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JIRAWAT WONGTHONGCHAI : PERCEPTION FACTORS
AFFECTING ACCEPTANCE OF 2-DIMENSIONS BARCODE OF
GENERATION Y USERS. THESIS ADVISOR : ASST. PROF.

KANCHANA SUKANTHASIRIKUL, Ph.D., 110 PP.

QR-CODE/ PERCEPTION/ ACCTANCE/ TAM-MODEL

Two-dimensions barcode or QR Code is a tool for marketing communication
which supporting by fast response of mobile internet. The propose of this research is
to study perception factors and acceptance of 2-dimensions barcode technology
included the relationship and impacts on the perception toward the acceptance of 2-
dimensions barcode technology. Furthermore, the comparison of demographic factors
including gender, occupation and income differences affect the perception factors and
acceptance. Data were collected by questionnaire with a sample of 400 people by the
stratified sampling method by the four region namely North, Northeast, Central and
South of 100 people.

The result found that hypothesis testing found that generation Y user
concerned about perception factors was in a high level, followed by relative
advantage, playfulness, compatibility, ease of use and usefulness, respectively.
Moreover, generation Y user concerned about technology acceptance was in a high
level by conformation and actual used, respectively.

The research found that there are correlation between perception factors and

acceptance factors. Moreover, the perception factors affect the acceptance of



2-dimensions barcode of generation Y user by compatibility, ease of use, usefulness,
relative advantage, playfulness, respectively.

The different demographic factors of Generation Y users as income and
occupation had an impact on the difference perception of 2-dimensions barcode. The
different demographic factors of Generation Y users as income and occupation also

had an impact on the acceptance of 2-dimensions barcode.
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