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            Abstract
          
        

        
          Growth in the second-hand clothing (SHC) market has become noteworthy, especially for millennial consumers in Korea. This study identifies the moderating role of fashion leadership influencing the relationship between the perceived environmental benefits of SHC and continuance usage intention for millennial consumers. The hypotheses were statistically tested using online survey data, and the respondents were Korean female millennials aged between 25 and 39 years who had online shopping experiences of SHC within 3 months. Furthermore, 263 responses were analyzed by confirmatory factor, hierarchical regression, and conditional process analyses using SPSS, AMOS, and PROCESS v3.3. Results validated that the perceived environmental benefits of SHC and fashion leadership have positive effects on continuance usage intention of purchased second-hand items. Fashion leadership also moderates the relationship between the environmental benefits of SHC and continuance usage intention, showing that as the level of fashion leadership increases, the environmental benefits have more positive effects on continuance usage intention. Theoretical and practical implications were also discussed. This study will help bridge theoretical and practical gaps between purchasing and using SHC by focusing on the interaction effect of fashion leadership and its perceived environmental benefits.
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      1. Introduction
      Recently, the growth in the second-hand clothing (SHC) market has become noteworthy and has been expected to grow from $24 billion in 2018 to $51 billion in 2023, surpassing that of luxury and fast fashion (Sorokanichb, 2019). In Korea, the growth in the SHC market is estimated as 20 trillion won in 2019, which is 500% growth compared with that in 2008, especially expanding among young people (Kim, 2019b). SHC consumption is meaningful in that unwanted or underused products are redistributed by increasing their usage and lifespan (Park & Armstrong, 2017). Extending the product life cycle by reusing the original form of clothing without any further exploitation of resources may be the simplest and the most desirable way for the circular economy of fashion (Ertekin & Atik, 2015; Supple, 2019). Furthermore, at the consumer level, joining the secondary markets of reselling, recycling, gifting, or swapping is the most applicable practice of environmental consumption (Roberts-Islam, 2019; Yang et al., 2017). Conversely, donation to charities and export to the third countries invoke some socioeconomic problems, such as failing to be sold and ending up in landfills and causing the collapse of local industries (Kubania, 2015).

      The long-term sustained usage of SHC must be premised in parallel with its acquisition to ensure that SHC consumption is not just another form of material consumption. The continuance usage of purchased items must also be premised to replace the production of new clothes by SHC consumption. If SHC is thrown away like fast fashion, then it would be just another form of fast consumption that is irrelevant to a circular economy. The frequency of disposal and divestment depends on how long consumers keep their clothes (Watson & Yarn, 2013). Studying what motivates consumers to contribute to a circular economy by continuously utilizing the purchased SHC items is necessary.

      SHC is especially more appealing to young consumers such as millennials (born between 1981 and 1996). They have less negative attitudes toward used clothes and rather enjoy novelty, uniqueness, value for money, and fun. They are also known to have values and consumption views that are totally different from those of previous generations. They are eco-friendly with more values on access and experiences over possession and ownership, respectively (“Catch the millennials leading value consumption”, 2019, Millennials to pursue). In addition, these consumers are willing to pay double if the production and/or distribution system is reliable and eco-friendly even if the product looks the same (“How to make”, 2017). Millennials’ environmental consciousness and value consumption tend to be the growth factors of the SHC market.

      Millennials are apt to be influenced by the opinion leadership and style innovativeness of fashion leaders. Recently, sustainability or slow fashion has emerged as a leading trend in fashion, to which fashion leaders react positively (Ertekin & Atik, 2015). Fashion leaders tend to have complex motives toward fast and slow fashion (Cavender & Lee, 2018). Given that they pursue slow and fast consumption simultaneously, clarifying what drives them to the slow consumption of SHC is crucial. Identifying specific conditions under which SHC consumption contributes to a circular economy warrants investigation.

      The re-use of clothing has significantly contributed to reducing the environmental burden (Farrant et al., 2010). The long-term sustained usage of purchased SHC must be premised to replace the production of new clothes by SHC consumption. If SHC is thrown away like fast fashion, then it would be just another form of fast consumption that has no positive impact on a circular economy (Watson & Yarn, 2013). Previous research on SHC consumption has mainly focused on intrinsic and extrinsic motivations, consumer values, benefits, and purchasing decision factors (Herjanto et al., 2016). Little has been studied on the whole process of consumption, and the investigation of the determinants of continuous usage in circular fashion is essential.

