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Abstract As smartphone app use and untact consumption activities become more common, a new
consumption environment is starting. The purpose of this study is to measure preference and brand trust
as an advertising effect through experience of UI functional factors of shopping brand app and to
establish causal structural relationship to satisfaction.Based on theoretical research, the research model
was set and the data of 223 people collected in the survey were analyzed using the SPSS 25.0
program.App Ul functional factors partially affect advertising effects, and advertising effects have been

found to affect satisfaction. This could provide basic research on marketing communications for brand

shopping apps.
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