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Abstract

This study explores critical and success factor of benefits and risks for predicting the
acceptance of QR code virtual fashion stores. As an exploratory approach, this study conducted
focus group interviews(FGI) with 21 panels who had experience with selected QR virtual stores
(e.g., Home plus, 11th Street, Pin & Fit). Content analysis was used to generate 184 excerpts and
classify into benefits and risks related to QR code virtual stores. With respect to benefits, content
analysis identified four factors: Affective appeal, perceived usefulness, ubiquity, and brand
promotion. Also, contents regarding perceived risks were classified into four factors: Complexity,
lack of information, lack of technology infrastructure, and perceived cost. A managerial implication
was discussed for predicting consumer technology acceptance of a QR code virtual store in the

fashion retailing market.
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FS AR mEsk ARl #FolA  Shimd}
Go(2012)= tix|E Alolyx]e} mulds ¢IAIsE QR

= Fadigtea] AHjR} o] g F7] Helos faxs}
577 QRI=0 thet Bjo] AHEIE Helrkal
95 QRI=S] FEoEE oS3kt
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3] QIAEIL gler], QRIES sk s AL]
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system)& ARESHE ARAE dides TAM=ERY 53t
3} UTAUT(Unified Theory of Acceptance and Use of
Technology) = dS- Aokt Venkatesh et al.,, 2003).
UTAUT=RE =] &3} AJ3}7|th(performance expectancy),
=& 7]ch(effort ALS]A J3Ksocial
influence), Z21%7(facilitating condition)®] T-A82~7}
27} 71eARE-] sl foldk JFS Frkal W
71582 dEehet dAA el Fads Ax
SFcH Venkatesh e al., 2012).

Ewll QIE vietol 2lAje] Tt T A

expectancy),

wal=d &g ul8e] T o8t Ax &8
(transaction utility)S “3Z3}al JiKleijnen ef al.,
2007). o2 AABR= Kim et al(2007)9] $ATori=
VAM(value-based Adoption model)& A|AJs} 2uld ¢l
EYl =&l digh dela} sjio] 71x|el mlX|= PR B
3|2 =], SA(sacrifice) 22131 71&*d(technicality)=}
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B dye Ve Rds nges
al AVlERA el QRIE 7N 7w 2ol
Hzke] =87Fs e Xdshr] flsl vt 22 e
A Ak
ATEAl 1 MR QRIS 7Rt TPIHES ofF
Al A3k QA Telsich

ATEA] 2. QRIE PFuAAE tigk XE 3§
& Qolg ERgle] AH|A} FROvE FTIAT)E
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(Table 1) FGI Panels’ Characteristics

ATEA 3. QRIE FPIANE i A2tE
He9le Basje] 2ula FEolwg ATl
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o] EZ(snowball sampling)& Hasle] 21

Be Ageterh A4E dde AuHow Fol B
ofsiglon] % 213e ) AR 1-6%, PR,
Qe 3-8)0% hro] WS Ak

3
7 Aed wgitel dukd 598 Asuiud
159} ol oy 1793 d4 4o TAH
o wgohnle] dEREE 202548 Wl s o)
sion BEARS 25ANE AEE ASTRe

Focus Group Panels Gender Age Experience with QR virtual store Resident area

Group 1 Panell Female 21 Pin & Fit, Home plus Seoul
Panel2 Female 20 Pin & Fit, Home plus Seoul
Panel3 Female 20 Home plus Incheon
Panel4 Female 21 Home plus Seoul
Panel5 Female 21 Pin & Fit Seoul
Panel6 Female 22 Pin & Fit, Home plus Seoul

Group 2 Panel7 Male 22 Pin & Fit Gyeonggi
Panel8 Female 23 Pin & Fit, Home plus Gyeonggi
Panel9 Male 21 Pin & Fit, Home plus Gyeonggi
Panel10 Male 24 Pin & Fit, Home plus Gyeonggi
Panelll Male 23 Pin & Fit, Home plus Gyeonggi
Panel12 Female 22 Pin & Fit, Home plus Gyeonggi
Panel13 Female 21 Pin & Fit, Home plus Gyeonggi