      This study seeks to identify the importance of perceived environmental benefits and the fashion leadership of SHC influencing continuance usage intention for millennials. This study will bridge the gap between the buying and continuous use of SHC by exploring the conditions under which the perceived environmental benefits of SHC and fashion leadership affect the continuous usage of purchased SHC. Practically, it will provide the basis for marketing practices and policy proposals to promote a circular economy in fashion businesses.

    

    

  
    
      2. Literature review
      
        2.1. Second-hand clothing consumption
        The SHC market is growing worldwide. According to thredUP and retail analytics firm Global Data, the percentage of second-hand clothes in the closet was only 3% in 2008 but is expected to increase to 6% in 2018 and up to 13% in 2028. The market size is also expected to grow from $24 billion in 2018 to $51 billion in 2023, and it is expected to surpass the luxury market and 1.5 times the fast fashion market by 2022 (Sorokanichb, 2019). The Korean SHC market is estimated as 20 trillion won in 2019, which is 500% growth compared with that in 2008 (Kim, 2019b). According to the Korea Research Survey of 2018, clothes were 25.4% of the total second-hand trade, including offline and online trades, and reached up to 65.4% in online trade (Kim, 2018).

        Under the domination of millennials in the SHC market, understanding their dynamic behavior is critical (Medalla et al., 2020). The millennial generation (1981-1996) will be making a major impact on businesses and society in the next 10 to 20 years (Nadanyiova & Das, 2020). Millennials are the second largest generation next to the Generation Z in terms of global population. They are known to have values and consumption views that are totally different from those of previous generations. According to a recent Forbes article about millennials’ lifestyle, they spend money on experiences rather than on stuff, and they put values on access over possession and experiences over ownership (“Millennials: generation”, 2018). They favor products marketed as ethical, sustainable, and environmentally friendly. In fashion consumption, consumers are reported to be willing to pay double if the production and/or distribution system is reliable and eco-friendly even if the product looks the same (Yoon, 2019). However, ironically, one in three young women considers clothes worn once or twice to be old as the British survey reported (Siegle, 2019), and they also shop fast fashion brands more than other generations (Sorensen & Jorgensen, 2019). Because they are not always eco-friendly consumers, exploring when and why they show specific interests in eco-friendly consumption, specifically the continuous usage of SHC purchased, is pertinent.

        Previous research has asserted that SHC consumption represents an individual’s moral identity and that young consumers express strong environmental concerns (Isla, 2013; Schultz et al., 2005). They also express their consciousness of social responsibility through consuming SHC (Cervellon et al., 2012). Additionally, environmental values and benefits significantly influence green consumption, including SHC (Xu et al., 2014). Consumers with high environmental concerns hold in high regard the importance of the functional, social, emotional, conditional, and epistemic values of green products more significantly than those with low environmental concerns (Lin & Huang, 2012). Consumer attitude and purchase intention toward green energy brands are influenced by psychological benefits, such as warm glow, self-expressive benefits, nature experiences, and utilitarian benefits for the environment (Hartmann & Apaolaza-Ibáñez, 2012).

        The fashion industry has been criticized as one of the most polluting industries in the world. According to the UN report, the fashion industry produces 20% of global wastewater and 10% of global carbon emissions, which is more than including the international flight and maritime shipping industries. As another environmental pollution indicator, the International Union for Conservation of Nature (IUCN) has estimated that 35% of all microplastics in the ocean come from the laundering of synthetic textiles like polyester (“Putting the brakes”, 2018). The destructive effect comes from not only in the process of manufacturing but also in the stage of disposal. In the disposal stage, it is reported that 87% of the total fiber input employed for clothing is incinerated or disposed of in landfills and that 13 million tons of discarded textile and apparel products were landfilled in the US in 2013 (Vrachovska, 2019) and 300,000 tons of textiles to be burned or dumped in landfills in 2018 in the UK (Siegle, 2019). Recently, fast fashion brands that offer tons of new items with a relatively low price have been blamed for overconsumption and throwaway culture. Fashion consumers buy 60% more clothes now compared with 15 years ago, and they keep only half of them. In 2018, the number of new fashion items purchased per capita was 14 worldwide and 53 in the US (Sorokanichb, 2019).

