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 User engagement, a key factor in the success of social media platforms, has long been based on permanent 
content. A recent paradigm shift in platform design has led large social media providers to implement 
ephemerality features that by default make shared content disappear after a certain amount of time. However, 
very little is known about how ephemerality features affect user engagement and behavior in social media. 
Drawing upon the technology affordance perspective, we conducted a qualitative multimethod study involving 
individual interviews and focus groups. Our findings show that the affordances arising from features with 
varying degrees of ephemerality (i.e., snaps and stories) differ from those of permanent content features in 
terms of self-presentation, browsing others’ content, and communication. Adopting a multidimensional 
conceptualization of user engagement, we show the positive (e.g., more content sharing) and negative (e.g., 
cognitive burden from context loss) effects for snaps and stories that should be cautiously considered by social 
media platforms aiming to introduce such features. Finally, we reveal new user behaviors that relate to sharing 
snapshots of fleeting value as snaps or experiences of transient value as stories. 
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Introduction 

User engagement is vital to digital platforms’ survival. Social 
media platforms (SMPs) that fail to engage users may be 
abandoned (Parker et al., 2016), while those that are highly 
engaging are likely to attain superior outcomes, including high 
traffic, user loyalty, and positive word of mouth (Ray et al., 
2014). User engagement manifests in greater usage of and 
contributions to an SMP; e.g., users interact and share content 
readily with others as well as bond with SMPs cognitively and 
emotionally (Hollebeek & Chen, 2014). The more that users 
engage with an SMP, the more valuable it becomes to other 
users, advertisers, or app developers (Parker et al., 2016), and 

 
1 Ron Cenfetelli was the accepting senior editor for this paper. Diane 
Strong served as the associate editor.  

the more it creates opportunities for service innovation (Dou et 
al., 2013) and value co-creation (Brodie et al., 2013; Hollebeek 
et al., 2019). Thus, SMP strategies must go beyond attracting 
new users and ensure that current users remain active and 
engaged with the platform in the long term. 

Promoting user engagement on SMPs has long been thought to 
require permanent content (boyd, 2010). By enabling users to 
“like,” comment on, and share permanent user- or firm-
generated content, SMPs foster social interactions among users 
(Xu et al., 2019) to increase traffic and allow firms to achieve 
marketing goals (Lee et al., 2018), which increases SMP’s 
advertising revenues. However, a recent paradigm shift in SMP 
design that integrates ephemerality features (i.e., uploaded 
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content disappears after a short time by default) (Chen & 
Cheung, 2019) challenges the view that content permanence is 
the main driver of value creation (Cavalcanti et al., 2017). First 
introduced by Snapchat in 2011, ephemerality features have 
been fundamental in defining the platform’s value proposition 
(Piwek & Joinson, 2016). Other popular SMPs such as 
Facebook, Instagram, and WhatsApp have since implemented 
ephemerality features (Constine, 2019).  

The growing popularity of ephemerality features brings new 
challenges to the design and development of SMPs, and we do 
not yet know their effects on user engagement and user 
behavior. Initial research has indicated both positive effects 
(e.g., willingness to share more personal information, fun) and 
negative ones (e.g., annoyance, loss, and regret) (Bayer et al., 
2016; Morlok et al., 2018; Piwek & Joinson, 2016). 
Ephemerality features seem to influence not only the behavioral 
dimension of user engagement but also the underlying emotions 
and cognition. Thus, it is important to systematically analyze 
the relationships between ephemerality features and user 
engagement to develop a basis for future studies on this 
important and emergent topic. Investigating the effects of 
ephemerality features on user engagement also supports SMPs 
by enabling them to (1) understand the implications of 
ephemerality features in the social media context and (2) 
identify new forms of value creation for their participants. We 
therefore ask: How do ephemerality features affect user 
engagement with social media platforms? 

In the present research, we used a qualitative multimethod 
approach (Mingers, 2001) involving 37 individual interviews, 
followed by 15 focus groups with active Snapchat users, 
adopting technology affordances (Leidner et al., 2018; Volkoff 
& Strong, 2013) as our theoretical lens.  

