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Abstract This study examines the effect of used trading app’s consumption value and
protection motivation and the perceived usefulness and continuous use intention. The proposed
research model and developed hypotheses were tested using structural equations modeling based
on data collected from 293 customers with experience in used transaction app’s. The results of
the study confirm the positive effects of the used trading app’s consumption value and protection
motive theory is perceived usefulness of customer. In addition, there is a positive relationship
between a customer’'s perceived usefulness and continuous use intention of used trading app’s.
The study provides On a theoretical level valuable insights into the sustainability of transaction
app’s after post-COVID 19 and the importance of developing used trading app’s consumption
value and protection motivation, but there is also a limitation that the region is limited.
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Fig. 1 used trading app's market size
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Table 2 factor loadings for measurement

construct measurement items study measures
FV1: Used trading app’s offer opportunities to acquire a variety of used products. Choi et al.(2021)
tions oi et al. ,
fun%tlondl FV2: Used trading app’s offer reasonable prices.
value Sheth et al.(1991)
FV3: Used trading app’s offer affordable products.
. EV1: Purchasing products through used trading app’s is fun. Lee et al.(2011),
en:]c;tlla):al EV2: It is satisfying to purchase products through used trading app’s. Roux and Guiot(2008),
EV3: It is comfortable to purchase products through used trading app’s. Sheth et al.(1991)
. SV1: Used trading app’s change my perception of myself. Kotler(1997),
fgﬂi SV2: Used trading app’s make me stand out. Roberts(1996),
SV3: You can show off your experience using used trading app’s to others. Sheth et al.(1991)
PS1: Used transaction app’s have serious personal information leakage. Ch th et al.(2009)
i enoweth et al. 9),
DchCIYCd PS2: The problem of defects in used transaction app’s is a serious consideration.
serverity k Crossler(2010)
PS3: Used trading app’s have serious sales fraud.
PV:1 used transaction app’s can leak my information. Hinedo(2012)
i inedo ,
bercerve d PV2: Used trading app’s are vulnerable to fraud. X K
vulnerability ) Weinstein(1982)
PV3: There is a problem with defects when purchasing used products
RE1: Used trading app’s reduce the risk of payment problems.
l’:foIiDCOaHCS; RE2: Used trading app’s try to protect my information. Gurung et al.(2009)
RE3: Used trading app’s prevent sales fraud
SE1: The risks arising from used transactions can be resolved by my efforts. Hinedo(2012)
- inedo ,
§elf SE2: It can be solved even if a difficult problem is found in used transactions. i i
efficacy i oo Co . Weinstein(1982)
SE3: Continue to make efforts when difficulties arise in used transactions.
PUL: Used trading app’s give me convenience. Bai d Stiber(2010)
~ei aier an iber! ,
perceived PU2: Used trading app’s provide me with effective information. . i
usefulness i : Bigne-Alcaniz et al.(2008)
PU3: Used trading app’s are useful for me.
continuous CUIL: I'm still trying to use the used transaction app’s I'm using. Hausman and Siekpe
_usage CUI2: Trying to increase the frequency of used transaction app’s in use. (2009),
intention CUI3: We will continue to use used trading app’s. Thong et al.(2006)
Algsts Ax, PU3 S sio] dolA 2 ATE saAN 9S AbgE 2 Aol
&3 Ax T 3w, 73 HYAE HA=EE e AMEAE dder FaAd 99
AH- gl 2HI7EA, BHEE7]ol&el A4d F8&A4 H
vpAl et o 2 x] &4 Abgo] k== Hausman and AL ARRYwo] mAE s gotstaat
Siekpe(2009), Thong et al.(2006) ¢ AT= stk 25 S fske] 20214d 12€ 59 4-H

Moz ALgES

A% Agates

Cull: A= Af

Agatas oA

saAd e
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!

ZaAH WL o ~ 12€ 214711 &8s

=
° 4= oo, & 31159 dHely T 9
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£ FaAY g ASH 2652 A3 18552 B A Fo] ALgsdth
AE, CUI2: Ag 9 FHE" AE+= SPSS 23.03% Amos 23.0%
AN EE EEEE 9ge AHEst e, SPSS 230~ o] &3}
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Table 3 respondents’ demographic data

variables categories n %
male 129 45.3

gender
female 155 54.7
21~30 183 64.2
31~40 44 154

age
41 ~50 52 18.2
more than 50 6 2.1
Dangguen 251 88.1
market
used app’s Bungaejangter 27 9.5
joongonara 5 1.8
etc 2 0.7
less than 1 148 52.3
frequency

2~3 74 26.0

(last 1
4~5 54 189
month) more than 6 8 2.8
white—color 17 6.0
student 160 57.2
job service Job 53 186
professional 26 9.1
mhouse Wife 26 9.1
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Table 4 convergent validity