        To stop the fashion industry’s negative impacts on the environment, today’s consumers are reassessing their priorities and increasingly questioning what they truly value, which leads to the birth of the New Consumerism (“The New Consumerism”, 2016). The New Consumerism impacts the whole host of industry sectors including fashion. Among the eight key consumer trends of the New Consumerism, including the issues such as circular economy, sharing economy and experience over possessions demonstrate the trend of “the end of ownership” in “The State of Fashion 2019” (Amed et al., 2018). By definition, “circular economy” is defined as a system where everything is re-used and nothing is wasted, called “zero-waste”, which is contrary to the “linear economy”, called the “take, make, and dispose” model. In this perspective, traditional fashion businesses adopt linear fashion, whereas some new formats of fashion businesses adopt circular fashion. One way of executing circular fashion is 4Rs, which include reducing, recycling, reusing, and repairing (Hill, 2019). Among them, recycling is the most actively adopted by government policies and fashion companies. For instance, fashion brands actively promote recycled fiber garments in their newest collections. However, recycled fibers are mostly limited to synthetic fibers, such as polyester (PET) or polyamide, and recycled fiber garments take tremendous energy in collecting and in reproducing PET bottles to fibers and emit more greenhouse gases.

        By contrast, the reuse of the original form of clothing without any further resource usage may be the simplest and the most desirable practice for circular fashion because it extends the life cycle of a product (Supple, 2019). According to Oxfam, more than 70% of the clothes donated globally end up in Africa. A considerable portion of charity shop items fails to be sold and ends up to landfills, and it also leads to the collapse of local textile companies, which results in the proposition of ban on the import of SHC into Africa (Kubania, 2015). Therefore, Botsman and Rogers (2010) maintained that collaborative consumption, including renting and swapping, can bring great benefits by maximizing the usage and reducing the discarding as a waste. Furthermore, Ertekin and Atik (2015) maintained that the easiest way to implement slow fashion at the consumer level is to reject fast fashion and adopt sustainable consumption through SHC markets or rentals.

        Buyers of SHC show interests in critical aspects, such as environmental concerns, ecology, ethics, and the avoidance of conventional channels in addition to hedonic and economic values (Guiot & Roux, 2010). Previous research on environmental concerns includes areas such as industrial channels (Mhango & Niehm, 2005; Paras et al., 2019; Sirilertsuwan et al., 2018) and consumer motivations (Ferraro et al., 2016; Styven & Mariani, 2020). Given that the environmental aspects of SHC have been mostly researched along with other variables, such as economic, psychological, and social motivations, and manifested mingled effects, focusing on environmental benefits separated from other values and identifying how they interact with consumer characteristics, such as fashion leadership, self-identity, and lifestyle, are crucial.

        Herjanto et al. (2016) reviewed 131 articles on SHC between 1990 and 2014 and found that the main topics focused on consumption behavior (Ferraro et al., 2016; Norum & Norton, 2017), disposal behavior (Joung, 2013; Laitala, 2014), and trading-related issues (Lemire, 2015; Norris, 2012). Among them, the most frequently researched topics are psychological and demographic factors (Norum & Norton, 2017), consumption values (Choo & Park, 2015), buying motivations, (Napompech & Kuawiriyapan, 2011), and the classification of buyers and non-buyers (Hur, 2020; Yan et al., 2015) for SHC consumption. Although the perceived benefits of SHC are common, the behavioral results are complex and diversified from person to person and from transaction to transaction (Cervellon et al., 2012; Napompech & Kuawiriyapan, 2011), which requires specifying the consumer group in research. While previous research on SHC has mainly explored buying behavior, consumer responses related to usage and disposal also require more attention in research and practice (Kim, 2018). The continuous usage of purchased items must be premised to prolong the lifespan of clothing in the fashion cycle. Little has been studied on consumption practices after purchasing SHC (Kim, 2019a). Factors influencing the continuous usage of SHC warrant investigation in the context of circular fashion. As environmental concerns are closely related to circular economy, how they influence the longterm sustained usage of purchased items requires investigation. Who seeks environmental benefits and contributes to circular economy through SHC consumption must be identified.

        Continuous usage intention is defined as “the intention to continue using a product or service without interruption” (Hong et al., 2013). Most previous studies have been conducted to investigate the determinants of the continuous use of online services, such as banking and online shopping sites. Harasis et al. (2018) analyzed 36 continuous use studies from 2009 to 2015 and found that the main interest was put on technology adoption and that the explanatory variables were perceived usefulness, perceived ease of use, attitude, confirmation, and satisfaction. In previous studies on the continuous usage intention of a smartwatch, functionality, compatibility, and fashionability or aesthetic appeal have been analyzed as main determinants (Dehghani, 2018). In fashion consumption, apparel evaluative criteria influencing the continuance usage intention of products in hand have been identified as the usability, brand, and reflected appraisals of others (Kim, 2018). Furthermore, the continuance usage intention of SHC is influenced by such perceived benefits as distinct, social, and environmental benefits (Kim, 2019a). The continued use of purchased SHC can contribute to a circular economy. On the basis of previous research, the concept of continuous usage intention could be applied to the SHC market. The effect of the environmental benefits of SHC on continuance usage intention is hypothesized as follows.

