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An Exploratory Study of QR Code Utilization for Retailers’ Multichannel Strategy
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Z)Dept. of Fashion Design Information, Chungbuk National University, Cheongju, Korea

Abstract : With advances in QR code, mobile is becoming one of important channels in the fashion retail industries. This
study attempts to understand the importance of QR code utilization in creating multi-channel business model. Study objec-
tives are to classify types of multi-channel retailing by QR code utilization and to explore the role of QR code technology
in strategic marketing elements for types of multichannel retailer. As an exploratory approach, a total of 78 news articles
regarding QR code issues were reviewed and analyzed by focusing on 48retailers seleted in this study. The results found
seven dimensions of QR code marketing strategies: abundant product information, additional information contents, trans-
action accessibility, connectedness to channels, location based service, loyalty program and multimedia advertising. Based
a combination of channels and level of mobile apps’ activation, multichannel retailers utilizing QR code technology were
classified into four types; bricks-click-active mobile model, bricks-click-inactive mobile model, bricks-click model, and click-
active mobile model. There were differences of using QR code marketing strategies among multichannel models. According
to results, for bricks-and-mortar retailers, QR code was critical to integrate shopping experience with merchandise or sales
promotions across channels. In addition, for non-store retailers, the QR code utilization was successful in expanding mobile
channels, which can promote retail sales by a two-way interaction with customers via the mobile apps.
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AET(Choo & Yoon, 2011; Lai, 2014; Sung, 2012), £H]
2= ZRle] 2nlEZ ez =gt Zuldds 53l 7199
chgst AR FE B ARlA eAIRS kAl |k m
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Tl AdRe] FEL tSEFEINE F e F838 JEIR
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7t A% o g4A FRE AT F U
et al, 2012). QRIE=E W3] ARUAIA FHE HojA
(Dou & Li, 2008) th¥et A7k A 2= AA1E 4 I
o, 53] mnje) HLUr«l A%e Balo) Aaterde] 2wl
A EgEE WA 2 5 otk £§ QRIEE JoR
e Mz wa}ou wHl) Ade] F34 muw o
Ad t&ZYo] 23US B9 JAEE FES &9 F Us
= slo] Q] HEoMet 22 AL AlFsla, I19E
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59 A ARl ) skt Sl
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51 ivh ek 90dTy Fukve %J;AME, TVEST Sl &
2ol Ade 17149 Wkt o F43] SsEigich. e
Aplze] e 9Elel HEE Fa A 23 IR

_u

NGOz sl omelel HEsh ALY YAlolE FE| &
oma) FAd WAL EEAT edel Ak @
L TVESY o) el PeI=E 52 AT 3

Fuj7} o] RO EE DS FAIF O ZH, O] 71
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2.4. "HE[xlid1 QRIE OE

QRAE=S] 547 F IjERE FHOR 3l Bl vl
A”o] 2H|Re] 37148 AFAT| AL, HFHoR 4HARL F
EAQl vHAY HERo R &8y Jrt dEFeEE Bty
AR olojR|A] & Wt oz} Q] 2ERIFe] AR
23d fe3go] 7FsRtES freshe o] HAL Atk 01]*— =
W HZ TVERYE WE 5 QRIEES A0l el AE3ict
Ak, 1Yl &8 Eol] QREEE AFYste] AH|AL ZP‘J—J
ZutEE] AE 2AUR SEulAel AEgle] QRIE=E
AAste] mrld AR HIsA she 2e AFHoE BHut
d A AAE Al A8 =72 QRIEE ARSSE A
olgta & 4 Qi) 53] ez}l Fxo mutd Ade] A%
H EAS AYEe QRIE 7P EE(KIm & Lee, 2013), 7
B S A% A dEolAe] QRAE=S] TS TFxdl A
g:ﬂi h=R /~ 01

QR=ZE ”Vﬂ‘%% 24408 muld 7718 Fek Bupd v
AW et xET FoRUE QREE= HHARS] AES
ZH|RRe] @] whit AR B M| A7 AgEE SR Y
HE e s mutd vpA"e A2 JEzE B vt
(Atkinson, 2013; Unni & Harmon, 2007). & Zu}EE|
QREEE 2 < e AAZFAlCIAS Tl o]& 33
QRIAEE 27O RA 7|Yge] AlFg wAR A=l FaHl
Hr}. 9 QRI=E 2L 719 Bubd ofEg Aol S
TR Esles fEdete] 7|92 ol Ag Fa AHRlA
APH oz WARE Hddsh=s F4 AR dzks A9
% A ®t}. Bamba and Bames(2007)2] Aol wEH
MRS BlE 5o FHHIRS DM 3 TV3AL 53
Hwggu B QA =E Pkt o a9Y + AUtk
gt e Bakd ulAge] g ARR; A2 QRIS
ZEAY FE TR0 2N (IRH O RE AR &
o] o]FA|A| x|of, o]F 7O RFE MLk AH Tl A
Hlzg} shejEial AFH ¥4 npARe vlE] o &A1Y
Aot =2]=3 AtkBames & Scornavacca, 2004; Okazaki
et al.,, 2013; Unni & Harmon, 2007).