Related Research and Conceptual Basis 

User Engagement with Social Media Platforms 

Research on SMPs has devoted much attention to the issue of 
user engagement. However, there is no consensus on the 
definition of user engagement (Xu et al., 2019). Most 
researchers adopt a behavioral focus, investigating, at a 
platform level, variables such as frequency of visits and time 
spent on the SMP (Hollebeek et al., 2014), or at a content level, 
users’ creation, consumption, and responses to content (e.g., 
liking, commenting, sharing) (Xu et al., 2019). 

 
2 Ephemerality does not necessarily imply that content is not stored in an SMP’s 
database, although SMPs such as Snapchat claim their servers delete all content 
automatically after being viewed by all receivers, or after remaining unopened 

We expand the concept of user engagement by adopting a 
multidimensional conceptualization encompassing the 
behavioral, emotional, and cognitive dimensions, which has 
been widely applied in marketing research (Brodie et al., 2013; 
Hollebeek, 2011; Hollebeek & Chen, 2014; Hollebeek et al., 
2014) and received some attention in information systems (IS) 
research (Ray et al., 2014; O’Brien et al., 2020). We build on 
Hollebeek’s (2011) definition of customer brand engagement in 
marketing, which refers to “the level of an individual 
customer’s motivational, brand-related and context-dependent 
state of mind characterized by specific levels of cognitive, 
emotional and behavioral activity in direct brand interactions” 
(p. 790). Thus, we define user engagement as a user’s 
technology-related state of mind characterized by specific 
cognitive, emotional, and behavioral manifestations during 
interactions with technology. Cognitive engagement refers to 
users’ positively or negatively valenced thoughts, 
concentration, and reflections during an interaction with a 
technology feature (Hollebeek & Chen, 2014), such as attention 
and absorption. Emotional engagement refers to users’ affective 
reactions during an interaction with a technology feature 
(Hollebeek & Chen, 2014), which includes positive feelings 
such as enjoyment or pride (Hollebeek et al., 2014) and negative 
feelings such as doubt, frustration, anxiety, or guilt (O’Brien & 
Toms, 2008). Lastly, behavioral engagement refers to users’ 
behavioral interactions with a technology feature (Hollebeek & 
Chen, 2014) such as content creation, content consumption, and 
responses (Chen & Cheung, 2019). 

Ephemeral Content in Social Media  

Permanence and ephemerality are attributes of technology 
(Leidner et al., 2018) that define the default system settings 
for how long users can access content. Many SMPs are 
characterized by content permanence. They display posted 
content indefinitely by default unless users delete it, and 
accessing it is just a matter of finding it. The concept of 
ephemerality describes the content property of being viewable 
only transiently rather than permanently (Cavalcanti et al., 
2017). SMPs introduced ephemerality features2 to encourage 
more content sharing (Morlok et al., 2018; Utz et al., 2015). 

Most studies on ephemerality have taken a human-centered 
perspective and focused on user characteristics (Grieve, 2017) 
and motivations (Utz et al., 2015), fostering the adoption and use 
of SMPs with ephemerality features (e.g., Piwek & Joinson, 
2016; Roesner et al., 2014). Motivations such as enjoyment (e.g., 
Bayer et al., 2016; Piwek & Joinson, 2016), social interaction 
and socialization (e.g., Roesner et al., 2014; Utz et al., 2015), and 

for 30 days (Snapchat Inc., n.d.). Screenshotting content could undermine 
ephemerality (Cavalcanti et al., 2017). However, the Snapchat app notifies users 
when someone takes a screenshot of their content. 



Lehrer et al. / How Ephemerality Features Affect Social Media Engagement 
 

 
MIS Quarterly Vol. 47 No. 4 / December 2023 1665 

 

self-expression (Alhabash & Ma, 2017; Flecha-Ortiz et al., 
2021) were found to be prominent. Empirical studies on 
Snapchat have shown that users mainly interact with close ties 
(Piwek & Joinson, 2016; Vaterlaus et al., 2016) to exchange 
funny and mundane content—those in-between moments that 
are not worth saving (Alhabash & Ma, 2017; Bayer et al., 2016; 
Grieve, 2017). Users mainly share selfies and “funny things” 
rather than sensitive content (e.g., sexting) (Roesner et al., 2014). 
However, disclosure of sensitive information, such as sexual 
orientation or private health (Birnholtz et al., 2020) and 
cyberbullying behaviors (Vaterlaus et al., 2016), still occur. 
Finally, Snapchat use has been associated with addictive 
behaviors (Punyanunt-Carter et al., 2017).  