        H1: The environmental benefits of SHC are positively associated with its continuance usage intention.

      

      
        2.2. Fashion leadership and SHC consumption
        Fashion leadership characterizes those who tend to buy or adopt new fashion earlier than others and act as pioneers in the acceptance cycle of new styles (Kang & Park-Poaps, 2010). In the fashion industry, fashion leadership is an essential concept because it plays a key role in the diffusion of new fashion trends (Goldsmith et al., 1993). Traditionally, fashion companies promote new trends through fashion leaders for only a short period, but these short fashion cycles or fast fashion contributes to high levels of material consumption (Fletcher, 2012). However, recently, one of the emerging fashion trends is sustainability or slow fashion. Slow fashion is not a new fashion, but it is a new system that pursues ethical and sustainability throughout the fashion process (Ertekin & Atik, 2015). Many high-end and mass brands actively introduce and promote slow and sustainable fashion in various ways. Eco-friendly consumption is also perceived as sexy in various industries even in architecture and travel (“How to make”, 2017). In terms of fashion consumptions, an empirical study by Cavender and Lee (2018) verified that fashion leaders have complex motives for fast fashion and slow fashion. That is, the perceptions of sustainability positively affect slow fashion consumption but do not necessarily affect the avoidance of fast fashion. Fashion leaders seem to pursue slow fashion and fast fashion simultaneously. Sorensen and Jorgensen (2019) also conducted an empirical study by Q methodology to compare millennials’ perceptions of inexpensive fast fashion and SHC. They affirmed that fast fashion is perceived to be trendy, exciting, unique, and affordable and that SHC is recognized as accessible, acceptable, authentic, sustainable, guilt-free, and rare. According to an empirical study by Langa and Amstrong (2018), fashion leadership has a significant influence on attitudes toward clothing renting and swapping. They also found a positive relationship between the need for uniqueness and swapping.

        Previous research has asserted that fashion leadership is expected to encompass current trends in slow consumption and is related to SHC consumption and continuous usage. The relationship between fashion leadership and SHC consumption is expected to be fortified for those who have environmental concerns and see environmental benefits from SHC consumption.

        H2: Fashion leadership is positively associated with the continuance usage intention of SHC.

        H3: The positive association between environmental benefits and the continuance usage intention of SHC is amplified as a function of the level of fashion leadership.

      

    

    

  
    
      3. Research Hypotheses and Methods
      
        3.1. Research model and hypotheses
        For the verification of the effect of the environmental benefits of SHC on the continuance usage intention of purchased SHC and the moderating effect of fashion leadership, the research model and the following hypotheses were proposed (Fig. 1).

        
          
          

          Fig. 1. 
				
          

          
            Research model.
          
          

          

        

        H1: The environmental benefits of SHC are positively associated with the continuance usage intention of purchased SHC.

        H2: Fashion leadership is positively associated with the continuance usage intention of purchased SHC.

        H3: The positive association between environmental benefits and the continuance usage intention of purchased SHC is amplified as a function of the level of fashion leadership.

      

      
        3.2. Definition of the variables
        · The environmental benefits of SHC refer to the benefits that the consumption of SHC gives to the environment, including psychological and practical benefits.

        · The continuance usage intention of purchased SHC online refers to an intention to continue using purchased SHC without discarding or resigning it.

        · Fashion leadership refers to the characteristics that drive new fashion trends. Fashion leaders are more interested in fashion, search more fashion-related information, try new fashion items more than others, and influence other consumers’ fashion adoption.

      

      
        3.3. Measurement and analysis
        The variables, such as the environmental consumption benefits of SHC purchased online, continuance usage intention, and fashion leadership, were measured. The environmental benefits were measured by three items, including utilitarian and psychological aspects. The measurement items were also adopted from Khan and Mohsin (2017), Choo and Park (2013), and Hartmann and Apaolaza-Ibáñez (2012) with some modifications that suit to the current study. Moreover, the measurement scale of the continuance usage intention of SHC purchased online was adopted and modified for the research of Kim (2018). The research questions measuring fashion leadership were developed from the research of Han (2018) and Gam et al. (2014). All items were also measured on a four-point Likert scale ranging from 1 (strongly disagree) to 4 (strongly agree), excluding the midpoint (neither agree nor disagree).

