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Abstract

As the used trading market grows centered on online platforms, it is evolving from practical consumption 
to pursuing various forms of consumption value. Consumers purchase rare products, enjoy the transaction 

itself with consumers with the same preference, and investment or eco-friendly value consumption is also 
increasing. In this regard, the transaction of the second-hand transaction app service must have sincerity 
in order to respond to various consumption values. In addition, it is necessary to study what components 

the second-hand trading app service should aim for to secure authenticity and how the usefulness and 
ease of second-hand trading apps affect the relationship.

The research used a questionnaire method to test hypotheses and surveyed 215 consumers in their 20s, 

30s, and 40s who had purchased used clothing online within a year. Among them, 200 responses, excluding 
outliers, were statistically analyzed using SPSS 21.0 and AMOS 22.0 as confirmatory factor analysis and 
structural equation models.

This study aims to determine the effect of the authenticity of the online used trading app service on 
the satisfaction of the used trading app service. To this end, based on the previous research results, the 
following research hypotheses were established and verified statistically. First, the authenticity of the online 

used trading app service will significantly impact the satisfaction of the used trading app service. Second, 
the usefulness of the used trading app service will have a moderating effect on the effect of the authenticity 
of the used trading app service on the satisfaction of the used trading app service. Third, the ease of 

the used trading app service will have a moderating effect on the authenticity of the used trading app 
service on the satisfaction of the used trading app service.

As a result of the study, the authenticity of the used trading app service significantly affected the satisfaction 

of the used trading app service. Appeared to be The results of this study will help understand used transaction 
app services where consumption of used products occurs from the viewpoint of product circular use behavior 
and can be used as a strategic plan to promote the use of used transaction apps in the future.

Keywords：Used Trading APP Service, Authenticity, Accuracy, Connectedness, Integrity, Legitimacy, 

Originality, Proficiency, App Service Satisfaction

1)

Received：2022. 11. 07.     Revised : 2022. 12. 15.     Final Acceptance：2022. 12. 17.

※ This study was supported by the research grant of Hansung University.
 * First Author, Associate Professor, International Business, Dongduk Women's University, 60 Hwarang-ro 13-gil, Seongbuk-gu, 

Seoul, 02748, Korea, Tel：+82-2-940-4447, e-mail: sysong@dongduk.ac.kr
** Corresponding Author, Associate Professor, Global Business, Hansung University, 116 Samseongyoro-16gil Seongbuk-gu, Seoul, 02876, 

Korea, Tel：+82-2-760-4076, e-mail: jh.lee@hansung.ac.kr



44 JOURNAL OF INFORMATION TECHNOLOGY APPLICATIONS & MANAGEMENT

1. Introduction

The used trading market has recently been 

overgrown, centered on major online plat-

forms. In the past, second-hand trading was 

confined to ‘practical consumption’ to buy old 

and worn-out products cheaply, but recently, 

its meaning has expanded and evolved into 

various forms. Consumers purchase rare 

products that are difficult to obtain through 

second-hand transactions or meet other con-

sumers with similar needs and feel pleasure 

while trading products. In addition, more and 

more people are selling the products they have 

purchased at a higher price, using sec-

ond-hand trading as a financial technique, or 

aiming to use second-hand goods as part of 

value consumption. The size of the domestic 

used market is estimated to be about 24 trillion 

won by 2021, which is a six-fold increase from 

4 trillion won in 2008. As the MZ generation, 

who value experience over ownership and val-

ue for money over face, has emerged as the 

primary consumer group, the used market is 

expected to grow further in the future. 

According to Hana Financial Management 

Research Institute, the size of the domestic 

secondary market, which was 4 trillion won 

in 2008, has grown fivefold to 20 trillion won 

in 2020, and the global secondary market size 

will also increase from 27 billion dollars 

(approximately 32 trillion won) in 2021 to 770 

billion won in 2025. It is expected to grow to 

billion dollars (about 91 trillion won). Large 

department stores such as Hyundai Depart-

ment Store, Shinsegae Department Store, and 

Lotte Department Store are also opening vari-

ous second-hand pop-up stores and collabo-

rating with them. Recently, the used and re-

furbished (exhibited or returned products) 

market has been overgrowing due to rapidly 

rising prices. Centered on the MZ generation 

(born in the early 1980s to early 2000s), who 

prioritize experience and cost-effectiveness 

over ownership, the use of e-commerce 

(e-commerce) and used trading platforms is 

rapidly increasing, and the growth rate is also 

accelerating.

As the used and refurbished market grows, 

competition to preoccupy the market is becom-

ing increasingly fierce, such as opening dedi-

cated stores or investing in related busi-

nesses. Carrot Market, which started as a 

used trading platform and is currently ex-

panding its service to a local community plat-

form, has more than 10 million new members 

this year. As of December 2022, the cumulative 

number of subscribers to the carrot market 

reached 32 million. The most significant fea-

ture of Carrot Market is that unlike existing 

used trading platforms or e-commerce, it is 

operated mainly in local commercial districts. 

It is evaluated as having high growth potential 

among C2C (consumer-to-consumer) plat-

forms due to its differentiated positioning that 

induces consumer transactions in the regional 

commercial district. This year, the number 

of used transactions made through the carrot 

market was 164 million. Among them, the 

number of ‘sharing’ cases in which people share 

unused items with neighbors for free was 10 

million. As the trend of eco-friendliness and 

cost-effectiveness spreads, giving things for 

free has also appeared.