Few studies have examined user engagement with SMPs 
utilizing ephemerality features. Chen and Cheung (2019) 
showed that users’ motivations for gratification (e.g., fear of 
missing out) drive behavioral engagement with ephemeral 
content. Although behavioral engagement is an important 
dimension, it does not capture nuances due to emotional and 
cognitive engagement, for example, the user’s positive (e.g., joy) 
or negative affective reactions (e.g., pressure, anxiety) when 
interacting with ephemerality features. Moreover, most previous 
research on ephemerality has centered on Snapchat, analyzing 
the SMP in general (e.g., regarding user characteristics or 
motivations) or focusing on the “snaps” feature that 
characterizes Snapchat. Little attention has been paid to features 
with a lower degree of ephemerality—stories (Birnholtz et al., 
2020; Chen & Cheung, 2019; Kreling et al., 2022). 

Affordance Perspective 

Prior studies of user engagement have focused primarily on the 
user perspective, investigating user perceptions and behaviors 
when interacting with technology. This perspective does not 
explicitly account for the influence of technology features that 
enable or constrain users’ interactions with the technology. By 
introducing the affordance perspective, we can focus on the 
interactions between users and technology, exploring the 
behavioral, emotional, and cognitive manifestations of 
engagement, while identifying new user behaviors. 

Affordances describe what is offered or provided to an actor 
by an object. In IS, affordances are the possibilities for action 
arising from the relation between an IT artifact and a goal-
oriented actor or actors (Volkoff & Strong, 2013). Grounded 
in a critical realist stance, affordances are action possibilities 
for goal-directed actors that exist independently of whether 
the actor perceives them (Volkoff & Strong, 2013, 2017; 
Leidner et al., 2018). However, to generate outcomes, 
affordances must be actualized. This requires an actor with the 
necessary capabilities and a goal served by realizing the action 
potential (Volkoff & Strong, 2013). Hence, actors may enact 

a particular affordance differently, resulting in different 
outcomes, which makes the actualization of an affordance a 
non-deterministic process (Volkoff & Strong, 2017). 
Moreover, the multiple affordances arising from the object-
actor relation are interconnected and interdependent in various 
ways (Strong et al., 2014). Volkoff and Strong (2017) 
emphasized the value of connecting affordances with 
associated technology features to better understand and 
conceptualize the IT artifact that informs artifact design. 

The concept of affordances is well-suited for analyzing the 
action possibilities that emerge from users interacting with 
features of SMPs (Karahanna et al., 2018). Several IS 
researchers have investigated social media affordances 
conceptually and empirically. Conceptually, Karahanna et al. 
(2018) proposed that psychological needs (e.g., autonomy) 
motivate the use of SMPs that provide features whose 
affordances satisfy these needs. Majchrzak et al. (2013) 
focused on SMPs for knowledge sharing in organizations and 
proposed affordances representing different ways that users 
engage in knowledge conversations. Empirically, Vaast et al. 
(2017) identified collective-level affordances actualized by 
users interacting via microblogging during an environmental 
accident. Koroleva and Kane (2017) found that relational 
affordances (i.e., tie strength) influence the information 
processing of content on SMPs. Leidner et al. (2018) showed 
that the affordances of enterprise social media (i.e., 
networking, organizational visibility, information 
gathering/sharing, and innovation affordances) affect the 
socialization of new employees. They argued that the 
actualization of affordances by one group of actors can have 
implications for another group of actors. Moreover, they 
clearly distinguished between features, use, affordances, and 
outcomes—a methodological approach that we adopted.  

The studies discussed in this section investigated social media 
affordances related to permanent content. Ephemerality 
features may afford new action possibilities for users (Morlok 
et al., 2018) which lead to new types of user behavior and 
different patterns of engagement with the related features of 
an SMP (Chen & Cheung, 2019). 