f ’
construct items act.or error AVE C.R. Cronbach’s
loading a
functional FV1 0.937 0.429
| FV2 0.961 0.228 0.766 0.907 0.957
vaie FV3 0.970 0.182
ermotional EV1 0.965 0.213
: EV2 0.961 0.228 0.798 0.922 0.899
vatue EV3 0.970 0.268
social SV1 0.964 0.218
| SV2 0.909 0.617 0.728 0.889 0.963
vatue SV3 0.974 0.173
perceived PS1 0.955 0.370
: PS2 0.962 0.278 0.740 0.895 0.976
serverity PS3 0.960 0321
perceived PV1 0.977 0.175
berabil PV2 0.962 0.269 0.744 0.897 0.967
vulnerability PV3 0.940 0508
response RE1 0.969 0.263
i RE2 0.967 0.234 0.818 0.931 0.870
ethicacy RE3 0.982 0.133
<elf SE1 0.893 0.312
- SE2 0.911 0.250 0.781 0.914 0.931
cthcacy SE3 0.925 0.135
perceived PU1 0.953 0.264
l PU2 0.966 0.417 0.769 0.909 0.967
usetuiness PU3 0.981 0.162
continuous cul 0.959 0.363
usage CuI2 0.964 0.272 0.777 0913 0.950
Table 5 discriminant validity
FV EV SV PS PV RE SE PU CUI
FV 0.871
EV 0.648 0.893
SV 0.488 0.681 0.854
PS -0627  -0.702  -0.730  0.861
PV -0638 0599  -0.692 0.824 0.861
RE 0.641 0.881 0.700 -0.831  -0.847  0.903
SE 0.636 0.698 0.711 -0.811  -0710 0734  0.884
PU 0.647 0.696 0.710 -0.803  -0.794 0792 0722  0.877
Cul 0.651 0.687 0.706 -0.813  -0.792  0.790 0.711 0791  0.881

Diagonal elements are square root of AVE, others are correlation coefficients

2o dys AyEd pd 1 An7EA 9 #HAAA A= AdE 842 A0 dFS
S TA QA9 75 F JHA9 A4E feAe nz Aoltk= B o= 0.078(t= 1.996, p<0.05)=
(el d&Fs v Aot B = 0.550(t= etk AFS A TFA = A2 8 d el A ()

4750, p<00D= YERH. vHgom Zpd 2 of d%&FE v Aelvk= B = 0.157(t= 2587,
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Table 6 goodness of fit

mf CFA SEM

/) | <25:08)  210<00)  249(<.00)
GFI >09 0.882 0.856
CFI >0.9 0.983 0.975
RFI >09 0.960 0.947
RMR <0.08 0.048 0.075
NFI >09 0.968 0.954
RMSEA <0.08 0.060 0.063

p<0.05)2 YElY 7Fd 1, 2, 32 E5F A
HAh oyt A= 7]E AHARA ZH A
M| 77 A 7hE FE&Ael A dES
"] X th=(Shin and Kang, 2004; Shin, 2008)
s AT FYE AHE BT

el BigrlelEat Az4td #8779
A= “ﬁii‘ﬁ M4 A" AR
Azt 84 B dFE v Aolvk=
B = -0494(t= -3.175, p<0.01)= e} A=
HAk ol¥g A fdS A4sA HW
Fre&AdE dFS & St (Featherman
and Pavlou, 2003; Kim et al, 2003)«1 Aok
T At & o Qv JHd 5 dAH
Fekgdol A" fF&AEAd H()O dFS
nEAoltk= B = -0.376(t= -2.375, p<0.0)=

Uebstth ol#d Al ®olol FHeoFsltlar
=7 A" F84E A deEdos
71E¢] A7+(Kim et al, 5t A7t

2003) % =Y
_]

g 4 Ak oe A 6 MeEdge A7
S84 Ao GFe WA Helds B =
0.523(t= 2457, p<0.01)ZE vely A== Sl
oelg Au= ojWd AelA el

#elk g FEde NE S
Choi(2017) @78} BUs 232 1]

e Ny o K
)
i o

AT,
7V T AVl E i A7E f8A %Y A=
B = 0193(t= 2.873, p<O0.0)=E yYEH Y
HAk olydd Az muid 94y 2
AEA 2~ FE&A Arlasite]l TAHA
29E = 4 At=Yoon, 2018)¢ AF9}

Lg Aol

s ate w AzkE §847 %A Apgew
7

olol #|AE B = 0.756(t= 26.921, p<0.01)=
ety Ags e AuunAr des
golalzxlt;. olyst A= X zZtwE f8A4o)

A &H Algozd dEs F F Adue I|E
A+ (Hsiao et al, 2016; Park, 2017; Pereira et
al,, 2015)9} 543 AFYE RoF ok

ﬁ

Table 7 hypothesis result

hypothesis yé; t-value result

gender —> continuous usage intention 0.058 0.684 rejected

Dummy age —> continuous usage intention -0.030 -0.767 rejected
frequency —> continuous usage intention -0.131" -1.058 rejected
H1 functional value -> perceived usefulness 0.155™ 4750 supported
H2 emotional value —> perceived usefulness 0.078" 1.996 supported
H3 social value —> perceived usefulness 0.157" 2.587 supported
H4 perceived serverity —> perceived usefulness -0.494™ -3.175 supported
H5 perceived vulnerability —> perceived usefulness -0.376™ -2.375 supported
H6 response efficacy —> perceived usefulness 0.523™ 2.457 supported
H7 self efficacy —> perceived usefulness 0.193™ 2.873 supported
H8 perceived usefulness —> continuous usage intention  0.756™ 26.921 supported

* p < 0.05 #+p <0.01
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oA FuAd 43 2 AuAzde  ARssel 4uE FEZ F Bayel v
%A AgelEe GPe Fr 29 W7 EA, BEEIE F A4H A4, 478
Asl &HZRG REFol| Bl HF o8BS AKY, weEAY, ANEFHES HEAS
A o5 BAE AFHoE BAstel  BF ALH  Agmel GFPo] Yee
Az ol FuAd el W@ AFH  molFEth FTuAY ol BAHEY] AsAE
A E BES LA T azel fe4el Fasdn 1 FE4S 94T
A7 BAARE wE AR B d/ AAAE APoEYE nES F & A
%A AN, AR AR, ARE ANE AA whde] Wasis ATH  AAHS
A8 el Fow el Y= Aox  AFBIL T 5
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