The scope of this study, based on previous 

studies, is to establish a research model and 

hypothesis about the relationship between 

the components of authenticity and the sat-

isfaction of second-hand transaction app serv-

ices in the consumption value of transactions 

implemented by second-hand transaction app 

services. Moreover, to establish the By exam-
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ining the moderating effect empirically, we 

intend to provide helpful information to in-

crease the satisfaction of the used trading app 

service based on the theoretical grounds that 

reveal the influencing factors that the used 

trading app service should have.

2. Theoretical background

2.1 Definition and Current Status of Used 

Trading Apps

Recently, the used and refurbished (exhib-

ited or returned products) market has been 

overgrowing due to rapidly rising prices. 

Centered on the MZ generation (born in the 

early 1980s to early 2000s), who prioritize ex-

perience and cost-effectiveness over owner-

ship, the use of e-commerce (e-commerce) and 

used trading platforms is rapidly increasing, 

and the growth rate is also accelerating. As 

the used and refurbished market grows, com-

petition to preoccupy the market is becoming 

increasingly fierce, such as opening dedicated 

stores or investing in related businesses. 

According to the distribution industry, the 

size of the domestic used market in 2022 is 

estimated at 25 trillion won. This is more than 

six times the size of 4 trillion won in 2008. 

Second-hand trading platforms are also on the 

rise. Carrot Market, a second-hand trading 

platform, succeeded in attracting a ‘Series D’ 

investment of about KRW 180 billion in 2021 

and has grown into a ‘unicorn’, meaning a com-

pany with a value of more than KRW 1 trillion, 

within seven years of its establishment. The 

number of subscribers increased by 10 million 

in one year to 32 million as of the end of last 

year.

A used trading platform refers to creating 

an ecosystem by building a network so that 

individuals or professional sellers can buy, 

sell, exchange, and share items. Since the 

transaction is carried out without going 

through a business operator, it can trade 

goods without any restrictions [Yeo and Lee, 

2016]. According to a report released by mar-

ket researcher Nielsen KoreanClick, the 

growth of the used trading platform market 

was not clear before 2016, but a meaningful 

market was formed with the number of users 

reaching 2 million in 2018 and consumers who 

want to trade products With the rapid increase 

in sales, the used trading platform market has 

overgrown [Nielsen-KoreanClick, 2020].

A decisive factor in the boom in consum-

er-to-consumer transactions is the evolution 

from the Internet to mobile [Park and Cheon, 

2020]. As the used trading platform moved 

to the mobile environment, the environment 

was improved so that users could more easily 

access used trading, and there were functional 

improvements to minimize fraud damage. 

Looking at the UV and Google Play Store shop-

ping category rankings in 2020, the mobile 

used trading platforms in the top 100 shopping 

categories are ‘Carrot Market’, ‘Lightning Ma-

rket’, ‘Used Market Country’, ‘Hello Market’, 

and ‘Auction Used Market'. There is.

In the 2000s, second-hand transactions 

were carried out on online communities, but 

with the launch of the mobile second-hand 

transaction platform ‘Lightning Market’ de-

veloped by Quickcat in 2010, second-hand 

transactions began to be centered on mobile. 

Since its launch, Lightning Market has con-

sistently held the No. 1 spot on the used trad-

ing platform and has been considered the most 

successful app. However, ‘Carrot Market’, a 

direct transaction-based mobile second-hand 

trading platform launched in 2015, began to 

grow significantly as it secured many users. 
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Among the second-hand trading platforms, 

the platform with the steepest rise is Carrot 

Market, with MAU (Monthly Active Users) 

growing by 176% in one year from about 1.61 

million in March 2019 to about 4.46 million 

in March 2021. During the same period, the 

MAU of Lightning Market grew by 19% [Na, 

2020]. Since then, Carrot Market has sur-

passed commerce apps, such as 11th in 2020, 

and ranked second in the overall shopping app 

category [MobileIndex, 2020].

2.2 Research on Authenticity

Authenticity emerged as an essential con-

cept in various social science fields, and it be-

gan to be considered very important, espe-

cially in a company’s marketing area or brand-

ing strategy. As a result, the dictionary con-

cept of authenticity includes all concepts, 

such as truth, authenticity, genuineness, and 

sincerity, and becomes the basic concept of 

brand authenticity research.

Snyder [1979], who discussed authenticity 

at the philosophical level, defined au-

thenticity as the true ego itself, and otherwise 

hiding the ego and showing lies in relation-

ships with others is unauthenticity. At the 

philosophical level, the expression of the true 

self has been the basis for forming concepts 

such as consumer communication and con-

sumer ego-centered brand interpretation 

through unfeigned marketing tools of brand 

core values at the management level. In other 

words, it is the basic concept of forming a con-

sumption culture that evaluates the value of 

consumers rather than being influenced by to-

day’s advanced brand-centered communica-

tion strategies. Several researchers in con-

temporary marketing research have illumi-

nated this concept. For example, Park and 

Kim [2014], Beverland et al. [2008], in the 

flood of brand marketing revealing commer-

cial purposes, consumers feel brand au-

thenticity in marketing communication that 

approaches consumers without deceit and de-

fines this element as ‘communication au-

thenticity’ as a significant factor in brand au-

thenticity evaluation. 

