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Impact of Second-hand Trading Platform Benefits
on Trust, Attitude, and Usage intention
- A Focus on Fashion Product Transactions -

Youjin Kang and Minjung Park’

Dept. of Fashion Industry, Ewha Womans University; Seoul, Korea

Abstract: Second-hand trading platforms have emerged as a major transaction method among people, and are par-
ticularly quite popular with the MZ Generation (Millennial + Generation Z). These generations are more open to trans-
actions through such platforms. Understanding and analyzing these platforms from the perspective of their primary users
can help businesses establish effective marketing strategies and attract new customers. This study examines the effect
of second-hand trading platforms on usage intention by dividing the benefits into functional, economic, environmental,
social, and hedonic categories for MZ generation consumers who have traded fashion products on such platforms. In addi-
tion, it explores how differences in fashion leadership affect the relationship between platform benefits, trust, and attitude.
A total of 400 participants were analyzed using IBM SPSS Statistics 26.0 and IBM AMOS 24.0. The results indicate that
the benefits of second-hand trading platforms have a significant impact on trust in and attitude toward these platforms.
Furthermore, the effect of platform benefits on consumer responses varied based on the extent of fashion leadership. This
study provides practical insights for developing marketing strategies for second-hand transaction platforms and under-
scores the academic significance of studying consumer behavior in a second-hand fashion markets.
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on, o]50] 71 el Ashe T FEL o733
ok oA EeE Jeith s e Rt Fa E
Aed w2 v 77t #vke 54 5oF s A 7
A ZHelA wlg- Hetet e a2 AR L YA (Na &
Choi, 2023), 20231d 47| 71 HWGE A o] Foz] A
AE AY ARt seEks Ad@,600219) e 13% 713
52000706l @b dd SHE W A AW FL 44%E At
A8t A THLee, 2023). ©1MH FA A APelA A FEe]
AR SR HIFS A o oy o, S A A1
TE7F ANH ARSE T3 A A 3 2ARASHA AR
I e el

SANME olejgt T3 Az AlFe] S olalstal
Zle] S WA AE el BEE oy At WaEIE,
tre] ATE FaL AL Q1A wshy F3 A4 4 Tl
5719 tiete] ThE AATHIm, 2021; Kim & Kim, 2013;
Kim & Lee 2022; Park & Chun, 2023; Seok & Cho, 2023).
T A FUNES T3 AW AF AR Ak slgle]
U MZ Alte] 31 A FRE AHES UE dTe ok F
gk Aol 53] MRt T A FHAEZNA Az
ggo] aF FAE etk A=let B B ARkl HX|=
B tisle] AmE A 2] otk BE AFelA F
I A SNEES 5 WA FE Al FHS UE-S oE
ul 9o}, giFE AM)ZER BA 7RO wEt e =9 A
AREOE 507 olojRe JFFAAE FRlEtL AUATH(Choo
& Park, 2013; Choi et al., 2021; Kim, 2019).

mepr] 2 ApeME T A EFRES T A AF
A Agolx], MZ Al AHAPE 3L A FHEANA Az
3o A= FEel] JFale] T A ZHEF| tig A=)
=, ARg-o=d] mRE A3 Fetslarz) gt FAFHOR
+ Ahn and Kwon(2022), Kim and Kim(2022), Kim et al.
(2021)°] A5 7REe R F3 A FAF 9L 7154 3
8, AAA s, 347 9, ABlE e, A sgelz)
= A 7EK B9 aRlo® rRlen, olEsk 8jlEe] F
3 A ZE s 2|9} HiEe) mH|
Yo7t a1 A ERE ARS-9 =] v
2} gt} ez, B A3t Ededd wgE ) F7)7F &
2 P AF A 2HE T YA, F HE v
B3l mEA EM=E Fole M5 MZ Alt(Kang et al.,
2019)% tigez 3 AFAvkE, 49 T3 M /3 Ax
Ho] Axo] w2 ZPaAs I Lot} stk EA0 5
Aol EREGCR Q3 ATl E IV Fe 4% AIE
o] o] Fa A FAFAAM= 94 & F e Gl
A HolHA] (Kang, 2023), F3fll RI7e MZ Al SolX=
3 Axgo] =& Awuxl &3] WAt (fashion leader) =
e AvAEe] T A FRES B AF 7Y AEE
o]&3lal Tkl o &3t

