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The Effect of Recommerce Platform Relationship Quality on Fashion Consumer
Usage Intention

Hee Jin Hur'
Dept. of Fashion Design, Konkuk University; Chungju, Korea

Abstract: This study examines the impact of hot (based on emotions) and cold (based on object-relevant beliefs) rela-
tionship quality, as perceived by fashion consumers on recommerce platforms, mediated by consumer trust and com-
mitment, on their intention to use the platform. Focusing on the quality of the relationship between consumers and
recommerce platforms in the context of fashion product transactions, this study empirically investigates the mediating
role of trust and commitment in influencing platform usage intention. Additionally, it verifies the moderating effect of rela-
tionship duration based on the length of platform usage. A survey was conducted with 288 adult men and women in their
20s and 30s. The collected data were analyzed using SPSS 27.0 for descriptive statistics, frequency analysis, and reliability
analysis. To test the research hypotheses, AMOS 27.0 was used for confirmatory factor analysis, structural equation mod-
eling, and multi-group analysis. The findings indicate that the more positive the consumers’ cognitive relationship quality,
based on the performance and evaluation of the company or brand, the higher their trust in and commitment to the plat-
form, which, in turn, positively influences their intention to use the platform. Similarly, regarding emotional relationship
quality, which relates to consumers’ emotional connection, intimacy, or bond with the recommerce platform, a higher per-
ception of emotional relationship quality leads to greater trust and commitment, which positively affects platform usage
intention. Furthermore, the study confirms that the effects of cognitive and emotional relationship quality on trust and
commitment vary depending on the duration of the consumer—platform relationship.

Key words: recommerce platform(2]A ™2~ %), secondhand trading(F22712)), trust-commitment theory(A1 = &%
©]&), cold relationship quality(21%]% #71%32), hot relationship quality(7}742 #A1E2)
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1. M

SPEAl tigh 9171942 XI8AAR] A7) o] of
0] A7} =WA 528H73 7] (circular economy)’t S5
Uk A= LA, HFAALL, F7] T4 AFA
A7 old £RFERE 71 RAR, A7|ES AEEsi] &
do] 2HE FolX Y LHS Haslehe A BdS 9y
Sh(Stahel, 2016). 8PAA] A2 WPHO 2 Tt e
AH|27E o] &= flom HANGd = 53] A
(recommerce)°l] ZE%7} FE o] AthPark & Armstrong,
2019). AT AH, FAAHE Jnlsh=t] FEEAR
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o] Agho) glof 1 FAloll = sAAIeIN B AE g
W AsE F5e] Fo vzl wdg Hesy g

AT, 20083 4x%0]
24271A] /37dshd] o]of 2025
dolle 43% A4S dold ZAo® oAEithLee, 2024). C2C
(customer to customer) H2lo|A 7|Eo] A AL 28
?l FAFOE HEEWA A2 2Qjo] WEA s
UTHTing & Ahn, 2023). TLA Al7go] S35l wiHo=
YA E FAF] sl FaAH e gk 12Hs s
o) olfE £R3ITt 20243 8¢ 7|FE FAHE ZHE )
ARA} = 3378RE 0 R S ZntEE AREAL 108 5 6
ool FAMZE FHE BL o83l Urh(Lee, 2024). B7
FUE AREAL] 50% ol o] ol Fhfo] FAlel o
Ao] FaAHE Des L3l AE ol A&HA A
o2 FH7lEtiHwang, 2024). =W gAH: ZPZog
FAUE vEste] F2ePEl, WAEE 7L A,
FHE AF 7Y AEFFEe] S3l=
of wpE} Aswe] zfe|7} dom F2 olgshe
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711 UERdTE BEgE 20300 AHIARE FHoR SRS

7}XV\H1 off thek 2z} AMg-sh=d EAI7F vk Al AlE
o] ofolm AAivhe FEHRI AnlEsE EAEA 2
HA FYPFL oz r RES G BoF Aoz A
HATh(Lee, 2021).