Methodology  

Research Approach and Setting 

We aim to explicate how ephemerality features influence user 
engagement on SMPs through affordances. Adopting a critical 
realist stance (Bhaskar, 2008), we view affordances as 
generative mechanisms, causal structures that explain how 
and why empirical outcomes occur (Volkoff & Strong, 2013; 
Williams & Karahanna, 2013). Although critical realism is 
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eclectic in terms of research methods (Mingers et al., 2013), 
qualitative methods play a more prominent role in capturing the 
complex nature of the phenomena being researched. As critical 
realism encourages combining different research methods in 
order to obtain richer, more reliable results (Mingers, 2001; 
Mingers et al., 2013), we employed two qualitative research 
methods with distinct foci: (1) individual interviews and (2) 
focus groups consisting of active Snapchat users.  

As an empirical context, we chose the mobile instant 
messaging service Snapchat, which was the first SMP based 
on ephemerality features, and still maintains a leading market 
position (Statista, 2022). Ephemerality is manifested by two 
main technology features. The snap feature allows users to 
take pictures or short video clips, edit and send them as 
“snaps” to specifically selected receivers, accessible from 1 to 
10 seconds depending on the sender’s choice.3 The story 
feature makes content accessible for 24 hours for a selected 
group or all of the sender’s contacts (Grieve, 2017). Snapchat 
constrains social feedback such as public “likes” or 
comments. The “seen” confirmation is the only indication for 
a sender that receivers have viewed the content. However, 
receivers can reply to snaps and stories by sending text 
messages, pictures, or videos. 

Data Collection 

Sampling  

We used purposive sampling to select the study participants. 
This sampling technique is common in research aimed at 
studying a specific phenomenon (Patton, 2002), e.g., the effect 
of content ephemerality on user engagement in an SMP. Our 
use of this technique involved identifying and selecting 
individuals who are highly experienced with Snapchat. We 
followed a maximum variation strategy, targeting information-
rich cases, and documented variations among different 
participants using the different ephemerality features (Patton, 
2002). This strategy allowed us to look for shared patterns 
across individuals’ cases and derive their significance from their 
emergence out of heterogeneity.  

Our respondents were primarily young adults and adolescents, 
as they represent the main user groups of SMPs with 
ephemerality features (Grieve, 2017; Vaterlaus et al., 2016). We 
targeted high school students who have a relatively stable 
lifestyle due to school obligations, as well as young adults with 
a wider exposure to life experiences. Participants needed to 
have been Snapchat users for at least six months prior to the 

 
3 The infinity feature allows receivers to watch snaps as long as they want 
to, but the content disappears after receivers close the message (Morlok et 
al., 2018). 

interviews. We excluded individuals who used the application 
less than once per week. Participants were recruited through 
social media, university email distribution lists, or, in the case 
of high school students, personal connections with high school 
principals. There was no overlap between interview and focus 
group participants. Parental consent was acquired for 
participants younger than 16 years.  

We conducted 37 semi-structured one-on-one interviews, 
during which we reached data saturation (Miles et al., 2014). 
Interviewees spent an average of 37 minutes on Snapchat daily 
and 162 minutes on other SMPs (e.g., Facebook, Instagram, 
WhatsApp). On average, they sent 104 snaps per week and 
received 113 snaps from other users. Interviewees had an 
average of 57 Snapchat friends. Our 15 focus groups consisted 
of 68 Snapchat users (see Appendix A in the online supplement 
at https://osf.io/yhd34). Most had used Snapchat for at least two 
years for more than an hour per day. 

Data Collection Methods  

Multiple researchers conducted the interviews and focus groups 
to ensure that differences in our data reflected differences 
between the interviewees and their contexts rather than the 
interviewers’ potential biases, motivations, or perspectives. All 
interviews and focus groups were conducted face-to-face in 
German, the participants’ native language, audio recorded with 
participants’ consent, and later transcribed verbatim for data 
analysis and translated into English using DeepL. Participants 
were informed in advance that the data would be used in a 
research project and were assured anonymity to ensure the 
integrity of the information obtained. 

