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Abstract 
 

The study-in-progress investigated technology acceptance model (TAM) 

for the usage of QR codes, and used TAM as a basis for hypothesizing the 

effects of such variables on the intention to use QR codes application. The 

technology acceptance model (TAM) proposes that perceived ease of use 

and perceived usefulness forecast applications usage. QR codes have 

become an increasingly popular mobile marketing tool due to the rapid 

growth of Internet technologies. Mobile tagging, based on QR codes, presents 

a chance to increase the accessibility of mobile services and obtain in-depth 

information immediately. QR codes let the operator of the attraction to send 

information about specific items, exhibits or locations directly to those 

locations which the tourist can then enter via the smartphone by scanning 

the QR code. This study focuses on the individual users’ acceptance 

investigation for the QR codes in tourism marketing. It develops a 

technology usage model for the QR codes. The contributions of this study 

are twofold. First, this study may help identify whether tourists would like 

to accept QR codes or not. Second, this study will help to determine the 

factors that are significant in explaining the intention towards using QR 

codes.  

Keywords: Tourism, Mobile marketing, QR code 

1. Introduction 

New technologies have become an essential component of our life 

(Hloušková and Šilhánková, 2014). The 21st century is the age of 

smartphones and Digital devices. It is the „digital age‟ (Davies, 2014).  

Everyone around the world possesses a mobile phone. It has become the 

initial communication and trading tool for many people. We live in „a 

mobile society‟ (Becker and Arnold, 2010).  

The development of QR codes (Quick Response Codes) applications 

parallels the unmatched invasion of mobile devices. In the first quarter of 
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2014, in the U.S. market, the number of the smartphones is over 70 

percent and increasing every day (Nielsen, 2014). Mobile device users, 

with 8 out of 10, have been supported by their mobile phones while 

shopping (Ertekin and Pelton “a”, 2014). The number of QR code users is 

increasing. It has a place in the consumer culture and becomes a vital part 

of „consumers‟ day-to-day browsing habits‟ (Ertekin and Pelton “a”, 

2014). 
 

Several previous studies dealt with the QR codes in general and explored 

its relation to a variety of topics, such as advertising (Probst, 2012; 

Ertekin and Pelton, 2014; Meydanoglu, 2013), Marketing and Mobile 

marketing (Demir et al., 2015; Brabazon et al., 2014; Profound Ideation 

Inc., 2012; Pitney Bowes Inc., 2012; Sago, 2011; Weir, 2010), Security 

(Narayanan, 2012), use of QR code in Tourism in general (Emek, 2012), 

Religion tourism (Alshattanawi, 2012). However, there is a gap in the 

literature of previous studies for studying, effective acceptance and uses 

of the QR codes by tourists. This study is treating the gap in previous 

studies to evaluate the Tourist Acceptance of Quick Response (QR) Code. 
 

This study makes important contributions in fulfilling this gab through 

studying the QR Codes with details, Its definition and history, its benefits, 

how to generate and read it, its uses in the tourism industry and in tourism 

marketing 
 

 

This study aims to explore the acceptance of QR code in tourism 

enterprises through the literature review of the QR code, related studies 

and theories of technology acceptance model (TAM), theoretical basis 

and factors which may influence tourist‟s perception of usefulness and 

ease of use to understand the acceptance of QR code were chosen.  
 

2. Theoretical Background 
 

2.1. The History of QR Codes: 
 

In 1994 QR Codes were produced in Japan by Denso Wave, a subsidiary 

of Toyota, as a method to organize car parts (Turner, 2013; Bello, 2012; 

Brabazon et al., 2014; Winter,2014). The primary purpose of the QR 

Code was for inventory, but its use expands away behind this function 

(Brabazon et al., 2014). Anyone worldwide can create QR Codes, with no 

cost or constraints (Brabazon et al., 2014).  The using of QR codes 

outgrew the car industry and entered into many fields like the marketing 

domain (Weir, 2010). In 2011 QR code became commercialized with the 

development of the telecommunications industry. Today the commercial 

popularity of QR code is driven by smartphones (Probst, 2012).  
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 2.2. Definition of QR Code:                                                                   
A QR code, as shown in figure 1, can be defined as a two-dimensional  

printed barcode (Ertekin and Pelton “a”, 2014) that looks like a square 

with smaller black and white squares (Waters, 2012) and can be decoded 

by readers on mobile devices equipped with a camera (Tang and Wang, 

2012). Ertekin and Pelton “b”(2014:85) noted in short, that “QR code is a 

virtual pathway between buyer and seller “. 

  

                                                                                 

 

 

 

 

 

Figure 1: QR Code 
 

 
 

2.3.The Benefits of QR Code 

The main value of QR codes is their interactive power (Probst, 2012), 

and the reason for its quick response is that they link the offline world to 

online content with ease (Waters, 2012). It works as a bridge between 

physical and digital worlds (Hakimpour and Zardiny, 2014; Bello, 2012; 

Cooper, 2011). Once reading a QR code, the user will pass from offline to 

limitless online contents (Tang and Wang, 2012; Probst, 2012), and can 

obtain any kind of file that it was designed (Capua et al., 2012). 