]9} o] 3] Eid%%#i A2 2gje] F5
W lom A Age] FRES AR GASEHA
AL FHPEol| e A7 Fa *Ol A&EHo 7 XﬂﬂEll
AUtk #A AR} FEE *dﬁﬂ‘ﬁ?mﬂ/ﬂ“ A=
FHtE FE gAmE 2H1E g5 FuAY 5719Jr
23l FIAYE 59 g 2 7ol digk At HO%
A5l JtHChoo & Park, 2013; Hur, 2020; Kim & Lee, 2022;
Padmavathy et al., 2019; Turunen & P&yry, 2019). X3+

of mEH, AHIAES AAFE HAHEE T T2 AAH
7, AEERA 7HA, AW 7R 58 Feb 4] Tt
2] A7t A=rt 2n)At el v2A] et es ol2g 71
Ur e o] gy} el e TS Fe AR

ERI=ATE. HAAFS] FaAN Fevt 52 HsE 2
B%o}@l A AL ZRE 2HE 550 FAE L8
ek AH|A} 12 A7) Fa s
old & AtdMe AL FHZNA anAL A7
= XA, A BAFH] 2Nt Al BYS wivlsie]
SHE A= PA e dFE Ilske AS FHORE g
. 53] gAML ZYES 283 g4 AE A ARl
%‘1 1;”9& ?%%1 QXE 20-30c &ML A Ztshs 2
g go] A9 =4S vl
TFE AFH R Hoteia
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A OM ~a“£ AF‘lJ*Oﬂ IXI‘—E 3
Z; gk, gk AL 7193 FAE 3
Aol gk &M FAE 7J§P\171 olE Tl FNE v
FA gk 3 Q1A v X] 2 2 (Fornell et al.,
1996) ZHE AA 717kl whe ﬂm ]12je] s Aolz}
et EFHE A}%ElEﬁﬂ s 4&74171@«1 HEAE gRlst

% },_ }\H]X]— o) A]
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2.1, 2| A SUE

A&7Fsd 2ol tigk Halo] FrIskl wet FaAlE
Al gAML F88 HRYL BYE SR %D}
(Ahn & Kwon, 2022). &AH e A, EaAHE oJnls}
™ 7fQlolu 7o) FAAFS Alalvhs C2C HIEUZL =Y
O]CHTang & Chen, 2022). 2|FAHZ: ZREL T EFS
v, w3 U & ¢ AEE pEE YESA Alzglow
ARIAEE B3k ol A7 7Fsabr] wiiEel Alekglel Al

FL2 ANE F A= 5] AUrkLee et al, 2022). FAAE
& HR3 HAAE, 7, A 5 sk AT AFES

A7} olFolAE BFHE ERFL TS &olsi st
o AF FHFVE IFFeEN ALTFsS l‘;olb SR
ot ML FHELS TR —:r%é AAATE SR 4
98 59 We WAz Told AL Wi} Pl A3
o5 T tre] AiREe] AAs AL Sxlst
izl Al xpEshE Azt AE|AE AFEE F A gt
(Lee, 2021). A SHEZEL 717] T8 EMo 7 2y
& ZAzsias AAsiaL e, SHER FAH AF 72
| S3ko] G SEREe] FiAdo] le] amiAte] whet A
ZYPEo] th=2A YERITH(Lee, 2024). THEAQ AT~
A:e] Pl AaTE, FavERs S, HAEE
MZE A9 Z9E AAE BA=SET 2Tkloo,
2004), B AEAL 716 B A Bl woln T2
A2 FANA Lol F Y= AP =3} e 0]53_9_0]_0.
asfslr FaAHe] EA%S s AHlE AlFS S8l
AH|REe] #HAE RO T lti(Hwang, 2024). 2121 71 ute]
AL FRES FHOE YA E Aol AstE L 9o
o EYE 0wk qle] 543 Ao ZINk A el
EYe® g7 Aol FthEATHLee et al., 2022).
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2.2. ME-E2| 0|&(Trust-commitment theory)

gAmE ZYEFL 2R A A7} o|FoiR=
oz sl Am|xtete] BAAF G| SHAIZE Atk thE 28
e deiet rRA R 28R1 el AlF Arl7t o] FolA]
2 oAt SHES dehd AlElekeA, el S9Es
L Are] fuitks T 7 s 17} Z2HIRF] EUE A
of L vAe Fog AT & & ik wEA] 2 A
TFME GAZE FHE el aHApE Azshe A=
S AZ-EY o8BS 7Ne R EFms ZaF gt
ZHR} A9} AR R E ERIEHLA}; St

