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The Effects of the Attributes of Second-Hand Luxury Goods Trading Platforms
on Perceived Usefulness, Perceived Enjoyment, and Continuance Intention to Use
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Dept. of Clothing & Textiles, Kyung Hee University; Seoul, Korea

Abstract: This study examined the effects of platforms’ attributes(economy, convenience, ease of use, and security) on
perceived usefulness, perceived enjoyment, trust, and the continuance intention to use. Data were collected through a
survey conducted with 327 users of second-hand luxury goods trading platforms in their twenties and thirties; 300 were
used for statistical analysis using SPSS26.0 for exploratory factor analysis and correlation analysis, and AMOS 26.0 for
confirmatory factor analysis and structural equation modeling. For the attributes of second-hand luxury goods trading
platforms, four factors were extracted: economy, convenience, ease of use and security. The results showed that only
the security of second-hand luxury goods platforms had a positive effect on the perceived usefulness of the platform,
but other attributes did not influence perceived usefulness. In contrast, all attributes of the platform showed positive
effects on perceived enjoyment. Perceived enjoyment had a strong effect on trust; however, perceived usefulness did
not affect trust. The continuance intention to use the platforms was most influenced by perceived usefulness, trust, and
perceived enjoyment, in that order. The current findings can help marketers of second-hand luxury goods platforms opti-
mize the platforms’ attributes based on the marketing objectives and develop strategies to build perceived usefulness
and enjoyment first, and in turn, trust and intention to use.
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847 (28%) 0.2 ZALE At AHS 20t 1807 (60%), 30TH
1207 (40%) 0.2 VFERton| w852 thkw £¢o] 1203
(40%)°2 7P Wkal, AE Fo] 66'8(22%), Wt A
8} o1 66%8(22%), ALEISt 48 (16%) = HEbHT A Y
& AeAA I PRI 242 488 (16%) 02 71 w2
Hl&-S JERS, dhehl/aiehaAl, 374, 71eFe] 27 42
(14%), AH7-2]0] 2473 (8%), AFHH 715/ 2o] 247} 18
(6%), 739 /AT Z o] 124 (4%), TL/e1A/dH0l 65 (2%)
2 ZAERY 998 F 258 30070 d~4008HIn] o] 96
H(32%) 22 7P w2 Hl&S VERNA, 5005H0]/d~600%t
An|Rio] 7278 (24%), 40057Hd0]d~5007Hm|Tko] 4878 (16%),
200%FI 0 3~3005 AR ko] 425 (14%), 1008Fd 01 d~2009+4H]
Tro] 307 (10%), 1009HdH] 9k} 600RFdol o] ZH2t 678 (2%)
o2 BEXHAUTE AFAE A& 78H(26%) =2 7MY E=2
H&-S R on, A7I=RIH AFAYT 729 (24%), A/
AE A AE 309 (10%), 7Y 248 (8%), FAHi+735 737
188 (6%), 35/AG/AE 18 (6%), AT 12H(@%) To= X

AFEIATE

3
3

34. 31 YE el EUEQ| 0|2HS

T3 HE A ZHE o835 = 15Y 3~43]7} 1508
(50%)22 7 A Y, 159 5~63] 727%(24%), 14
13] 489 (16%), 157Y 1~23] 249 (8%), 1¥ 23] o]ido] 64
(%)= Vet T3 BE A ZRES & W o8 o
Bt o] BAIZEE XTI E~2A 7] Rlo] 1087 (36%) 02 7
Botom, A7 e d~3A 7 Rk 7278 (24%), 3AI7EO) d~4A]
Zhagke] 3078 (10%), 4A17Fe) d~5A17H]Tko] 1278 (4%), SA1ZF
oldo] 68 (2%) o= UElHTE 7P A5 AMgShe SO WE
A ZPEL Jo|H|E(Koibito)7} 485 (16%) 02 714 =&
H| &S Blom, Edld|(tren:be)?}t ol (FEELWAY)7} 2+t
42 (14%), =14 (Mation)©] 42 (14%), F-=(Koodon)©] 369
(12%), +722(GUGUS)$} 2 ¥=(REEBONZ), 7|E}7t z+zt
307 (10%) 2.2 LFERSiTE

4. zn A =9
4.1, Mol MET 9l Bl HA
2 AFoA AREE B B #48 S R

(principal component analysis)¥-2]=2} ® 2@~ (varimax) 291
P g olgsle] BAA 8RS HAIEII
3 HE A FUEY &4 A 2l
FES ARl 0.501 02 FAAE A, HolAd, A
o], et & 4l ale] EEHoH, FALES)
FAHH L 8139%6%=2 YEFSTE Kaiser-Meyer-Olkin(©] 3¢
KMO)# Bartlett®] 7847, 2 AHPYES KMO FE&
9772 KMO>.52 7311 Bartlett®] 7o) p=.00022 29l
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9] 26.839%% sk o= YEhTH A7 {84, A2
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|(Factor loadings), HdEAFZ
(Average variance extract: AVE) %, %3412 =(Composite
reliability: CR) GA] RIEE Tt 02 JtdEo] S4 g5
o] AN 3 S E]— A8 31 3] tH(Table 1).
e A5 s e 242 ANsEon,
T A 7 B2 (AVE) fhol Zh AR A
+ R 2] o] 8 TRt dyoleg, F &
AHE 7+ FFEFZ(AVE) grol 2 ZAARe] Al