Group 3 Panel14 Female 23 Pin & Fit, Homeplus CheongJu
Panell5 Female 24 Pin & Fit, Home plus Gyeonggi
Panel16 Female 24 Pin & Fit, 11"Street CheongJu
Panel17 Female 24 Pin & Fit, 11™Stree CheonglJu
Panel18 Female 23 Pin & Fit, Home plus Gyeonggi
Panel19 Female 24 Pin & Fit, 11"Street Cheonglu
Panel20 Female 24 Pin & Fit CheongJu
Pane21 Female 25 Pin & Fit CheongJu
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(Table 2) FGI procedure and questions
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FES AA 5 Fojd WeS HATEHARE ARG
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V. 23 5 =9
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I ELZ 7R ERRD B[O AU (T'E6)

"HE=IX| FiRE RolXlE B2 HES
OIRONEO S0 QREEZE iR 22 Ho{En
A LotRL U= HEZ o 4= ATt A0 By
FUCHe 7IAE 2H0| AAS" (WhE3)

Step 1. Introduction & general exploratory discussion
Smart phone usage; level of experience and perception of QR code virtual store
Step 2. Detail exploratory discussion 1
Experienced with technological or business attributes of QR code based stores
Good or bad experiences at QR code virtual fashion stores
Step 3. Detail exploratory discussion 2
Intent to use QR code virtual store for purchasing fashion products or brands
Step 4. Closing
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jz}f eee mE T e Cang, ’ "000 ZS ZAS 9|87} HHEE ENED B

& Kim, 201)& WEshl o SHuee S22 2 2971905 SO1 A7|ch ¥ WREO

2 34 el Alo|ERe AdreAdY Yk dEA XD e ADEES =2 M X|LIhe

HE AEE0l 1 HEEE HEY OfLX|Th....

BE AR HT 7] i8S Edbekal sle=dl ol =

s e 1 =#ET} Rufg 0183 A N2 H2S
R 5 0] P~y s Ne
T QR—?—E 7]501 ‘8”?:1%]. ‘1’];(]7]15'_].' ’HH]—‘ = ée 2 _;'t__—rlfj-l_é Xn_l%t'laol_l O|EI|X|9| Hac O|,:-_I_.| Melz
whdalaL et O] dziola." (mfE2)

\ORECZ Do HES K|LICH 2017t ol ol¢} 7o), QREE 7¥l FPFAE wigtoa] =|zhe
Bl 2330 B2 e Y3sM 2 4 A el acle "AzE -8 "EAA T o] QRI=
2 Zote." (m=9 insi 5

te." (mE9) 7% A4 9A1A &P (extrinsic benefityS A A|3F

80| O WhE 2 2ot AlZtE ™0 52t
Mol A& Aol giEore. a7 HoilA =7 Ea
et = AoM HREl= REATO| 22Z2l=

o A = 30| G =2M S07tM B2 & 5

14

2 olUgl (Kleijnen er al, 2007) "M% 7o} "1
= Sr"o] YA4 &l|Y(intrinsic benefit)S E3}slal

oA

] i : =35 o
QLo 24 S| W57t ZHHBIA R (ool QJt} (Kim et al., 2007, Ko et al., 2009). 3], 3|4
oiR." (mg 18) Fo| A9, 7PFE7te] obd EEAQ] I e
o) eEde] M Bal A0S B 244 AT
4) BY= 38 7F 7P @A Rt ARz gojxel Fask o

LS. 3§ | Kol =3} 2= 0] S =
QR::,'I: 7]_)\01.@::;_]:9] w D}% a]%_% H]Z“/]i %Eﬂoﬂ o= oAl 9;)\\:!2 o:]]ﬁ% T 9%]:]' O]Eﬁ} g‘ﬂ’f
cof M A HaEdlo] 23w WA AE &+

o

Al “HAE SR7IA] ARAR stolg Hallsu 7]]je] T
= 3 = 1o 3 1TAZ Hho
ololAE =EAY 4 Q= FLANE A olg § e ToVIE U 82 A R wes
O =3 2~ &= e
o zEAs HAs AES Bod 4 gtk B8, g oo SR AlE QREE AR S
[e)