AFEY olge A7Iudt o]8s AT W i 7l
A71HQ1 AAZL] x-S Ak o]E0|th(Li et al, 2006).
AE-E]] o8l oJahd, A71HR1 IAE FFIAL FA8
o g Ao} Eo] A FA0Z 7|Go] LnIRlIAl &2}
HoZ mAEE Al AEHHR1 A FAE M &
H|zle] 2129} E9lo] dl4)H o]t (Morgan & Hunt, 1994). 41
EE o] opgolut o ARl dial] F43] o]aE Flo]
g 7 22 dSS ovlehe, ST dselA dus 4
g WE o AdE 232 X3e HEE ovgtt
(McKnight et al., 2002). EU4-& 27]Z] 2]
3 FAE fAElE s AR, AFET AAFE FHE US
7yz3R= sgoltt. MorganJJr Hunt(1994)= &H|27F 7
EH?”L R)&A0] AFE gX|ozH E9lo] FAETT A

AF7E 290l FEE HiRE 890 AYATFE §

H OJEJ v} 9JTH(Mukherjee & Nath, 2007). Wk 279
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AZ|e} B9 AR} ol HY
TFolelw, BA X o=, A 9= Tl 4Nzt dE]
A0 JFE mAE AP lYs B APATE 53
Z=lo] YtHMorgan & Hunt, 1994, Mukherjee & Nath, 2007).
ERET 2 2] SN o|RoA = Adle ezERIE
o} el sk B34S B4 AZstER At o]FoiA]
7] fsiME AE7E 8% 8102 HIHE™(Song, 2020)
C2C ZAFAAM ] A== AlF Ffiatel Fajztel] sk A=)
Bk ot ZYE ARG tigh AlEE 7120 R St(Lee,
2021). 2Rk Aol B3 B3] &2 Sk A
g A EAS Ygled AFE 7]He 2 3 (Culnan & Bies,
2003). A== SHE A BN FAA vlE weE ok
B34, 919, ST 22 XA AHE =3 2o F
ogx 2H|R] MEES o]y AH|RL %l 342 3
S v X =d 7|9 ti(Zak & Knack, 2001). Mukherjee
and Nath(2007)= o™ 3HFol|A] &l o] w28} Az}
o] FAFH] A=}t EYS wifEte o)A o]goro
P MRS AFHoR AFET. uEbA FANE F
Zof tigh AHR 289} Bje] ZAF ARSI Ee] FEFE v
2 Aolg} o st

712 Anizt 2lEE EE AR R A IS |

7hd3: avlAE B9 SYFE AR =l AR dFe T

2.3. BAIEE: 2X|E(cold), 2 (hot) ZAIZE

AT B4 Au|2rt avzpeke] #AE v T8
Al o17]=A]ol tigh AH)A; 9148 o]u]3l=t], Mukherjeea
and Nath(2007)°]l w=m AAIFEL A= 299 +8 418
fRloz AH|xiele] JAMRE oL} AFEAMg-0] AFZA] of
715 gAY A= ou| gtk Smit et al, 2007).

Nyffenegger et al.2015)> IAFES AA BHAA =
Hol| JFste] AAH BA 2784 BAR kit A
2 #AEZ (cold relationship quality: Cold RQ) 21|} vt
g 7o g Al A FHoE, a7e] Hriet 4hd
of 71&3gth QAR AAELALS Bl A3 g #Ed ot

4 gow W4E oy go= Ao, 20| ¥
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e
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o gl
A} FEYHE U AFEshs RS WIS (Nyffenegger
et al, 2015). o33t AXA BAEZL Bl Aol gt
st oS EHo= s, o] Bl BHYHE
A&Hoz o]ge 7FeAol AN FFE HRITHKim,
2019). AR A AAA FAFAL 71421 A /A
o gaH I s, Hall=s} v 7ke] 2lF]9} wiEo]
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2 WS FAGES et v 2284 SAIEE (hot
relationship quality: Hot RQ)2 2219] fujzds} A2 A4
S FHOE 3 FAS FA FHor tiidel e sAH 7