(a) Individual interviews: The interviews provided in-depth 
insights into users’ interactions with Snapchat and its features. 
The interview guide comprised open-ended questions (see 
Appendix B in the online supplement at https://osf.io/yhd34) 
about user behavior on SMPs along with specific perceptions, 
use motivations, and use patterns on Snapchat. Interviews lasted 
36 minutes on average. As an incentive, each interviewee 
received a €5 Amazon gift voucher following the interview. 

(b) Focus groups: We conducted 15 focus groups following 
the guidelines presented by Fern (2001) and Krueger (2014). 
Each group contained four to six participants, selected to ensure 
within-group homogeneity and across-group heterogeneity 
(Fern, 2001). We formed groups that were homogeneous in 
terms of age, gender, and educational background in order to 
make participants comfortable sharing their experiences and 
emotions and engaging in a free-flowing conversation. Most 
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participants knew at least one other member of their group. 
Across-group heterogeneity allowed us to draw on various 
perspectives by recruiting participants of different ages, 
educational attainment, and professional backgrounds. For the 
group discussion, the moderator used a semi-structured 
interview guide (see Appendix C in the online supplement at 
https://osf.io/yhd34). The focus groups delved deeper into 
how affordances of ephemerality features lead to specific 
manifestations of user engagement and new types of user 
behavior. Participants described their use of ephemerality 
features in Snapchat and compared it to other SMPs offering 
permanent and ephemeral content features, i.e., Instagram, 
Facebook, and WhatsApp. The focus groups provided 
additional, rich empirical data due to the interactions between 
the interviewees and the dialogues that unfolded between 
them (Morgan, 1997). The moderator’s level of involvement 
was low, and the dynamic in each group evolved on its own. 
Participants moved to new topics as they saw fit, although the 
discussion remained focused through the moderator’s 
prepared probing and ad hoc questions. The focus groups’ 
length ranged from 50 to 80 minutes, with an average of 68 
minutes. As an incentive, we provided soft drinks and pizza 
during the focus groups. 

Data Analysis 

Three of the authors coded and analyzed the data independently. 
Differences among the resulting codings were discussed and 
resolved with the help of the fourth author, who took a fresh 
look at the data and the coding. The data analysis process 
involved four steps. 

The first step involved open coding of the transcripts to 
identify the use of ephemerality features in relation to snaps 
and stories. In the second step, we looked specifically for 
references to user engagement. After grouping similar 
references, we organized them into three categories adopted 
from the user engagement literature (Hollebeek & Chen, 
2014): behavioral, emotional, and cognitive outcomes (see 
Appendix D in the online supplement at https://osf.io/yhd34). 
While confirming this classification, we also observed both 
positively valenced (e.g., joy), and negatively valenced 
outcomes (e.g., annoyance, anxiety). 

The third step entailed coding affordances (see Appendix E in 
the online supplement at https://osf.io/yhd34) by carefully 
identifying how the participants perceived and materialized 
actions concerning ephemerality features. This part was largely 
data driven, since prior research on social media affordances 
(e.g., Karahanna et al., 2018) does not focus on ephemerality 
features. We used descriptive coding (Myers, 2009) to compare 
and contrast similar and different situations, interactions, and 
reflections evident in our data and group similar elements into 

affordance types. This step was iterative, with three authors 
working independently to identify candidate affordances, 
discuss and refine them, and return to the data to corroborate 
them with examples. It was critical in this stage to separate the 
direct use of SMP features from the affordances that such use 
provides (Leidner et al., 2018). For example, sending a snap is 
use, whereas “showing oneself authentically” or “glancing at 
the sender’s everyday life” are affordances. Since we found 
similar goals among users, i.e., reinforcing and reviving 
relationships, we distinguished between the sender and receiver 
roles in terms of affordances only, rather than user groups. 

In the fourth step, we linked affordances into strands of 
affordances and associated the strands with particular 
engagement outcomes (see Appendix F in the online 
supplement at https://osf.io/yhd34). Following qualitative data 
coding procedures (Miles & Huberman, 1994; Myers, 2009), 
we first linked related affordances into strands, differentiating 
between first- and second-order affordances. First-order 
affordances emerged directly from the use of a feature, while 
second-order affordances resulted from the actualization of the 
first-order affordances (Leidner et al., 2018). Subsequently, we 
associated the affordances and strands of affordances with 
engagement outcomes. Finally, we abstracted new user 
behaviors from the relationships between affordances and 
engagement outcomes (Tables 4 and 5). 