=& F W F=F F JE Aotk

ol

BUse] A9 OByl Aaug B AdHoz 1 32
o] oln)AS AgE M ohg} AlV|ES AMEal= R QRIEE= 7P AR E WegdoM = X7HE f-8-42 7]
A4 oAz AEE e Ags ot =2 el Wi s 2010 Davis
1989; Kim et al, 2007; Venkatesh et al., 2012), 2]

WA HE Zole. =BETF 52 4 URO} Ao FerPs s Adsked Al sdaclds

2, oz 2HM. 20| R 22 & TN th3 O A T 7] Enkd TPdEe ] B
oLt 2ol E= OiE0| A0M HoPte HRE QRIZE 7[dk Pz mulel ozl sl A7k A

(Table 3) Content analysis of perceived benefits QR code virtual fashion store

Perceived Benefit Factors Attributes (Frequency) Total (;;mber

Affective appeal Evoking anxious or emotional reaction (19) 33(42%)
Visual appeal(14)

Perceived usefulness Enhancing shopping performance (8) 20(25%)
Delivery service (6)
Time efficiency (6)

Ubiquity Instant connectivity (10) 14(18%)
Instant accessibility to information (4)

Brand promotion Brand image and advertising effect (10) 12(15%)
Corporate image (2)

Total 9 attributes 79(100%)
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TS TS N 5 e Holk(Jang, 2011;
Lee et al., 2011; Lee & Chung, 2011; Lee & Kim,
2011) ZE2ARIN} dERERL] 43 4TS A8
S QR= /PFAES] H843 TA thet Azt

Aol Holal itk

4. QRIAE JHdudE =zl X|ZHE 2

oot

QRZE 7PHAEe] B3 A21d $Ilel #at Wae
AR 1780 SHET 5 997hel SRET(S5.6%)7}
waselch QRI= SbEHEe] A2E g3e A
BI1&SHe) AZEE olg3le] BES TusH I
of Wz ZHol QRIS YA e 3
AHow AT g Wee TS gl A
How A2 fPare Wl e eENee Je
4 Zus vzs Svd slgisdon B4 &
Wgel Awdel weh g@aclom WIS
<Table 4>6l4 AAE e} o] A2kl SIRe A8
of M AFARAD, 71 Slme BE Rz
H ulge] 4] Aglow BRHc

D) Aol 244

7P Wol SHYIEE Bl "ol B AlVls
& olgafon WmA olEda AR e
(Thompson et al., 1994) QRI=E 2730} 3= F7}
Al Hge] Bded, TuiAAlE flgh Hake] Eii,
sk a7l gk BRG] g W8-S 23k
gJtk. o] &4 Davis et al(1989)7} AAIEF #ztH &
A3 Venkateh e al(2003)e] = 7|ul(effort
expectancy)e} e Jfdo g AH|zR= QRIEE= 7E

TPFAEE o)1} 44 rhn Az gl

x| EO{OFE|2 O|AH T SHEHE =2|1 OtF2 &
=HAE A Zoja." @ ey

"ZME =X SI-7IYUS Sl2tn LiekA H
SECR S0IZ0R. J2iM of MoR. HIEXIE
KM FEHHS HMES oiM 2 Ho7ts AHola
K20 Y= Ke A= 2=l J2iM 2 A7)
of I5iM, ZHl= IR, M MO|ES of 2%

_—

A HexE SOih." @e 21)

2) AFHEAIZE

T oWAE AF AFE QRIS PP AFA
& AFARADOZ Tols] 915 AugATel

szlo] 23] A9H FETAHC] B2 )
3 2s)e] AEARI} RESa Qaska glgich
53], SAAES] A 2] Ashs FETACLL 4
ol JpEat & Hol QA tol AN Fad &4
& WK olels) ol 2ol dig 99 NZska

=
ek

SEYE U HOo{A..3H 1070 F&, 1074 OJF
e te A 224" @E14).