Harter [2002] said that authenticity means 

that one’s inner state and behavior are 

consistent. In other words, it includes two be-

havioral elements: ‘self-awareness’ and ‘self-

regulation’. ‘Self-awareness’ described by Harter 

[2002] can be interpreted as the correct recog-

nition of brand core values and establishment 

of brand identity based on them, and ‘self-reg-

ulation’ can be interpreted as the truthfulness 

of expression contents and methods in brand 

marketing IMC. can do.

Kim [2009] defined authenticity as an atti-

tude of life that regards realizing one’s true self 

as a moral ideal as a great virtue of life and 

defines a good life as a value system. If this 

is applied and interpreted at the business ad-

ministration level, the pursuit of sincerity in 

the communication attitude at the ethical level 

of a company or brand can inspire sincerity.

Also, Golomb [1995] and Lewis and Bridge 

[2001] define authenticity by using simple 

words such as ‘original’, ‘first’, ‘pure’, ‘real’, 

and ‘reliable’. However, it is much more com-

plicated than the superficial explanation, and 

its existence can only be recognized with the 

ego’s inner eye. This is also in the same context 

as Harter’s [2002] definition of authenticity 

as action through ‘self-awareness’.

2.3 A Study on Brand Authenticity in Business 

Administration

These philosophical concerns about au-
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thenticity became the source of research on 

business administration and authenticity at 

the brand level, and since the 2000s, research 

on brand authenticity has been actively devel-

oped and progressed.

Since Beverland [2005] and Gilmore and 

Pine [2007] began full-scale research on au-

thenticity in the management field, it has 

recently been defined and studied from vari-

ous perspectives in the marketing and brand 

fields. In research on brand authenticity, 

brand authenticity is defined as the truthful-

ness of brand core values, internal/external 

consistency, faithfulness to the essence it-

self, and promised value to consumers in var-

ious contexts depending on the industry or 

product characteristics concerning the value 

pursued by the brand. In addition, it was 

defined as a symbolic concept such as ori-

entation and self-realization [Brown et al., 

2003; Park and Kim, 2014].

Brand authenticity is a concept closely re-

lated to the core values of the brand, and 

what the core values of the brand pursue may 

differ slightly depending on the industry or 

product characteristics. In this context, pre-

vious studies have examined brand au-

thenticity in various industries. For exam-

ple, Cohen, E. [1988] examined authenticity 

in the travel industry, Leigh et al. [2006] 

on automobile brands, Alexander [2009] on 

beer brands, Seo and Lee [2013] on fashion 

brands, and Su, Yoo, and Kim [2014] studied 

brand authenticity in cosmetics brands. As 

such, recent studies on brand authenticity 

have been conducted in the context of various 

industries or situations, and each study dis-

cusses brand authenticity that reflects the 

characteristics of the industry being stud-

ied.

2.4 Derivation of Authenticity Concept 

Applicable to Used Trading App Service

2.4.1 Derivation of Authenticity Factors of Used Trading 

App Service

The used trading market has recently been 

overgrown, centered on major online plat-

forms. In the past, second-hand trading was 

confined to ‘practical consumption’ to buy old 

and worn-out products cheaply, but recently, 

its meaning has expanded and evolved into 

various forms. Consumers purchase rare 

products that are difficult to obtain through 

second-hand transactions or meet other con-

sumers with similar needs and feel pleasure 

while trading products. In addition, more and 

more people are selling the products they have 

purchased at a higher price, using second-

hand trading as a financial technique, or aim-

ing to use second-hand goods as part of value 

consumption. The size of the domestic used 

market is estimated to be about 24 trillion 

won by 2021, which is a six-fold increase from 

4 trillion won in 2008. As the MZ generation, 

who value experience over ownership and val-

ue for money over face, has emerged as the 

primary consumer group, the used market is 

expected to grow further in the future.

Due to overflowing marketing (mass mar-

keting) and commercial advertising, competi-

tion is intensifying, brand differentiation is 

becoming increasingly complex, and consum-

er distrust of brands is growing [Kim et al., 

2014]. In addition, it is challenging to main-

tain product innovation, and traditional ad-

vertising and price promotion-oriented mar-

keting are limited due to the upward stand-

ardization of manufacturing technology. 

Furthermore, as information exchange has 

become easier for modern consumers, opinions 

and information generated are becoming es-
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sential brand evaluation criteria [Kapferer, 

2012]. For this reason, the concept of au-

thenticity, which is explained by concepts 

such as ‘sincere’, ‘genuine’, and ‘genuine’ of 

products or services in various consumption 

situations of consumers, has come to be con-

sidered significant [Gilmore and Pine, 2007].

Then, what is the concept of authenticity 

that can be applied to the consumption envi-

ronment of used trading app services? 

According to Nunes et al.’s thesis published 

in the Journal of Marketing in 2021, consum-

ers may apply slightly different levels of im-

portance depending on the purpose and envi-

ronment of each consumption, but accuracy, 

connectedness, integrity, and legality (It was 

said that authenticity was judged according 

to the criteria of six factors: legitimacy, origi-

nality, and proficiency. Accuracy is the degree 

to which the value of products and services 

is conveyed transparently and without false-

hood to consumers, and connectedness is the 

degree to which consumers are familiar with 

products and services and feel connected to 

them. , and integrity refers to the degree to 

which a company has the motive to pursue 

an intrinsic purpose rather than the pursuit 

of profits continuously and voluntarily. In ad-

dition, legitimacy indicates the degree of con-

formity to tradition, law, and shared social 

values, and originality indicates the degree 

to which original values are provided that go 

beyond general products and services in the 

market. Moreover, proficiency is the degree 

to which an expert has the optimal technology 

based on craftsmanship. In this study, based 

on the above six components of authenticity, 

the authenticity of the second-hand trans-

action app service was intended to examine 

the effect of satisfaction on the second-hand 

transaction app service.

