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2 Case summary 
Quick response (QR) codes are an electronic identification technology that are 
utilised by businesses to promote provenance via mobile marketing, business 
communication and many other commercial applications such as product tracking 
and mobile payments. This research study was developed to evaluate the potential 
use of QR code technology as a communication tool for consumers in mainland 
China. This study will be used as a baseline information resource for the Australian 
mango industry to support export growth to China. 
The study involved completion of an in-market activity in Shanghai, China through 
collaboration between both Australian and Chinese industry partners. The activity 
developed a prototype QR code poster that was linked to a custom mobile website 
to promote provenance for Australian mangoes. Additional sub-activities included an 
evaluation of QR code implementation and primary application on platforms across 
major business retailers to identify future trends and development of the technology. 
Overall, QR codes are a viable and versatile technology that can be used by both 
businesses and growers in Australia. Chinese business engagement with QR codes 
was high and is a vital consideration for consumer communication.  

3 Introduction 

 Project background 
Queensland and the Northern Territory are the major producers of mangoes in 
Australia where key logistics hubs export Australian mangoes overseas. Mangoes 
are one of the most economically important tropical fruits in terms of production, 
market and export value and growth in Queensland. The gross value of Queensland 
mango production at farm gate is approximately AUD180 million per annum (AMIA, 
2019). 
QR codes are an emerging electronic identification technology that can be used as a 
communication tool by Australian growers. A case study was developed to provide 
further insight and research in this area through collaboration with an Australian 
mango grower, an information technology provider and Chinese industry partners. 
The study aimed to improve communications, capacity building and access to 
information resources for mango industry stakeholders to support future mango 
export growth to China.  
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 Study objectives 
The primary objective of this study was to support participation and capacity 
development for young agribusiness researchers and industry personnel 
(Queensland Department of Agriculture and Fisheries – QDAF). 
The objectives for this study were to: 

1. complete a literature review to evaluate current usage and effectiveness 
of QR codes for Chinese and Australian consumer markets, specifically 
in food related products 
 

2. develop a technical QR prototype poster and mobile website that is 
suitable for the Chinese market through industry collaboration 
 

3. complete an in-market activity on current QR code application for both 
fresh fruit and vegetable product lines in Shanghai, China in order to 
provide recommendations on future QR code implementation.  

 Study methodology 
R2E2 variety mangoes were Manbulloo’s primary export focus to China via air-
freighting during the peak 2018 mango season (November through to January). The 
two key markets of Shanghai and Guangzhou were identified as these presented 
the best opportunities for trade growth of fresh mangoes due to consumer demands 
and high market prices for premium imported fruit. Through Chinese industry partner 
engagement, Shanghai was selected as the primary research location for in-market 
collection activities (Objectives 2 and 3) in December 2018. 
Assumptions and limitations  

All data collected from the QR code poster promotion (Objective 2) were observed 
over two key holiday-season weekends (22–23 December and 29–30 December) in 
four stores. It was assumed that customer traffic to the retail stores during this peak 
period would be higher than usual. It was also expected that high-income earners 
would purchase through premium supermarkets that focused on imported goods.  
Additionally, the in-market implementation of business and grower QR code 
technology (Objective 3) was observed between 15 and 17 December to estimate 
fruit and vegetable products available on the retail market. However, the data results 
generally differed depending on store availability and seasonal variation across the 
calendar year.  

4 Literature review 

 Background 
China is Queensland’s largest export destination and goods and services partner, 
with a total of AUD83,646 million worth of goods exported in 2016, including 
AUD1,526 million in the vegetable category (Department of Foreign Affairs and 
Trade, 2016). One objective of the Queensland Government’s strategic direction is 
to enable long-term productivity growth and export potential of the agriculture, 
fisheries and forestry sector. Australia’s agricultural exporters face many challenges 
when meeting overseas demand, including long supply chains leading to short 
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product shelf life, rigid regulations and lack of market access with consumers 
(Department of Agriculture, 2017).  
These challenges lead to a significant increase in business costs and inadequate 
prices for food produce, which reduces export viability (Valle, et al. 2014). One key 
opportunity for businesses to add value to their products is to develop innovative 
communication technologies (Stanley, 2016). QR codes are an emerging electronic 
identification technology used by businesses for mobile marketing, business 
communication and many other commercial applications (Denso Wave 
Incorporated, 2009).  
Existing literature was reviewed to understand the background and identify trends of 
QR code technology adoption in the modern consumer market, specifically in 
identifying future opportunities for Australian businesses. This review was organised 
into three sections. The first explored the background and development of the QR 
codes and discussed their potential as an electronic identification technology in the 
food industry. Next, consumer purchase trends were examined using specific 
examples of purchase drivers, including quality, origin and traceability. The last 
section focused on consumer mobile ownership in both China and Australia, and its 
implications on QR technology while exploring future adoption opportunities of QR 
codes in Australia for both local and export food produce.  