"EFEE OPIF 2ROl XM= MOIE o] HE A
=1 Y HWSIEM MAER 20 M= RN
HES0l Slitts A of¢l2 A Zote." (@ Ell)

"UTH KPS| Sh= AEMUS HEC Sl SE

X Z27 AIO|XE DFSX| ZE2L7F 1A = 2
BT 2 20le. 2@ Ha| Rojeln she7d FL
ol MEMORLE oRLE O] X 2 FRoE
7} Qe FORHE AEIIS B &S 4 QICH: A%
of Sgole. 12 & Yole. @16

3) 7l& =zt ¥

AN

A HAZ A5 g
AL "l Az} RE0 R A2EE ARzt 7
=2(Wifi) walel  Tjulolssle]  QlEmolx
(interface)ZTA A ARE3171¢ll EABIAL - H3laL
2 AeE W8 o2+= QRIEE 2708kl Bkl
dS T8l ARE A BoA GAY TPIHEE
913 g jIE FHlo] 2 Ttke] mFate] shHS Sl £o
L Sfof k= Aol BHAO R UERTE S Bal
§ slHe] FAE YPbdom ~AnlEEZES o83t Hul
EUl A2 sl AT e Wetol x|k
A A3 QRIE A7 F 3T g Eold 7] 2
HoAZ du= QlEj|o]x Sl QRI=2] 347}
A5 AFHoR F8apA] F3to] WAshs EAl ol
2k o]Hgk S Halvlee] 29h(compatibility)5H
ol J(Moore & Benbasat, 1991), o}27}A] QRZE. A|2H)]
o7 AAsl=d| 7lsgo] FE3ks whedekal Sl

T
T=

i %

—

e 2

e

ol
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T WoR A7t gl 2 WYSKE 22X,
MBEE 9T, & 3O ARE 22 F20E 1
W SI2URE LiiZiobk ZORA I Lh2iof ok 50
A L2ifor si 24 BEZOIQ" @)

"THY HOIK|Z ZH7} HE2 o B Ut
... S20) M LBLUE T otHolN B 524k
017, Ol 947 CRAl HO7H0F SHadl| MR &
B3R, JxHll 000 227t iEe. 2=
O 7IM 28 B0 AH7|M 23|28 ZXHE s1H HE
X LRt 4212 Hola” m217)

gl Anz W oM 7P ES ARSShET AR
2hol] thgt 7)ol mlFate] QIEIYl St Ado) theh &
Aol AA =L et o]Hgh &4 A ATtellx] AAE
7)ego FeS = &3 F(facilitating condition)}
d3}te](Thompson ef al.,, 1994; Venkatesh et al., 2003)
WMo = FelF QRI=S B3 /MIAERY 43S &
FANFA Fahal s BolFrh ol A Wifi B
36714 Qle} ¥Eow swmlEZow B4d ¥l 9l
Ul AR|29} QA ZAdol7|% obH, AR el =
vkl 7P EEREo 2 vk A= QRIES] Vs

2] A FEkal JEe wgskar stk

B

"WHIOIZHEHX| YFOI2HER| Helrt2 QR
FE AA”O| SO7HA =T Al Xgk B
M 3GH[O|E7F & QHERI=E 2 ot obFE
LTEZ} X5 WELHD S AFEAZE SOILHA = H
MRS E|M RFEL 2 Y5 =2 RHH 22H
oA W ago| FFM 1 IS A% /AE

& ASTBtE 4240l Soie." (@E13)

4) A7k W4

QRIE FPdHEe] A2 ugre 7)%e AHgal]
ol zawks AR Ee AR uge) Adelh
SEEe Ao Auuw, wAAE Suos

TPIETY SRRt SRkl AjskaL Q7] ke

o 2 HEE 7ok sk Ao] AL )AL glo],

olgalt] =t ARE wEe A7sa A ol
3 Qole Kim et al(2007)0] NS Azt 34

(perceived sacrifices)/'d¥} Ax|sh= W&oz SR
AZELS o] gehetl B AAA, Al =Es AH
skal dok ol#fgk BIAEAE HlE2 Tle8RdedA
AAHIL ¢lE “fo|X(ease of use)’d] AHtE fPo=

(Davis et al., 1989), QRFE 7PFHEe] S8 9JFa

S| FAYIAOIR FOIIM HIL @f10)

SIRI2 7H3 XY H7t

& 03 T gRo| 2

Ze 32E HolN MEA =

ZRBI0F Bl 2R LM HHY B 204
pa

I FEX @S e 4z o @E1)