Davis (2014) pointed out that 'QR codes are a beneficial additional tool 

for interpretation' alongside the traditional methods such as signs, 

Website, and brochures. QR codes can include many various types of 

information such as events list and dates, contact address, text, website 

address and links to download anything (Narayanan, 2012; Demir et al., 

2015). 

QR codes also offer versatility as they can be expanded and minimized to 

the size of a signboard or a stamp respectively, and can be integrated with 

any kind of marketing materials (Probst, 2012). “They are capable of 

encoding the same amount of data in approximately one-tenth the space 

of a traditional 1D code” (Querini et al., 2011,p:140). 

According to Ertekin and Pelton “a” (2014:47), “the companies that 

effectively use QR codes gain a competitive advantage over the others”, 

especially in some market segments such as college students and 
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teenagers (Demir et al., 2015). Davis (2014) noted that QR codes appeal 

to mobile users' curiosity. QR codes are becoming Pervasive in all of the 

life aspects (Alshattanawi, 2012) because they‟re easy to use, viral 

interest, and allow to connect to clients both online and offline (Olsher, 

2012).  

QR Code storage capacity (table 1) depends on the types of data encoded 

(Demir et al., 2015; Hakimpour and Zardiny, 2014), which could be 

numeric, alphanumeric, binary, and Kanji (Alshattnawi, 2012; Hakimpour 

and Zardiny, 2014). There are several versions of QR code data capacity 

(Alshattnawi, 2012).  For example, the storage capacity of QR codes in its 

fourth generation includes new options about previous ones (Demir et al., 

2015). 

 

Table 1: QR code Data Capacities 

QR code Data Capacities Storage Capacity 

A. Numeric or Digit: 7,089 numbers maximum. 

B. Alphanumeric or Letter: 4,296 characters' maximum 

C. Binary number (8bit): 2,953 bits maximum 

D. Japanese Kanji/katakana: 1,817 characters maximum (Shift_JIS) 

. 

E. Chinese character: 

F. Chinese character: 

984 characters maximum (UTF-8) . 

1,800 characters maximum (BIG 5). 

Source: (Chen and Weng, 2010) 
 
 

QR Codes are more durable, where it has „error correction capability‟ for 

restoring and decoding data even if part of the code is damaged or 

missing (Waters, 2012; Emek, 2012; Zhang et al., 2012). There are four 

levels of error corrections (L 7%, M 15%, Q 25%, and H 30% error 

correction) (Hakimpour and Zardiny, 2014).  

Querini et al. (2011) argued that a QR code has a splitting function. This 

feature enabled users to get a number of QR codes (up to 16 codes) 

containing the same data to print them in smaller areas. 

QR codes can achieve many advantages for users such as obtaining a 

value, receiving exclusive service about others, and make hime as a part 

of a particular society (Profound Ideation Inc., 2012), saving precious 

time and money (Alshattnawi,2012; Profound Ideation Inc., 2012). QR 

codes have many hidden advantages over traditional bar codes. First, 

creating it with free software and using without a license. Second, 
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containing more information than a bar code. Third, reading it with any 

smartphone equipped with a camera (Cox and Shiffler, 2014).  

In a traditional barcode data can be read only vertically (Waters, 2012; 

Narayanan, 2012), while a QR code can be Readable from any direction 

(Brabazon et al., 2014; Zhang et al., 2012) both vertically and 

horizontally (figure 2) (Waters, 2012; Narayanan, 2012). This feature is 

completed through the three squares which located at the three corners of 

the code (Querini et al., 2011). Because QR codes can read in two 

directions, they are referred to as two-dimensional barcodes (Brabazon et 

al., 2014; Winter, 2010). Emek (2012) noted that “classic 1D barcodes 

show “product identification” while QR codes show “product 

descriptions”. 

 

Figure 2: A QR code allows storing more information than a barcode 

Source: (Waters, 2012) 
 

 

 

2.4. Generating and Reading of QR Code 
 

Regardless of its various functions, a QR code is easy to create. There are 

many free softwares and QR code generators available online like 

(Kaywa: http://qrcode.kaywa.com or QR Stuff: 

http://www.qrstuff.com/index.html) (Bello, 2012; Tang and Wang, 2012; 

Martínez-Graña, 2013). The steps to generate a QR code are not difficult 

(Li, 2014; Meydanoglu,2013) as follows:  

 Using a search engine to find a specific QR code generator. 

 Setting the type of data that will be encoded (e.g. URL, e-mail 

address. etc.)  

  Specifying the choices of additional customization (e.g. Size, 

color, style. etc.) 

  Creating the code after the required information has been entered. 
 

QR Codes can be read by so-called “reading applications”, which are 

essentially “barcode scanners” (Unitag, 2016). They are freely available 

online for most devices (Meydanoglu, 2013). The user can read or scan a 

QR code through an easy three steps (Figure 3), as follows (Unitag, 2016; 

Meydanoglu, 2013; Winter, 2010):  
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 Download a reader from any application store. When the 

application is downloaded, the phone‟s camera becomes a QR 

code scanner. 

 Start the application and scan the QR code. 

