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Paying to be owned

An Engineered Convenience Or A Draining Burden?

Shambhavi Sharma, AIS PV, XII F

simplest elements of daily life arrive

wrapped in monthly fees. Music li-
braries, films, workouts, recipes, shopping
benefits, educational tools, and
even car features that
once came as standard
now sit behind pay-
walls. What began as
seamless access has
quietly transformed
into a landscape of per-
petual micro-debits that seem
small and trivial in isolation,
but heavy in accumulation.

In today’s digital economy, even the
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The subscription explosion
The shift from ownership to access
has become the core structure of
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557.8 billion USD by 2025 and
& soar to 1.9 trillion USD by
2035, demonstrating the
power of recurring
revenue. Paid dig-
ital subscriptions
alone reached 923 million
in Q1 2025, as per SQ Maga-
zine, embedding streaming
cloud services, design
tools, and fitness apps
into daily life. This
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model now extends to appliances, food de-
liveries, car software, and household essen-
tials, normalising consumers paying
endlessly for access rather than ownership.

From the seller’s POV

For companies, subscriptions are a strategic
goldmine, delivering predictable revenue
and deeper customer dependence. Studies
show subscription-based SMBs face 46%
less revenue volatility. McKinsey estimates
customer lifetime value to be five to eight
times higher than transactional models. Re-
tention becomes the priority, driving in-
vestment in upgrades and personalised
experiences that keep users paying. Sub-
scriptions also generate constant behaviou-
ral data - what consumers stream, skip,
save, or repeat - helping companies to re-
fine products, pre-empt cancellations, and
push targeted upsells.

From the consumer’s POV

For consumers, subscriptions bring con-
venience alongside quiet discomfort.
Lower upfront costs make premium serv-
ices accessible, and constant updates pre-
vent products from becoming obsolete. Yet
this ease masks growing concerns: a CNBC
report shows people underestimate their
monthly subscription spending by

over 100 USD, revealing how in-

owning anything,
leaving them exposed
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Has Artemis II shown we can
land on the Moon again?

This special edition has been brought
to you by Amity International School,
Pushp Vihar, as a part of the ‘GT
Making A Newspaper Contest’. Each
page of this unique edition carries a
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What’s inside

to revoked access or removed features.
When usage drops, subscriptions become
costly dead weight.

The broader implications
Beneath the surface, subscriptions rely on
design choices that subtly shape behaviour.
Researchers highlight ‘roach motel” pat-
terns - easy to join, difficult to leave, fuel-
ing rising ‘subscription fatigue’. As charges
multiply across music, meditation, food,
and daily essentials, consumers face finan-
cial saturation. Industry trackers like Cap-
terra warn that growth may slow unless
companies offer clearer value, flexible
plans, and transparent pricing.

Subscribe with caution

The challenge lies in determining the real
value of subscriptions. For heavy users,
they remain cost-effective, but problems
emerge when usage drops, prices rise un-
noticed, or features shift into pricier tiers.
A US survey reflects this divide: while fi-
nancial perks attracted new users, 44% can-
celled a subscription in the past 90 days
because it no longer felt worthwhile. With-
out active monitoring, subscriptions can
slip from a convenience to a financial
drain. Hence, consumers must practice reg-
ular audit and vigilance, while companies
owe them full transparency.

Our subscriptions must serve us, rather
than quietly gaining control over how we
spend, consume, and live.
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