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Abstract One of the biggest recent issues in the communication market is the explosive distribution of
smartphones. One of the reasons why a smartphone could have seen this rapid distribution in terms of the
service management is because it enables the access to the Internet without getting restricted by place and time
through customization by a user, unlike a feature phone which only has the existing functions mounted on that
were already chosen by a suppler. The other reason is because of its applications. This study aimed to make
an empirical investigation of the impact of each of the different convenience types of mobile applications on
the usage and the use diversity, consider the process of use diffusion, and find out whether there is a
difference in the effect of each convenience type on the use-diffusion. According to the findings of this study,
it was firstly shown that the effect of each convenience type on the use-diffusion is different, and secondly, it
appeared that the more various functions of the mobile applications are used, the more usage increases.

Key Words : mobile applications, convenience type, the usage, use diversity.
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