 Put the camera toward the code until you can see it in your viewer 

and scan it. Don‟t press any button, the picture will be taken 

automatically to decode the code.  

 

     Figure 3: How to read a QR code 

Source: (unitag, 2016) 
 

Once the reader application captures the targeted code, The decoding 

process would be finished (Tang and Wang, 2012). Consumers can take 

whatever action the code instructs such as learning more in-depth about 

the product, sales promotions, and offers and more (Ertekinand  Pelton 

“b”, 2014). 
 

 

2.5. Applications and Uses of QR Code 

According to the research by the Yankee Group firm, the number of QR 

code users worldwide increased from 18 to 104 million between 2012 and 

2016 (Pasque and Elkin, 2013), which means the base of QR code users 

and its popularity is increasing quickly worldwide (Turner, 2013; Shin et 

al., 2012). In Japan- where QR codes appeared- people use them 

increasingly in their everyday life, such as in magazines, stores, 

McDonald‟s wrappers (Mostafa, 2014), advertisement, shopping, 

WebPages, passports and visas, and travel leaflets (Chen and Weng, 

2010). QR code applications are relatively high in many other countries 

around the world (Pasque and Elkin, 2013) 
 

The usage of QR codes prevailed worldwide in several domains (Zhang et 

al., 2012) as a data accessibility tool (Waters, 2012). It can be used in 

marketing, shipping, inventory, education, healthcare, tourism (Fathin and 

Nurul, 2014), warehousing, logistics services, and transportation (Puhe et 

al., 2014).  It can be found in advertisements, retail stores, airlines, 
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restaurant menus, product information (Cox and Shiffler, 2014), 

brochures, flyers, product cards, packaging, trucks, and on screens in 

shopping malls  (Tang and Wang, 2012), data encoding, fun (Bello, 

2012). QR code applications can be used to make purchases, access 

additional information in the web, offer discount coupons, interact with 

social media (Shin et al., 2012), make mobile payments, and Scan e-

ticket, and numerous other applications (DeMers, 2014). 
 

 QR codes are increasingly printed on „business cards, posters, billboards, 

clothing, and many other things‟ (Puhe et al., 2014). It can be added about 

anywhere like interpretive and visitor information signs, or „even on a 

stand-alone post‟ (Trail and Scotia, 2012). Puhe et al. (2014) pointed out 

that “QR codes can be used for location-based services (e.g. On 

timetables at the station to Know arrival times of the next transport 

means) or for e-payment using a mobile phone and QR code printed on 

tickets”. 
 

2.6. Applications and Uses in Tourism Industry 
 

Tourism and hotel businesses are seeking to take advantage of the 

growing power of the Internet and mobile devices to provide new mobile 

marketing strategies in order to attract this increasing consumer trend 

(Car et al., 2011). Today, tourists depend on mobile tagging, based on QR 

code to achieve several needs and services and to obtain a lot of 

information at any time (Emek, 2012). 

In a tourism field, QR codes can increase the tourist experience at a 

destination (Dickinson et al., 2014) and influence him positively 

(Vichivanives and Ralangarm2015). Tourists can obtain more information 

about a special point of interest in their trip by scanning a QR code 

quickly (Kerry-Bedell, 2012). QR code can be usable on many tourism 

areas, as follows: 

2.6.1. Museums, galleries, and historical places  
Rolando and Scandiffio (2013) noted that QR code could improve 

interaction between tourists and cultural places. In this case, information 

exchange between them would be in a positive direction, but not just a 

passive exchange of information between tourist and smartphone. QR 

codes can act as “a personal tour guide” (Davis, 2014; Kerry-Bedell, 

2012). There is not enough information on posters which was found in 

temples and historical places. So, tourists could scan QR Codes to search 

for more information about the temple, its history (Vichivanives and 

Ralangarm, 2015, Wolff et al., 2014), and offer a multi-media experience 
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for them like in The Cleveland Museum of Art place (Walter, 2016; 

Emaldi et al., 2010; Trail and Scotia 2012; Emek, 2012). Many foreign 

cities, streets, castles, rivers, and parks have the informative codes and 

use these codes to provide tourism information to the tourist's mobile 

phones through QR code scanning (Emek, 2012). 
 

 

2.6.2. Accommodation and Restaurants 

Accommodation places can use QR codes in many areas like rooms, 

elevators, and the lobby to give customers more information and 

instructions or tips during their stay (Emek, 2012). Restaurants can also 

use QR codes to identify the history of the restaurant, Nutritional 

Information, video recipes, coupons, and receipts with customer survey, 

restaurant location, daily or weekly event details, and education 

(Profound Ideation Inc., 2012). 
 

 

2.6.3. Travel and Ticketing 

QR codes can be used for the payment of train or airline tickets 

(Meydanoglu, 2013). Many airlines use QR code for promotion and 

boarding services (Emek, 2012). American Airlines was one of the first to 

use QR Codes to provide an instant information for travelers such as real 

time for the flight and how to access to a reservation portal (Turner, 

2013). The ticket data is encrypted in a QR code and sent to the traveler 

via a website or in a text message (Canadi et al., 2010). The customer 

only needs to scan the QR Code at the gate (Chen and Weng, 2010). 