Findings 

Use Context and User Motivation 

The participants used Snapchat to communicate with their 
social networks with the goal of reinforcing or reviving existing 
relationships. They viewed Snapchat as a more private 
communication medium with a smaller network than, for 
example, Facebook or Instagram. Their network usually 
consisted of close ties (e.g., friends, partners, family)—people 
familiar with their everyday lives—making it easier to interpret 
the content exchanged. Some users also had more distant 
acquaintances in their network (e.g., past schoolmates). Users 
were connected with most of their Snapchat contacts through 
other SMPs, such as Instagram, Facebook, or WhatsApp—the 
features of which were used in a complementary fashion (i.e., 
permanent and ephemerality features). They valued Snapchat’s 
snap feature, which was regularly mentioned as one of the main 
reasons for using this SMP. Ephemerality opened new 
possibilities to share content that users did not wish to share 
permanently, such as funny, ugly, or random pictures. One 
interviewee stated: “On Snapchat you can also send 
unnecessary stuff that you wouldn’t post on Instagram. I like 
that” (FG 8). 

https://osf/
file:///C:/Users/monic/Dropbox/MISQ/December%202023/11.%20RN-17085-Lehrer/03.%20Editing/es%20and%20the
https://osf/
https://osf/
https://osf/
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User Engagement Associated with Ephemerality 
Features 

Our analysis revealed different behavioral, emotional, and 
cognitive engagement manifestations, which varied between 
the snaps and the story feature as well as the user’s role in the 
interaction (i.e., sender/ receiver) (Table 1). 

Behavioral Engagement 

Users showed high behavioral engagement with the snap 
feature. Most users reported engaging with the feature frequently 
throughout the day during short use sessions when sending or 
consuming content, stating that when sending momentary 
impressions from their everyday lives to their close ties, the snap 
feature is their obvious choice. Senders did not report using any 
other SMPs for this kind of content. They stated that knowing 
that content will disappear quickly encourages them to send 
content more frequently than they would via SMPs with 
permanent content; “You dare to send more, because the 
receiver knows that you don’t want to send it as a picture that the 
person should keep forever” (FG 1). When receiving content via 
the snap feature, users said that they sporadically reply by 
sending a picture (e.g., current surroundings, selfie) or a short 
comment (e.g., asking where the sender is or commenting on the 
content): “Sometimes I feel the need to reply, and then I send a 
funny snap back and a comment, or not” (FG 2). 

We found that behavioral engagement with the story feature is 
lower compared to the snap feature. The frequency of sharing 
content depends strongly on the occurrence of events in 
everyday life that senders consider noteworthy: “It depends. 
When I’m at home and lead my everyday life, I share stories 
about 3-4 times per week. If I travel then it’s 4 times per day on 
average” (INT 2). When receiving content, users stated that they 
regularly click on and browse stories but rarely reply: “You 
don’t comment on stories that often. With snaps, you might say 
‘Haha, oh my God, what do you look like?’ But with stories, 
you’re kind of stalking” (INT 13). 

Emotional Engagement 

We found emotional engagement with the snap feature to be 
high; however, it is both positively and negatively valenced. 
Users reported mostly experiencing joy when sending or 
receiving content via the snap feature: “You’re just happy when 
you get a snap because you hope it’s something funny” (FG 9). 
Receivers stated that they feel excited when getting snaps, as 
they expect unusual content with an element of surprise and 
unpredictability. The fact that content disappears quickly 
excites them: “It’s a little adrenaline rush when you see time 
ticking, and you think, ‘the moment will be over in a few 

seconds’” (FG 6). However, in some instances, they also 
expressed negative emotional engagement. Senders stated that 
they experienced annoyance when they had forgotten to save a 
memorable snap. Receivers reported feeling annoyed when a 
snap that they would have liked to keep expires (e.g., pictures 
with friends) or when they cannot fully grasp the content 
because of its short expiration time, a distracting environment, 
or multitasking. In particular, short expiration times were 
associated with annoyance in the context of complex snaps 
containing a lot of text. For example, one user stated: “It annoys 
me a bit when something is sent together with text and then the 
time is only set to five seconds or so, and you couldn’t finish 
reading it in that time” (FG 1). 