        The responses were statistically tested by confirmatory factor analysis using AMOS 23.0 and hierarchical regression analysis using SPSS 21.0, and the moderating effect was tested using the SPSS PROCESS macro by Hayes.

      

      
        3.4. Data collection and respondent characteristics
        The survey questionnaires were administered in October 2019 by the online research institute to the nationwide sample of men and women between 25 and 39 years old. Only those who replied that they had purchased SHC online within the last one year were asked to complete the questionnaire. In total, 263 questionnaires were included in the final analysis.

        Table 1 shows the distribution of the respondents in terms of demographic characteristics. The total number of the respondents was 263, of which 128 (48.7%) were men and 134 (51.3%) were women. Among them, 102 (38.8%) respondents were in their late 20s; 92 (35.0%) were in their early 30s; and 69 (26.2%) were in their late 30s, with an average age of 31.4 years. The respondents’ jobs include 149 (56.7%) office workers, 17 (6.5%) sales and services, 64 (24.4%) professional jobs; 18 (6.8%) students, and 15 (5.7%) others. Eighteen (6.8%) respondents had less than high school education; 5 (4.9%) graduated from college; 214 (81.4%) graduated from a university; and 26 (9.9%) had a master’s degree or higher. In terms of monthly average income, 14 (5.3%) respondents had under 2 million won; 89 (33.8%) had more than 2 million won and less than 4 million won; 75 (28.5%) had less than 4 million won and less than 6 million won; 51 (19.4%) people had more than 8 million won; 22 (8.4%) people had more than 8 million won and less than 10 million won; and 12 (4.6%) people had more than 10 million won.

        
          Table 1. 
				
          

          
            Demographic characteristics
            (N = 263)

          
          

        

        
          
            
              	Consumer profile
              	Frequency
              	Percentage
            

          
          
            	Gender
            	
            	
          

          
            	Men
            	128
            	48.7
          

          
            	Women
            	134
            	51.3
          

          
            	Age
            	
            	
          

          
            	25–29
            	102
            	38.8
          

          
            	30–34
            	92
            	35.0
          

          
            	35–39
            	69
            	26.2
          

          
            	Marital status
            	
            	
          

          
            	Yes
            	85
            	32.3
          

          
            	No
            	178
            	67.7
          

          
            	Job
            	
            	
          

          
            	Office worker
            	149
            	56.7
          

          
            	Sales and service personnel
            	17
            	6.5
          

          
            	Professional
            	64
            	24.4
          

          
            	Student
            	18
            	6.8
          

          
            	Others
            	15
            	5.7
          

          
            	Highest education
            	
            	
          

          
            	High school graduate
            	18
            	6.8
          

          
            	Some college
            	5
            	4.9
          

          
            	College graduate
            	214
            	81.4
          

          
            	Master/PhD
            	26
            	9.9
          

          
            	Annual household income
            	
            	
          

          
            	Less than KRW 2 million
            	14
            	5.3
          

          
            	KRW 2 million–4 million
            	89
            	33.8
          

          
            	KRW 4 million–6 million
            	75
            	28.5
          

          
            	KRW 6 million–8 million
            	51
            	19.4
          

          
            	KRW 8 million–10 million
            	22
            	8.4
          

          
            	More than 10 million
            	12
            	4.6
          

        

        

        The purchasing behavior of SC online are follows. In the past year, 101 (38.4%) respondents had 3-4 purchases of SC, 88 (33.5%) of them had 1-2 purchases, 39 (14.8%) of them had 5-6 purchases, and 35 (13.3%) of them made more than 7 purchases. The most recent purchase of SC online was within 1 month for 97 (36.9%) respondents, in 1-6 months for 144 (54.8%) of them, and in 6-12 months for 22 (8.4%) of them. The average expenditure per one purchase was evenly distributed from 10,000won to 100,000 won. Twenty-seven (10.3%) respondents reached over 100,000 won and less than 300,000won, and 10 (3.8%) of them reached over 300,000won.

        
          Table 2. 
				