 Labelling and packaging 
QR codes are a two-dimensional symbol that belongs to an electronic identification 
technology family, which includes barcodes, radio frequency identification (RFID), 
magnetic cards, optical character recognition (OCR) and biological identification. 
One of the advantages of QR codes over other types of codes is that its small 
physical space increases data capacity, high-speed reading and resistance to 
distortion, dirt and damage (Denso Wave Incorporated, 2009). QR codes can be 
coded specifically as a mobile tagging system that enables consumers to have fast 
access to product information. This process involves the utilisation of a mobile 
device camera to scan the image, subsequently decoding and enabling access to an 
embedded URL or hyperlink.  
Labelling on traditional packaging conveys copious amounts of information, 
including marketing designs, logos, graphics, ingredient lists and nutritional 
information. However, the space available is generally limited by the packaging size 
and regulations set by the food standards code in each country (Bacarella et al, 
2015). These restrictions on traditional packaging can now be resolved by the 
addition of a QR code, which allows the consumer to access additional information 
about the product (Shiang-Yen et al, 2010; Kwak, 2013).  
QR codes can also be utilised as an electronic identification technology by 
producers, distributers and retailers for internal business process, such as 
traceability and supply chain data management (Luvisi, 2016). One example of 
supply chain improvements include dematerialisation, which is defined as 
technological progresses that lead to reductions in the amount of materials or 
energy used to yield goods and services (Cleveland & Ruth, 1998). Plant health 
management and environmental monitoring improvements can be made using 
identification technologies to provide feedback or improve automated systems, 
particularly in fresh produce (Luvisi, 2016). Business marketing campaigns can also 
benefit greatly from adopting QR codes. This can be implemented in environments 
such as restaurants and cafes that provide consumers with discounts, daily specials, 
coupons and even additional nutrition information (Balasescu, 2017). 
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 Consumer purchasing trends and smartphone usage 
There are many drivers and factors to consider when examining marketing 
strategies that influence consumer purchasing decisions of food products which, in 
turn, are always evolving to adapt to new modern lifestyles (Larmarree et al, 2012) 
(see Table 1). The perceived value of an item that provides consumers with relevant 
information plays a significant role in directly affecting the price the consumer is 
willing to pay (Stanley, 2016; Lombardi et al, 2017).  
This value can be increased by building a brand relationship between the consumer 
and the seller through conveying information regarding nutrition, quality, processes, 
authenticity and traceability (Bacarella et al, 2015). Previous technology acceptance 
models have also demonstrated that consumer information can assist marketers in 
developing effective strategies, while food involvement plays a significant function in 
the relationship between perceived value and perceived usefulness (Kim & Woo, 
2016). 
Table 1. Drivers for consumer purchase of foods 

Driver Food product examples Reference 

Product quality Organic labelling of fruit and 
vegetables 
Nutrition information on 
restaurant meals 

Thogersen & Zhou, 2012 
 
Balasescu, 2017 

Product origin (authenticity) Minced beef and steak Spence et al, 2018 

Product traceability  Production chain of fish fillets 
Fruit yoghurt packaged 
beverage 

Tarjan et al, 2014 

Source: Author’s analysis 

The uptake of smartphones (defined as a mobile telephone with built-in applications 
and internet access) among Australians has increased significantly in recent years. 
A three-year study that tracked total Australian smartphone ownership showed a 
steady increase from 67% in 2011 to 88% in 2014. In addition to ownership, 
smartphone usage was also evaluated which indicated that Australians are 
increasingly more likely to utilise applications to achieve daily tasks (AIMIA, 2014), 
including to: 

• send and receive emails (59% in 2011 to 81% in 2014) 
• obtain information (66% in 2011 to 88% in 2014) 
• visit websites and/or browse/search the internet (44% in 2011 to 70% in 

2014) 
• buy things online (36% in 2011 to 59% in 2014). 