2.4.2 The Relationship Between the Authenticity of Used 

Trading App Service and Service Satisfaction

The assumption that service authenticity can 

be closely related to service satisfaction can also 

be examined based on several preceding 

studies. For example, a study by Bang Cheol 

Bang [2022] on A/S service experience users 

mentioned earlier found that service au-

thenticity affects customers’ service sati-

sfaction. In addition, Hur and Son [2020]’s 

study explains the relationship between the 

service authenticity of sports center leaders and 

the satisfaction of center users. According to 

their study, the service authenticity of the in-

structor perceived by sports center users pos-

itively affected customer trust and satisfaction.

In addition, the results of the fact that the 

authenticity of the service affects the service 

satisfaction of customers or users are the re-

search conducted by Yoon and Park [2016] in 

the background of a financial investment com-

pany and the general consumers Lee et al. 

[2015], Lee [2017]’s research on beauty serv-

ice users, and Yang and Kim [2018]’s research 

conducted in the background of dental serv-

ices, etc. are supported by various fields and 

studies. Therefore, the relationship between 

authenticity and service satisfaction in the 

metaverse educational service environment 

will also be positively related.

Hypothesis 1: The accuracy of the used 

trading app service has a 

positive (+) effect on the 

satisfaction of the used 

trading lab service.

Hypothesis 2: The self-connectivity of the 

used trading app service 

has a positive (+) effect on 

the satisfaction of the used 

trading lab service.
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Hypothesis 3: The authenticity of the 

used trading app service 

has a positive (+) effect on 

the satisfaction of the used 

trading lab service.

Hypothesis 4: The legitimacy of the used 

trading app service has a 

positive (+) effect on the 

satisfaction of the used 

trading lab service.

Hypothesis 5: The uniqueness of the used 

trading app service has a 

positive (+) effect on the 

satisfaction of the used 

trading lab service.

Hypothesis 6: The excellence of the used 

trading app service has a 

positive (+) effect on the 

satisfaction of the used 

trading lab service.

2.4.3 A Study on the Moderating Effect of Usefulness 

and Ease in Used Trading App Service

The technology acceptance model was de-

veloped to explain the factors that determine 

technology acceptance behavior for new tech-

nologies and innovative products, and many 

previous studies have been conducted studies 

on this, and the results have also been proven 

[Kim et al., 2005; Adams et al., 1992; Chen 

et al., 2005]. In addition, studies on technol-

ogy acceptance behavior have been mainly 

conducted in the field of information and com-

munication, and in most studies, perceived 

usefulness and ease have been found to have 

a significant effect on technology acceptance 

behavior intention [Nam and Jin, 2013].

For example, in a study of online service 

system users by Lin et al. [2007], it was found 

that perceived usefulness and ease sig-

nificantly affected readiness for new technol-

ogy and technology acceptance behavioral 

intention. Recently, studies on the acceptance 

and utilization of smartphone apps have been 

conducted in the tourism field, and most pre-

vious studies have demonstrated that per-

ceived usefulness and ease significantly influ-

ence the behavioral intention of acceptance 

and utilization of smartphone apps. [Noh, 

2015; Lee and Park, 2013]. Kim et al.[2013] 

examined the relationship between perceived 

usefulness and ease of acceptance of tourism 

information through smartphones, intention 

to use tourism products, and purchase 

intention. As a result of the study, perceived 

usefulness and ease had a positive effect on 

the intention to use, and the intention to use 

was found to have a significant effect on the 

purchase intention. In particular, in the study 

focused on this, backpackers proved that if 

smartphone utilization is not smooth, such 

as infrastructure or network for smartphone 

utilization, risk perception increases, and 

travel satisfaction has a negative effect. 

Furthermore, this study showed that the use 

of smartphones had a significant influence on 

the outcome variable, and through this, the 

moderating effect of perceived usefulness and 

ease of use could be inferred. Therefore, in 

this study, the following hypotheses were es-

tablished according to the discussion of pre-

vious studies.

Hypothesis 7-1~6: The effect of the au-

thenticity of the used 

trading app service on 

the satisfaction of the 

used trading app serv-

ice is influenced by the 

usefulness of the used 

trading app service.
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<Figure 1> Research Model

Hypothesis 8-1~6: The effect of the au-

thenticity of the used 

trading app service on 

the satisfaction of the 

used trading app serv-

ice is influenced by the 

ease of the used trad-

ing app service.

The following research model was derived 

based on the hypotheses on the moderating 

effect of the authenticity and satisfaction of 

second-hand trading app services and the use-

fulness and ease of service apps.

3. Empirical Analysis

3.1 Study Design and Collection of Data

This study aimed to confirm how consumers’ 

perception of authenticity affects satisfaction 

with second-hand transaction apps, in which 

consumer participation is recently active in 

the market. To this end, we conducted a dem-

onstration targeting consumers who have re-

cently frequently accessed second-hand trad-

ing apps and have experience trading goods 

using them. The research used the survey 

method and was conducted by requesting a 

specialized market research institute. A total 

of 215 consumers participated in the survey, 

and 200 responses were used for analysis, ex-

cluding outliers. The gender of the re-

spondents was 51.5% male and 48.5% female, 

and the age group was 31.5% in their 20s, 

31.5% in their 30s, and 37.0% in their 40s. 

