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The Impact of Technology Readiness on the Characteristics
of Perceived Innovation and Intention to Use QR Code
by Users in the Lower Northern Region

Piyatida Paimngam' Prayong Meechaisue®
Norapol Chinuntdej’ Kaewta Poopatanapong

Abstract

his research aimed to study the readiness of technology, characteristics, perception,
Tinnovation and intention to use QR code, and the perception of innovation as a link
between technology readiness and the intention of users to use OR code in the lower north
region. The quantitative research was conducted by questionnaires from the sample group.
Descriptive statistics were used to analyze mean, percentage, standard deviation and inferential
statistics. The structural equation model (SEM) was analyzed with AMOS program. The qualitative
research was conducted by interviews the users, scholars and those involved in the use of QR
Code in the lower north region.
The quantitative research revealed that the first hypothesis, technology readiness had
a statistically significant positive influence on the perceived innovation characteristics. Path
coefficient was 0.278 (B =0.278, t = 8.064, p < 0.001). For the second hypothesis, empirical data
did not support that technology readiness influenced the usage intention. Path coefficient was
0.023 (B = 0.023, t = 0.589) . And the third hypothesis, the perceived innovation characteristics
had a statistically significant influence on the usage intention. The path coefficient was 1.140
(Bz 1.140, t = 8.811, p <0.001). The qualitative findings from in-depth interviews were consistent

with the first and second hypothesizes, but were inconsistent with the second hypothesis.
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Colby, 2014) AaudnwauzNTTUIUIRNTTHU (David,
1989; Rogers, 2003) wazamudslaldAienslan
(Fishbein & Ajzen, 1975) §3dedalaisn@nyilu
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ANuARnASBIiuUsLaA (compatibility) Nsld
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(usefulness) AuLwanmaulunsly (enjoyment)
ANUNTaunumAlulal (technology readiness
index) mm(;l’jﬂﬂﬁi’f (intention to use)
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AMANYMENITTUTUTANTTY (Perceived
Innovation Characteristics--PIC) %u1889 N3
fifuslaauinnssuiuimiuaonndosszuing
winnssuiuguslaa (compatibility) Suifensly
U INNTIU (ease of use) Suitialselev
filssuannsliuinngsu (usefulness) uazsu3aa
AILNAALNELIINASITU (enjoyment) (Im &
Ha, 2014; Roger, 2003)

a9AUsE¥NaUYaY Perceived Innovation Characteristics

29AUSENBUVY Perceived Innovation Characteristics

Rl
Compatibility Ease of use  Usefulness  Enjoyment
1. Wu and Wang (2005) v v v v
2. Yoon and Cho (2016) v v v v
3. Rogers (1983) v v v v
4. Davis et al. (1992) v v v v

A19719 1 LangesAUsENaUYBY Perceived
Innovation Characteristics Usgnaumig 4 anu
il (1) ANUADAARBANUEUTLNA (compatibility)
(2) Mmsldaudie (ease of use) (3) UssTewiiilasu
NN15LY (usefulness) wag (4) Auinanndulu
N5l (enjoyment)

1. Anudanadasiuguilaa (compatibility)
NMsAne1 wuan undselaliaiunung
NP HERIE LR NNATRIETE fail Chen, Gillen-
son, and Sherrell (2002) na11in \Judsdidua
nsznvethsdfgsenginssuaundlalunsld
1y uazfududsd Ay fidwadorirund AN
Wu and Wang (2005); Yoon, and Cho (2016) 16t

v

NANMIUSNWULAAIEATINUINAINUADARADINUE]

U

UslnnfidvdnaegnaiiddfysongAnssunisde
duA" Lai and Chang (2011); Ozturk, Bilgihan,
Nusair, and Okumus (2016) lalviflenugenndes
Audmneia Arudtulatuaen anududu
LazALEeIn1s dudseuiauszninanisly
Pusuuintaznstruuinnssulvl Fagih
(2016); Flight, D’Souza, and Allaway (2011)
Na11I1 seAuvesnunulaveuinnIsNYes
Fuslansuiieadosiuiddin uazlassainama
oy Usvaunmsalaaiy ANUABINTTVRIEUILAR
uinnssutudoamnyay 2 Ussnnsie (1) 38930
dwifuslon war (2) aonndostudsan fay
winnssulmidesdenanaeddndufuaydod

AnuaeaAdediuiunsldusmiudduIe
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ladginsfnwuazlaliddrdianing 17
fall David (1989) fenwin Wuszduvesmuie
Fszvumsidnumeluladiududead lode
Kuo and Lee (2009); Lim (2009) 1sina12i1 a3
T1udne WunsTdauiiddhmaneindedde
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& Warshaw, 1992; Igbaria, Zinatelli, Cragg, &
Cavaye, 1997; Pikkarainen, T., Pikkarainen,
K., Karjaluoto, & Pahnila, 2004) n1sAnwineu
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Feaneneunszyinludsiguilaalidiungdawa
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2009) @onnaasiu Davis et al. (1992); Venkatesh
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nnsAnwlanuIniunIdeliadnnaang
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Hureliiiauselov droufinauaiunsa iy
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(David, 1989; Kulviwat, Bruner, Kumar, Nasco,
& Clark, 2007; Obal, 2013, p. 905) hagiuaiu
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nsveliifinannty (Cheung & Vogel, 2013;
David, 1989) Snviayaradafiamidouasiinisiug
suneluladfldsuduaunsadiavenadeni
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Wenfugldinaluladananudrasilalaemui
famunmidy videvlFuudauataisatu (David,
1989; Davis et al, 1992) sty Uselewidiilasu
nnmslidudnsnamauiniitdennudlalives
;ﬁu%lmﬁ%iﬁffmusww%amﬂiuiaﬁﬁ?uq
U3Fu09 Thongkham (2013) find137
TAUARTTINEUSNNTTSEMAUAHIUSEUY MPOS
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Tneusiaannseiedanadiozmuan (Davis et
al,, 1992) mmLwamLwéuﬁﬂﬁlﬁmmmayﬂmm
wuavnsfisualy (Venkatesh, 2000) fia Aanssu
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THauldeesgndessienuias (igbaria, livar, &
Maragahh, 1995)

