Appl. Electron.
Commer. Res. 2022, 17, 327–344. [CrossRef]

42. Yoganarasimhan, H.; Barzegary, E.; Pani, A. Design and evaluation of optimal free trial. Manag. Sci. 2023, 69, 3220–3240. [CrossRef]
43. Katz, M.L.; Shapiro, C. Network externality, competition and compatibility. Am. Econ. Rev. 1985, 75, 424–440.
44. Liu, Y.; Li, S. An analysis of promotional programs for cloud computing: Coupons or free trials? Int. J. Electron. Commer. 2019, 23,

405–426. [CrossRef]
45. Boudreau, K.; Jeppesen, L.; Miric, M. Competing on freemium: Digital competition was network effects. Strateg. Manag. J. 2022,

43, 1374–1401. [CrossRef]
46. Good e-reader; Kozlowsky, M. Audible Has 65% Market Share for Audiobooks Sales in the United States, 6 August 2023. Available

online: https://goodereader.com/blog/audiobooks/audible-has-a-65-market-share-for-audiobook-sales-in-the-united-states
(accessed on 20 October 2023).

47. Statista. Share of Music Streaming Subscribers Worldwide in the 2nd Quarter of 2022. Available online: https://www.statista.
com/statistics/653926/music-streaming-service-subscriber-share/ (accessed on 20 October 2023).

48. SimilarWeb; Pandey, S. Netflix Market Share Decline Continues in 2023: Analysis of Leading Streaming Platforms, 19 April 2023.
Available online: https://www.similarweb.com/blog/insights/media-entertainment-news/streaming-q1-2023/ (accessed on 20
October 2023).

49. Li, S.; Luo, Q.; Qiu, L.; Bandyopadhyay, S. The optimal pricing model of digital music: Subscription, ownership or mixed? Prod.
Oper. Manag. 2020, 29, 688–704. [CrossRef]

50. Danaher, P. Optimal pricing of new subscription services: Analysis of a market experiment. Mark. Sci. 2002, 21, 119–138. [CrossRef]

Disclaimer/Publisher’s Note: The statements, opinions and data contained in all publications are solely those of the individual
author(s) and contributor(s) and not of MDPI and/or the editor(s). MDPI and/or the editor(s) disclaim responsibility for any injury to
people or property resulting from any ideas, methods, instructions or products referred to in the content.

https://doi.org/10.1016/j.ejor.2010.01.014
https://doi.org/10.2753/MIS0742-1222300209
https://doi.org/10.1016/j.ijresmar.2013.10.004
https://doi.org/10.1287/mksc.2015.0973
https://doi.org/10.1509/jm.15.0205
https://doi.org/10.1509/jmkr.44.4.529
https://doi.org/10.1287/isre.1110.0348
https://doi.org/10.1287/mnsc.2022.4619
https://doi.org/10.1509/jmr.12.0160
https://doi.org/10.1016/j.tre.2019.04.001
https://doi.org/10.1016/j.ijresmar.2014.03.005
https://doi.org/10.1016/j.elerap.2010.06.003
https://doi.org/10.1080/10864415.2015.1000219
https://doi.org/10.1080/07421222.2016.1205923
https://doi.org/10.3390/jtaer18030084
https://www.forbes.com/sites/frankfitzpatrick/2020/10/07/amazon-apple-or-spotify-the-musical-race-to-dominate-digital-wellness/?sh=301e52f91e22
https://www.forbes.com/sites/frankfitzpatrick/2020/10/07/amazon-apple-or-spotify-the-musical-race-to-dominate-digital-wellness/?sh=301e52f91e22
https://www.cnet.com/tech/services-and-software/disney-plus-vs-netflix-how-to-choose-between-both-streaming-services/
https://www.cnet.com/tech/services-and-software/disney-plus-vs-netflix-how-to-choose-between-both-streaming-services/
https://doi.org/10.3390/jtaer17010017
https://doi.org/10.1287/mnsc.2022.4507
https://doi.org/10.1080/10864415.2019.1619910
https://doi.org/10.1002/smj.3366
https://goodereader.com/blog/audiobooks/audible-has-a-65-market-share-for-audiobook-sales-in-the-united-states
https://www.statista.com/statistics/653926/music-streaming-service-subscriber-share/
https://www.statista.com/statistics/653926/music-streaming-service-subscriber-share/
https://www.similarweb.com/blog/insights/media-entertainment-news/streaming-q1-2023/
https://doi.org/10.1111/poms.13131
https://doi.org/10.1287/mksc.21.2.119.147

	Introduction 
	Literature Review 
	Model 
	Market Symmetry 
	Benchmark Case: No Free Trial in Market Symmetry 
	Case 1: Free Trial in Market Symmetry 
	Case 2: Free Trial in Market Symmetry with Network Effect 

	Market Asymmetry 
	Benchmark Case: No Free trial in Market Asymmetry 
	Case 3: Free Trial in Market Asymmetry 


	Theoretical and Managerial Implications 
	Theoretical Implications 
	Managerial Implications 

	Conclusions 
	Appendix A
	References