In comparison, today’s Chinese population is close to 1.4 billion with 51.7% 
smartphone users and 73.3% internet users in urban areas (Global market report, 
2017). QR codes are also popular in China due to the Chinese payment systems. A 
recent study revealed over 67% of consumers use Alipay, WeChat or other QR 
payments in convenience stores within Beijing (China Channel, 2017). This 
demonstrates that the Chinese population in urban areas is accustomed to scanning 
and using QR code technologies. 
The changes relating to how consumers interact with smartphones can have a 
significant impact on communication technologies, specifically in the adoption of QR 
codes in the market (Lamarre et al, 2012). Simple mobile applications can deliver a 
smooth and convenient process for consumers to scan QR codes inside a grocery 
or supermarket store. Project ‘Meet the Grower’, launched by retailer Woolworths in 
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2013, challenges this process by encouraging agriculture farmers to add QR codes 
to fruit and vegetable packaging (Anon, 2013). This directly enables information 
exchange between the buyer and the grower including, treatment technologies, 
fertilisers, storage, ingredient declaration and origin details. Although mobile 
technology uptake has significantly advanced, there are still gaps in the use of QR 
codes, especially around food science and nutrition. Marketing systems, production 
processes and brand building offer potential development opportunities for many 
businesses to adopt in the near future (Sanz et al, 2016). 

5 Prototype development and in-market study 

 Method 
This study was developed following a meeting in Brisbane with the Australian 
mango company, Manbulloo in June 2018 , and with information technology support 
from Fresh Supply Co. A subsequent meeting was held with David Inderias, CEO 
and co-founder of Fresh Supply Co – an Australian company with strong links to 
technology and agricultural sectors that provide technical support to growers 
exporting to Asia. This business portfolio includes helping to manage provenance 
(where produce is grown, processed, transported and delivered), terms of trade and 
block-chain technology. The session focused on discussions in relation to 
developing a prototype project that utilises QR code technology to provide Chinese 
customers with provenance material during the retail shopping experience. Georgie 
Uppington (COO, Fresh Supply Co.) was the lead information technology developer 
of the company’s QR code technology and websites.  
Design and development 

A second client engagement session was held with both Manbulloo representatives, 
Emily Ross (Business Development) and Scott Ledger (Quality Manager) on 25 
October 2018. During this session, the following design and developments were 
discussed: 

• R2E2 mangoes for retail export are currently marketed/labelled as 
‘Australian Mango’. Manbulloo and DAF (assisted by Fresh Supply Co.) will 
design and develop an in-market poster, Chinese translation, promotional 
photography and embedded QR code technology. 

• The cost of developing the poster will be significantly less than on-fruit 
labelling for the initial trial. 

• Building of a new mobile website to support easy access to information that 
features a short promotional video of the Manbulloo business, marketing 
photography and farm locations maps.  

• The information technology and server back-end systems required to support 
on-going tracking of consumer engagement. 

Optimisation  

On-going development of a poster in 2018 was continued after receiving feedback 
from Chinese wholesale and retail partnerships Chic group’s (Guo Wong) 
representative, Jeremy Chen (Business Liaison) on English to Chinese translations. 
Further compatibility optimisation of QR code technology was required to ensure 
functionality in major mobile platforms, including the WeChat application, Android 
(9.0 or earlier) and Apple iOS (12.0 or earlier) mobile operating systems. Final 
versions of the poster design and websites were provided to Manbulloo 
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representatives in early December 2018 and subsequently approved for retail data 
activity (see Figure 1). 

 
Figure 1. QR code promotion poster 
Source: Research material 

Data activity and observation 

The case study was conducted on an air-freight shipment of R2E2 Australian 
mangoes to Guo Wong (Wholesale) and subsequently City’super (Retail) located in 
metropolitan Shanghai over two key holiday season weekends (22–23 December 
and 29–30 December) (see Table 2). In conjunction with the store QR posters, an 
in-store stand at each location was also arranged by the retailer to provide 
customers with fresh-cut, taste-testing samples for an added marketing promotion. 
Data observation was conducted by Fresh Supply Co. via online software that 
provided the analytics for live tracking the number of total visitors, unique visitors, 
page visits and locations over the data activity period. 
 
Table 2. List of retail store locations for in-market activity 

Source: Author’s analysis 

 Results and discussion 
A Chinese consumer provenance feasibility study which contained analytics, 
literature context and recommendations for future activities was provided by Fresh 
Supply Co. to inform this study using live-tracking QR code scans. Direct mobile 
scanning via in-store promotional posters indicated 84 unique visitors accessed the 
Manbulloo website via the QR code using varied operating systems or software 
applications. Additional data was obtained to broaden the data collection through to 
14 March 2019. These observations include: 

• There was a total of 150 unique visitors (including via the sharing of QR 
codes or the website link). 