          

          
            Purchasing behavior of online SHC
          
          

        

        
          
            
              	Purchasing behavior of SHC
              	Frequency
              	Percentage
            

          
          
            	Number of times purchasing SHC online last year
            	
            	
          

          
            	1-2
            	88
            	33.5
          

          
            	3-4
            	101
            	38.4
          

          
            	5-6
            	39
            	14.8
          

          
            	More than 7
            	35
            	13.3
          

          
            	The latest time of purchasing SHC online
            	
            	
          

          
            	Within 1 month
            	97
            	36.9
          

          
            	2-6 months before
            	144
            	54.8
          

          
            	7-12 months before
            	22
            	8.4
          

          
            	Average expenditures for one SHC purchasing online
            	
            	
          

          
            	Less than KWR 10,000
            	5
            	1.9
          

          
            	KWR 10,000-30,000
            	79
            	30.0
          

          
            	KWR 30,000-50,000
            	75
            	28.5
          

          
            	KWR 50,000-100,000
            	67
            	25.5
          

          
            	KWR 100,000-300,000
            	27
            	10.3
          

          
            	More than KWR 300,000
            	10
            	3.8
          

        

        

      

    

    

  
    
      4. Results and discussion
      
        4.1. Validity and reliability of research variables
        A confirmatory factor analysis was conducted to assess the discriminant validity of the measures (i.e., environmental consumption value of SHC, continuance usage intention, and fashion leadership). The results of verified confirmatory factor analysis for a measurement model showed an acceptable model fit (χ2 = 53.872 (df = 41, p = 0.086), normed χ2 = 1.314, GFI = 0.963, AGFI = 0.940, CFI = 0.941, RMSEA = 0.035, RMR = 0.027). The standardized factor loading of all the observed variables was 0.67-0.82, of which the estimates were statistically significant at p<.001, meeting the standard of convergent validity (Table 3). The Cronbach alpha of each construct was measured as an estimator of internal consistency reliability, which ranged 0.73-0.86. The composite reliability (CR) was also calculated with structural equation modeling, which ranged 0.94-0.97 (Table 3). In addition, the discriminant validity was verified as all the AVEs were higher than the squared correlations between the constructs (Table 4).

        
          Table 3. 
				
          

          
            Measurement model results
          
          

        

        
          
            
              	Measures
              	CFA loading
              	Cronbach’s α
              	AVE
              	CR
            

          
          
            	Environmental benefits of SHC
            	
            	0.73
            	0.51
            	0.94
          

          
            	Buying used clothing can help conserve resources.
            	0.75
            	
            	
            	
          

          
            	I think that buying second-hand clothing is good for the environment.
            	0.69
            	
            	
            	
          

          
            	Buying used clothing makes me think that I am a better person.
            	0.69
            	
            	
            	
          

          
            	Continuance usage intention
            	
            	0.80
            	0.59
            	0.96
          

          
            	I will wear the SHC purchased online for a long time.
            	0.82
            	
            	
            	
          

          
            	I will keep the SHC purchased online for a long time.
            	0.74
            	
            	
            	
          

          
            	I will often wear the SHC purchased online.
            	0.73
            	
            	
            	
          

          
            	Fashion leadership
            	
            	0.86
            	0.57
            	0.96
          

          
            	I am confident that I know new fashion trends well.
            	0.80
            	
            	
            	
          

          
            	I tend to try trendy clothes before others do.
            	0.78
            	
            	
            	
          

          
            	Others are asking me for fashion advice.
            	0.77
            	
            	
            	
          

          
            	People think of me as someone who can give advice on fashion.
            	0.76
            	
            	
            	
          

          
            	I tend to buy at least one trendy item in a season.
            	0.67
            	
            	
            	
          

        

        
          
            Notes 1: All estimates are statistically significant at p<.001
          

          
            χ2 = 53.872 (df = 41, p = 0.086), normed χ2 = 1.314, GFI = 0.963, AGFI = 0.940, CFI = 0.941, RMSEA = 0.035, RMR = 0.027
          

        

        

        
          Table 4. 
				
          

          
            AVE and squared correlation of constructs
          
          

        

        
          
            
              	
              	ENVBNF
              	FSHLDS
              	CNTUSG
            

          
          
            	Environmental benefits of SCs (ENVBNF)
            	0.508a
            	–
            	–
          

          
            	Fashion leadership (FSHLDS)
            	0.071b
            	0.574
            	–
          

          
            	Continuance usage intention of SC (CNTUSG)
            	0.203
            	0.133
            	0.587
          

        

        
          
            Notes: a: average variance extracted (AVE) for constructs are displayed on the diagonal. b: Numbers below diagonal are the squared correlation estimates of two variables.
          