Table 1. The results of reliability and validity test

R B RS A Y 13T

A #HETE 27] g 78 7hse AFo|BR, F AW
7F EE R SREYY HEYE @J’}T_‘ Table 22}
2o 2 AFEFA = FARFAN FE3 FAAF
(Standardized Estimates) %°] .043¢1%, CR 7+ 25 7014,
AVEE 7]Ex]Q 501402 HE gfgAlo] A=EHo] &A8la
A s wWael AdE S8 lse fEow 4ot 248
Atz sl WAL IS s, aslas @ d

Toll ARE S AFErdAel sk Atk

&

43. 972y #A

2 dTe T HE AN SR $495 AdE {584,
12+ f84, A9l Az JEFHAS Tetsi,
2 AT /Mg BAXHCE A S8 FREEAe B

>~1

Factor Item B p S.E. C.R. (t-value)  p-value S.Error AVE CR
ECI 1 0.869 0.346
Econom EC2 1.014 0.874 0.047 21477 Hhx 0.339
(EC) ' EC3 1.037 0.891 0.046 2237 ok 0.297 0.746 0921
EC4 0.822 0.818 0.043 18.903 ok 0355
Conven- cvl 1 0.848 0315
ience cv2 1.049 0.823 0.057 18.252 Hhx 0425 0.715 0.883
V) cv3 1.123 0.865 0.056 19.95 Kk 0342
EUI 1 0.859 0303
EaS?E‘l’Jf) N ©15) 0.948 0.782 0.055 17.234 Hhx 0.486 0.692 0.871
EU3 1.094 0.853 0.055 20.069 Hhr 0381
_ scl 1 0.696 0.445
S‘Z‘;“Cr;ty sC2 1237 0.822 0.094 13.169 whx 0.308 0.548 0.783
SC3 1.021 0.696 0.091 11272 Hhx 0.465
PUI 1 0.727 0.522
Perceived PU2 1.351 0.863 0.094 14.409 wx 0.366
usefulness 0.667 0.888
PU) PU3 1.126 0.743 0.074 15.162 Hhx 0.602
PU4 1.496 0917 0.101 14.839 ok 0.247
PEl 1 0.811 0.429
Perceived PE2 0.991 0.828 0.058 17.171 wx 0372
enjoyment 0.746 0.921
(PE) PE3 1.190 0.906 0.06 19.753 Hhr 0.254
PE4 1205 0.905 0.061 19.704 Hhx 0.265
TRI 1 0.734 0.511
TR2 1267 0.836 0.084 15.004 Hhx 0412
(T;“;)t TR3 1.042 0.730 0.081 12.920 Hhx 0.571 0.592 0.878
TR4 1270 0.817 0.087 14.628 Hhox 0.479
TRS 0.964 0.721 0.076 12.748 Hhx 0515
Confinuance U1 1 0.815 0.380
intention to 02 0.848 0.727 0.059 14.483 Hhx 0482 0.586 0.809
use (IU) U3 0.930 0.752 0.061 15.175 Hoxk 0.499

=685.00, df=348, p=0.000,

¥*/df=1.970, RMR=0.058, GFI=0.849, AGFI=0.811, NFI=0.919

*xkp<0.001
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Table 2. Squared correlations and AVEs of variables

Economy Convenience Ease of use  Security Perceived Pe.rceived Trust . Con.tinuance
usefulness enjoyment intention to use
Economy 746
Convenience .634a 715
Ease of use Sl .560 692
Security 401 445 498 548
Perceived usefulness 183 334 332 225 667
Perceived enjoyment 523 618 594 496 312 746
Trust 453 404 401 482 217 448 592
Continuance intention to use 461 420 445 445 327 479 484 586

Note. Diagonal values in bold represent the AVE.
a: Squared correlations of variables.

Y ARG AAEAT AT $XE 4¥df=2.031, RMR=
041, RMSEA =059, GFI=.832, AGFI=.800, NFI=912& 1}
ER A3 257t N1ERE T8, B8] Ageita st
ste] AL 23S B /MEEAS FYsiy o A5
= Table 33} 2t} T3 WFE A ZAEF S A74

8739 BA gk 7M. 141, 1-2, 132 71Z4EAAL 142
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'3H”‘4§_} T At} o= 4 EH’“—E 4% el g R
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Table 3. The results of hypothesis testing

R B A

goizof] mjRl= gk 739

Path B S.E. CR. P Results
Economy —0.069 0.089 -0.771 0.441 Rejected
q Convenience Perceived 0.15 0.077 1.941 0.052 Rejected
—
Ease of use usefulness 0.15 0.084 1.78 0.075 Rejected
Security 0.334 0.073 4.563 HHE Accepted
Economy 0.404 0.055 7.406 ok Accepted
0 Convenience Perceived 0.283 0.047 6.014 Hkk Accepted
- .
Ease of use enjoyment 0.202 0.051 3.924 ok Accepted
Security 0.135 0.045 3.026 ok Accepted
Percei
H3 erceived ~0.035 0.04 0.867 0.386 Rejected
usefulness
p—— — Trust
H4 ereetve 0.803 0.029 7.795 s Accepted
enjoyment
H5 Perceived 0382 0.04 9.485 whk Accepted
usefulness
Perceived Continuance
-
H6 R intention 0.166 0.055 3.021 *k Accepted
enjoyment
H7 Trust 0.347 0.058 5.956 Rk Accepted

$=725.001, df=357,

¥/df=2.031, RMR =0.041, RMSEA =0.059, GFI=0.0832, AGFI=0.800, NFI=0.912

£ <0.1, *p<0.05, ***p <001
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