A xhzre] Zojot Ax=2 A o]HTh(Nyffenegger et al,
2015). 734 IAAELAL 44, 19y, &

3 A PAIFES By gEdeete] XA fFHE
7 A4 71xE =<tkPawle & Cooper,
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7V4: IAH AAFEL Aol AR FRke wA Zlolr}
7ha5: QIAE AAFEE Bl FARI G vA Zloltt
7hd6: A FAFES Aol FARA FFE vE Aelrh
7HAT: AAA FAFES Q0 B FFE HIE Aelrh

24. ZAPIZte =Hsut

2L 7195 G495 BAIZe] ARE Yoz HE Al
= FE s 77 BelRA| AL o]& B3l AM|AlE 71
ZA s ®ok 2Fst EYsHA Eti(Chonko et al.,
2020). Fornell et al.(1992) Am|zle} Afjshs AlZke] S7t
GrE AEIE FAol g 4HRte] FoE st AlZ =N
IANZ FEFS HXA Ho| AlZke] ZEFE 7ol AlF
sk ARz SAAQ] IS PRIt FgEdth &Mk
7} 7193 @8k BAZIZke] Eolue A2 &ML 719
o] AAAE A9 S5 ovlsRE HA] ALt
o] ofdol met 71de] ek a2e] =9} EYe] Trlske
2 BAVE AHAEC] Hols AHEEe AHETD
(Gundlach et al, 1995). & IAE A&s= AHE &
2R ZHlE B9 $4E 2
el AT Aol F71H1 BAE 29K Gundlach
et al, 1995). A&AA AR-S Fall A¥& 7192 o 717k
U AEHQ] WAE W HYS ve AR A
o] e u} L
EYA opgko® Qlsf el thal] A=, o, P
2 35S HolAl Erh(Jeon, 2018). A AT A
1 wle} o] AH|zle} 7|Ygo] AT IAZIZRS AH|Re] 7]
el gk 7oz F A AAE FABIAA Shs S
FFS MXER AL FYUE AR PREC] AZkehe
IAELS ZHE AEARze] JFS v Flolgt oSt

fz rlo K
o]
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o] gt 7+e 7L MY

Fhads: AR EGE A1l wel wAEe] Azlsh
U Wlste] ERE ARl mAE FFHol HEAl
v Zlolth
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ZHIZE ke glolElE 781 E}. =] EW 1
Aoz AaPslsiom 2023
AEol ZyAe ZYPE }»RXH oF 78%7} 20-30t) 2 AL
2L v#sled(Kang & Park, 2024) A7 3ol tharS 20-30
Aol YU AT AERAL 717+ 20243 119 13
Adollx 11€ 170177}11 oF 597+ AlgER o, Hel= oF 108
J= AaFAn F 30049 dHelHE F3Eer 34
ole] F BT SHS Agt F 288 AEE HITE
ol ARSI AR Al $A FT el ol BlAHE
Z AHAE ol g FES T FARE AdbE
Ao FoAgt =S MR IAETE AE 35
A HEsle] AERAL gHEIen, sid AR
A @AY oY ol FaAH FAES ol &t HA
F A Aol fle AS die] TRIESE AAIr. 2
FoldEe 3l ¢ x7]HI W (retrospective self-
reportsyS AHE-3l] Hlo|E1E R, ole SERe] 2

al
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1|§~

B oo x =
e
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e

A Ao} XAl 7|ukste] 719S E3F QXA A A wE
S % BB 2ARKE HolE 5 v
3ol g A7) R a2

HhHO|THWu & Kim, 2024).
2ol FHAR SHol 73

e Aol Aot vhgeolv 8RS of7lshs dle A
A FHg dAsketl ol FEH 2APTHOR -‘47}5]‘:]'
(Metts et al., 1991). A7ol| SA] FoAztolAl A AAFS A
w2 FRPES o83t Al S AASIT 7&01*]'
oAl A2 HAAF FAN FEE WA & v 2
Al ARSEE AT FRES Yo R AXE Aol 3'
SIEE 943tk FaAYN S Hrh AR wEg
Al 371 {8l ol &gt gAML FHhE, Ae HAAE 13,

et Afelz, sl S Fulds, AR Gl disk A
o $Hel=S sttt o]83 27 EFoEE Favt

7ol 1498 (52%)2 7FY =2 HEE Uepged, Favtet
697 (24%), HANEE] 55%(19%), 71EF 1598 (5%)0-2 1=
th 7Iet EHEo R Aol A4 FaE, $E2= Y
g 5ol AF=EA. & Ao +3¥ HlolEl+= SPSS27.0%
AHgElY] 7]EBAIE HIES NIEEA 9 A5 BAE AA
o, A7 HES S1E AMOS27.05 ARg-ste] &l
A A, FRIFgA RN, T HwiEAE AAs)
At}

