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Preceding Factors in the Effect of QR Code
Characteristics on Consumer's Purchasing Intention for
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Abstract

The utilization of QR code for mobile marketing in fashion business has been receiving
growing attention with the increasing smart phone users and wireless internet environment.
The purpose of this study was to investigate the effects of utilizing QR code for mobile
marketing on consumer's purchasing intention based upon TAM model.

This research was conducted by questionnaire method, in which the questionnaire was
distributed to the consumers in Seoul. Among the questionnaire returned from the
consumers, 196 were selected to be included in the analysis by developing descriptive
statistics, factor analysis, cronbach’s alpha, and regression analysis using SPSS15.0.

The results of this study were as follows:

There was a significant effect of QR code characteristics such as usability, mobility,
aesthetics of design on perceived ease of use. The factors of individuality, interactivity,
and aesthetics of design significantly affected on the perceived usefulness of QR code.
The ease of use and usefulness significantly affected the consumers' enjoyment which
positively affected on purchasing intention.

Key words : fashion business(If& AFY), mobile marketing(2HIZ OIAHIE!), perceived ease of
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Table 1. Mobile Marketing Case Studies of QR Code

UTE JIXICKG. Choi, 2008). 0l248t QR codel
SZ W20l QR codedl CIXOIS Jt0lgks 0]
JtSoiCh Wetd HEAMHH A CIXR! QR codes
HZSH J1el 210L 013 S8 HEAZ 4+ U0
SE AL S 0PE 50 =22 =0 U
KXol QR codell RES AHEH AMAD HEGI=
2Al QR codel AIZE REQAQl A2 AXR
Y HEIE #Eots gAl, CXel @4JF EILE O
BHEES FEe= PAOZ UHFH 2 £ UACHD. Lee,
2011). Table 13t 20l QR code= QR code?l Cl
NOIE =Q0HKICH QR codeldt IHhle AECE &
&ttt RUS22 W& NAS0| HZsl= MRS
2ol 22 0l RLIZZ MRS ¥=28 2 + UL
Ol Soll g<sll g2 Z&= DAH0H <ot
A DOl OI0IXIeH Mol Tist 2=l gigs o
£ £ QUCH"Idea in Ad", 2010). AHHA= QRZ
CE 08 Sofi2eifds HojZgA 2

Unialo The Uniglo employees' jumping picture put on Uniglo web site for improving
Figure 1 cooperation image by showing activity and positive image('ldea in Ad", 2010).
Kelburn Kelburn made big effectiveness using Kelburn code which means QR code
Figure 2 used in all stores for designers explaining products directly(M. Lee, 2010).

Victoria Secret

undergarments(Desai, 2013).

Earlier this year, Victoria's Secret took to the mobile advertising world and
incorporated QR Codes into their undeniably clever "Sexier than Skin" campaign.
The concept was simple: Huge billboards were installed with nearly nude models.
QR Codes were then placed over the most "revealing" areas, enticing users to
scan the codes to reveal the secret — the secret being their line of women's

QR code advertises how to make good shape with Skechers' walking shoes.
Taking QR code accesses various designs Sketchers' shoes and the information

Skechers . ) )
of working out. Also QR code accesses on-line store for getting product that
customers want(G. Kim, 2010).
CK jeans advertises product using its big and red QR codes as it is on the
CK ieans outdoor billboard. The advertisement arouses curiosity without its model or
FigLJJre 3 product's image not only to smart phone users but also to people who are not

2010).

smart phone user (Same example: Louis Vuitton, Bean Pole accessory) (Indvik,
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Figure 1.

