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Abstract

In recent years, the applications of QR Code
have been widely accepted. According to the
combination of smartphones with QR Code, this
study extends perceived convenience to Davis’
Technology Acceptance Model (TAM) to discuss the
factors influencing QR Code acceptance and the
usage of QR Code to influence the on-line shopping
intention. The convenience sampling method would
be conducted for consumers used to on-line shopping
through QR Code. There were 233 people replied it.
After excluding incomplete questionnaires, 219 out
of 233 were deemed valid samples-representing a
response ratio of 93.99%. Through the valid
questionnaires and Structural Equation Modeling
(SEM), our study’s hypotheses have all be support.
Research findings show that perceived convenience
and perceived usefulness are the antecedents of QR
Code acceptance. Specifically, perceived
convenience and perceived usefulness positively
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influence attitude toward using; perceived usefulness
and attitude toward using positively affect behavior
intention to purchase. Overall, this study’s findings
showed fine predictive and explanatory power of QR
Code acceptance.

Keywords: Smartphones, QR Code, Perceived
Convenience, Technology Acceptance Model
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