Zhang et al. (2012) noted that “QR code could be the best carrier for e-

tickets”  
 

2.6.4. Event information 
 

According to Canadi et al. (2010) QR codes are used to provide 

additional facts and data about the event such as time, location and event 

description via encoded hyperlink to lead to the mobile website. 

Alshattnawi (2012) mentioned that QR codes could be effective in 

religious trips like “Umrah or Hajj”. The visitor needs to capture the QR 

codes, save them on his mobile and use them to identify all the necessary 

information which supported with videos about pilgrimage steps and how 

to use QR codes. 
 
 

2.7. Applications and Uses in Tourism Marketing 
 

Most owners of smart devices addict to use them in everything (Profound 

Ideation Inc., 2012). It is a very important issue from the perspective of 

marketers (Car et al., 2011). As a result, A new marketing channel 

appeared (Car et al., 2011), Which makes marketing companies pay 

increasing attention to present a new marketing strategy towards this 
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market segment (Demir et al, 2015). Today, many companies can apply 

QR codes marketing strategy (DeMers, 2014). QR code provides more 

flexibility for marketers (Pitney Bowes Inc., 2012). It can be used in 

interactive marketing and advertising to offer several tools (e.g. 

Questionnaires, voting) and information about their customers‟ needs 

(Meydanoglu, 2013; Sago, 2011). 

QR Codes can be integrated into any type of printed materials (Human 

Service Solutions, 2016). Many indicators and marketing information can 

be obtained from the integration of QR codes into print advertising 

(Meydanoglu, 2013). Each time a QR Code is scanned, the company 

receives information on Geo. Location, time and date of scanning 

(Brabazon et al., 2014), the average time spent on the site, the total 

number of scans,  and the country (Meydanoglu, 2013; Brabazon et al., 

2014). 

All of this information is very valuable to measure the tourism marketing 

campaign effectiveness, through providing information about 

demographic components and consumer behaviors (Meydanoglu, 2013). 

Companies also use this information to evaluate the return on investment 

of QR marketing (Sago, 2011) in order to measure the success of the 

marketing campaign and the possibility of implementing the next 

campaign (Meydanoglu, 2013). 

QR codes marketing campaigns can be used in shops (Emek, 2012). 

These campaigns can emerge the consumer‟s curiosity while shopping 

(Meydanoglu, 2013). For example, the Korean Tesco company 

implemented a marketing campaign in subway station entitled “Let the 

store come to people” by establishing a virtual store. After customers scan 

the QR code of the product and choose what suit them, purchased 

products are sent to their home. Tesco‟s online sales increased 130 % 

after the campaign (Walter, 2016). 

Finally, QR Codes are one of the best tools available for tourism 

marketing to smartphone users (Waters, 2012). Mobile applications such 

as QR codes are forming the marketing scene in the future (Ertekin and 

Pelton “a”, 2014). “Marketers see QR codes as an effective way to attract 

customers and keep the brand in their mind” (Probst, 2012). “This is what 

makes QR Codes such a strong marketing tool for any industry” (Pitney 

Bowes Inc., 2012). 
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3. Conceptual framework and hypotheses development 
 

3.1. Technology Acceptance Model (TAM) 
 

Technology acceptance model (TAM) is an intention-based model 

developed specifically for clarifying and/or predicting user acceptance of 

new technologies (Goh, 2011). Technology acceptance was defined as 

“an individual‟s psychological state with regard to his or her voluntary or 

intended use of a particular technology” (Park, 2009, p:152). TAM posits 

that two factors, perceived usefulness and perceived ease of use, are the 

two main determinants of system usage in organizations (Kim & Woo, 

2016). In TAM, Perceived Usefulness (PU) is defined as the degree to 

which an individual believes that using a particular system would enhance 

his or her job performance whereas, Perceived Ease of Use (PEOU) is the 

degree to which an individual believes that using a particular system 

would be free of physical and mental effort (Davis, et al., 1989).  

A considerable number of studies have indicated that the Technology 

Acceptance Model (TAM) is a proper psychometric tool with which to 

evaluate consumers‟ acceptance of technology, determined by the 

individual‟s opinion of the new technology‟s usefulness (e.g Kim & 

Woo,2016; Goh, 2011; Lee  et al., 2011; Park, 2009; Chu, et al., 2010). 

Therefore, the first purpose of this study is to apply the TAM to domestic 

tourists‟acceptance of the QR Code in tourism marketing to assess their 

acceptance for the use of QR codes. The research presented here is 

motivated and guided according to (TAM) by main hypotheses that are: 

H1. Perceived ease of use (PEOU) positively affects Perceived usefulness 

(PU). 

H2. Perceived usefulness (PU) positively affects Attitude toward using 

(ATT). 

H3. Perceived ease of use (PEOU) positively affects Attitude toward 

using (ATT). 

H4. Attitude toward using (QR) code positively affects intention to use it. 

H5. Perceived usefulness (PU) positively affects intention to use it. 