QRIE=E 53 EvAE S A3 0}7] M e H2e] 8o
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|4o] F=x|ofof it} Shin et al. (2012}— QRIE ALg
oygt 1:41-‘::—, P =, AARFH AHH FAE AFA=
o, olw| AA AMgB Tl FeaeAdo]l Fo FFHFrUS o
FAE QRIEE 2O ZH] 2= SAFQL W8-S
7| B ol JAlOlE, 22, A UEA AlPlER
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ATE-L(Atkinson, 2013; Shin et al, 2012) QRIZES E3]
Agste FHO Y& 2HE F7]1= 3l Shin et
al(2012y> QRIAE=E ARGFH] 3o QRIE=S QIEH BE
FA45 7158 Al2E F4E 7Rkl QRIEZRE UE
H xRl A A (accuracy), &4 (completeness), ZHH
(relevance), 2124 (reliability)oll et H7l2 o] Foz 7‘35‘.%
do] AR -840l AAFrE B AFsIGiT 53, Q
FA=E 2705k 1EE Fre] e F W&o av= ‘”H
?i%fa EH}?J_ nAGL] AYPATFER FF3lE 7 JeH, B
Ho] g=FAo8 LH|A] QRIE=E T HHid A
gy E%Oﬂ FEE A= dEe HolA IEE HH
e v =g ek ok

$HH, QRAEE 719 Al AU 2N FFHCE=
712e] Ade Bepd Adae] A milsiths gl F
=5 %_‘g ﬂr Kim and Yu(2012)2] Aolde Fae
= Fale] QREEE AYAZAS wf Fare] oigk B
o ;5174— 7‘4 399t} Okazaki et al. (2013)011 W2H QR
FAo= AR, A T FoluiAl B opE B, TVE4
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HHld 77|12 QRIEEE 25l AR HIZ3he HollA
71?394 2AE|Z2 el Sgske] ZaHolt. o]sh 7ol

A T zHLgOH FeHo=A HEA LR

%j——w— FEsed 3
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HElAE WEholx] QREE=S] FoAde] AV|E gl
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NNE HAES S4HCE FEAES] QRIE nHAH o
ok 2pEA ks @Asl] Q18] Fig. 1014 Rasupel o]
ElAd mde] A 55 A

M2 PEHFES Levy and Weitz(2011)2] A'd-F3oll B]r
el A, 2Rl Ald, Eukd AdE FEskal, QRIE
2 g3 iﬂlz}iﬂ Az L%Ol% ARE nigoz HER
g g PEIthFig D). dlE 5 2niake ezl
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Offline channel

Online shopping mall
TV home shopping

~.. QR Code . )
& E@E Active way Mobile App .
% Mobile channel
(011 ; " —— z ;
/,I Tnactive way Mobile Website

Online channel

<———> Interactive way between channels

# QR code utilization across channels

Fig. 1. A conceptual framework of multichannel model by utilizing QR code technology.

stal, FHE AL Ael £ TVERTS EI3AZH
42 ANt AAE &3 gyt ol

vt izt mupd fIxjelER RIS
mutd 4o g, ARl Butd 71717k P ARy
o] 45284 ZHNA HAA7IHL Bokd o FEHA o]
AL Fall aHRPE A ofr]el] JE AR B AH|AE Ak
AZH Aol 2t sl & 4 Aok(Lai, 2014; Smutkupt et
al,, 2010). 53], QREE Wehol|x] o]gt FF 242 4HR}
o] Hg FEMT AR B MuHAE AR & 5 Uvke A
oA Zrld B T52 W (active way) o FHIY AE=
HES f=si, 2HKY elolR]= 52 *2] (inactive way)
o7 A4d F Ug Zlolth. ¢, Euid 7718 B 717

of AHBEA) e eyl Yol AFE e of
23l A9, JUs] PCE 53 AHs= Al A= 2apd
A4 gaozE 1) ofelsl el Al wakel bl 9
S ELE T
3. gy
3.1, ¢4ER|

wulel A Hojrh 343 olFoA e 7heE| QR

S8 olg¢ milY PP HES PHY AR FEwa

DA 48] A FEFAl QRI=S] A8 27

°l ‘ﬂ‘?—“ ok wEb £ ATelME e s o
A Hrg Awslel AREUSN Ted 2 ATEA
& st @
AEA 1 S QRIE VY T 24E HAg
ATEA 2. QRI=S L83 e 2Ug FY3)ei)
ATEA 3. QRIEE FE3 el ®do) whE QR
= Y Holg PAt