City’super stores Business location 

Store 1 LG2, HKRI Taikoo Hui, 789 W.Nanjing Rd., Jing’an District, Shanghai 

Store 2 8 Century Ave, LuJiaZui, Pudong Xinqu, Shanghai 

Store 3 999 Huaihai Middle Rd, HuaiHai Lu XiDuan, Xuhui Qu, Shanghai 

Store 4 Shanghai Times Square, HuaiHai Lu DongDuan, Huangpu Qu, Shanghai 
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• There were a total of 391 visits (including repeat visits and page refreshers) 
to the website link. 

• Chinese consumer adoption was highest with Apple (50%), followed by 
Android (30%) and other OS devices (20%) such as Windows, MAC or 
Linux. 

It was observed that there was a moderate level of engagement from Chinese 
consumers who visited the stores during the promotional week. In additional 
analytics, it was also observed that the QR code link had also been shared with 
other users over a three-month period, with Apple (iOS) being the most popular 
consumer platform.  

6 Business and product study 

 Method 
An in-market data collection activity was completed between 15 and 17 December 
2018 in Shanghai, China, to achieve the following results: 

• Activity 1: To provide a snapshot of the adoption rates across both retail 
businesses and grower implementation of QR code technology products. 

• Activity 2: To provide a snapshot of the (a) primary application, and (b) 
platform choice that includes a diverse range of brands that utilise QR code 
technology. 

Data collection locations 

A broad range of retail business locations were selected across the key metropolitan 
Shanghai area (including Pudong) with dense populations and where high-value 
imported products were primarily marketed (see Figure 2). This included a range of 
retail business types, including premium supermarkets with focus on high-value 
import goods, upmarket retail locations, local food supermarkets, hypermarkets, 
food stalls and express or convenience business locations. 

 
Figure 2. Map of Shanghai’s metropolitan districts 
Source: www.travel.zentech.jp 
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In Activity 1, each location was assessed for the adoption rate of QR codes by 
approximating the total number of fresh fruit and vegetable products sold against the 
number of products that had implemented QR code technology (products included 
were sold directly to consumers without added processing). This may include a QR 
label on an individual product (on-fruit labelling), packaging exterior, advertising 
posters or an integrated supermarket barcode. A total of 12 different retail business 
locations were surveyed, with both City’super and Ole’ Supermarket retailers being 
assessed in duplicate as a primary retailer where Manbulloo mangoes (R2E2) and 
other premium fruits and vegetables were sold.  
Additionally, product information collected across all selected locations was used to 
evaluate its application and platform choice in Activity 2 (i.e. the data set was 
selected by excluding duplicate products produced from the same business brand). 

 Results and discussion: Activity 1 
From the dataset analysis, two distinctive QR code technology implementations 
were determined across ten retail businesses in metropolitan Shanghai (see 
Supporting document 9.2). All data was grouped into two tiers at different adoption 
rates. 

1. Business implementation – whereby retailers developed a new system-wide 
QR code technology across a product range on a store display barcode or 
product label. This system required engagement and contribution from the 
grower and generally had a restricted standard format for displaying product 
information.  
 

2. Grower implementation – whereby the primary producer of the fruit or 
vegetable product developed a private QR code technology system directly 
on its packaging or product. This did not involve retail stores and growers 
that may have established independent applications described in Activity 2. 

Businesses used different approaches to adopt QR code technologies (see Figure 
3). Seven retail businesses were categorised under Tier 1 (<9%) and Tier 2 (10–
40%), representing no business implementation and minor to moderate grower 
implementation. This includes City’ super, Ole’ Supermarket and BLT within the 
premium import category; Lotus and Leme Superlife within the local category; City 
Shop within convenient category; and, lastly, Shanghai First Food Hall within the 
stalls category. Tier 3 (41–80%) shows business implementation with QR code 
technology embedded on selected product labels, which includes both Wanyou and 
Vanguard groups (Shopping Express) under the local category.  
Lastly, Hema Supermarket was categorised in Tier 4 (81–100%) with a very high 
implementation rate across both store display barcodes and product labelling. This 
included a mobile application that integrated product scanning and enabled 
online/offline shopping experiences.  
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Figure 3. QR code technology implementation summary 
Source: Author’s analysis 

 Results and discussion: Activity 2(a) 
From the dataset analysis listed in Supporting document 9.2, three different primary 
usage platforms (an online location where consumers are directed to after scanning 
the QR code) were identified from this activity. Certification systems (23%) were 
developed to create a platform that focused on product information and food quality. 
This was generally applied by business implementation (described in Activity 1) or 
by growers who had developed a brand across a range of products under the same 
system. This required extensive and costly implementation method with deep 
integration into supply chains in order to enable live product tracking.  
WeChat profiles (32%) were categorised under a form of social media that enabled 
consumers to connect with growers. The initial setup of a profile was relatively low-
cost, with interactions and articles being managed by the marketing team. (Note: A 
WeChat application was required by the consumer end to access the profile.) Full 
websites (41%) fell under the final category and could be modified into a mobile-
friendly version. This required further cost and development time, and website 
management was dependent upon the level of application (see Figure 4).  
 

