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Abstract The growth of the secondhand market has a positive social impact which includes resource
conservation, environmental protection, and the growth of related businesses, but along with the
growing market, damage and dissatisfaction with secondhand transactions are also increasing.
Therefore, in this paper, the effect of online secondhand purchasing satisfaction on new product
purchasing intentions was identified using value perception as a leading factor affecting online used
product purchasing satisfaction. To verify the research model and research hypothesis, a total of 284
cases were analyzed, comprising people who had experience in online secondhand transactions. The
results of this study are summarized as follows: First, among online secondhand value perceptions,
functional, economic, emotional, and environmental values significantly increased purchasing
satisfaction. On the other hand, consumer perceptions did not show a significant causal relationship of
social values with purchasing satisfaction. Second, online secondhand purchasing satisfaction showed a
significant causal relationship with the intention to purchase new products as per the research
hypothesis. Third, the mediating effect of online secondhand purchasing satisfaction was also verified
except for social values. Fourth, as explained in the hypothesis, product knowledge was also found to
have a significant definition moderating effect. Based on the results of this study, academic and practical
implications, and future research tasks were presented.
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