14
¥ oy

BN Ho

(

AE g2 59 aAEs e
SHAME 7HAd gk §AAS sk
vebsth $EAES AREHAS IEulE v
on, QIEMEY 71A0] E7u Eels=o] 2rt
25k ATk o3 Q4+ Kim et al(2007)0] AA|
3k Azt H|-&(perceived fee)o] A|zte 7px]o} H-2]
WL Zete 29 AAskaA A2k ZAE 9
QREE IHWPIHES F8oes A &+

AR,

2,
i

> o
o

:

QL
R
o 0

N

o,

]

o o
o flo

o,

X
d
i

"2fet OO0 ALOIEO] SO{7HH A 7HSAES
Ooff = 0008| RO| &% HIW 7HALHO|R, AIOIE
Off E0{7}H 19,0000{A 20,000 HORIZ| = QUT
2tne, =O0| O|FA H|W, otR2| O|X Z2 L=
= MEAUCHD SiEEte." (@) E20)

Y EEHE e AYAIK| X B0 F
Y2 Aol|, H %ECH 7KL Forgel 2=

(o)

LA M AL g0 (T E16)

Y >

olg} 7o), QRIE 7P AAE wigtol] x|ztEl ¢
QA AV|E A|ZES ARREI S sk A

o] AFH EfAe TAMS goli(ease of use)d} ARk
H 7 dolckBae, 2010; Kim & Jeon, 2011). &3k “7]
& QlmE 2ET} A Ngne Al Age:

$70%, 4le)4 o] 54 ek 714 (technicality)
3} el ez sgelwrl Srlathe BHe A
A E3kal ItHDeLone & McLean, 1992).

A, PRI AZkE AT gL 48]
S8 PAAZITHE HYATE AT 8 ohfeKKim e

al., 2007), AFARA®E iAo A2 9]
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(Table 4) Content analysis of perceived risks for QR code virtual fashion store

Perceived Risk
Attributes (Frequency) Total number (%)
Factors

Complexity Reluctance to scanning QR code (17) 38(36%)
Complexity of transaction procedure (11)
Membership required (10)

Lack of product information | Limited merchandise assortment (9) 25(24%)
Lack of information for comparison shopping(16)

Lack of technology Incompatible to mobile device (11) 23(22%)

infrastructure Poor wireless infrastructure (8)
Poor screen display or layout (4)

Perceived cost Physical or mental efforts (13) 19(18%)
Perceived price (6)

Total 10 attributes 105(100%)
oA 2uAE TR olTA Fala e & 5 Yk olF A QRIE JPINES 88 HF
Aot A4 sEel] #3k Avks aed W QRI= 7] o AR oAt ol 2eERld exERele] s
sl ofsf 8733 A sgo] AT Byel A HEAdRA ] Wlrbe e ANelaL Jleng

3 el el gel waE Azke e )
o] gowE AT 5 Ye Ao dlZH). e}
N zHlAe] e7ksde ol Slal TuladHAel
A Azkel sEs SAle) 9ER9le Telsle] QRI=
W AT BAE At & Roltk.

aj
=

re

V. 22

A
A2 OAg /&8 W 54 QREE
3] P the Adkeld] ArREoE A}
Ao thed % Itk el EHHel wAe
o olgd W ohel fEAEe] AL AL
STk olzid Aol B Aoy dH ATENe
B3} 2047} A2k QREE Juk Fpgsh e
g SEecle YAtomd Zwlxel F87Fs
Al QRIS /%S Bed W fEte
Maksed] oA ARES AlESa i,

Al QREE FPPES] OiE Qe e
43, FoAEe e e “QRI= FMdE
wEH XAl glor], YjEe] mulel Arizol
Aol QREEFL 2 ZARAT A7 Tlo] &
ol FppEels Al AEe Az

4 N W
rlr

¢

Mo 2k

¥ o 2

(Lee & Chung, 2011; Shim & Go,
oM S87Fse Yaole) 2o

20} Az QRIS ke ZPEE] d
G T, A §8437, “BA, cnas
w2 el dlY g0l 2 AzhE fae
TollA ANE 7lerg o] QRIE TPIHE
A AR JS-S EelsItk(Bae, 2010; Davis et
al., 1989; Venkatesh et al, 2003). QR=Z= 7|4+ 714
AZoM= 2AFAY =8 Xl ARk 243
2 AT W ooldel ST A7 N 20} AFE
AAEE o] 71E] QIEUl e Eubd TP EeE
2pEZ]] e e AZbEaL gle], 71Ee] TAMT 484
of oA WMelegr QRIE V|EHHYenE EAF
Astoan HE Ve rds Fsor & Zlo]