 
Figure 4. QR code technology primary platform summary 
Source: Author’s analysis 
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 Results and discussion: Activity 2(b) 
The primary application was the business purpose and objective for utilising a QR 
code on a product (see Figure 5). This was analysed across the brands to assess 
several approaches used by existing brands (see Summary at end of document). 
Provenance (77%) was recognised as the most frequent use of the QR code as it 
enabled businesses to develop their brand by focusing on country of origin while 
promoting company values. Marketing (52%) combined the use of social media, 
nutritional guides and recipe promotions. 
Food safety and quality (41%) was also a common theme but had varied 
approaches that included test certification, traceability and food safety standards. It 
can be assumed that all categories also assisted in building the brand image of the 
business.  

 
Figure 5. QR code technology primary application summary 
Source: Author’s analysis 

7 Conclusion and recommendations 

 Conclusion 
The aim of this study was to evaluate the potential of QR code technology as a 
communication tool for consumers in mainland China. The conclusions from the 
study are as follows: 

• The literature review (Objective 1) established that QR code technology is an 
effective electronic identification tool due to the increase in data capacity, 
high-speed reading and communication benefits in comparison with 
traditional 2D barcodes. When applied specifically within the food industry, 
QR codes can be utilised in many different applications, including 
provenance, food safety and supply chain. The popularity of mobile phones 
with integrated scanning has also led to increased usage of QR codes by 
consumers. 

• An in-market data activity was completed in metropolitan Shanghai through 
collaboration with the Chinese premium supermarket, City’super, Australian 
mango grower, Manbulloo, Fresh Supply Co. and the SRA project team 
(Objective 2). This activity has shown moderate Chinese consumer 
engagement with QR code promotional posters during the observation 
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period. This activity established a baseline for both website creation and 
utilisation of software analytics to track consumer interaction.  

• Objective 3 estimated adoption rates across both business and grower 
implementation of products utilising QR code technology. This data 
demonstrated different tiers of QR integration across selected Shanghai 
supermarket retailers with very high adoption rates in the local market. 
Primary platforms and QR applications were also identified across 23 brands 
in order to better understand the present marketplace. It is evident that 
opportunities exist for further research of this technology to improve 
consumer engagement and support future mango export growth to China.  

 Recommendations 
The key recommendations from this study include: 

• New development costs are estimated by suppliers to be between AUD30K 
and AUD150K.Depending on the level of QR implementation desired, further 
appraisals may need to be undertaken.  

• On-fruit labelling development is required to significantly increase conversion 
rates by offsite scanning. 

• The development of a consumer study that directly engages with Chinese 
consumers via interviews or questionnaires in order to receive feedback on 
QR system improvements. 

• Build provenance through the creation or improvement of a business’ 
website, social media and other mobile applications. 

• A website analytical study is required to gauge consumer engagement when 
linked via QR codes. 

• Additional studies are needed to further explore other applications including 
the development of a food traceability system, as well as fraud and anti-
counterfeit detection.  



12 

 

8 References 
AIMIA The Digital industry Association of Australia (2014). The Australian Mobile 
Phone Lifestyle Index. pp 9–15. 

AMIA. (2019). Australian Mango Industry Association Resources, viewed 
https://www.industry.mangoes.net.au/resources 

Anon. (2013). Woolworths launches ‘Meet the grower’ QR code. FMCG vol. 19, p 8. 

Bacarella, S, Altamore, L, Valdesi, V, Chironi, S, & Ingrassia, M (2015). Importance 
of food labeling as a means of information and traceability according to consumers. 
Advances in Horticultural Science, vol. 29 (2–3), pp 145–151.  
 
Balasescu, M, & Dovleac, L (2017). ‘The interest of Romanian consumers in using 
QR codes in restaurants and pubs’. Bulletin of the Transilvania University of Brasov. 
Economic Sciences. Series V, vol. 10(1), 9–14. 

