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ABSTRACT

This research aims to ascertain the application of the quick response (QR) code technology as the mar-
keting tools among third-party logistics (3PLs) companies in Malaysia. This study adopted a qualitative 
research approach by conducting an in-depth interview with five respondents who are experienced in 
3PLs services. The supply chain management with the 7Ps marketing mix act was applied as the guid-
ing principle. The findings revealed that the interaction between consumers and 3PLs companies made 
easy and swift by the enabling application of mobile technology related to QR code. QR code enables 
to support both 3PLs and logistics industry towards competitive advantage. Growth of the market share, 
profit-revenue, and sales by utilizing the application of QR code with the linkage of social media is 
imperative to establish the company brand and reputation. This study has a significant implication for 
both 3PLs companies and academicians to further explore the practices and its application in a differ-
ent organization setting.
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INTRODUCTION

Supply chain management (SCM) is one of the industries that has been advanced and developed in 
recent years along with the marketing channels of logistics, purchasing and distribution sectors. Numer-
ous advancements have been put into this industry (Lu et al., 2015; Weele & Raaij, 2014). It works as 
an interdisciplinary concept and continuously involved a network covering several companies from the 
process of suppliers to end-users. There are numerous activities involved in the entire SCM process flow. 
Each activity has different roles, responsibilities and executes a different process. Third-party logistics 
(3PLs) is one of the most important activities in the SCM process flow as shown in Figure 1.

Figure 1 explained the whole SCM eco-system that comprises of 3PLs as one of the key activities 
in the logistics. 3PLs coexist from suppliers to end customers which shows the importance of its role 
through the SCM. SCM involved various logistics activities and it is vital because it integrates vari-
ous channels that eventually create a competitive spirit among the 3PLs (Gaurav & Dhananjay, 2015). 
An effective SCM significantly depends on the logistics activities and the responsibilities of the 3PLs 
providers. Thus, IT support systems are important and act as a substantial benchmark in any logistics 
companies particularly 3PLs. Presently, there are many Information Technology (IT) systems adopted by 
the logistics companies which act as the main driver in the current era of a business transaction. Among 
them is the Auto-Identification (Auto-ID) which consists of QR code. Auto-ID is common and extensively 
being used in the logistics sector particularly 3PLs (Gönül et al., 2016). The application of the QR code 
for the marketing activities which include advertising activities that bring tremendous advantages to 
the logistics companies. For instance, in the logistics industry related to the 3PLs companies, marketing 

Figure 1. SCM process flow
Source: Min & Zhou (2002)
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