o] 7L &3] %]
A27H A6E, 2025
<AFEE>
sflof&2e| 020 E8E MH|ATL 0| 1

’m Check for updates

PISSN 1229-2060

eISSN 2287-5743

Korean Fashion & Text. Res. J.

Vol. 27, No. 6, pp.628-635(2025)
https://doi.org/10.5805/SFT1.2025.27.6.628

Ho| E2F2t R0 D|X|= S&

ocA1 . L_l_ro'_od.lZT
RS HEAoIet, Sk Frej| 8ot

The Effects of Hair Salon O20 Platform Services on Customers’ Flow and
Sharing Intention

Eun-sook Yoo' and Yun-young Na®'

Deprt of Beauty Care, Gwangju Health University
Dept of Beauty Art, Honam University

Abstract: This study investigates the relationships among hair salon O20 (online-to-offline) platform service attributes,
customer flow experience, and sharing intention. Data are collected from female consumers in their 20s residing in
Gwangju, South Korea. A total of 500 questionnaires are distributed through online and offline methods from June 5 to
June 25, 2023, and 391 valid responses are collected after excluding incomplete data. Statistical analyses are conducted
using SPSS 21.0. The empirical findings indicate that the attributes of hair salon O20 platform services (informativeness,
credibility, convenience, and interactivity) have significant positive effects on both flow experience and sharing intention
(p < .05). In addition, the components of flow experience (time distortion, enjoyment, and concentration) show significant
positive effects on sharing intention (p < .001). These results suggest that an effectively designed 020 platform enhances
users’ immersive experiences, which subsequently strengthens their intention to share service experiences online. This
study offers theoretical implications by linking digital service attributes with emotional and behavioral responses in beauty
service contexts. It also provides practical insights for establishing competitive digital marketing strategies within the
evolving digital ecosystem of the beauty service industry.

Keywords: 020 platform service(020 Z# % AH]2), flow(E2-9), sharing intention(3--2] %), hair salon(3l|o1$)
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Table 1. Validity and reliability verification of O20 platform services

631

Factor loadings

ftem Informativeness Interactivity Convenience Credibility

Provides useful information 875 231 259 203
Provides up-to-date information .870 222 290 173
Helps in shop selection 817 137 222 294
Uploads information promptly 817 203 294 251
Builds relationships with others 151 .890 167 191
Forms empathy with others 191 .853 .192 213
Easily identifies other consumers’ responses 205 .789 266 249
Responds to opinions or reviews .209 771 240 289
Easily searches desired information 236 179 .869 .198
Compares other shops/facilities/services 272 239 .807 .199
Convenient to use 272 251 780 224
Easy to collect information 283 234 147 272
Event/community communication is reliable .166 205 223 .863
Belief 356 223 171 .790
Accuracy of information .148 299 259 771
Provides professional information 292 263 229 767
Eigen values 3.548 3.358 3.251 3.203

Variance Explaine(%) 22.175 20.986 20.319 20.019

Cumulative Varianc(%) 22.175 43.161 63.480 83.499

Cronbach’s a 953 927 923 919

KMO=.922, Bartlett's test y>=6274.133 (df~=120, p=.000)

Table 2. Validity and reliability assessment of flow

Factor loadings

Item
Enjoyment Concentration Time distortion

Feeling of interest 943 .170 141
Enjoyment 935 222 .104
Thinking of something else 181 .945 153
Concentration 216 937 .149
Feeling that time passes quickly .012 .076 937
Losing track of time 262 230 .847
Eigen values 1911 1.909 1.672

Variance Explaine(%) 31.849 31.811 27.860

Cumulative Varianc(%) 31.849 63.660 91.520

Cronbach’s a 933 .946 .806

KMO=.633, Bartlett's test y>=1617.559 (df=15, p=.000)
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Table 3. Validity and reliability assessment of sharing intention

Factor loadings

Item
Sharing intention

Sharing with acquaintances after use 910
Easy to use .900
Tagging to share with acquaintances .878
Recommending to others 812
Eigen values 3.070

Variance Explaine(%) 76.740

Cumulative Varianc(%) 76.740

Cronbach’s a .897
KMO=.821, Bartlett's test x>=995.033 (df=6, p=.000)
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Table 4. Descriptive statistics and correlation verification

E}kkt‘r(p<.001).

4.3. 71de| HE

43.1. 719 A%
FlojFe] 020 ZAF M2 E250) vXe F3E 7
37| flatd tHesl S A A= Table 59 2Tt
AR Ao Qo] AR F=24.11322 p<001 5
oA AFe ZAoT Jelon, sFA st AyEe
20.0% (R*=200)% LtElstth Alfdos Awnd Halys=
207, p<.01), NZA(B=163, p<.05)°] A 7fFol| BAHOE
Fovst G+l G mxlE Foz etk weA 020
ZYE AMu)2e] sl9ledd HIA, Ao 2= AT

l

020 platform service Flow .Shaﬁ?g
Classification M=£SD Intention
Informativeness Credibility ~Convenience Interactivity Time distortion Enjoyment Concentration
Informativeness  3.96+.836 1
Credibility ~ 3.82+770 589 1
Convenience  4.07+.751 631 587" 1
Interactivity ~ 3.80+.835 s 595" 565" 1
Time distortion 3.69£879 352" 380" 399 333" 1
Enjoyment  3.53+927 423" 367" 396" 328" 306" 1
Concentration ~ 3.43+.955 365" 347 319" 330" 347 414" 1
Sharing intention 3.73+.782  .561° 527 5167 560" 3517 450" 44 1
" p<.001
Table 5. The effect of hair salon O20 platform services on flow experience
Dependent Independent Unstandardized coefficients Standardized coefficients R
variable variable B SE y; ! P F (Adj.R?)
(Constan) 1.330 243 5.466 .000
Informativeness .092 .066 .087 1.384 .167
Time distortion  Credibility 186 073 163 2.549:* 011 24.113™ (:?(9)(2))
Convenience 242 .076 207 3.198 .001
Interactivity .079 .064 .075 1.236 217
(Constan) 999 254 3.939 .000
Informativeness 259 069 234 3752 .000
Enjoyment Credibility 124 076 .103 1.626* 105 26.817" (j(]);)
Convenience .190 .079 154 2.405 017
Interactivity 068 066 061 1.021 308
(Constan) 1.140 269 4241 .000
Informativeness 221 073 193 3.0177 .003
Concentration  Credibility 160 .080 129 1.989" 047 20210 (ig)
Convenience .064 .084 .051 769 443
Interactivity 144 070 126 2,047 041
p<.05, “p<01, T p<.001
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Table 6. The effect of hair salon O20 platform services on sharing intention

Dependent Independent

Unstandardized coefficients Standardized coefficients R?

F

variable variable 5 SE 7 ! P (Adj.R?)
(Constan) 744 182 4.091 .000
) Informativeness 252 .050 269 50897 000

Sharing s * . 436

1 141 054 1 2. 01 4,

intention Credibility 05 39 593* 010 74.506 (430)
Convenience 112 .057 107 1.976 .049
Interactivity 261 048 279 5487 000

*p<.05, " p<.001

Table 7. The effect of flow experience on sharing intention

Dependent Independent Unstandardized coefficients Standardized coefficients , » r R
variable variable B SE (Adj.R?»)
(Constan) 1.563 174 8 8.972 .000
Sharing Timedistortion 153 041 172 3.738:: 000 57052 307
intention Enjoyment 244 040 289 6.095 .000 (:301)
Concentration 215 039 263 5469 000
p<.001

54?1263% F=26.817% p<.001 =0l 2
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