- http://ideabulb.co.kr
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Figure 3.
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Figure 4. Research Model
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H(Table 2) iKX= 47.4%,

= HTMMS HAMNA QR code 5401 4 =TS S2O%E SAY OIEH S = e
= Av0iA= TS0l A = Ch oIS OOKI-25KIDt 61.7%, 9126-30A
HIAF FOHAZ0 OIXE S&E ASoDl A = 5592 pgyn mee stMol 56.1%2 ot
Dbl 0/ZXIEQ! 100HHIA 300 AOISl HE T Doz LEI4on To 107% X9 97%
X AHITVSS HACZ 82 ZNB 8NS myoxm gruz Uel, S2e (8w Hs o
Gt M2 Jyze JIES Msei(Kwon, 2011 Zoi0] 67.9% U1EE W 2 E¢! 153%2 Uit
Zhao, 2011)E BIGOR & &30 R== 23t op 5,20 qo0pr@ gioto) 53.6%.2 =30 LiE
A20 QR codeel =4, K=" ABEBO0IE, = yom o(-goparel 010kl 14.3%, 301-4002+l
8 S84, T2E Eis, ANt ommce 15801 12.8%2 LECT
=XEYUCH QR codel :/ge AHEEOlS, OIS QR codedl TjEt PIAE ATHER(Tabls 3)
¢, HEd, aeRgd, Joll Uiel 80ld 892 o o g s 434% 0122 So1goU
o2 FHHCHKwon, 2011). %E@ H2X= W=D =0l oS = Q2Cls S0| 23.0%
Melotl +&8 196% MES SPSS 15.08 012 |\qior Apgie=0| QR codeZ ®olE £ YUs
Of01 El==s, WRAZZS SAAZNCE 8H 2 gy oiox om0l Cieh AHES QiCks 2
Mot0l g 2Sortt 53.6%, UCHS SHS 46.4%2 LIEIHTH ML=
QR codedt U=XE EH M2t= QR code UCH
S 2u0l 27%2 UELD ®oi= jHz2s X5
V. 2 H WA, BA S9 01E 48 0|82 S0lgts S¢
0l 21.4%, A2, ®XI, S SO Q1M OHH 21.0%
1. ZAHATIS] QBHE Abat 2 LIERCH 2OHt RE WX ARS8 o
SOl O|A0] 59.7%2 JM& B10| LIERACH
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Table 2. Demographic Information

Frequency %
female 93 47.4
Sex
male 103 52.6
under 19 15 7.7
20-25 121 61.7
Age 26-30 46 235
31-35 8 4.1
over 36 6 3.1
student 110 56.1
business 19 9.7
house—maker 21 10.7
Job specialized job 17 8.7
government employee 13 6.6
self-employed 4 2.0
etc. 12 6.1
A high-school graduate or below 23 1.7
Education A colleage undergraduate or graduate 10 5.1
A university undergraduate or graduate 133 67.9
A graduate school undergraduate or graduate 30 15.3
below 1,000,000 105 53.6
over 1,000,000~2,000,000 22 11.2
Monthly over 2,000,000~3000000 28 14.3
income over 3,000,000~4,000,000 25 12.8
(won) over 4,000,000~5,000,000 1A 5.6
over 5,000,000 5 2.6
amount / sum 196 100.0
Table 3. Cognizance of QR Code
Frequency %
Not at all 24 12.2
Knowing about QR code but having no 45 930

experience in taking QR code

Knowing about QR code Knowing roughly about What QR code is and 85 43.4

How to use QR code

Knowing well about what QR code is and how

to use QR code 42 214

Having the App taking the QR Yes 9N 46.4
code in the smart-phone No 105 53.6
The Impressive QR cord that No 143 73.0

you know Yes 53 27.0
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Table 3. Continued