P>

v

T

==

fr

-+

¢

5
bl

2. O|EH Hi&

21, &1 2| =

81 (benefito] @ o w3t WFoILt A2 FuhsAL A}
8w, 20)A7t 2 A2 mEE S A oJu)et
TH(Gutman, 1982). 2H|A7} 2ol omdt 71x1S F781=A]
o weh, 2ElA} 1 gFONY AuI2E Ba) AL & UE

Ik

2

EH
=1

see gepzith(Haley, 1968). 7152 &9} (functional benefit)
< AEolu AMuIe] {84 AEAS Feke &HREe
a

TE FFA7]= olYo|ti(Mittal & Falkenhainer, 1990). ¥
1M 7154 s Fal A ZHEZ] FFolH AHl=
B A= 484 Fus Aske AR R AYsiglen,
ol Yyrd o g Aot AMH|e] AFARL A8 7RISk
2ATH(Chakiso, 2019). Sheth et al.(1991} 7153 &
Fo] 4, U4, e 5 B2 B2 &4l 71x35
HIZp7E gEjdo® Fsks 7RIR B, 7154 Sd9S
TR AHAES Tl s S8 B R 2 A
£ AXE 53¢ 7Kg Bloch & Richins, 1983). 413170l
7154 g BlE wE) Hio] folg dEs vz o
(Hartmann & Apaolaza-Iba~nez, 2012), Moriuchi and Takahashi
(2022)= 7153 &gl T Al AlFoIA 2lZE FAsix
C2C 2211 FHFE AR ol AHAQ 932 VA= 8l
oz} A3t

73717 &9 (economic benefitye ARX7F E4 thiatate]
P {ATFOZA MRt ZHAQ] BAA BAES
5 9Ju] ST (Peterson, 1995). WO =E 7HA &9,
EH e o= A9 4 JO™(Lim et al, 2020), &
ToAME FaL A ZHE] FFOIU AMHEE B =5
oFet= 5o XA olog de ARE Atk

(Padmavathy et al, 2019). Kim and Kim(2013)2 AH]|AFE9]
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Al AFET ¥aA ARG 7R F AES FUE T
Utk Ha AR 7 7 FAdol vkse g T A
Y FAES B d= P 2 AAR Yo g vt
Atk T AHE k= A8 7 olfr F AR W 2
FES AA|SEZE(Na & Choi, 2023), Z2A14 &L S5 7#

ZRES S Al AR S8 Azbehs &

oy &

SR o e

3732 &9 (environmental benefity> ‘T3 A ZHE]
gFoI M| 27t 373 B 7§k AXEkE ARE O
v] $th(Hamari et al, 2016; Kang & Hwang, 2019).
o] AHRFEC] 4] E-S B AFA0R 3 Hoo
33l o™ (Han et al, 2019; Trang et al, 2019), 37
oJAo] w2 ARIRR= S AT AFo ARIAE HHE
ste] Fujslal A8k dE 5445 HIth(Henion, 1972;
Tucker, 1981). Kim and Kim(2022) #d|2 Aol 3
I A AE A 571 A AFeA] aHREe] S B
Fal= ARolA 3 il A ARE T vEle XS F
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o Zlelt siGith. oMY 7 W £ AN E
oL AH] 2 AREA] Eﬂlfﬂb 8 8%l F shiz 1}312‘0}7}
Ioglom, B Afexs Fa A FRE AMEAES] 37
BT ¥} X&rhast AHe] FHOE F{Isie] AwEgitt.

21313 &8l (social benefity> Gwinner et al.(1998)2] A13)
AFE 7o g I AY —%Fﬁii AREAL Zhe] wljE ) Y
7L ul }\]._@];G _‘,].7:] =2 631\4 o/\‘: E3] %q]@—% by]l‘:_
AR ZeJsiitt. ol= 17—‘14 7104 e AHE AlFA &
Al 2 YERY (Buera et al, 2011), 22k 2 zule]
7IRke] FaL A FHEFAA e} Al 7he] A2 AL
317 Fgle] A2 AHR} BES ST S S
st 34 Ao Jake F vl Joh(Park et al., 2017). AF
317 gL ol AAE AR ¢ :d7tely fuizke v
S} (Gwinner et al., 1998), iU} B o] G35 vA=
MePagloz AAEL Ut