3.2. Perceived information quality (PIQ) 

Information Quality should be judged using the criteria of relevance, 

accessibility (validity), interpretability, and integrity (composed of 

accuracy and completeness) (Bovee 2004). Nicolaou& McKnight (2006, 

p: 337) define PIQ to mean "cognitive beliefs about the favorable or 

unfavorable characteristics of the currency, accuracy, completeness, 

relevance, and reliability of the exchange information". 
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While, research has noted the importance of perceived information 

quality (PIQ) in the acceptance of new technology and its link to 

individuals‟ intentions to use a new technology system (Amoako-

Gyampah, 2007). PIQ has been linked in empirical studies to influencing 

customers‟ PU positively (e.g.,Chen& Huang, 2013; Rese, et al.,2014). 

Morover, Rese et al. (2014) identified a positive relationship between 

information on users‟ consumption choice and their confidence in the 

usefulness of the information provided by the new technology. Thus, the 

current study adds PIQ to the original TAM as an important variable to 

examine the PU of the QR Code for the domestic tourist. 

From this point of views, this study seeks to expand the TAM including 

PIQ in order to find out the effect of the constructs on the intention to use 

the QR Code in tourism marketing, and given these findings, hypothesis 

is further proposed as:- 

H6. Perceived information quality (PIQ) positively affects Perceived 

usefulness (PU) of QR code. 

 

3.3. Perceived Interactivity (PI) 

There is no well-established scope and definition for „„interactivity‟‟ 

(Johnson et al., 2006) although the concept is regarded as crucial to a 

successful internet based marketing (Cyr et al., 2009). As already 

outlined, earlier research by Lee (2005) four important components to 

interactivity in a mobile commerce setting can be defined, namely :(1) 

user control, (2) responsiveness, (3) personalization, and (4) 

connectedness. Hence, the concept of interactivity has received much 

interest from scholars in various disciplines (Kim, 2011). Moreover, Zhao 

(2012, p:830) defined interactivity from four different perspectives: as a 

feature of technology, as a process of message exchange, as a user's 

perception of using a technology or going through a process, and as the 

combination of the above three perspectives. From a perception-based 

perspective, perceived interactivity was defined as “the extent to which 

users perceive their experiences as a simulation of interpersonal 

interaction and sense they are in the presence of a social other” 

(Thorson& Rodgers, 2006, p:6). Thus, the current study adds PI to the 

original TAM as a vital variable to examine the PU of the QR Code for 

the domestic tourist. 
 

H7. Perceived interactivity (PI) positively affects Perceived usefulness 

(PU) of QR code. 
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Figure 4. The research model (A technology usage model for QR code) 

Adapted from the Technology Acceptance Model Davis (1989) 
 

4. Methodology 

This study, based on TAM, is paying attention to clarify and predict QR 

codes acceptance behavior, as well as to develop external variables 

(perceived information quality and perceived interactivity) which 

influence perceived usefulness, perceived ease of use and behavioral 

intention.  
 

4.1. Research Design  

In order to test the research hypotheses, a well-structured questionnaire 

was designed and distributed to a convenience sample of tourists who 

agree to participate in this study. The research limits the age of the 

participant to be between 18 and 35 years because, technology is already 

extensively adopted among the younger age group. Moreover, a trip 

searching scenario was created by mimicking travelers' use of a 

smartphone device to scan a predefined QR code, searching for 

destination (i.e. Egypt) related information.  

 

Questionnaires were distributed among 150 domestic tourists. These 

tourists first participated in 10 minutes' explanation on the Integrated QR 

Code in tourism marketing learn the design concepts and functions of the 

QR code. Then, the tourists were provided with mobile devices to scan 

predefined QR codes related to tourism destinations. Then, the tourists 

were instructed to complete the questionnaires. The main points for 

analysis (the variables) were the aspects of “perceived information 

quality, perceived interactivity” “usefulness,” “ease of use”, “attitudes 
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and intention to use.” We used multiple regressions analysis to develop a 

path for tourists' intention to use the QR code 

 

4.2. Research instrument 

A questionnaire was used to gather the information required for the study.  

The questionnaire elicited information about demographic, perceived 

information quality, perceived interactivity, perceived usefulness, 

perceived ease of use and intention to use. The questionnaire was 

developed based on researches conducted by Davis, Bagozzi and 

Warshaw (1989), Basyir (2000), Ndubisi et al. (2001), Polatoglu et al. 

(2001) and Kim & Woo (2016). The intention to use measure was 

adapted from Davis et al. (1989). 

 

The survey was conducted domestic tourists to evaluate the acceptance of 

QR codes using TAM. Respondents were asked to rate their opinion using 

a 5-point Likert scale ranging from 1=Strongly disagree, 2=Disagree, 

3=Neither disagree nor disagree, 4=Agree and 5=Strongly agree, for 

perceived ease of use and perceived usefulness. Questions measuring 

intention to use QR codes used a 5-point Likert scale ranging from 

1=Very Unlikely, 2=Unlikely, 3=Neither unlikely nor likely, 4=Likely 

and 5=Very Likely. 