        

        

      

      
        4.2. Hierarchical regression analysis and hypothesis tests
        Three-stage hierarchical regression analysis was conducted using SPSS version 23 to investigate the main and moderating effects. In step 1, the environmental benefits (ENVBNF) of SC were included as independent variables, while continuance usage intention (CNTUSG) was a dependent one. Fashion leadership (FSHLDS) was added in step 2, and the interaction term between ENVBNF and FSHLDS was included in the step 3 (Table 5).

        
          Table 5. 
				
          

          
            Hierarchical regression analysis
          
          

        

        
          
            
              	
              	Step1
              	Step 2
              	Step 3
            

            
              	β
              	
                t
              
              	β
              	
                t
              
              	β
              	
                t
              
            

          
          
            	Environmental benefits (ENVBNF)
            	.45
            	8.17***
            	.38
            	6.92***
            	.05
            	.29
          

          
            	Fashion leadership (FSHLDS)
            	
            	
            	.26
            	4.78***
            	−.14
            	−.64
          

          
            	ENVBNFⅹFSHLDS
            	
            	
            	
            	
            	.59
            	1.92*
          

          
            	R2 (Adj. R2)
            	.20(.20)
            	.27(.26)
            	.28(.27)
          

          
            	ΔR2
            	.20
            	.06
            	.010
          

          
            	ΔF
            	66.72***
            	22.88***
            	3.69*
          

        

        
          
            *p<.05, ***p<.001
          

        

        

        The statistic in the Durbin-Watson test of the model was 2.004, close to 2, which allowed the autocorrelation of error to be ignored. The variance inflation factor (VIF) was examined to test multicollinearity among the independent variables. Consequently, the VIF of the independent variables was 1.08, which was less than 10, and the tolerance value was 0.93 which was more than 0.1 and proved the safety of the model in terms of multicollinearity.

        In the result of hierarchical regression (Table 5), the fitness and explanatory power of the model increased significantly when the control variable, fashion leadership, was included in step 2. The main effect exhibited that the environmental benefits of SHC (ENVBNF) had a significantly positive effect on continuance usage intention of SHC (CNTUSG). In addition, fashion leadership (FSHLDS) has a significantly positive effect on the continuance usage intention of SHC (CNTUSG). The further improvement of the model was confirmed by adding interaction terms between the independent and control variables in step 3. The regression coefficient of the interaction between ENV and FSHLDS was statistically significant, which verified the moderating effect as significant. Consequently, the effect of environmental consumption value on continuance usage intention depends on the level of fashion leadership (Table 5).

      

      
        4.3. Conditional process analysis of the moderating effect
        The mean centers of the observed variables were analyzed using PROCESS v3.3 by Andrew F. Hayes to verify the significance of the control effect. Accordingly, the moderating effect was significant (Table 6). A positive moderating effect means that the predictive power of ENVBNF (environmental benefits of SHC) on CNTUSG (continuance usage intention of SHC) increases with increasing FSHLDS (fashion leadership). The area of significance was examined by the Johnson-Neyman method to confirm this. While hierarchical regression analysis only reveals the presence of modulatory effects, the Johnson-Neyman method using SPSS Macro specifically calculates confidence intervals, in which moderating variables are significant. For this purpose, simple slopes at the −1 SD, mean, and +1 SD of the moderating variable were calculated. In addition, the variables were mean centered to prevent multicollinearity.

        
          Table 6. 
				
          

          
            Result of conditional process analysis
          
          

        

        
          
            
              	Dependent var.: CNTUSG
              	Coeff.
              	
                SE
              
              	
                t
              
              	BC 95% CI
            

            
              	Lower
              	Upper
            

          
          
            	ENVBNF (environmental benefits of SC)
            	0.05
            	0.19
            	−0.29
            	−0.31
            	0.42
          

          
            	FSHLDS (fashion leadership)
            	−0.13
            	0.21
            	−0.64
            	−0.55
            	0.28
          

          
            	ENVCV × FSHLDS ΔR2 = .011, F = 4.34*
            	−0.14
            	0.07
            	−1.92*
            	0.00
            	0.28
          

          
            	Constant
            	1.86
            	0.53
            	−3.54***
            	0.83
            	2.90
          

          
            	R2 = .28 F = 33.29***
          

        

        
          
            *p<.05, ***p<.001
          

        

        

        
          Table 7. 
				