Aol AMEE FEO A7EASH 54 o 2ok @
2do] 14378(49.7%), <343 1459 (50. 3%)_& Ae] vzt vl
E2 YeRgton, A% dl= 20019k 3009] 1ol ZHzt 1449

oz EO]U} H]z‘ i 61—2:1.0_ ;Hal—_,jr_ _%040

(78.8%)02 7P =2 Y5

)
]
3
o

XPXIo}AiODﬂ sk A8t 32
H(11.1%), thekd Ae o) 18 (6.6%), L5k =9 o|3}
119 (3.8%)22 YEPT A ANFE0] 1669 (57.6%) 0=
7P Bgkon sho] 529(18.1%), A FH 28%(9.7%), A
vl 21%(7.3%), 71EF 189 (6.3%) 22 YePdt) FEo]
LT 7THIASS 50080 o) 114 (39.6%) =2 7S B
om 3008k ©]’3-4008H HIRE 7578(26.0%), 2009+ w9
51%8(17.7%), 4009+ ©]7-500%H) w]gt 3078(10.4%), 2005
A o)-3005H WIYE 187(6.3%) o= FRIF] )

1A QRIS AABIGITE 818N
gzo] g9l “;}Ek(factor loadings)©] 0.723~0.921% -f-2]5HA
SR 0 AFeE £=150.145, df=60, p=0.000,
normed =2 502 CFI=942, TLI=911, NFI=906, RMSEA =072
2 Y AP AF 9N s R IRIEIY &
A e WHLdHA RS st AFE AAE AlEsisl
om BE Q919 Cronbach’s a %] 0.700142=2 Yeht} Al
Aol SREJ} HgE LS (Average Variance Extract,
AVE) #2& 0.629~0.712, & § 412 = (Composite Reliability,

W 0.728~0.9022 FRIE|o] SHEe] FgrNdel the
w3k 14 89l

=
o
THEFYS & o) F-A] A= <Table 1>
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Table 1. The result of confirmatory factor analysis