Frequency %
Printed Media such as newspapers, 41 210
magazines, fliers, and etc. '
The advertisement in the public (mass) " o1 4
A medium of advertisement that transportation(e.g. sub. way, bus, taxi...)
you take QR code Outdoor billboard 19 9.7
Multimedia such as TV or Internet 32 16.3
etc. 44 22.4
No answer 18 9.2
More than one time in a day 20 10.2
) More than one time in a week 18 9.2
Frequency of using the QR —
More than one time in a month 117 59.7
code
No answer 4 20.9
Total 196 100.0
2. QUUEN U Az 24 3. I8 d&
= ARNNE =4EZ =4S AMBoIRLD Kol 1) S0 10 IHE AFHOlM QR codel =M (AF
3l@ole  dHole A2A3E  Zd(orthogonal gEHOY, 0184, HEY, &5 g4, el [
rotation)S  OI26IFCH  HI2IHAS M (varimax ol Alfld)e X2=E AI220140 93s 012
rotation)S GIACH QQRIEAE Sotol 9 2010] 20ICH.
CECACE E=E 9 Q210 S48 H8ole +
= OONEN Tet HYHOIRUCH Table 401 LIEHS 240t QR codell S40| XZE AEE0140| 0IXl=
20l 2521 RUEAUANE 2018 7dots 855 ogas MHSH(Table 6) ABEAMS Z20 B
°f SS0l Meh AgEold, 0154, HEL, 485 —qg302 Qo Y82 0IAE A2 LEHT
2M o|AI|A otg| Al2R0|M 2e oz _ _
B, UNEA0s, A= NEshe, JmE 7 (p<.01). 0S4 ZL0 B=12002 RS F3
o, AXIE ENHE, FHAEZ HHSIACE M0 S DIES o A AUCHP<.05). ASEEH H
o dHAL2 75.27%2 HSYA0| =H UEHGC ~ _ B
B=2182% Rost &2 0lXles A2Z ULEL
2 ARNAS T2HlE YMHAZ R A CHp<.001). CIRtRL dOldel ZH B=4212=2
O] 2st SO JMTE HSoIYU20(Table K98t s 0lAsS 2 &= UCHp<L.01). et
5), O 2= AIRHOM, O|SA, HEA ASX Hgds Mg 2= QR 2E S4 HAHl ANHAM
24, UXAAN0IY, NS AS201Y, LS R CIXtel &01d, dsxsd, Asdld, 1eld 0
24, oKX= EHZ, FMAZ 25F0UHAM 0.80/a2 S48 &2=2 XZE AM220140 &2 0X=
2 UEL A2l=E&E CHEGHACEH AE € = Ul RE IJEETE = UEHET
(74.2%)
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Table 4. Factor Analysis
i ° 3 4 5 6 7 8 9 Eigen | Variance Accgmulative
value % variance%
ad2| 781 | 223 | 204 | 187 | 126 | 126 | 182 | 117 |-.023
Porceived |ad1| 768 | 258 | 135 | .184 | 103 | .18 | .073 | 173 | 102
enjoyment |a43| 697 | 296 | 213 | 131 | 083 | 076 | 153 | 276 | .08 | /08| 16649 | 16.649
ad0| 692 | 257 | 281 | 233 | 148 | 223 | .089 | .093 |-.088
a27| 250 | 747 | 189 | 092 | 115 | 203 | 098 | .119 | .184
a24| 217 | 736 | 187 | .195 | 203 | .188 | .067 | .11 |-.003
a23| 258 | 684 | 272 | 201 | 124 | .140 | .163 | 064 |-.259
 lac6| 345 | 682 | 208 | 170 | 145 | 260 | 138 | 066 | .142
A?Sthet.'cs a25| 388 | 635 | 185 | 240 | 222 | 088 | 115 | 165 |-.1o5| 008 12.084 | 28.732
of desian I~ el 301 | 624 | 121 | 181 | .190 | .176 | 189 | 231 | 256
a29| 398 | 547 | 198 | 172 | 216 | .163 | .143 | .187 | .159
a30| 164 | 444 | 190 | 102 | 159 | .136 | 248 | 042 | 101
al7| 305 | 186 | 715 | .146 | 146 | 174 | .188 | 217 | .019
al8| 354 | 315 | 633 | .118 | 241 | .186 | .030 | 220 | .125
a20| 361 | 321 | 619 | 215 | 077 | .194 | .186 | .106 | .146
Interactivity | a21| 596 | .191 | 605 | .144 | 066 | 110 | .124 | 080 | .135 |4.381| 9.523 | 38.255
al9| 268 | 261 | 586 | 218 | 261 | .002 | .182 | 260 | .132
al6| 406 | 275 | 577 | 210 | 211 | 240 | .097 | -.005 | .015
a22| 351 | 242 | 482 | 311 | 078 | 387 | 224 | 077 |-.146
al | 007 | 128 | 105 | 747 | 204 | 262 | .056 | -.047 | 283
ad | 268 | 204 | 138 | 745 | 194 | 122 | 175 | 078 |-.062
Usability | a3 | 113 | 201 | 079 | 729 | 291 | 109 | .145 | 144 |-.041|4.038| 8.778 | 47.033
a2 | 213 | 165 | 196 | 664 | 072 | .191 | .328 | .084 | .155
a5 | 322 | 157 | 299 | 622 | 241 | 090 | .069 | 250 |-.008
a7 | 179 | 175 | 119 | 247 | 814 | 187 | .150 | .023 | .054
N a6 | 181 | 149 | 106 | 311 | .756 | .105 | .149 | .131 |-.036
Mobility 1= e 165 | 286 | 221 | 188 | .730 | 205 | .160 | -.005 | 087 | o408 | 7405 | 54.439
a0 | 084 | 277 | 185 | .188 | 507 | .337 | 293 | 244 | 179
a34| 317 | 319 | 199 | .108 | 201 | 716 | .140 | 203 |-.001
Serceiveq |[%5] 491 | 385 | 261 | .187 | 285 | 648 | o2 | .17t | .148
use;fuel::ss a31| 191 | 337 | 246 | 273 | 170 | 623 | .144 | 253 | .034 |3.378| 7.344 | 61.782
a32| 231 | 326 | 203 | 233 | 284 | 671 | 177 | 188 |-.062
a33| 264 | 308 | 095 | 244 | 259 | 570 | 168 | 151 | 121
al0| 159 | 124 | 098 | .186 | 210 | .140 | 818 | .163 | .033
all| 182 | 183 | 158 | .193 | 152 | 234 | .769 | .140 | .013
o Tat2| 252 | 186 | 241 | 239 | 272 | 108 | 546 | 073 | 346
Individuality | o8 300 | 354 | .083 | .113 | .001 | 515 | 153 | 2oz | >99°0| 6510 | 68.292
al3| 421 | 115 | 228 | 256 | 114 | .183 | 485 | 237 | 416
ald| 299 | 127 | 328 | 247 | 108 | 115 | 411 | 206 | 484
— [a46| 392 | 227 | 156 | 161 | 111 | 183 | 225 | 707 | .063
Purchasing
o0 [aad| 260 | 216 | 272 | 141 069 | 249 | 246 | 686 | 007 |2.291| 4881 | 73273
ad5| 472 | 306 | 317 | .118 | 111 | 228 | 095 | .492 | .072
a39| 157 | 207 | 335 | .069 | 130 | 312 | .154 | .132 | 715
Porceived |a38| 401 | 231 | 241 | 167 | 214 | 311 | 203 | 198 | .704
case of use|ad6| 344 | 187 | 130 | 267 | 205 | 134 | 230 | .115 | .eos | -20°| 2005 | 75278
a37| 527 | 200 | 245 | 130 | 239 | 479 | 233 | .047 | 579
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Table 5. Internal Consistency