=t4 &9l (hedonic benefity> Aviut i, T8 722
nx EALT # Eﬂ%l ole]g o|u|sl=t|(Chitturi et al,
2007), & AFedM= T A SHEFL FFol AuEE
B 9= A%, 5L 5o EE sk AR A
39tk (Moran & Bagchi, 2019). #2H4 gl 37 Zn|2
& 2AHS 8 ANl HME Eek B 310 ™ (Ghosh
et al,, 2004), °|5 F8AIHE &A= PR A *é%“%ﬂi
o} s Adske AN e EAR W =2 VRIS
Foatar &M S she] Zo|R Q1A shs AEe] Utk
(Babin et al, 1994). T3 A FFS Foliske MZ Mgl &
HIZE Abolelle dFe] HEZV] AE7F el Na &
Choi, 2023), Park and Cheon(2020y% 323 BZo=w 23
A EAFol E&E F A2 AKX HF Sl

A=

Jl}l

2.2. Mg
21 (trustyFt digo] AAlfe] ofgolu) 8 AlgRS 3t
Zog 3 Zojgks 7Y TE o|Zo]x(Ganesan, 1994),
E3s Maa) kg sljof & w) oS 93 ofXsk=
=2 ¢n3lth(Doney & Cannon, 1997). B Ao &=
McKnight et al.(2002)°] AAAT-E 7|¥ke g F3 A A4
oA AR Bahalsl Melat Beke ok & o) =3 A
EPES U XEle B R oSt
22l g Bupd 3N o]RAX = A= BlgiHelEt
= 540 Q8| xRl ARt Ao gk 23
I EQto] ts A t7ker] LEHTOH 2g]e] F8/do] Ys
A zZg-3tkSong, 2020). TAES T8 2nAF 7F At
o|FAR = FeAE 7Aoo R ?—iﬁ*% AMAAY, A},
iz} il A7} AAE™ (Lee, 2021), 2 thAhS Algh #igt
o} 71gely 22o] & 4= JthDoney & Cannon 1997).
AePAtel] wWEH, HAAPIAH A 2211 Al Eof thgk Al
2 g AlelE gk 3784 Bl= JAS Fdsled(Kim et
al,, 2013) AEALGOER o]ojx|7|& F}THKiIm & Chang,

2022). o]HH Al 28l 2 BujdS Fo A e
ante] £ ss fEd o Fask
ol(Lee, 2021; Jang & Kim, 2022), & 7oA e= AFE =
I A ESYES AEtellA olsfiste] =t ARg-2lmel W]
= dFE FIstaat gt

2.3. =

Bl attitudey= 54 thdell disl Wgls AWl grtolzt
(Ajzen & Fishbein, 1975), 7li¢lo] ojuiat tiidoll sl ziAl
E]-': JX4Z4 ;5__0_ qux% 71-z42. O]U]“_ﬂ'q(Ajzen 1991) %
Ao Lang(2018)e] AAAFE 7Hte g Fa A &
RAEol thsk WAl HyPE Agefsisitt. Uk og *HV}
E2 ARl A F2 ofFolx A& Fr 52 EavH B
FAsHA =9, ol v A2 AXsk=tl IS 1| 171
HthBoulding et al., 1993). BREE 7H21e) 7Ex#ae A
MEo2ZA F2 719 Aldol ofs ZH =, Bz} 59
= e Gt EAEEE 54 ol g xRt
Bles ZARIA AH|x1e] mjE %S =T 5 JrH(Ajzen,
1991).

Liao et al.(2020)2] 1-7-llA]
gloju} ﬂx]e =4 X8 3
5 7K B2 e E 2 "da 9], ol &HRE
7 B4 AAFely BAs, Muls Tl viEate] A7 exe
As7F Feiut X EAME Fo AEoR Wit ofad &
AUtk ol sk Wetox aHzpEe] ougt ZHES A3
A= Arv EA2 A8, 784 59 2452 HE 38
ARl JEFE A F = o F st HAL oM (Yang
et al,, 2017), thre] AYAToA B} ARg-ol% T f9
v|g FHAAAE EE v Arh(Hamari, 2015).
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Qq]EH(a 7]1:24 Qq]EH b.
3=, d. A}ﬂ B

73AA s,
e. A &= Al 4

H2: &3 A EHE& oﬂlE“(a 71%4 &9, b. AAZ 9,
c. 34 dY, d. AIEA FE, e AEHY g Hizdl 4

g 13 Zolck.