32 X2 27
2 A7E QRIE=E 83 vHIY ARIE FRE] S8
T2 (www.google. com)Q 0]—9- 3t QRIE 7]|&o0] -ﬁi}\]ﬂoﬂ

BFE7] A 20109 199E 20133 897K 27 7

7 AAEIT. QREE Wil Bid FAUAE FE
3l7] 98] WA QR IZE’ AMOIE ARREle] FE3T T <y

R, R, vPIEe) Fa slolE Abgslel Ashy AAe
Tl ST EF QRIES 2% T el TMAE
of} mAlIYOR ABHe] THlYS AXA Wik e
Teisle] ThgEelsh wuldlql o] FAolE EFh
Zich. AR QR F=09) 37 Ghel AAelE Abgsle] 4
2 A3t F 82379 Wbt FEHUC B S
Al vt 7 g ERHoz T3A717] 8l B
B B Afolold e A0 AT A ol
2(3374), WAL (127), UH’EH]Z(ZSﬂ)Oﬂ/\i 7042 T

Pt #2023 89308] et FRERc, A
BE 7)Ae] W2 AEslel BUT g FEANE A9

& F, 5 7800 TR AZRY Al
H

2 Q7o QREZE ALah sl 4w AdE
A 5t 3 avlel 2ueAt ERERer, o) ek
zol= gAY mukd Wl @ wulelq) AE0lE B
2k ALl olEeAE 29 oIRE HS, £94 A
# phesiel 430 75 ojE LA et
oh 2 Al AR AU WeAd BHA A

AEFF] e Adape, )\OETT'—_L 2 Hxgeel] Az
(Dholakia et al., 2010; Levy & Weitz, 2011) ¥/F3t2A} 3F
Ak AEZFFOl wEt QRIE=E ARSI e Al HE
2Rt FHE SufPAR silen, HEAPA7E QR
F=E O 83t v AoR Yehdtt. gl mEr A
2 2GR (n=38)= HAAFS thEe LA Lt



Table 1. Selected retailers using QR codes

2e)5iA)e] el Heke Ik ORTE B89 BHH ¢7 T35

|= i

Types of retailer  Retailers by product Store types

Examples

Fashion retailer (n=29) Specialty store

Basic House, 8 Second, Westwood, System, Nepa, NII, Hum, Edwin,
Intermezzo, Evisu, Sketchers, Spicycolor, Codes Combine, Pin & Fit,
Levi's, Oliva Loren, Paigeflynn, Omphalos, SOREL, Macaw, Intercrew,

Bricks-and- Tartine et Chocolat, Happy Land, Solezia, Top Girl, GGPX, Center Pole,
mortar retailers LIST, Muji
(n=38) Department store Lotte, Shinsegae, Hyundai, AK Plaza,
General retailer (n=9) Discount store Homeplus, E-mart
Shopping center Hyundai I Parkmall , Mario Outlet, E-mart traders,
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Table 2. Content analysis of QR code marketing

QR code marketing elements

Attributes

Abundant product information

Detailed product information via QR codes
Available to variety of product assortment after scanning QR code
Instancy or ubiquity of product information

Price information for comparison shopping

Additional information contents

Available to additional information (e.g., fashion trend or web-magazine)

Usage information (e.g., situation, instruction, etc.)

Shopping guides (e.g., menu, fashion style, etc.)

Transaction accessibility

Available to purchase via mobile web (or apps)

Mobile transaction system (e.g., order, payment) in smart virtual store

Payment option

Connectideness to chanels

Link to mobile or internet channel
Optimized mobile website
Simply connect to blogs on the smart phone

Links to homepage for events

Location based service

Guides for store information or events
In-store information (e.g., event calendar, new store)

Checking and tracking location via the smart wear with QR code

Loyalty program

Automatically access to events after purchasing with QR code

Incentives (e.g., coupone downloadings or point mileage) by using QR code

Multimedia advertising

Photo shots of model or brand history

Video clips or motion picture for brand story

Multimedia ads (in-store POP, magazine, internet homepage etc.)
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Table 3. Models of multichannel strategy with QR codes
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Table 4. QR code marketing strategies among types of multi-channel
retailers

CAM BCAM BCIM BC

QRcode marketing elements @=17) 0=27) (n=11) (n=23)

Abundant product information 3* 6 - 2
Additional information contents 2 5 1 3
Transaction accessibility 6 5 2 1
Connectedness to channels 5 4 - 5
Location based service - 1 1 1
Loyalty program 1 6 2 4
Multimedia advertising - - 7

*Frequency of QR code marketing referred articles
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