NLITEYee Van der Heijden (2004) &4
Igvhnsanendemusdalunsladuled wanis
Fenuimnumanmaudmaneduinauaile
THwduled aAnumdamaulunsldUseneune
Faudsiidunals ¢ fuds Ao (1) nsldens
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5. aAuwiouatumalulad (technology read-
iness index)
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and Colby (2014) lé’ﬁmauaﬁﬁi’mmmiﬁﬂm
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HU3AFIUVBINTINY
a a P P Py
auyRgIL 1 anunaumumnalulagiinamg
uInsieAuaNvENIIUIUIANTIY
a a P P Py
auyRgILT 2 Anunaumumnalulagiinams
UINFDANUAILILY
auAgIUN 3 AuANYENNTIUIUIRNTIUING
PIUINADANUAI DY

52:8uIeN159Y
Teidunsandunisi Soidelsunn
(quantitative research) Uszansiildlunsise
AagldmanslanlulnniAwmilenauans
N13ANMUATUIAAIDE1MIAY 500 WY
Fseglusedudann (very good) msluIAnves
Comrey and Lee (1992, p. 125) l¥n1sgusiags
wuunaneduney (multi-stage sampling) AL
Uszrnslulnniamionsuaisussnaunag 9
Jandn laun gnshnd wesysal Awalan ain
gluvie 130T Mununys uasanssa griesnil sau
92 Sune IntuiTelETBMIduieg e
(simple random sampling) fiewsurumiag
drsaviaauls 43 sne Tne 36 S0 Liushedns
15 AU uag 7 81109 AU 14 fleg1s 59
TupnnAwillonouals 638 au
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w3esilofldlunissivsindeya Tduuy
dounny (questionnaire) {33elavinnsmaaa UM
AAuiesmsadaiion (content validity) wag
mMIsnadeumeUletiu (reliability) FedSeuil
ANNEDAARBIVDITOAINM (corrected item-total
correlation) fuingusasAangidervgy S1umm
3 au AdulszAvsueanvensauLIA (Cron-
bach’s alpha) 4111171 0.7

Mlase lEnsieseideyananeinys
(multivariate analysis) lagn15ATIERAILUL
aun13lATIATI (SEM)

NAN13IY

1. HAMTIATIZATINTTUUT AIDENIIUIU
638 au wud Wumendgeunnnininaye Joy
Wy 29 T ﬁﬂwﬂuizﬁuﬂ’%zymm‘%maﬁqmﬁmi‘]u
64% Fe3aaRRANIUT 9 20% warUan
InAndu 129% mudidu Inelsiodesioiiougs
fign Ao agsEwing 20,000-29,999 UM 898N
wosnii 10,000 UM ke 10,000-19,999 UM AL
aeu dulvaudvesgsiv/gsivduiandu
32% F99AUNABNUNITULONTU 26% WaztiniTeu/
UnANYY 21% MIUEIAY
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dunluvenlas

(Mediating Variable)

fanlsdu B=0.278"

(Independence Variable)

2.9
ANUNITDUATU

B=1.410"" fralsaa

(Dependence Variable)

maTuTad - TRI B=0.023

A 2 Wan1sIve

2. 1an1sAs1Endadsenidnsnaneniny
f3lald 1Wun1simsigsiannisiasaase (SEM)

AelUsknsy AMOS wud1 lataamdnusalaby

MdFulaeg) Fausenaumey yutasluwdfnu
wialulad auddnlivaeadelumsldmalulag

H2

wazAMANYENTTUTUTANTIU Nilnuaennfes
fudeyadslssdndeglunneia aguliinluwea
Auadlald dauaenadeanaunduiulunani

(%

nounnmualiluszduiiveusula

M99 2

HANTSNAFOUALYIT 1Y

duyAgIY tduns duussAvs  tvalue HAaWS
s (B)

HL  anundeusunalulad —Ananuyaizn1siuiuinnsy 0.278 8.064%*  atiuayu

H2  anundeusunalulad —>anuaslalyd 0.023 0589  lyavuayu

H3  Aadnwaensiuiuionssy —anuadald 1.140 8.811%*  atluayuy

ool Seddymnsedaiisy

U 0.001 (p < 0.001), (t-value > 3.291)
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NANTN 2 WU AUYAZIUA 1 AunTey

a

ArunAlulagiian

winnssueg19iltedrAgnsadfnszau 001
dun1e 0.573 (B = 0.573,

t = 8.064, p < 0.001) auyAgIuT 2 TeyaLds

'3

Tngda1duUseanss

Uszdnuwdsldatuayunanundoumumalulagdl

f1979 3
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