China Channel (2017). Wechat key trends report, viewed 
https://chinachannel.co/wechat-key-trends-report-2017/  

Cleveland, CJ & Ruth M (1998). ‘Indicators of dematerialization and the materials 
intensity of use’. Journal of Industrial Ecology vol. 2, pp 15–50 

Denso wave (2019). ‘Point for setting the module size’, DENSO WAVE, viewed 
https://www.qrcode.com/en/howto/cell.html 

Department of Agriculture (2017). Annual Report 2016–2017 Queensland 
Government, viewed 
http://www.agriculture.gov.au/about/reporting/annualreport/2016–17 

Department of Foreign Affairs and Trade (2016). ‘Queensland Fact Sheet’, viewed 
https://dfat.gov.au/trade/resources/Documents/qld.pdf 

Kim, YG, & Woo, E (2016). ‘Consumer acceptance of a quick response (QR) code 
for the food traceability system: Application of an extended technology acceptance 
model (TAM)’. Food Research International, vol. 85, pp 266–272.  
 
Kwak SB (2013) ‘Consumer-level food source information tracking, management, 
reviewing, and rating method and system’. United States Patent Application 
Publication, US 2013/0018761 A1. 

 
Lamarre, A, Galarneau, S, & Boeck, H (2012). ‘Mobile marketing and consumer 
behavior current research trend’. International Journal of Latest Trends in 
Computing, vol. 3(1), pp 1–9. 

Lombardi, A, Carfora, V, Cicia, G, Del Giudice, T, Lombardi, P, & Panico, T (2017). 
‘Exploring willingness to pay for QR code labeled extra-virgin olive oil: An application 
of the theory of planned behavior’. International Journal on Food System Dynamics, 
vol. 8(1), pp 14–31.  
 
Luvisi, A (2016). ‘Electronic identification technology for agriculture, plant, and food. 
A review’. Agronomy for Sustainable Development, vol. 36(1), pp 1–14.  
 

https://protect-au.mimecast.com/s/jvPqCK1qKYhmzqZwfM72Wb?domain=industry.mangoes.net.au


13 

 

Maciel, ES, Santosvasconcelos, J, Savay-Da-Silva, LK, Galvao, JA, Sonati, JG, 
Christofoletti, JC, & Oetterer, M. (2012). ‘Label designing for minimally processed 
tilapia aiming the traceability of the productive chain’. Boletim Centro de Pesquisa 
de Processamento de Alimentos, vol. 30(2), pp 157–168.  
 
Newzoo (2018). ‘Global mobile market report’ viewed 
https://newzoo.com/insights/articles/ 

Sanz-Valero, J, Alvarez Sabucedo, LM, Wanden-Berghe, C, & Santos Gago, JM. 
(2016). QR Codes: Outlook for Food Science and Nutrition. Critical Reviews in Food 
Science and Nutrition, vol. 56(6), pp 973–978 
 
Shiang-Yen, T, Foo, LY, & Idrus, R. (2010). Application of Quick Response (QR) 
codes in mobile tagging system for retrieving information about genetically modified 
food. 
 
Spence, M, Stancu, V, Elliott, CT, & Dean, M. (2018). ‘Exploring consumer purchase 
intentions towards traceable minced beef and beef steak using the theory of planned 
behavior’. Food Control, vol. 91, pp 138–147.  
 
Stanley, RA. (2016). ‘Creating new, high value innovative products from vegetables, 
root and tuber crops’.Acta Horticulturae vol. 1123, pp. 1–6: International Society for 
Horticultural Science. 
 
Tarjan, L, Senk, I, Tegeltija, S, Stankovski, S, & Ostojic, G. (2014). A readability 
analysis for QR code application in a traceability system. Computers and Electronics 
in Agriculture, vol.109, pp 1–11. 015 
 
Thogersen, J & Zhou, Y. (2012). ‘Chinese consumers’ adoption of a ‘green’ 
innovation – The case of organic food’. Journal of Marketing Management, vol. 28, 
pp 313–333. 

Valle, H, Caboche, T & Lubulwa, M (2014). Australian vegetable growing farms: An 
economic survey, 2011–12 and 2012–13, ABARES Research report 14.1 Canberra: 
Horticulture Australia. 

