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ABSTRACT

This study explores how Millennial and Generation 7. (MZ) consumers experience and manage conflicts between
use value and exchange value in fashion resale markets. While prior research has primarily conceptualized resale
consumption as rational or strategic decision-making focused on price efficiency and resale potential, this study adopts
a grounded theory approach to examine consumers’ lived experiences after purchase. Based on in-depth interviews,
the findings reveal that value conflict emerges from the interaction of digital resale platforms, scarcity-driven fashion
markets, and accelerated trend diffusion through social media and online communities. Consumers simultaneously
perceive fashion items as objects of use and assets for potential resale, leading to sustained psychological tension
beyond the purchase stage. In response, consumers employ various contflict adjustment strategies such as postponing
use or sale, conditionally controlling usage, and actively utilizing platform and community-based information. These
adjustment processes result in diverse consumption outcomes, including satisfaction or dissatisfaction depending on
resale performance, experiential satisfaction through use, and boundary consumption states in which items remain
neither fully consumed nor exchanged. Importantly, repeated contflict adjustment experiences contribute to the gradual
cultivation of personal taste, as consumers refine their preferences, evaluation criteria, and decision-making standards
over time. This study contributes to the literature by conceptualizing fashion resale consumption as a processual
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experience of value conflict adjustment and taste development rather than a single outcome-oriented decision.
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{Table 1> Summary of Semi-Structured Interview Questions

Category Key Interview Questions
¢  What motivated you to start using resale platforms?
1. Resale e  Which resale platform do you mainly use, and why did you choose this platform?

Experience and
Platform Use

2. Judgment
Between
Consumption and
Investment

3. Strategic Holding
and Resale
Behavior

4. Information
Search and
Decision-Making

5. Emotional and
Psychological
Responses

6. Identity and
Social Influence

7. Strategic Use of
Resale and
Perception
Change

8. Overall Reflections
and Personal
Principles

What types of products have you mainly bought or sold through resale platforms, and
based on what criteria did you choose them?
Do you mainly purchase new items or secondhand items on resale platforms, and why?

Have you ever hesitated between wearing a product and reselling it? If so, what
criteria guided your decision?

Have you experienced buying items and keeping them without wearing them, or
deciding to wear them eventually? What influenced that decision?

Have you ever considered whether to sell an item immediately or wait for a potential
price increase?

Have you experienced keeping an item unused because it felt “too valuable to use”
(sometimes referred to as the “dried pollack effect”)? If so, please describe the situation.
Which experience was more memorable: wearing an item and feeling satisfied, or
reselling it later and making a profit? Why?

What types of information do you mainly rely on when evaluating resale value (e.g.,
SNS, price charts, communities, acquaintances)?

How did information from SNS or online communities influence your actual buying or
selling decisions?

Do you tend to closely monitor trends and price fluctuations when making
resale-related decisions?

What emotions have you most commonly experienced during resale consumption (e.g.,
excitement, satisfaction, anxiety, regret)?

How did your emotions differ between wearing an item you liked and selling an item
for profit?

Have you ever wanted to sell an item but refrained due to emotional attachment?

Do you feel that your resale consumption reflects your personal taste or identity?
Have friends, acquaintances, or influencers influenced your resale consumption decisions?

Do you consider resale consumption as a consumption strategy?

Have you ever categorized items as “for wearing” versus “for investment” and
managed them differently?

Do you think your perception of resale consumption has changed over time? If so, how?

Are there any common misunderstandings about resale consumption that you would
like to address?
Do you have any personal principles or philosophies regarding resale consumption?
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{Table 2> Demographic Characteristics of the Participants

Occupation

Gender

Age

1D

Student
Office worker

Male

26
31

Male

Job seeker

Male
Female

28
33
27
32
27
24
26
25
29
26
29
31

Office worker

Designer

Male

Self-employed

Male

Graduate student

Female

Student
Student
Freelancer

Female

Male

Female

10
11

Logistics industry worker

Male

Student
Office worker

Male

12
13
14

Male

Apparel retail worker

Male

Instructor

Male
Female

29
27

Student

16
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consideration

Causal & Contextual Action / Interaction Consequences
Conditions Central Phenomenon Strategies (Outcomes of
(Conditions for Value (Psychological Conflict) (Conflict Management Consumption
Activation) Strategle% Experience)
« Digital resale + Conflict between + Time-based strategy + Satisfaction or
ﬁglatform environment consumption value waiting) dissatisfaction with
« Trend acceleration via » and investment value + Usage control » investment outcomes
SNS and +» Dual perception as a strategy + Satisfaction from
communities usage item vs. a + Information-based usage )
« Stockouts in official reservable asset strategy + Liminal consumption
channels « Post-purchase experience
* Pre-purchase value decision deferral + Development of taste

{Fig. 1> Paradigm Model of Psychological Conflict in Fashion Resale Consumption
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{Table 3> Paradigm Model of Psychological Conflict in Fashion Resale Consumption

Paradigm Element Subcategory

(Core Category) (Concept)

Conceptual Attributes /

L. Representative Quotes
Description

Digital resale platform

environment
Causal &
Contextual Trend acceleration via
Conditions

(Conditions for
Value Activation) ) .
Stockouts in official
channels

Pre-purchase value
consideration
Conflict between
consumption value

SNS and communities

“It’s easy to check real-time prices
and graphs, so [ use it often.”
“The price graph shows whether
this sneaker is trending again.”

Provision of real-time price
graphs, transaction history,
and sales velocity information

Exposure through YouTubers
and SNS, rapid diffusion of
reviews

FOMO and immediate attention
triggering
"I searched for it as soon as I saw

a YouTuber wearing it.”
Inability to purchase at

official channels leading to

“It was sold out everywhere, so I
reliance on resale platforms

ended up using KREAM.”

Consideration of resale “I always check the resale price

potential before purchase before buying.”

Desire to wear versus wrpe . .
It's nice, but I'm afraid the value
concern about value

will drop if I wear it.”

“I want to wear it, but if I think
the price will go up, I keep it.”

“T bought it, but I'm still just
keeping it.”

“I'm just holding onto it to see if
the price goes back up.”

“I keep the box and all the
accessories untouched.”

“I decide when to sell by looking
at graphs and transaction volume.”

“I made a profit of 200,000 won by
selling it two months later.”
“] regret not waiting a bit longer.”

“Wearing something I really like feels

Central and investment value depreciation
Phenomenon Dual perception as a Simultaneous recognition of
(Psychological usage item vs. a the product as wearable and

Conflict) preservable asset as an asset
Post-purchase decision  Delaying the decision even
deferral after purchase
. Decision deferral while
Time-based strategy . .
(waiting) monitoring price and trend
Action / & changes (‘Gulbee effect’)
Interaction Non-use preservation,
Strategies Usage control strate maintaining original
(Conflict & &Y packaging and tags,
Management conditional use
Strategies) . Use of platform data,
Information- based o
strate community insights, and
&Y SNS information
Satisfaction or . .
. . . . Success or failure in
dissatisfaction with . .. .
. price-timing judgments
investment outcomes
Satisfaction from Re-evaluation of value

Consequences . .

usage through wearing experience

(Outcomes of A state of holding that |

. . . i i

Consumption Liminal consumption Swate ob noding Lhat 18

Experience)

neither consumption nor
investment

experience

Recognition of resale as a
process of cultivating
personal taste

Development of taste

like the best kind of consumption.”

‘I'm just keeping it and looking at
it.”

“It's not just buying and selling —it

feels like training my taste.”
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