 

5. Results  

150 questionnaires were distributed and collected, there were 28 

questionnaires, and the rate of valid questionnaire is 81%. Descriptive 

statistics collected from the survey showed the majority of the subjects 

were female 70.5% and the numbers of male represent 29.5% of 

respondents. 

 

Measurement validity in terms of reliability and construct validity was 

evaluated. The reliability analysis was conducted to make sure that there 

are an internal validity and consistency for the items used for each 

variable. Hair et al. (1998) recommended that Cronbach alpha values 

from 0.6 to 0.7 were deemed the lower limit of acceptability. An alpha of 

more than 0.7 would indicate that the items are homogeneous and 

measuring the same constant. Table 2 shows the reliability of the 

measurement scales. Cronbach‟s alpha reliability scores were all over 0.7, 

which is considered very well (Nunnally, 1994). Hence, the results 

demonstrate that the questionnaire is a reliable measurement instrument. 
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     Table 2 Cronbach’s alpha (Reliability) 

Scale  Cronbach‟s alpha  
Perceived Ease of Use (PEOU) 0.742 

Perceived Usefulness (PU) 0.758 

Attitude Toward Using (ATTITUDE) 0.810 

Intention to Use (ITU) 0.791 

Perceived information quality(PIQ) 0.901 

Perceived interactivity(PI) 0.762 
 

As indicated in table 3 there is no significant difference between 

participants‟ gender and the variables namely Perceived Ease of Use, 

Intention to Use and Perceived information quality. In the contrary, 

results identified that there is a significant difference between male and 

female on perceiving the usefulness and interactivity of QR codes and the 

attitude toward using QR code. 

   

Table 3 independent sample T test between male and female 
 

 F Sig. t 
Mean 

Difference 

Std. Error 

Difference 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

Perceived Ease of Use (PEOU) .388 .534 1.45 .18717 .12826 -.0667 .44112 

Perceived Usefulness (PU) 
8.165 .005 

4.04 

 
-.49064- .12123 -.7306 -.2506 

Attitude Toward Using 

(ATTITUDE) 
15.830 .000 2.35 -.25592- .10868 -.4711 -.0407 

Intention to Use (ITU) 
1.285 .259 -.817 -.07420- .09081 -.2540 .1056 

Perceived information 

quality(PIQ) .075 .785 1.498 .10328 .06895 -.0332 .2397 

Perceived interactivity(PI) 
29.063 .000 2.680 .17781 .06636 .0464 .3091 

 

Table 4 indicated the mean and standard deviation for all the study 

variables, as it is clear from table 4 that perceived ease of use was the 

highest mean (4.30) with a standard deviation of 0.667, and the lowest 

mean was for attitude toward using QR code (3.57) with a standard 

deviation of 0.500 
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Table 4 Descriptive statistics for the study variables  

Constructs Mean SD 

Perceived Ease of Use (PEOU) 4.30 .667 

1. I found (QR) codes easy to use 4.16 .930 

2. My interaction with (QR) codes was clear and understandable. 4.30 .869 

3. It would be easy for me to find information at (QR) codes. 4.46 .815 

Perceived Usefulness (PU) 3.84 .718 

4. I evaluate QR code service as practical. 3.51 1.006 

5. I evaluate QR codes as functional. 3.80 .852 

6. I found (QR) codes useful. 4.25 .990 

Attitude Toward Using (ATTITUDE) 3.57 .500 

7. I dislike the idea of using (QR) codes 2.96 1.673 

8. I have a generally favorable attitude toward using (QR) codes. 2.95 .943 

9. I would have positive feelings toward using QR Codes. 3.68 .973 

10. I think QR codes would make my life more interesting. 3.60 .799 

11. I am satisfied with QR code 3.96 1.007 

12. I believe it is (would be) a good idea to use this (QR) codes. 4.22 .895 

13. Using (QR) codes is a foolish idea. 3.64 1.312 

Intention to Use (ITU) 3.87 .484 

14. I think I will use QR codes in the future. 4.02 1.052 

15. I will return to (QR) codes often. 3.42 1.019 

16. I recommend that others use QR codes. 3.88 .829 

17. I intend to visit (QR) codes frequently for search about tourism destinations. 4.19 .894 

Perceived information quality(PIQ) 3.70 .399 

18. I think that QR codes provide a variety of information and services. 3.89 .695 

19. I think that the services and information I can get from QR codes are 

valuable. 

3.74 .666 

20. QR codes provide the information and services that I need in a timely 

fashion. 

3.45 .804 

21. I'm more likely to purchase a product if I'm able to scan its QR code first 3.76 .576 

Perceived interactivity(PI) 3.60 .373 
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22. I want immediate valuable and relevant information when I scan the QR 

codes (Responsiveness) 

3.14 .998 

23. I think that QR codes provide very reliable service. 3.50 .956 

24. Through QR codes, I felt like I was having a personal conversation with 

a knowledgeable representative from the company. 

3.87 .802 

25. I was in control over the QR code information when using the code. 3.71 .904 

26. I feel like I am connected through QR code 3.64 .844 

27. I always on the lookout for a QR code to scan when I first see a new 

product 

3.77 .665 

 

The bivariate correlations among 6 factors are listed in Table 5 Most 

factors are significantly related to each other, the greatest relationship is 

between perceived information quality and intention to use. 
 