AME-9] %= (usage intention)= oW $F AEolu AMH|AE ALE-
slazl = 2AZ 2|u|3lH (Bhattacherjee, 2001), & Aol
AME T A FAES ASH R ARt ke 9%
2 33}, ARk AdEolu A RIS ARSSEAL WA, A
Fo] FEiE vl Frlete] G Aol Aulzel] tid Bix
v 9 58 P ok AAR- R SR Fe
AR S 7EAAl ®tHKim & Kim, 2019). Kim and Ha
(2018)2] B2C(business to consumer) JAPIAZ ZHE A=A
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ArlMe 2Ae] g SYEFA] dAE ALY AJAA
ek o 72 kst slo] 2] vigf PYFE dSshe A
& S -85 el AR uAg e A3 433
= 4 aclelgk AW vh Sirh Kang and Shin(2020)
mald S ES T dF TG AR AR & A7) e
wof FFE FH AL mel e G HRIThL 59
3 P AFoIME Jang and Kim(2022)°] S22 ZHE
< & SEEEES VHske ARk i1e] AvlTEAel
FRtetAY AdiAat 2] A7t =4 B uf ASH
EAE AHS AFTE A7AAE BT 94 Al
g AgATE vReR 2 Aye I AW AT i
AZ o} =7} ARg-elell om gt YL mREA] doprazt
it

H4: A2 = ARgol=ol A (+)e] 3 vE Aojrt.

H5: Bli=e ARS-2l=el A (o] 9%E v Zolth

25 74 M=H

8 A= (fashion leadership)©|Zt ‘AlE] TAHYLE Alolel
A GAA o R AeEE ZEfdol A WS WA gat
= Axrolzt AR fFajolut Aol FhtEle HHolA Al
A o] dut YFolA FEEEE A5sks v
FFHS on|dltH(Cho & Park, 2015). A AE
oA f3 ArEoe] e AR AE2S AES
g3o a2y ERIAl IS L3she Ale

el S gl A ElRIoNAl fralol o
52 B3l AA e
K2 rk(Kaiser, 1986). 53¢
AFRAFE A2 &9 B3, AEE AR gals

EFtTHLee et al., 2020). ©]= F3L A
Fetal e SFolu Al BHoR
S E83l= AHAKNa & Choi, 2023; Park &
Cheon, 2020)9} A7kl & wmjct T30 A FAF] FH4
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Fig. 1. Research model.
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i L
2 gwe] ek 2 Wk BAE 99
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31. FEET

2 A7 T A ERFNA AREAPT Al ske vt
dlelo] oL A STF tiek Al B e, ARg-2|=el] v
e S A5 fsl AFATE Ttes 2 Aol &
s 4 B Besiith T4l A S9E AR AY ¥
WEF i 34 ol e £3s ¥deid HE A

A 7F 3= A

T2 A FAE &Y Fg A9, 7153 92 Ahn
and Kwon(2022)2] 972 Fasle] 3709 23}, 244
< Bock et al.(2005)3% Ahn and Kwon(2022)2] 945 L
slo] s7lle] =3, 334 &9l Hamari et al.(2016)2] 17-5
Farsle] s7he w3, Akl S92 Choi and Choo(2016)2]
ATE Faste] ole 73, HAFA HL Hamari et al
016)°] A5 Fsle] 4o Zew AT Al
tjgk 32 Chen et al(2009)2} Wongkitrungrueng and Assarut
(2020)2] ArellA] 5709 &3, Elmol st 32 Ajzen

J
et al.(2003)2] AFolA w9 TS &gt 2dH)
3 Aol thet - Gam et al.(2014)2] A+E Fs}
o e F¥o= ATk BE Wy B 2 74
YAE HE(‘I'=s I3A] grh, 7 =9 2ZHh)E

=95t

32 A=l H =Y
A 20239 99 FMA AT A 22k Aie
Fdt] FH 2AE AAslon, S WA ok A olE

2Fe] oF 78%7F MZ A2 ZARE A& 312514 (Heo, 2023)
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0~30th2 3Fgatinh. 28kl dEe) YA o
FE|Qlom, AR Al oA 2 Ao 53
5] e 3 F9E sl AlEEe] A B3 HE
sl S & JEE STk e HE SEAE v 204
2 T 404 ol gAY T A ERES TS A
Ne Aee AES S TEP B AT 274