As for the respondent’s occupations, the pro-

portion of clerical/management positions was 

the highest at 44.5%, followed by pro-

fessional/free positions at 12% and house-

wives at 10%. As for the second-hand trading 

app mainly used, “the carrot market was 

77.5%, second-hand country 15.5%, and light-

ning market 6%. The frequency of the re-
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Gender The used trading app that is mainly used

　 frequency % app name frequency %

male 103 51.5 “used market country” 31 15.5

female 97 48.5 “carrot market” 155 77.5

Age group “lightning store” 12 6.0

　 frequency % etc 2 1.0

20’s 63 31.5 The used trading app experience

30’s 63 31.5 　 frequency %

40’s 74 37.0 1-5 60 30.0

Occupation 6-10 50 25.0

　 frequency % 11-20 45 22.5

Agriculture 1 .5 21-30 17 8.5

self-employment 9 4.5 31-50 18 9.0

sales/service positions 14 7.0 51~ 10 5.0

general work 9 4.5 Access frequency of used trading apps per week

Office/business management 89 44.5 　 frequency %

professional/free position 24 12.0 1-5 106 53.0

housewife 20 10.0 6-10 66 33.0

undergraduate or graduate student 15 7.5 11-15 8 4.0

etc 19 9.5 16~ 20 10.0

<Table 1> Characteristics of the Respondents

spondents’ experience of trading through sec-

ond-hand trading apps was 30% for 1-5 times, 

25% for 6-10 times, 22.5% for 11-20 times, and 

14% for more than 31 times, indicating that 

the use of used trading apps is quite active. 

Could know. Respondents were found to ac-

cess the used trading app an average of 8.6 

times a week, and 10% of respondents an-

swered that they accessed the used trading 

app more than 16 times. The specific charac-

teristics of the respondents are presented in 

<Table 1> below.

3.2 Measurement of Variables

 Based on the study of Nunes et al. [2021], 

the measurement items for authenticity, an 

independent variable in this study, are accu-

racy, connectedness, integrity, legitimacy, 

and origin, Measured around proficiency. 

First, accuracy was measured as “provision 

of transparent information on products or sell-

ers,” “accurate information on transactions,” 

and “preparation of devices to prevent prob-

lems such as deception or fraud,” and con-

nectedness was measured as “important Items 

of “related to the value of life”, “familiar serv-

ice”, “relationship inseparable from life”, and 

“providing information I am interested in” 

were used, and integrity was “not seeking only 

profit”, It was measured as “values that are 

essential to society” and “values beyond simple 

second-hand goods transactions”. Legitimacy 

is “Acts in accordance with laws and social 

norms”, “Compliance with market order and 

rules”, “Not aiding and abetting illegal activ-
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ities”, and originality is “Apps that provide 

unique services”, “Apps that provide the same 

services” There are few apps that provide serv-

ices”, “services that are difficult to imitate”, 

“with their own distinct color”, and proficiency 

“provides appropriate functions to use”, 

“provides satisfactory functions and perform-

ance”, measured as “excellent service level”.

This study aimed to verify the moderating 

effect of perceived usefulness and ease of use 

for consumers’ used trading apps. Usability 

can be defined as the degree to which consum-

ers believe their job performance will improve 

by using a specific system [Venkatesh and 

Davis, 1996], and as a measurement item, 

Venkatesh and Davis [1996] modified the 

scale and defined “second-hand transactions. 

It was measured as “very useful for use”, 

“functions are helpful for second-hand trans-

actions”, “improves the second-hand trans-

action process more effectively”, and “benefi-

cial service”. Perceived ease of use can be de-

fined as the degree to which a consumer feels 

that no effort is required to use a particular 

system [Venkatesh and Davis, 1996] and as 

a measurement tool, based on the scale of 

Venkatesh and Davis [1996], it is modified 

according to the situation. For example, “It 

is easy to learn how to use the app to trade,” 

“It is clear and easy to understand how to use 

it,” and “It is easy to master how to trade.” 

All questions were measured on a 7-point 

Likert scale (1=not at all, 4=normally, 

7=definitely so).

3.3 Results

3.3.1 Evaluation of Measurements

Before verifying the research hypotheses, 

the process of selecting and elaborating on the 

measurement items used in this study was 

carried out. First, reliability analysis and fac-

tor analysis were conducted to verify item reli-

ability, convergent validity, and discriminant 

validity. Since the items used in this study 

were extracted based on the existing liter-

ature and went through a content adjustment 

process for each item, content validity can be 

seen as secured.

The reliability and validity analysis results 

are shown in <Table 2> below. As a result of 

reliability analysis using the SPSS statistical 

program, the Cronbach-α values of all factors 

were derived from being 0.8 or higher. The 

factor extraction method of the factor analysis 

to confirm convergent validity and discrim-

inant validity used the principal component 

analysis method, and the varimax method 

among orthogonal factor rotations was used 

for factor rotation. As a result of the analysis, 

the total variance explained by the selected 

measurement tools was 78.6%, and the ex-

tracted commonality of each measurement 

item was satisfactory at 0.5 or higher. The 

KMO value, which indicates whether the total 

correlation behavior is suitable for factor 

analysis, also showed a value greater than 

0.5, so a suitable result could be obtained. 