  



14 

 

9 Supporting documents 

 Fresh Supply Co. Chinese consumer provenance 
feasibility study: December 2019 

 



15 

 

 
 



16 

 

 



17 

 

 



18 

 

 Activity 1 summary table 

Date of survey Retail business 
name Retail location Description and website Retail category 

Estimated # of 
fresh fruit or 
vegetables 

sold 

Percentage of total 
products that 

utilises QR code 
technology 

(%) 

15 December 
2018 

city’super HKRI 

上海市静安区南京西路吴江路 
邮政编码: 200000 

(LG2, HKRI Taikoo Hui, 789 
W.Nanjing Rd., Jing’an 

District) 

Premium hypermarket with 
focus on import goods 

https://www.citysuper.com.cn 
Premium 210 13 

Ole’ Boutique 
Super 

上海市静安区 Block 1 邮政编

码: 200000 
(Jing'an Kerry Centre Office 
Building Block 1, Jingan Qu) 

Premium hypermarket with 
focus on import goods 

http://www.crvole.com.cn/ 
Premium 170 11 

16 December 
2018 

BLT Express 

上海市闸北区西藏北路166号 

邮政编码: 200000 
166 Xizang N Rd, Zhabei Qu, 
Shanghai Shi, China, 200000 

BLT - upmarket supermarket 
with a focus on fresh food, 

styled as a farm market 
http://www.crv.com.cn/en/gyw

m/ldzc/ 

Premium 70 17 

Ole’ Boutique 
Super 

E-01新世界大丸上海市黄浦区

南京东路天津路 邮政编码: 
200001 

(E-01 Tianjin Rd, NanJing 
DongLu, Huangpu Qu, 

Shanghai Shi, China, 200001) 

Premium supermarket with 
focus on import goods 

http://www.crvole.com.cn/ 
Premium 140 15 

Shanghai First 
Food Mall 

 

上海市杨浦区五角场邯郸路600

号 邮政编码: 200433 
(600 Handan Rd, 

WuJiaoChang, Yangpu Qu, 
Shanghai Shi, China, 200433) 

Food stalls with both local and 
imported goods 

 
http://www.firstfood-

cn.com/foodweb/food2index 

Local 50 12 

Shopping Express 
乐购express 

上海市黄浦区金陵东路545号 

邮政编码: 200010 
(545 Jinling E Rd, Huangpu 
Qu, Shanghai Shi, China, 

200010) 

Local food supermarket with 
focus on convenience and 

daily freshness 
http://www.crv.com.cn/ppysl/p
pjs/qxpp/201504/t20150429_3

43735.htm 

Local 70 43 

https://en.wikipedia.org/wiki/Farmers%27_market
http://www.crv.com.cn/en/gywm/ldzc/
http://www.crv.com.cn/en/gywm/ldzc/
http://www.crvole.com.cn/
http://www.firstfood-cn.com/foodweb/food2index
http://www.firstfood-cn.com/foodweb/food2index
http://www.crv.com.cn/ppysl/ppjs/qxpp/201504/t20150429_343735.htm
http://www.crv.com.cn/ppysl/ppjs/qxpp/201504/t20150429_343735.htm
http://www.crv.com.cn/ppysl/ppjs/qxpp/201504/t20150429_343735.htm
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Date of survey Retail business 
name Retail location Description and website Retail category 

Estimated # of 
fresh fruit or 
vegetables 

sold 

Percentage of total 
products that 

utilises QR code 
technology 

(%) 

17 December 
2018 

Hema Market 
盒马门店 

 

上海市浦东新区八佰伴浦东南

路1138号 邮政编码: 200000 
(1138 Pudong S Rd, 

BaBaiBan, Pudong Xinqu, 
Shanghai Shi, China, 200000) 

Extensive hypermarket with 
fresh food, seafood and 

restaurants. 
https://www.freshhema.com/ 

Local 260 100 

Leme Superlife 
生活鲜超 

世纪大道1217号百联世纪购物

中心B2层 
(B2, Brilliance Century 
Shopping Centre, 1217 

Century Avenue, Shanghai 
Shi, China 200000) 

Lifestyle supermarket with 
mostly local and nominal 

imported products. 
No website 

Local 60 7 

City Shop 

上海市浦东新区陆家嘴花园石

桥路33号 邮政编码: 200000 
(33 Huayuanshiqiao Rd, 
LuJiaZui, Pudong Xinqu, 

Shanghai Shi, China, 200000) 

Small premium food 
convenience store 

http://www.cityshop.com.cn/ 
Convenience 38 5 

Lotus 

上海市浦东新区陆家嘴陆家嘴

西路168号 邮政编码: 200000 
(168 Lujiazui W Rd, LuJiaZui, 
Pudong Xinqu, Shanghai Shi, 

China, 200000) 

Medium sized local 
supermarket 

http://www.cplotus.com/ 
 

Local 95 2 

city’super 

上海市浦东新区陆家嘴世纪大

道8号 邮政编码: 200121 
(8 Century Ave, LuJiaZui, 

Pudong Xinqu, Shanghai Shi, 
China, 200121) 

