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Abstract
The use of Quick Response Code (QR code) in agri-food products packaging has been providing a new channel of communication
and relationship between company and consumer. In food retailing, in the absence of sellers packs communicate with consumers
and, when used as a marketing strategy or tool facilitating traceability, can help consumers interpret the available information
on the labels. The mobile tagging strategies allow available information and entertainment with innovative actions to different
segments, expanding the labels communications capabilities beyond traditional information weight, validity, and nutritional data.
Although the growth potential of this technology is significant, use the packaging still limited, and companies lose the opportunity
to differentiate the offer, providing additional content and sometimes customized. However, to leverage its use is necessary for
companies to show clearly the QR code on packaging and also indicate to consumers how to make use of this technology, taking
advantage of the available information so that in future they may use them in the decision shopping process.
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Introduction
The Quick Response Code (QR code) has become more and
more frequent in packaging and printed publicity materials used in
advertising and promotion campaigns. In Brazil, many consumers
still do not understand the use of this new figure printed on the
packaging, so although QR code is gaining commercial popularity
due to the growth of mobile technology, its use is reduced in
Western countries, compared to Asian countries.

The packaging plays essential functions of protection,
packaging, and storage, as well as enabling the logistics of product
distribution to the final destination, preserving its attributes. In
food retailing, where practically no sellers, packaging rests with the
function to communicate to the consumer the product messages [1].
In this sense, [2] pointed out that the use of QR code as a marketing
strategy assists in the promotion of the product or company, or
even directing consumer choices.

Discussion
According to [3], the QR code has been widely used in
packaging allowing the adoption of marketing actions (images
of other products and coupons), the labeling of the product and
the inclusion of commercial traceability information. In this case,
concern about food safety and possible health risks added to the
need for transparent information has increased the importance
of traceability of such products [4]. The details of the traceability
information add value to food products to meet legal issues of
safety and quality assurance, increasing confidence and consumer
satisfaction.

The traceability associated with the use of the QR code may
provide information and transparency of the productive chains
and, thus ensure the quality and safety of the products [5]. The
main benefit of this technology is the ease of use because it is only
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necessary to scan the code with a Smartphone to access the data
available in a digital way.

Marketing activities developed with the mobile phone’s help, to
leverage the construction of a satisfactory and lasting relationship
between companies and customers are called mobile marketing
strategies [6]. When directed on packaging and labels, mobile
tagging - providing data on mobile devices, usually by reading a
two-dimensional bar code through a camera phone - enables taking
information and entertainment to different segments through
innovative actions. With this technology, the label expands its
communication capabilities beyond the traditional presentation of
information on the weight, validity or nutritional data. Thus, the use
of mobile tags may influence the formation of consumer’s opinion
[7], making packing a highly effective means of communication for
businesses.

The industry has increasingly stamped the QR code on food
packaging, allowing consumer instant access to gifts, services,
and information hosted on the Internet. Criticism, in this case, is
being pointed to frequently frustrating experiences that brands
offer to customers, leading them to sites that were not prepared for
the mobile platform, or where it isn’t possible to find the product
announcement, or else the packing information cannot be found.

Whereas consumers are increasingly interested in practical
information on the product, we believe that they are predisposed
to use their Smartphone to access information from the
manufacturer/producer at the selling point, assisting in decisionmaking [1]. In retail, marketing communication using QR code can
provide consumers with functional benefits such as business and
convenience information rather than utilities, in the case of a more
enjoyable shopping experience.
Consumers recognize the importance of the information on
the label, and they are more interested in practical information,
such as preparation methods, security assurance, quality brand
and its product [8]. Found in consumers preference for traceability
information, having observed a predisposition for more trade
information and less technical one, possibly because the traceability
information (technical) are less known and of little domain.

Even with a plentiful supply of differentiation opportunity,
companies have been unable to identify the best way to maximize
the advantages of using the QR code that offers interactivity to
be scanned, allowing access to different content, increasing the
potential for interactivity through clicks or performing a specific
task to receive a special offer, for example. Using this tool, developed
for quick and easy access to content on Smartphone, consumers can
feel more connected to the brand [9].

Conclusion

In general, consumers have difficulties in interpreting food
labels accurately or objectively, suggesting a gap in the information
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that guides the purchase decision. In this sense, a mobile tagging
system can provide access to accurate and relevant information by
reading the QR code on the product packaging, making it possible
to retrieve information stored in a central database. Another
advantage is that this information can be customized according to
the preferences and needs of each group of consumers, becoming
an excellent tool for the supply of differentiation strategy, market
segmentation, and product positioning.
This trend suggests that soon, the mobile phone plays an
essential role in the purchasing process, enabling the consumer to
obtain more information and make better choices and acquisitions.
However, it is necessary a better understanding of how consumers
interact with the QR code, the use in purchasing decisions and what
information value most. Understanding these issues will contribute
to the consolidation of the use of this technology uses and, above
all, the transparency and availability of information about the
production process, reinforcing the importance of traceability and
quality assurance in food.
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