          

          
            Conditional process analysis for the levels (−1 SD, mean, +1 SD)
          
          

        

        
          
            
              	Fashion leadership (FSHLDS)
              	Effect
              	
                SE
              
              	
                t
              
              	BC 95% CI
            

            
              	Lower
              	Upper
            

          
          
            	−1 SD (−0.62)
            	.33
            	.07
            	4.85***
            	.19
            	.46
          

          
            	Mean (0)
            	.41
            	.06
            	7.17***
            	.30
            	.52
          

          
            	+1 SD (0.62)
            	.50
            	.08
            	6.40***
            	.34
            	.65
          

        

        
          
            ***p<.001, −1 SD: below −1 standard deviation, +1 SD: above +1 standard deviation
          

        

        

        Table 6 shows the result of simple slope analysis. As a result of examining the effect of ENVBNF on CNTUSG according to the level of FSHLDS, the model of the moderating effect is statistically significant (F = 33.29, p<.000) and has 27.8% explanatory power, as shown in Table 6. Specifically, the moderating effect of FSHLDS was positively significant (t = 1.92, p<.05), and the explanatory power for CNTUSG increased by 1.0% with the input of the interaction term (F = 3.69, p<.05). Therefore, FL has a moderating effect of increasing the effect of ENVBNF on CNTUSG according to its level.

        By utilizing the Johnson–Neyman method, the PROCESS model suggests whether the conditional effect of ENVBNF on CNTUSG is significant for each interval of FSHLDS. The conditional effect of ENVBNF on CNTUSG was significant in all the intervals of FSHLDS below average (−1 SD, mean) and above average (+1 SD, mean). Contrarily, the mean center value of the moderator defining the Johnson–Neyman significance region was −1.42 (% below 2.66, % above 97.34). Hence, as the value of FSHLDS increases above 1.17, the effect of ECVBNF on CNTUSG increases as well.

        In the graph (Fig. 2), the slope of the regression equation was larger in the above-average group (mean, +1 STD) than in the below-average group (−1 STD, mean). This suggests that ENVBNF has a greater effect on CONUSG in the higher FSHLDS group than in the low group. Therefore, the effect of ENVBNF on CONUSG is better predicted in people with high FSHLDS. Thus, Hypothesis 3 was supported.

        
          
          

          Fig. 2. 
				
          

          
            Interaction effect of fashion leadership.
          
          

          

        

      

    

    

  
    
      5. Conclusion
      This study examined the Millennial consumers to identify the effect of the environmental benefits of SHC on the continuance usage intention of purchased one and the moderating role of fashion leadership. Identifying the reinforcing factors for the continuance usage intention of purchased SHC will bridge the gap between the purchasing and consuming of SHC. Conclusions and implications based on the findings are as follows.

      This study demonstrated that fashion leaders in the SHC market with eco-conscious consumerism, today’s cutting-edge issues, can contribute to sustainable fashion. This is especially effective when fashion leaders perceive eco-friendly benefits in SHC consumption. Fashion leaders among millennials who purchase SHC online are more positive on continuance usage, especially when they perceive environmental benefits to be high. It reflects the possibility that fashion leadership promotes the continuance usage of SHC amplified by perceived environmental benefits. Fashion leaders are the ones who lead new fashion trends and consumer behavior. They explore more fashion information and are more influenced by new trends, whether it is a style or a social issue. Today, circular fashion is one of the most widely used terms in the fashion industry, and global trends are gradually transforming business models from fast fashion to sustainable fashion (Khandual & Pradhan, 2019). When circular fashion is spotlighted as a buzzword, fashion leaders who know this move would support brands that are environmentally conscious and produce ethically. Given that fashion leaders act as a source of information, knowing what information they are positive about and disseminate is important. In addition, because millennials with fashion leadership are the significant target of the SHC market, emphasizing green benefits will be effective for boosting sustainability in fashion. The eco-friendly value of the sustainable usage of clothing must be communicated to inspire Millennial consumers with high eco-consciousness. Furthermore, offering specific experiences for millennials on eco-friendly consumption will be effective as they tend to highly value cultural experiences.

      Further research must be developed to encompass general fashion leaders because the result of this research is confined to fashion leaders in the SHC market. Additional research is also recommended to include the selling and purchasing of SHC in various distribution channels. Moreover, a holistic model should be developed from the perspective of circular fashion, which encompasses the other values of SHC than environmental ones. While this study targets only the millennials who have experiences in purchasing SHC online, a potential consumer who is not currently a frequent buyer must also be investigated.
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