A total of six factors were derived, and it was 

confirmed that the factor loading of each factor 

was well classified and distributed by factor. 

However, in elaborating on the measurement 

items, the factors were constituted except for 

one question of integrity.

The results of deriving AVE values for dis-

criminant validity verification are shown in 

<Table 3> below. Again, it was confirmed that 

the smallest value among the square roots was 

more significant than the most considerable 

value among the correlation coefficients of 

each factor.
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Measurement 
Reliability 

Cronbach-α
Factor1 Factor2 Factor3 Factor4 Factor5 Factor6

Commo-

nality

Explained

total 

variance

accuracy 1

0.816

.315 .125 .194 .703 .136 .221 .700

78.6%

accuracy 2 .140 .166 .219 .730 .228 .063 .683

accuracy 3 .138 .160 .248 .825 .136 .050 .810

connectedness 1

0.848

.642 .112 .202 .428 .230 .161 .722

connectedness 2 .729 .413 .111 .121 .062 .077 .736

connectedness 3 .771 .073 .252 .209 .357 .066 .838

connectedness 4 .679 .271 .019 .132 .201 .270 .651

integrity 1
0.802

.194 .054 .466 .169 .216 .741 .839

integrity 2 .454 .274 .129 .152 .218 .611 .777

legitimacy 1

0.890

.202 .219 .856 .234 .179 .074 .906

legitimacy 2 .160 .271 .726 .317 .128 .187 .780

legitimacy 3 .067 .353 .659 .291 .182 .260 .748

originality 1

0.861

.235 .148 .340 .202 .763 .123 .827

originality 2 .364 .087 .161 .211 .813 .112 .885

originality 3 .119 .429 -.007 .246 .641 .395 .817

proficiency 1

0.879

.252 .819 .162 .103 .065 .109 .786

proficiency 2 .268 .801 .246 .110 .121 .122 .814

proficiency 3 .105 .750 .268 .253 .213 .032 .753

<Table 2> Reliability and Factor Analysis Results

Measurements
Correlation between Constructs

accuracy connectedness integrity legitimacy originality proficiency 

accuracy 1.000

connectedness 0.232 1.000

Integrity 0.383 0.287 1.000

legitimacy 0.351 0.433 0.404 1.000

originality 0.283 0.195 0.453 0.233 1.000

proficiency 0.328 0.097 0.146 0.191 0.183 1.000

AVE 0.569 0.500 0.461 0.565 0.551 0.625

<Table 3> Correlation between Constructs and AVE

3.3.2 Hypothesis Testing 

The statistical analysis method for hypoth-

esis testing in this study was regression 

analysis. Regression analysis was performed 

by converting each factor score derived from 

factor analysis into a variable. First, as a re-

sult of the goodness of fit verification of the 

regression analysis model, a significant ANOVA 

result was obtained, as shown in <Table 4> 

below, and the R squared value, which means 

the explanatory power of the variables in the 

model, was 0.559. In addition, as a result of 

checking multicollinearity by the correlation 

between independent variables, all VIF 

(variance inflation factors) values were less 

than 10, so it was judged that there were no 

variables with multicollinearity.

The results of the regression analysis for 

the verification of hypotheses 1 to 6 on the 

main effect of the research model are shown 

in <Table 5> below. As a result of the analysis, 

accuracy, connectedness, integrity, legiti-
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Model summary ANOVA

R R square
Modified R 

square
Model sum of squares F Sig.

.747a .559 .545

Regression 

Model
111.149 40.697 .000a

residual 87.851

total 199.000

<Table 4> Regression Model Analysis Result

Model
Unstandardized Coefficient

Sandardized 

Coefficient t Sig.

B SE. beta

accuracy .286 .048 .286 5.972 .000

connectedness .621 .048 .621 12.992 .000

integrity .208 .048 .208 4.357 .000

legitimacy .134 .048 .134 2.797 .006

originality .112 .048 .112 2.336 .021

proficiency .131 .048 .131 2.733 .007

<Table 5> Results of Regression Analysis on the Main Effect of the Authenticity Factor 

* dependent variable: satisfaction

macy, originality, and proficiency, which are 

authenticity factors for used trading apps, 

were statistically significant in consumer 

satisfaction. It was confirmed to have a pos-

itive effect.

 This study hypothesizes that the au-

thenticity factor for second-hand trading apps 

will moderate the app’s usefulness and ease 

of use in the causal relationship of satisfaction. 

Verification of the moderating effect was con-

ducted through hierarchical regression 

analysis. The moderating effect was verified 

through regression analysis of the regression 

model, including only the independent varia-

ble, the regression model including the in-

dependent variable and the moderating varia-

ble, and the regression model including the 

independent variable, the moderating varia-

ble, and the interaction term. In this analysis 

process, the increase in the R-squared value 

of the regression model, including the inter-

action term and the statistical significance, 

was confirmed. First, the test results of hy-

potheses 7-1 to 7-6 on the moderating effect 

of usefulness are shown in <Table 6> below. 

The moderating effect of usefulness was found 

in accuracy, connectedness, and originality. 

