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The Influence of Smart Phone Design and Usage on Brand Loyalty
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The purpose of the study is to determine the degree of functionality
equipped in smartphone applications and their utilization. The purpose of this research is to
investigate how the functions provided by smartphone apps and the degree to which they are used
affect brand loyalty. In particular, while measuring engagement, which has been attracting attention

in recent years as a concept that leads to the formation of loyalty, through a scale. The major
contribution of this study is the use of structural equation models to clarify the impact of brand
reputation and app usage on engagement, satisfaction, loyalty, and purchase history data. Other
studies have also deepened the structure of brand loyalty program, QR code payment penetration
factor, relationship between consumers and brands through apps (platforms) as sharing services and
subscriptions become more prevalent.
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