Mean Standard deviation Cronbach's a
Usablity 3.36 773 .889
Moblitiy 3.25 .858 .879
Individuality 3.32 .764 .882
Interactivity 3.16 .936 .926
Aesthetics of design 3.38 .823 .934
Perceived usefulness 3.29 .790 .883
Perceived ease of use 3.32 .934 .902
Perceived enjoyment 3.13 .940 .908
Purchasing intention 3.14 .910 .881
Table 6. Effect of QR Code Characteristics on Perceived Ease of Use
] fef Standardized ; ;
Unstandardized coefficient SO e ; Collinearity
B standard error beta tolerance VIF
(constant) 182 149 1.221
Usability .166 .055 163 3.010%* 470 2.128
Mobility A1 .049 120 2.247* 479 2.088
Individuality .073 .064 .070 1.141 .360 2.781
Interactivity 185 .056 .218 3.334x%x 321 3.118
Aesthetics of 407 059 421 6.902¢xx 368 2.717
design
R’=.742, F=108.21%x
*p<.05 **p< .01 **xp<.001
Table 7. Effect of QR Code Characteristics on Perceived Usefulness
q ff Standardized q ;
Unstandardized coefficient e ; Collinearity
B standard error beta tolerance VIF
(constant) -117 187 -.626
Usability .084 .069 .070 1.217 470 2.128
Mobility .032 .062 .029 516 479 2.088
Individuality 275 .080 .224 3.422x%x .360 2.781
Interactivity .388 .070 .386 5.565%** .321 3.118
Aesthetics of N
design 272 .074 .239 3.687x*x .368 2.717
R’=.710, F=91.91%+*
*x*p<. 001
2) 270K 20 THE AFHOIM QR codell & (Af Xol AlDIA)S X2E SgM) gste 0|2