It was analyzed that there was a negative mod-

erating effect on accuracy and self-connected-

ness and a positive moderating effect on 

uniqueness. In other words, it was found that 

the effect of accuracy and self-connectivity on 

satisfaction decreased when the usefulness of 

used trading apps was recognized as high. This 

means that when used trading apps effectively 

improve second-hand trading and feel very 

useful, the influence of accuracy related to pro-

viding accurate information or connectedness 

related to life values and connection or famil-

iarity is lowered. In addition, it was found that 

the satisfaction effect of originality related to 

the perception that it is a unique service is 

further strengthened when it is perceived as 

beneficial. 
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Hypothesis Independent variable Beta t Sig. R square Modified R square

H 7-1

accuracy 0.246 4.686 0.000

0.483 0.476usefulness 0.615 11.839 0.000

accu x useful -0.233 -4.469 0.000*

H 7-2

connectedness 0.419 7.430 0.000

0.540 0.053usefulness 0.385 6.751 0.000

connec x useful -0.168 -3.421 0.001*

H 7-3

integrity 0.175 3.085 0.002

0.419 0.410usefulness 0.613 11.244 0.000

integ x useful 0.002 0.033 0.974

H 7-4

legitimacy 0.124 2.769 0.008

0.483 0.053usefulness 0.615 10.923 0.000

legit x useful -0.008 -0.138 0.891

H 7-5

originality 0.112 2.324 0.023

0.483 0.053usefulness 0.642 11.608 0.000

origin x useful 0.163 2.745 0.007*

H 7-6

proficiency 0.121 2.174 0.031

0.483 0.053usefulness 0.620 11.223 0.000

profi x useful -0.012 -0.216 0.829

<Table 6> Result of Verifying the Moderating Effect of Usefulness

* dependent variable: satisfaction.

Hypothesis Independent variable Beta t Sig. R square Modified R square

H 8-1

accuracy .215 3.751 .000

0.377 0.367ease of use .545 9.467 .000

accu x ease -.017 -.290 .772

H 8-2

connectedness .432 7.479 .000

0.501 0.493ease of use .363 6.360 .000

connec x ease -.100 -1.935 .054

H 8-3

integrity .212 2.906 .008

0.348 0.338ease of use .557 9.538 .000

integ x ease .047 .816 .415

H 8-4

legitimacy .154 2.640 .009

0.356 0.346ease of use .569 9.833 .000

legit x ease -.065 -1.101 .272

H 8-5

originality .194 2.636 .003

0.356 0.346ease of use .607 10.200 .000

origin x ease .128 2.148 .033

H 8-6

proficiency .081 1.427 .155

0.366 0.356ease of use .547 9.484 .000

profi x ease -.164 -2.860 .005

<Table 7> Result of Verification of the Moderating Effect of Ease of Use

* dependent variable: satisfaction.
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The results of the verification of hypotheses 

8-1 to 8-6 on the moderating effect of ease of 

use are shown in <Table 7> below. The moder-

ating effect on originality and proficiency was 

statistically significant among the six au-

thenticity factors. In the case of uniqueness, 

a positive moderating effect was shown, and 

in the case of excellence, it was analyzed that 

there was a negative moderating effect. In oth-

er words, when the convenience of use of the 

used trading app is recognized as high, the 

perception that it is a unique service further 

strengthens the influence on satisfaction. 

However, it was found that when usability is 

high, the satisfaction effect of excellence re-

lated to functional excellence is reduced.

4. Research Results

This study aims to define the components 

of service authenticity in the used trading app 

service and to understand the effect of each 

authenticity component on service satisfac-

tion. To this end, through the review of exist-

ing studies, the authenticity components of 

used trading app services were defined as ac-

curacy, connectedness, integrity, legitimacy, 

originality, and proficiency. The influence of 

each factor on the service satisfaction of the 

used trading app was confirmed. Further-

more, as a result of examining the statistical 

causal relationship through regression analy-

sis, it was found that all six service au-

thenticity factors had a significant effect on 

service satisfaction. The detailed research re-

sults can be summarized as follows.

First, as an authenticity component of sec-

ond-hand transaction app service, accuracy 

is a concept related to how transparently and 

without falsehood the value of products and 

services is conveyed to consumers. Transac-

tion services provided by second-hand trading 

apps must be composed of accurate content 

that can lead to trust between traders, and 

consumers evaluate such highly accurate 

transaction services as genuine trading 

services. It was confirmed that the service au-

thenticity perception of this accuracy pos-

itively affected the satisfaction of the trans-

action service.

Second, as a component of the authenticity 

of the second-hand transaction app service, 

connectedness refers to how familiar consum-

ers are with products and services within the 

second-hand transaction app environment 

and how connected they feel. In the used trad-

ing app space, you can feel whether the trading 

product or service is more intimate with the 

provider and reflects essential life values. , 

it was confirmed that consumers are more sat-

isfied with transaction services with high 

self-connectivity.

Third, integrity as a component of the au-

thenticity of the second-hand transaction app 

service means that the transaction service 

provided within the second-hand transaction 

app environment has a sincere heart for 

transactions. When the transaction service in 

the second-hand transaction app has a pure 

mindset and intention to achieve the intrinsic 

value of the transaction, consumers perceive 

the transaction service as authentic. In addi-

tion, it was confirmed that the perception of 

authenticity centered on authenticity pos-

itively affected the value and satisfaction of 

transaction services.

Fourth, legitimacy as an authenticity com-

ponent of second-hand trading app service 

means how appropriate it is to the current 

tradition, law, and shared social values. In 

the used trading app environment, you can 

experience behaviors that conform to laws and 
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social norms, comply with market orders and 

rules, and experience regulatory services that 

do not interfere with illegal activities. This 

legitimacy makes consumers perceive the 

used transaction app service as a genuine 

transaction activity and positively affects the 

satisfaction of the transaction service.