Table 5 Correlation between the study variables 
6 5 4 3 2 1  Variables 

.359
**

 .487
**

 .307
**

 .436
**

 .438
**

 1 
Pearson 

Correlation 
1-Perceived Ease of 

Use (PEOU) 

 .000 .000 .001 .000 .000  Sig 

.104 .065 .211
*
 .344

**
 1 .438

**
 

Pearson 

Correlation 
 

2- Perceived 

Usefulness (PU)  .005 .008 .020 .000  .000 Sig 

.206
*
 .359

**
 .438

**
 1 .344

**
 .436

**
 

Pearson 

Correlation 
3-Attitude Toward 

Using (ATTITUDE) 

 .023 .000 .000  .000 .000 Sig 

.339
**

 .477
**

 1 .438
**

 .211
*
 .307

**
 

Pearson 

Correlation 4- Intention to Use 

(ITU) 
.000 .000  .000 .020 .001 Sig 

.454
**

 1 .477
**

 .359
**

 .065 .487
**

 
Pearson 

Correlation 
5-Perceived 

information 

quality(PIQ) .000  .000 .000 .008 .000 Sig 

1 .454
**

 .339
**

 .206
*
 .104 .359

**
 

Pearson 

Correlation 6- Perceived 

interactivity(PI)  .000 .000 .023 .005 .000 Sig 

)**(Correlation is significant at the 0.01 level (2-tailed) 

(*) Correlation is significant at the 0.05 level (2-tailed). 

Separate linear regression analyses were conducted based on 122 

completed surveys collected from the study. In testing Hypothesis 1 (H1), 

(H6) and (H7) a regression analysis was performed, with perceived ease 
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of use, perceived information quality and perceived interactivity as 

independent variables and perceived usefulness as dependent variable. 

Table 6 presents the regression results used to test H1,H6 and H7. 

Table 6 Regression results for (H1), (H6) and (H7) 

Model 
Unstandardized Coefficients 

t Sig. R2 
B Std. Error 

Perceived Ease of use .542 .131 6.852 .009 0.55 

Perceived information 

quality 
.456 .067 3.871 .000 

Perceived interactivity .123 .098 2.985 .070 

a. Dependent Variable: perceived usefulness.    

As shown in Table 6, perceived ease of use, perceived information quality 

had a significant effect on perceived usefulness, with p < 0.01. The effect 

of perceived ease of use, perceived information quality and perceived 

interactivity explains 55% of the variance of perceived usefulness by the 

study participants. While perceived ease of use and perceived information 

quality had a significant effect on perceived usefulness, perceived 

interactivity did not. Thus, Hypothesis 1and 6 were supported, but 

Hypothesis 7 (H7) was not supported.  
 

Hypothesis 2 (H2) and Hypothesis 3 (H3) were tested by regressing both 

perceived ease of use and perceived usefulness on attitude towards using 

the QR code. Table 7 provided results from the regression analysis for 

both H2 and H3. 

Table 7 Regression results for (H2) and (H3) 

Model 

Unstandardized Coefficients 
Standardized 

Coefficients 
t Sig. R2 

B Std. Error Beta 

Perceived Ease of 

use 

.422 .134 
.234 

2.731 
.007 

.140 

Perceived usefulness .567 .127 .331 5.561 

 

.000 

a. Dependent Variable: Attitude towards using QR codes.    

As indicated in Table 7, both perceived ease of use and perceived 

usefulness have a significant influence on attitude toward using QR 

codes. Accordingly, H2 and H3 are both supported. 

Hypothesis 4 (H4) and Hypothesis 5 (H5) were tested through a third 

regression model, with perceived usefulness and attitude regressing upon 
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intention to use. To control for the indirect influence of perceived 

usefulness on intention to use through attitude, a stepwise regression was 

performed in which perceived usefulness was entered in step one and 

attitude toward using was entered in step two. Results for H4 and H5 are 

presented in Table 8. 

Table 8 Regression results for (H4) and (H5) 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t Sig. R2 

B Std. Error Beta 

Perceived 

usefulness 
.482 .087 

.234 
2.569 

.004 
 

.491 
Attitude 

toward using 
.667 .107 

.331 
8.561 

.000 

a. Dependent Variable: intention to use QR codes. 

 
   

Consistent with prior research (Davis, 1989 & Hu et al., 1999), perceived 

usefulness had a significant effect on intention to use, with p < 0.001. The 

effect of perceived usefulness and attitude toward using explains 49.1% 

of the variance of usage intentions by tourists. Perceived usefulness and 

perceived ease of use had a significant effect on intention to use. Thus, 

Hypothesis 4 (H4) and Hypothesis 5 (H5) were supported. Table 9 

summarizes the results of the hypotheses testing, and Figure 5 shows these 

results. 
 

Table 9 the results of the hypotheses testing 
Hypothesis 

 

Relationship tested 

 
Results 

H1 
Perceived ease of use (PEOU) positively affects Perceived usefulness 

(PU) 

Supported 

(p<.05) 

H2 
Perceived usefulness (PU) positively affects Attitude toward using 

(ATT) 

Supported 

(p<.05) 

H3 
Perceived ease of use (PEOU) positively affects Attitude toward using 

(ATT). 