E8od, 01s4, HEd, ds
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AN - 0|23 / HEHIELIA 281Y OIHIE S QR code 40| AHIX RO FeE OlRls d8iHo
QR code2 S40| X2E RS40 0= & OIXIE EA20 0IXle Z&2 AHEH(Table
£ AHEH(Table 7) UHE3HH2 2He 8iS2 8) AIRR0/49 AL [B=.23902 Qo5+ A&t
2 2 ACH, HEHY B0 [p=22422 RY 2 0IAS 2 £ UCHp<.01). X2E R84 HLR
g g2 0128 2 = UCHp<.001). ASHEH Ol B=.60722 Qo8 A&t 0|X= 202 LIE
o FAR0 B=.38622 RSt &S 0IXEs A2 StCHp<.001). [M2tM X2 R84, 2l AES
2 LIERCHPp<.001). CIXtQ! AlDigel <o B 018 =22 2E SHs0 IS lidl= XS
-03902 9ot 9sS plES o £ 90} &% & QoM PE HYTT = LIEHCHE6.7%).
(p<.001). WEtM AISEHOH, 0ISHS IS 2 4) HARIE 4 XA=E ENHSS F0AZN FasS
£ QR code S4 #0l0l UNM 45 =gy, O 01E X0ICL
ol ADIA, 1210 HEAo 202 K= 284 oIXIE EAS01 200 O0IXl=s Fgs A1
0l Ze= OIXle A2 & = U2H B8 gL 20 (Table 9) O|I|5| ENHS9 =20 B=.7302=2
= LIEFSHCHT1%). 2Os HE2 OlXlz H2Z LIECHp<.001). W
3) A0 3 KAE AL2E0l41 X2E R84 2t oIXIE & 'IEO' Ao 2FHQ JEs
2 oIXE EAH230 g 012 Hoidt Fle A2 2 £ Y20 28 ST =H LIE
SHCH(53.3%).

Table 8. Effect of Perceived Usefulness and Perceived Ease of Use on the Perceived Enjoyment

Unstandardized Standardized . )
- - Collinearity
coefficient coefficient t

B standard error beta tolerance VIF

(constant) .163 167 977
Perceived Ease of
.285 .089 .239 3.197** .308 3.242
Use

Perceived

611 .075 .607 8.112x%x .308 3.242
Usefulness

R’=.667, F=193.11%**
**p<, 01 **xxp<.001
Table 9. Effect of Perceived Enjoyment on the Purchasing Intention
. o Standardized . .
Unstandardized coefficient o Collinearity
coefficient
t

B standard error beta tolerance VIF
(constant) .929 155 5.989
Perceived

) .706 .047 .730 14.873%%x 1.000 1.000
enjoyment
R?=533, F=221.19x#x
*xx%p< 001
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