Construct Items Fasctti?dirf;?:gsCronbach’s o AVE CR
Cold I am completely satisfied with this recommerce platform. .840
relationship I rely on this recommerce platform. 831 832 .665 827
quality This recommerce platform is safe. 753
) I feel emotionally attached to this recommerce platform. .825
Hot relztllionshlp I feel strongly connected to this recommerce platform. 783 812 .629 782
ey There are times when I long to use this recommerce platform. 723
I trust this platform as a safe medium for transaction and purchase. .861
Trust I trust the system providing this platform. .843 913 702 902
The information provided by this platform can be counted on. .875
I feel a strong connection to this platform I use for recommerce. .897
Commitment | have a long-standing association with this platform, which I use for 700 -804 675 728
recommerce.
Given the opportunity, I intend to purchase products on this recommerce platform. 921
Given the chance, I would consider purchasing products on this recommerce
usag::atii(i::tion platform in the future. ’ . 885 909 712 898
It is likely that I will purchase products on this recommerce platform in the 862
near future.
Table 2. The squared correlations and AVE of variables
Factor Cold RQ Hot RQ Trust Commitment Usage intention
Cold RQ 665"
Hot RQ 426 629
Trust 385 523 702
Commitment 512 581 .623 675
Usage intention 342 446 571 592 712
a: Average Variance Extracted (AVE) for constructs are displayed on the diagonal
b: Numbers below diagonal are squared correlation estimates of two variables
3 Ptk Theo® 89l 7 MHETES S 5ol 4 wom G AnR Qo] FHAYSE FaEd oe 4
AT AlFekt AVERLS Hlwsk 23}, <Table 2>} 7o 7} o} E91o] =2 2 & 5 Ak wEb 7Hd4et 7 s
2291 7F JBAS AFgkol AVER: B} 2o Zlow ey AR = AT A AAFE ] A2 (5-303, p<.001), =A(B=
o] 231 7+ e o] SRt 281, p<00Dell wAlE FFE =g Fola veht 2
HAFALE AEleh 2900l 344 dFs F= o= &)
42. 714 #B HA GARE SPFAe] Dzl foizta 2 gA
7PARTS Slslo] TN BES ARgSl] eirns & 2 QA e avAe] A AAEES =4 A4
FEoll 2mR7E Azkeke A, A AAFEC] A9t T ZYF] e Aot 9] w4 FEES & F Ao
E0E5 mifste] EUE ARGo ol vAlE FFES S8l ol 7Hde6t 7Hd70] AAHATE. AAA AAFEHA A
o} B4 Az} 4=110305, df49, p=0.000, normed @ =2.251, FAEAL ZYE gk 219} B 2R FEgS XK
GFI=921, CFI=964, NFI=.938, TLI=952, RMSEA=.078=% ok Jro] xpolE Il 4= At 7 A AAEFA R} <l
TEYAEA B AHw ATt HEAHA veskeH, 7t 214 FAFA] Aot 2ol PiAlE Gl T B Aom
AASS 9T 242 A= Fig 19 2k vebstedl, ole Bi7Hs SHES ARl SAHE &t
AAA AAFA] A (=362, p<001), =NU(B=315, = 2RSS FaAH Al SHEC gig AMAA BAE S
p<00Dell PIAI= FFHo] Folah veht x4 A 22 FEAY e Y FHUE e 22 A .S
<= ”1“49% 2900 SAAY YIS HIAE RS IRl & sl Sl et Aok 29US Ik Tl ¥ =1
Hzke] QI BAEE 5 7Idolu BAE et Hrke 7] =35 ¢ F I
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Relationship Quality

Cold RQ

Fig. 1. The result of structure equation model.

o2 AE-EY o]&9] 7|8 vl 219} EYo] F
Z AME ome mRe FFgES AwEgkon, AH|x; At
Yol PX= G A AFsIGTE B4 A, 2= &

v X JE(B=.190, p<.05)°] F2lgt Aoz eht} A
To} At AH4E HATH(Morgan & Hunt, 1994;
Mukherjee & Nath, 2007). 22 (5=602, p<.001)2} E(5=.553,
p<001)°] ZAF ARl wol] mX|= F3F A FelahA ek
v gAME FHE dis] Aot Y-S A HE &
F2 ARl she o® oA EolRE ERIEIT). wEkA
7L, 72, 7Hd30] A=A Ao} B v as) &
oS AT S8l HHHSTE SEHHF nAE TS
w78l wizvgre] THdavte] o) ER18k= Sobel test
=2 F712 AAsIthSobel, 1982). XA HAEA (z=4.23,
p<00)3} 283 BAZFA (2=3.75, p<.001)°] A=ZZ ul7)s}ed
ZRF ARG ROl PIX|= P fojgt 2o R FRIFF oM,
Ege] mias E3 foste AR BAFA(F352,
p<001)2 787 FAEA(2=3.26, p<.001)°] EJE A3l
ZNF AR R G AT AoR RIS

o o g

e £

A7 D] WA whe ZAEHE 15
SJs THIEE 242 AASIITh RS AREE 27 v
ZYPES 20T AT YAYA TATL ol & S

L602%**

Usage
intention

553%ek

*p <05, ¥*¥*p<.001

F717-E 2ARIAT #7172 (D1d vEh (2)1-59,
(3)5-101d, (4)10-15, (5159 oFo = ro] Agsl=s 3t
P, = 10d Fxd sdEE T 3.68S 7eo®
A7l 71 An=161) &S Adn=127)22 FE3I3h
ZA2AG vl $A FJ 7 Zpo] RIS fj3 FEiEYd
ASS B F HY 7 73t TLEA Rl 24
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Fig. 2. The result of structure equation model for long relationship period.
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Fig. 3. The result of structure equation model for short relationship period.
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