Supported 

(p<.05) 

H4 Attitude toward using (QR) code positively affects intention to use it. 
Supported 

(p<.05) 

H5 Perceived usefulness (PU) positively affects intention to use it. 
Supported 

(p<.05) 

H6 
Perceived interactivity (PI) positively affects Perceived usefulness 

(PU) of QR code 

Supported 

(p<.05) 

H7 
Perceived interactivity (PI) positively affects Perceived usefulness 

(PU) of QR code 

Not 

Supported 

(p>05) 
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Figure 5 the results of the research model.  
 
 

 
 

 

 
 

 

 

6. Discussion  
 

This study was intended to empirically assess the acceptance model of 

QR codes to clear up the change of tourists' behavioral intentions to use 

the QR codes. In concurrence with what TAM, hypothesizes perceived 

usefulness was found to affect tourist intentions to use QR code. This 

outcome is predictable with the discoveries of prior studies (e.g., Kim 

&Woo, 2016; Rese et al., 2014; Venkatesh and Davis, 1996), which 

suggested the essential part of PU in consumers‟ acceptance of new 

technology. 
 

In agreement with what TAM speculates, the attitude was found to 

significantly affect intention to use. Also, Results demonstrated that 

attitude toward using QR code is more essential in determining intention 

to use than perceived usefulness. Moreover, perceived usefulness and 

perceived ease of use were likewise found to significantly affect attitude 

towards using the technology. In agreement with that, the research of Rese 

et al. (2014) showed a positive and strong relationship amongst PU and 

ATT, parallel to results of the present study. The findings show that 

tourists comprehend the vitality and viability of the QR Code in the 

tourism businessand that this concern positively affects their attitude 

toward using the QR Code. 
 

Perceived 
information 

quality 
 

Perceived 
Ease of 

Use 
 

Attitude 
toward 

use 

 

Intention 
to use QR 

code 
 

Perceived 
Usefulness 

 

Perceived 
interactivity 

 

. 567 

  

 

.422  

.422  

 

0.542 

p 

 

.66

7 

 

.456 

 

 

.123 

 

 

.482 
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Compared with previous TAM studies, the model appeared to have a 

strong utility for explaining tourists‟ attitude formation and intention 

growth. The results of this study show that TAM can be used to explain 

the tourists' acceptance of QR code technology. 
 

The proposed conceptual model aims to expand knowledge on the role of 

perceived QR code interactivity in influencing QR code perceived 

usefulness. The effect of PI was found to have no significant effect in the 

PU of the QR Code, this result come in the contrary of the result of 

previous research (e.g., Chen & Huang, 2013; Kim &Woo,2016; Lee et 

al., 2016; Rese et al., 2014; Stolzenbach et al., 2013). These other studies 

found a positive relationship between PI and PU in the TAM. The study 

found perceived information quality (PIQ) to be highly predictive of the 

QR code perceived usefulness. This result may reflect that the 

information quality was more important to determine the usefulness of the 

QR code for tourists. This may be due to the intangibility of the tourism 

services and the tourists need to the information quality to protect their 

rights by providing more information to ensure the tourism service 

quality, and to alleviate uncertainty, and then strengthen tourists‟ 

purchase intention 
 

The results of this study can help marketers to create effective strategies, 

as the results recommend that it is crucial to offer highlight to information 

quality for consumers. The study findings revealed that customer 

considers QR code for tourism marketing to make accessible detailed 

information about tourism that helps the tourist in his/her choice. 
 

7. Conclusions and Recommendations  

This study represents research in investigating the appropriateness of 

TAM to clear up tourists‟ acceptance of the QR code technology inside 

the marketing setting in tourism industry. The model was tested using 

data collected from 122 tourists. One of interesting results of the study is 

that both perceived usefulness and Perceived ease tourism marketing. The 

study emphasized on the importance of Perceived information quality in 

affecting the tourist perceived usefulness.  
 

Several implications can be drawn from the results of the study. To begin 

with, utilizing QR code marketing strategy will add value to the tourism 

destinations and associations. QR codes afford companies and 

destinations a fruitful approach to publicize their items that a printed page 

can't duplicate. QR codes can draw in tourists much superior to anything 

customary printed promotions. Second, from a managerial point of view, 
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the findings of this study reveal that, in order to support tourist intention 

to use a technology, positive perception of the technology‟s usefulness is 

essential; moreover, the attitude toward using the technology is also very 

crucial in determining the tourist intention to use QR code.  
 

Third, it can be advised that future studies search for relevant theories in 

studying the effects of QR-codes on the consumer. In addition, future 

research should spotlight on the outcomes of the use of QR-codes, also 

give more insights into consumers‟ motivations to scan a QR-code are 

important too, this can be studied by applying the motivational theory. 

Also, future studies should investigate the role of adding additional 

variables to those originally used in the TAM model. Future research 

should consider the possible effect of more demographic factors such as 

marital status, occupation, education, etc. on acceptance of the QR code. 
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