& g 4= == AT 2
Aoz F 40059 TES FHsIFSeH, IBM SPSS
Statistics 26.02 T3l ATFSAITHE A GAF gldA o

J J

AN

)
ox
s flo
(3]

r_l_;
e

=]
o} I & IBM AMOS 24.02 53l <13
W 23 B4 g vl 248 AAEH

4.1, AFCiAe| ATSAHIEE SN Y

AR A5 Yl 548 AEEH, AE8e WAl
50%(20078), 14d°] 50%(200%), 1% EXE= T+ 20~2947F
50%(2007), B+ 30~39417} 50%(200%)Z H1A<] vl 200)
o} 30the] HlgS BT #5sM AAs FHENSS B
& o ok AFsHEe ikl AshEYe] 67.5%270%)=
7P Bem, AR ATEY 13.5%(54%), L 9
o3} 10.8%(43%), e ATHEY 8.3%(33%) o] x5
Bl AP AREE o] 46.5%(186%)=2 7P Bokx, A4
15%(6078), AE71&2] 9.3%(3738), A2 (Zel#:A) 9.3%(37
), AR 6%(24%), AJAH 224} 4.3%(17%), 71EF
43%(178), T 4%(16%), 2FH24 1.5%(6%) =olAtt.

AT tPdRte] T A ERE AR A% dist A=
theat gk WA S A FYE AR 7R 2d ool
56.5%(226%)= 7P A VRO, 119 o de] 21.5%(869),
1€ mlRto] 5.8%((239), 7MY o e7iE mTke] 5.8% (23
), 7R o] 14 muto] 58%(231), /1D oA o7iE T
o] 4.8%(19%)% AAEJ=H], o1F Sl At o)e] 35
27F 2d ol T AR ERES AESISTE AS &+
Atk 3 HE T A SRE FHE 3] A 23] mivt
49%(1969), 23] ©]d 43] ®INF 30%(120), 43] °]’F 63
vek 10.8%(43%), 63] ©]F 83 mINt 33%(13%), 83] ol
103] w9k 2.8%(1178), 103] ©1% 123] H|vF 0.8%(3%), 123]
o] 143] mwk 0.5%(2%), 143] o4 163 w|TF 08 (0%),
163] o]’ 183] HTF 0.5%(2%), 185] o]’ 2.5%(108)2] #
25 UETE F7H R, 7Pt A2 AR AL A Z2
9] 744 o] 803%(B21H)E 7HY E2 vS-S X
, WNEE 93%(39%), FaUEt 7.5%(30%8), 71EF 1.3%(5
), A1 0.5%(29), FEHEIE 0.5%(29), HZ=Eld2ZHEn
03%(19) 22 Yeht gZo] gisEdA 2 Vs 42
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(exploratory factor analysis; EFA)
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AAE ARESISITE o] #olx a1 HARS 7IEA
0.505TF AU F 7 ool Kglo 291 AHAlgke] 0.20
Yol xjol7F A el wat AAE dkd B9 e &
) A2)skdth(Lee & Lim, 2014). o]0 wa} a1
AE Fglo] Uit T olE AHSHL, HEHo=E
2 ZRE g 291o] = FEHUL 74 =3

AR T3 0.60 ole® Ueh) BgAol Je
HR o™ (Lee & Lim, 2014), A= AZES s
A3l(cronbach’s @) AlTE AHE A3}, EF 0.70
Ueht Hze] AgAdo] Athke AL FRIEA
T £ EEE dS5s 24 gAE E@els ¢
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3 &l 80 (confirmatory factor analysis; CFAYS A
ABtEth 24 23] AL (fit index)S /A s A

A S(squared multiple correlation)$} =% X] <=(modification
indices)s HEZ T EYEE Asfshe 52 2 A28
t}. olo] wt F3 A ZAFE el 3 oot B £
INE AT S 34 239 AP =(model fity=
x2(343)=632.18(p <0.001), GFI(goodness of fit index)=0.90,
AGFI(adjusted goodness of fit index)=0.87, IFl(incremental fit
index) =0.97, TLI(tucker lewis index)=0.96, CFl(comparative
fit index) =0.97, RMSEA(root mean square error of approxi-
mation)= 0.052 ERI=FUTt. HF 4 d&5o| FF3} AT ®
g BT 065 oFe g Uehton, SN SHHFRE
o] A= EF p <0001 FrofshAl yEpst 2 a<le] A
= AS A} =3 AEnks g3 A7 R 070 ode
2 Yehtes A& RISt Table 1).