Premium supermarket with 
focus on import goods 

https://www.citysuper.com.cn 
 

Premium 255 10 

Wanyou Market 

上海市浦东新区陆家嘴浦城路

172号-1 邮政编码: 200000 
China, Shanghai Shi, Pudong 
Xinqu, LuJiaZui, Pucheng Rd, 

172号-1 邮政编码: 200000 

Local supermarket with focus 
on fresh produce and 
community business 

No website 

Local 90 72 

https://www.freshhema.com/
http://www.cityshop.com.cn/
http://www.cplotus.com/
https://www.citysuper.com.cn/
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 Activity 2 summary table 
Product 

description 
Product type Country of 

origin 
Product 
Photo 

QR location WeChat 
profile 
(y/n) 

Website 
(y/n) 

Additional 
material 

Primary 
application 
purposes 

Ambrosia — 
Mix Asian 

flavour Salad 
Vegetable China 

 

On packaging No Yes Yes – Recipe 
development Provenance 

Tongchu — 
Lettuce Vegetable China 

 

On product Yes No Articles linked 
to WeChat Provenance 

Nature Star —
Organic 
Turnip 

Vegetable China 

 

On product No Yes - Organic 
certification 

Dole — Pears Fruit - 

 

On packaging Yes No Articles linked 
to WeChat Provenance 

U Quality — 
Asparagus Vegetable China 

 

On packaging No Yes (mobile 
version) - Provenance 

Quality 

E-fresh 
garden fruits 
and veggie 

salad 

Fruit & 
vegetable China 

 

On packaging Yes No Articles linked 
to WeChat 

Provenance 
Quality 

 

Camposol 
blueberries Fruit - 

 

On packaging No Yes (mobile 
version) 

Social media 
(Facebook and 

Instagram) 
Provenance 

Mr Avocado Fruit USA 

 

On product No Yes (mobile 
version) 

Recipe 
promotion 
Nutritional 

guide 
 

Provenance 
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Product 
description 

Product type Country of 
origin 

Product 
Photo 

QR location WeChat 
profile 
(y/n) 

Website 
(y/n) 

Additional 
material 

Primary 
application 
purposes 

Vigor Foods 
— 

Mushrooms 
Vegetable China 

 

On packaging Yes Yes 

Articles linked 
to WeChat 

Recipe 
promotion 
Nutritional 

guide 
 

Provenance 
Purchasing 

Rock-it 
Apples Fruit New Zealand 

 

On packaging 
 No Yes (mobile 

version) 

Nutritional 
guide 

 
Provenance 

Fruit-master Fruit Holland 

 

On packaging Yes No 
Articles linked 

to WeChat 
 

Provenance 

K-Fresh 
Coconut Fruit Thailand 

 

On product No Yes - 

Provenance 
Quality control 

and 
certification 

Vanguard —
Lettuce Vegetable China 

 

On product No No Certification 
system 

Quality control 
and 

certification 
 

Food 
traceability 

Hema — 
Mangoes Fruit China 

 

Supermarket 
barcode No No - 

Quality control 
and 

certification 
 

Food 
traceability 

Good Farmer 
— Fuji Apples Fruit China 

 

On packaging Yes No 
Articles linked 

to WeChat 
 

Provenance 
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Product 
description 

Product type Country of 
origin 

Product 
Photo 

QR location WeChat 
profile 
(y/n) 

Website 
(y/n) 

Additional 
material 

Primary 
application 
purposes 

Chongming 
Tomatoes Fruit China 

 

On packaging Yes No 
Articles linked 

to WeChat 
 

Provenance 

An Ji Hibernal 
Bamboo 

Shoot 
Vegetable China 

 

On packaging No No Video linked to 
recipe Marketing 

Hema — 
Mushrooms Vegetable China 

 

On packaging No No No 

Provenance 
Quality control 

and 
certification 

Food 
traceability 

Natural 
Organic 

Vegetable 
Garden — 

Mushrooms 

Vegetable China 

 

On packaging No No Certification 
system 

Provenance 
Quality control 

and 
certification 

Food 
traceability 

Long net 
stinkhorn 

flower 
(mushroom) 

Vegetable China 

 

On packaging No Yes (mobile 
version) 

Recipe 
promotion 

 

Provenance 
 

Mushroom Vegetable China 

 

On packaging Yes No 
Articles linked 

to WeChat 
 

Provenance 

Wanyou Chilli Fruit China 

 

On packaging No No Certification 
system 

Quality control 
and 

certification 
Food 

traceability 
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