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Purpose
> Due to the worldwide spread of COVID-19, the digitalization of the economy has progressed further. Smartphones are the main means by which people access

various digital contents and services.
-Smartphones have become a daily necessity for consumers, and the usage rate (all ages) is 95.3% (2021).
-The usage time of mobile devices such as smartphones (all ages, weekdays) also increased from 37.6 minutes (2012) to 110.0 minutes (2021).

» In order to provide services through apps on smartphones or products used in conjunction with smartphones, access to mobile OS and app distribution routes
such as app stores is essential.

> It is very important to understand the actual state of competition in mobile OS and app distribution routes from the viewpoint of improving the
competitive environment of the market for apps provided on smartphones and the market for products used in conjunction with smartphones(*), as well as the
mobile OS market and the app distribution service market.

(*) Together with the app market, the market for products used in conjunction with
smartphones (smart watches, smart speakers, etc.) is regarded as the "app market
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* The JFTC focused on whether there is effective competition in the markets above, and how competition in
the mobile OS market and the app distribution service market influences competition in the app market and
other smartphone-related markets.
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Views from the AMA Proposals from the Competition Policy
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Competitive concerns ] [Poisrilzlgrptg?fﬁjﬂc] [ Recognition of issues ] [ Measures from the perspective of competition policy
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> The following three measures can be considered in terms of competition policy in order to
create a healthy competitive environment in the mobile OS market and the app distribution
service market and to complement the enforcement of the AMA with measures in terms of
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Future Commitment of the JFTC

1 The JFTC continues to respond strictly and appropriately to concrete cases involving a mobile OS provider or an app store operator that become problematic
under the Antimonopoly Act (AMA).

2 The JFTC will make public the contents of the report in order to realize the development of a competitive environment in the mobile ecosystem, and also continues to
proactively engage in collaboration and cooperation with the Headquarters for Digital Market Competition and other related ministries or agencies to
develop a competitive environment.

3 The JFTC also pays close attention to trends related to new ecosystems centered on products and services other than smartphones, and conducts market
studies as necessary to clarify issues on the AMA and competition policy while taking consumer interests into consideration.

4 The JFTC exchanges opinions with competition authorities in other countries and regions and makes use of opportunities offered by organizations such as the
Organization for Economic Cooperation and Development (OECD) and the International Competition Network (ICN) to promote continuous collaboration with
relevant overseas authorities and develop a competitive environment.