Fifth, origin as a component of the au-

thenticity of the second-hand transaction app 

service refers to a transaction service that pro-

vides a unique value beyond general products 

and services in the market that can only be 

experienced within the second-hand trans-

action app. The experience of this unique and 

exciting trading process will motivate traders 

and increase satisfaction. As a result of the 

study, it was confirmed that this uniqueness 

is a significant factor in the authenticity of 

the transaction service and positively affects 

satisfaction.

Sixth, proficiency as an authenticity com-

ponent of the second-hand transaction app 

service refers to a transaction service in which 

products and services that can only be experi-

enced within the second-hand transaction app 

are professional and have optimal technology 

based on craftsmanship. The experience of the 

trading process based on these professional 

and optimal technologies will stimulate trad-

ers’ motivation and increase their satisfa-

ction. As a result of the study, it was confirmed 

that this uniqueness is a significant factor in 

the authenticity of the transaction service and 

positively affects satisfaction.

Seventh, the moderating effect of useful-

ness appeared in accuracy, connectedness, 

and originality. It was found that the influence 

of accuracy and self-connectivity on sat-

isfaction decreased when the usefulness of 

used trading apps was perceived as high. As 

for the moderating effect of ease of use, among 

the six authenticity factors, the moderating 

effect of originality and proficiency was found 

to be statistically significant. In the case of 

recognizing that the used trading app has high 

usability, it was found that the perception that 

it is a unique service further strengthens the 

influence on satisfaction. However, it was 

found that when usability is high, the sat-

isfaction effect of excellence related to func-

tional excellence is reduced.

In conclusion, this study consists of accu-

racy, connectedness, integrity, legitimacy, 

originality, and proficiency as transaction 

service authenticity factors in the used trans-

action app environment. It was confirmed 

through empirical evidence that each au-

thenticity factor has a positive effect on serv-

ice satisfaction, and it is meaningful in that 

the moderating effect of usefulness and con-

venience of use differs depending on the factor.

4.1 Theoretical and Practical Implications

In conclusion, the implications of this study 

are as follows. First, this study is meaningful 

in examining the service authenticity of the 

growing used trading app service. To this end, 

authenticity components were derived by re-

ferring to existing studies, and it was con-

firmed that the components derived through 

empirical analysis positively affected service 

satisfaction.

Moreover, as service authenticity factors, 

six components of accuracy, connectedness, 

integrity, legitimacy, originality, and profi-

ciency were identified, and the dependent vari-

able, service satisfaction, was high. Therefore, 

it implies that it has been confirmed that the 

definition of the level has an impact.

The strategic implications that can be pre-

sented to the industry through this study are 
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as follows. First, the research results con-

firmed the current status and development 

direction of transaction services using the sec-

ond-hand transaction app service space, and 

the need for a sincere service proposal using 

the second-hand transaction app service 

space in the future was suggested. As 

non-face-to-face transactions have been acti-

vated through the current corona situation, 

companies are actively developing and provid-

ing transaction services using the sec-

ond-hand transaction app service space to 

provide a better second-hand transaction app 

service. In this situation, the perception of 

the transaction service’s authenticity from the 

transaction beneficiary’s point of view affects 

the attitude toward the transaction service. 

Based on these research results, second-hand 

trading companies need to consider genuine 

trading services in providing trading services 

using second-hand trading apps.

Second, this study is meaningful because 

it specifically suggested the authenticity fac-

tor in the used transaction app service. Even 

in the case of non-face-to-face transactions, 

it is necessary to provide services with a sin-

cere attitude toward transactions and to make 

efforts to provide transactions based on accu-

rate information that meets the needs of 

transaction participants by understanding 

the minds of transaction participants and in-

ducing active self-connection based on 

legitimacy. It is necessary to devise a device 

that can do this and induce active partic-

ipation in the transaction of the transaction 

participants. It is also pointed out that it is 

necessary to actively utilize elements that 

suggest various measures to supplement 

truthfulness so that you can feel that you are 

dealing with accurate information and engage 

in transactions by borrowing a unique and ex-

citing method. When it can be guaranteed that 

it is a product with differentiated value even 

though it is a second-hand transaction, when 

a transaction service is planned and provided 

based on the authenticity of these sec-

ond-hand transaction app services, it can be-

come a valuable second-hand transaction app 

service. Satisfaction can be obtained.

4.2 Research Limitations and Future Research 

Topics

This study studied the components of service 

authenticity in the second-hand transaction 

app service, which has recently been growing 

significantly in the IT industry. Two hundred 

samples of people in their 20s and 40s were 

analyzed for this study. However, the sec-

ond-hand trading app service is still increas-

ing in a wide variety of consumers, and since 

the sample number of 200 is relatively small, 

there is a limit to an in-depth analysis by age 

group. In this respect, this study has limi-

tations due to the small number of samples.

In addition, this study has a limitation in 

that it has not been able to conduct a study 

to identify the moderating role of used trans-

action app service content as a service control 

variable that was not included in this study. 

As pointed out above, in future studies, a larg-

er group will be targeted, and There is a need 

to conduct research by classifying age groups. 

Furthermore, in-depth research needs to be 

conducted based on comparing groups in an 

environment where sufficient customer expe-

riences have been achieved, as second-hand 

transaction app services are conducted in var-

ious forms. In addition, it is necessary to study 

the role of the moderating variable of the 

transaction content, which is a moderating 

variable.
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