2012) ZH]AF B

r2 o rlo

o},

E3] JHAES] AHe, QRIE yPIHEE WY
24 G939l viA" Z2as sl AHoR
g3kl ek olg B9, ARkl S ASste] &
71ME sk ARETE ST A A

7} S83%k sgaglom YeRdtt o Al Hx wigt
AN 78] A 719 T84S AAGE A
TE& AAEHEA (Ko et al, 2009; Oh et al, 2009,
Venkatesh et al., 2012) &3}l o=}l HEAE
Aol 7Fsds ARBkL itk wEbA iR dEs
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QRIE= 7PIHE e 93l =xel a3t EA18t
£ resde] 2aue HoR Tl Anld
o] 37 i85 AS3fof & Aot} mgl,
o el tagde] 2aes QRaZE AZHos
A9 ou|AE A7E F o= Z(Choi, 2011a; Kim
& Kim, 2011) BH= 3 Ho|| o3l Ball= A A(brand
identity)S SHE 4 & ¥ ozl QRI=E &8I
olHlE, ZRIPAL Fo| ZRWAMe o5t TPFHE] A

e gefstons tAE AR BE ¥ &
3le Aolek.
B9, QREE 7PpHEe] AztE gRasle “Algel

B, “AFRRARY, Ve dzet FE2, “27d
Hlgro =z BREQE olldh AP aclES el
A AAgE 7] oSl vud uf FE3]
71EdE ST FekaL Slo] QRE= 7k 7P
27} tisslslet] Aol Ha S-S FgESt dE
S, AR BEgAl Q91 Davis ef al(1989)7F AA]
gk “AZE goldrs AABHA Hslal low, “Ule
olTa} M= e Venkatesh er al.(2003)0] AAEE 7125
5 93 EFFZ(facilitating condition)o] w53k Ak3}
dS WEstar 9tk olefst Hide QRIT=E o 8%
7RI mukd tutola® AAEE A
ol&st AF HH IRIA S Fuf/F4a, olFe

e

=7 2l
2 AlFot Fdlzol o] W] H 7 ¢ e A
o} (Lee er al., 2010), TA o Esfo|x]o] 12
Hoj 37y ¢ Bek AAAE AXol dg &
HzkEo] QR = 49 gL Az AskA K3t
I s AL Sirk

53], 4IRS Tolehs AAdIA AFHES] §=
I vl gk fIFAZte] YEhsdk=tl QB ZesgAte]
E9}l FU3 AH} AFS AR B¢ QRI=E ~
Wsk= Aot 7P| WHo] HAFA =
Rerg 2ufEZo] tujolx B4 gl st
o] H8EN =5 Jdste] LAt B892 she
ARE AN = 9= /83K Kwon & Min, 2011)2¢
2}&2k8-2(Shin & Chang, 2013) FAlol| 2k 7P
ko] PRAES FIAA LHAES

fEsiol & Zole.

n

o

A4349] ol

B QI FGI ofdt 44 B4 Awd g ol
Fol] whel] B QiTe] AuE mE LwixelA U
sfahet] RS e mebd FFATANE
148 59 QRE=S 714A 297 AR A7 o
93 gResel Hue Agte qg Aol 2
Fe], QRE=/NE AT AN Sergnd
& 2uApt FojeltaRAgel Azt ses v)g
o] 8 (trade-offye Teiele] FAslet & ok, o}
7 QRIEE 7Pl A ZrdAlo|lBmR AlRle]
Aol wEF QREE 7P EFE] AR ApolE
TEsE7] ¢ v o3(longitudinal research)7} 4=
o] TergolES Helslof & Zlofr}. w3l 4l
Y #elA QRIEE 7P Hare] vHAY B 94
7h zulzje] AHA ABEPEE, vARE)e] s} of
@l ol AeSReA dkidzde] MRS o
sowy Axsie e PIRE 94L L 75

2 a7t 9 el

ZA0): A2k Se, 9%, QRa=, PYARE, 2
AT
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