2 Ao W EEEE AFE] A8 Ha 2 & @
(average variance extracted; AVEYS AH&3h g3} FAji<s 71
o] FaAA e Rl FH EFYE(convergent
validity) A%< 9131 AVE #s g1s A3, RE 2919
AVE %ol 050 oldo= vept w2 A 7
Pk o Uet B4
of JBUAL) AFL VG A3k, T g
A AFuTt & Z0E Yelslo]
THTable 2).

43 A AN

2 Aqes /M HASES A8 YA ¥ (structural
equation modeling) 7379<S AAISIATE FERUA A 23] ¥
s Adalr] 998 REATE AFE 47(348) =657.58(p <
0.001), GF1=0.90, AGFI=0.87, IFI=0.97, TLI=0.96, CFI=
0.97, RMSEA =0.052 Yel M 7HZe 3 507
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Table 1. Results from CFA of the finalized measurement model

Variable Item Est S.E. CR. Cron‘Zach s
I can obtain good§ that I want within a short time by purchasing products on 0.69 0.08 1629™
FB  second-hand trading platforms. 0.73
It is convenient to purchase products on second-hand trading platforms. 0.85 0.07 13417
ECB I can save money if I use second-hand trading platforms. 0.85 0.05 1936 0.86
My participation in using second-hand trading platforms benefits me financially. ~ 0.89 0.05 20.60"" '
Using second-hand trading platforms is efficient in terms of reducing waste. ~ 0.80 0.07 1879
EVB Using second-hand trading platforms helps to save natural resources. 0.85 0.06 2075 0.86
Second-hand Using second-hand trading platforms is ecological. 0.93 0.06 24.06***
trading Using second-hand fashion platforms is environmentally-friendly. 0.86 0.06 21.15
platform I enjoyed spending time with sellers in second-hand trading platforms. 091 0.06 2320
benefits I felt a close, personal relationship with sellers in second-hand trading platforms. ~ 0.88 0.05 2227
SB I enjoyed spending time with other users in second-hand trading platforms. ~ 0.92 005 24027 0.95
I felt a close, personal relationship with other users in second-hand trading 0.94 0.06 a6
platforms.
I think using second-hand trading platforms would be enjoyable. 0.89 0.05 21917
B I think using second-hand trading platforms would be fun. 0.84 0.05 20.14"™ 0.90
I think using second-hand trading platforms would be interesting. 0.79 0.05 18.55"" '
I think using second-hand trading platforms would be pleasant. 0.78 0.05 17717
I think second-hand trading platforms is honest. 0.85 0.85 2017
I think second-hand trading platforms cares about its customers. 0.81 0.81 1875
TR I think second-hand trading platforms knows its market. 0.70 0.70 1533 0.90
It is reliable to purchase products through second-hand trading platforms.  0.82 0.82 19.09"
It is reliable to purchase products through second-hand trading platforms.  0.78 0.78 17.75™
Overall, sharing goods and services within second-hand trading platforms 077 077 17.86™
makes sense.
All things Fons1dered, I find participating in second-hand trading platforms 0.83 0.83 19.96™"
to be a wise move.
At All thi idered, 1 think usi d-hand trading platforms i 020
t mgs.conSI ered, | think using second-hand trading platforms is a 0.87 0.87 2139™
positive thing.
.All things cor.151dered, I think participating in second-hand trading platforms 0.83 0.83 19.80"™
is a good thing.
All things considered, I expect to use second-hand trading platforms often in 086 0.86 21,00
the future.
ul I can see myself engaging in second-hand trading platforms in the future.  0.73 0.73 1625 0.90
I can see myself using second-hand trading platforms if possible. 0.79 0.79 18.42™" '
I‘t is likely that I will frequently use second-hand trading platforms in the 0.90 0.90 238"
future.
Note. ***p <0.001
FB: Functional benefit, ECB: Economic benefit, EVB: Environmental benefit, SB: Social benefit, HB: Hedonic benefit, TR: Trust, AT: Attitude, UI:

Usage intention

HAEA. T3 A ENE FEa. 7152 E, b, A1
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= Rlsiet. 28 BAE #E(5=0.38, p<0.001),

slE, ¢ $3%) slE, d ARIA SE, e A slEe] Az 2 SE@E=041, p<000e] BES] BHHOR FaE 6]
o} ejel] WA Fo) OfE Hla-H2eS 4S8 A3, 715 Zvh Wb Hia, HId, Hle, H2b, H2e7h =i}, A1)

2 38 (p=0.18, p<0.01), A31F A& B=031, p<0.001),
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Table 2. The squared correlations and AVEs of latent constructs

Variable FB ECB EVB SB HB TR AT Ul
FB 0.55
0.55"
ECB b 0.56
0.30
Second-hand 025" 046°
trading platform EVB b b 0.71
benefits 0.06 0.20
0.44* 0.32* 0.24*
SB b b b 0.82
0.20 0.10 0.06
0.50" 0.53" 0.45" 0.69"
HB b b b b 0.71
0.25 0.29 0.20 0.47
0.42" 0.43 0.31° 0.56" 0.56"
TR b b b b b 0.64
0.18 0.19 0.10 0.31 0.31
0.48" 0.64" 0.47" 0.41* 0.64" 0.51*
AT b b b b b b 0.61
0.23 0.41 0.22 0.16 0.40 0.26
0.38" 0.55" 0.42* 031" 0.57" 0.67" 0.46"
Ul b b b b b b b 0.69
0.14 0.30 0.18 0.09 0.33 0.45 0.22
Note. Diagonal values in bold represent the AVE
*Correlations of variables
bSquared correlations of variables
Table 3. Hypothesis testing results of SEM
HT Path Est. S.E. CR. Result
Hla FB 0.18 0.08 2.61%* Supported
HIb ECB 0.08 0.08 1.19 Rejected
Hle EVB — TR 0.07 0.05 1.36 Rejected
Hld SB 0.31 0.07 4.10%** Supported
Hle HB 0.19 0.10 2.03* Supported
H2a FB 0.06 0.08 1.13 Rejected
H2b ECB 0.38 0.08 6.43%*%* Supported
H2c EVB — AT 0.07 0.05 1.63 Rejected
H2d SB -0.13 0.07 —2.09* Rejected
H2e HB 0.41 0.10 5.05%** Supported
H3 TR — AT 0.19 0.04 3.67%** Supported
H4 TR 0.12 0.04 2.38* Supported
— Ul
H5 AT 0.71 0.07 11.70%** Supported
Note. *p<0.05, **p<0.01, ***p<0.001
000hE BEel FHHeR felsilon, A(=012, 3, Hxol WA G| Aok Y Ao A, olF
p<0.05)9 BIZ(8=0.71, p<0.001) ZF ARE-2|%o)| A (+)& Aset7] 98l 3 A=gel g 3] $91920 3.82 7]
o7 Fo3 IAE zt= 7o' R} H3, H4, H5 %3 A Fo 2 ARHN=205 IAEn=19522 YTk A=
Bt} Table 3& F2UEA BYE B3 /M A A Age] 2718 Blashr] M F Hd 2F S 5ol i
£ HojFErh YA AR A A A 3 TYA BF I AAoF

44, 78 Mz =HSH HS
2 dte 73 A" me a0 A SE g Al

REA 4%2] xJol= 45.06(p < 0.001), AHFES] Zfo]= 292
frelshAl veht ¢ &4 TY8 8L 7= wEkA
==

=74 U4 = (partial metric invariance model}g 3

4
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Table 4. Comparison of path coefficient between groups of fashion leadership

Path coefficient (C.R.)

Hr Path Low group High group XZd(l)
FB 0.25(2.08*) 0.11(1.15) 0.76
ECB 0.09(0.69) 0.17(1.60) 0.20
H6 EVB — TR 0.09(1.38) 0.00(0.04) 0.60
SB 0.25(2.84%*%) 0.19(1.72) 0.19
HB 0.19(1.33) 0.30(1.92) 0.28
FB 0.13(1.79) -0.04(-0.81) 3.71
ECB 0.32(3.88%***) 0.31(5.07***) 0.01

H7 EVB — AT 0.01(0.17) 0.14(2.88**) 4.80*
SB —0.09(-1.71) —0.12(-2.02%) 0.16
HB 0.41(4.62%**) 0.30(3.42%**) 0.77

HS8 TR — AT 0.05(0.97) 0.20(4.02%**) 4.21*

Note. *p<0.05, **p<0.01, ***p<0.001
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