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Abstract

The number of people using Smartphones is increasing daily due to the popularity of
Smartphones. More and more people regard Smartphones as a necessity in their personal lives
and at work. Applications(Apps) for Smartphones help users achieve their needs as well as
increase convenience. Hedonic Apps are mostly used among Smartphone users. Therefore,
increases the barrier for user to the output value is immense. However, the rapid growth in
members of apps choose the appropriate software effectively due to the rapid increase of
applications. This study locates factors that affect users of applications. We adopted online
surveys based on the digital a product value assessment model proposed by Turel et al.(2010)
and discussed possible reasons for affecting the use of applications from a social perspective.
The results showed that, except for Subjective norm, Software values, critical mass and

eWOM have influences on users’ motivation to use the Hedonic Applications.
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