Users expressed lower levels of emotional engagement with the 
story feature compared to the snap feature. The experienced 
emotions were primarily positive, with slightly lower levels of 
joy and excitement compared to the snap feature. 

Cognitive Engagement 

When sending snaps, users’ cognitive effort was rather low, as 
they reported paying little attention: “You just don’t think about 
it; [you just take a picture of something and send it]” (FG 2). 
Users stated that they generally perceive sending snaps as safe 
because the content disappears quickly. They expressed the 
belief that they could control the content and their privacy. 
Moreover, they said that they tended to quickly forget the 
content they sent. In contrast, receivers said that they needed to 
pay attention to grasp the meaning of the snap, especially when 
the sender sets a short view time. Viewing a snap could take up 
all their attention, “[When I’m opening Snapchat], I’m like, ‘I 
need to pay attention. I need to focus for a second’” (FG 2). 
However, users typically did not recall most of the snaps sent or 
received: “I sometimes forget content. [For example, when I 
look at a snap and my mom says, ‘Please empty the 
dishwasher.’ Then I want to answer, but think ‘What did the 
person write again?’]” (FG 8). As users cannot revisit their 
interaction, they regularly experience a cognitive burden from 
context loss when interacting asynchronously via the snap 
feature. As a result, the interaction gets interrupted and ends. 

In the case of stories, the cognitive effort appears to be rather 
high, as senders pay attention and make conscious decisions 
about the content they send. Compared to the snap feature, users 
stated that they feel less in control over the content and their 
privacy and thus tend to be more conscious about what they 
send. In contrast, the story feature allows receivers to use less 
cognitive effort and pay less attention compared to snaps. 
Receivers often forget the content of stories, when consuming 
them “[I looked at stories today because I was getting bored in 
class.] I remember a couple of them, but I could not tell you 
about all the stories I saw” (INT 7). 
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Table 1. User Engagement with Ephemerality Features 
Type of engagement User role Ephemerality feature 

Snap feature Story feature 
Behavioral (B) Sender (S) High frequency of content- 

sharing 
Frequency of content-sharing  
depending on life events 

Receiver (R) Sporadic replying Clicking on and browsing stories 
Emotional (E) S Joy; annoyance Joy 

R Joy; annoyance  Joy  
Cognitive (C) S Low attention; cognitive burden from 

loss of context 
High attention 

R High attention; cognitive burden 
from loss of context 

Low attention 

 

Table 2. Affordances Associated with the Use of Snap Feature 

Affordances Description 
User role 
S R 

1. Showing situational everyday moments Ability to show in-the-moment activities and whereabouts to 
others  

√  

2. Showing oneself authentically Ability to show an honest representation of oneself without 
staging 

√  

3. Revealing oneself uninhibitedly Ability to show oneself in an unrestrained manner √  
4. Glancing at the sender’s everyday life Ability to get a brief look into the sender’s current daily 

activities 
 √ 

5. Communicating casually Ability to talk informally √ √ 
 

Table 3. Affordances Associated with the Use of Story Feature 

Affordances Description 
User role 
S R 

1. Presenting momentary experiences 
from everyday life 

Ability to show others casual, yet out-of-the-ordinary activities 
and whereabouts 

√  

2. Expressing oneself unobtrusively Ability to express oneself in an unimposing manner √  

3. Watching senders’ momentary 
experiences from everyday life 

Ability to see senders’ current out-of-the-ordinary activities and 
whereabouts  

 √ 

 
Affordances Associated with Ephemerality 
Features 

Our data revealed nuances in affordances associated with the 
snap (Table 2) and story features (Table 3) arising from the 
different degrees of ephemerality. Moreover, the affordances 
differed depending on the user’s role in the interaction. 

The snap feature invites users to share their situational everyday 
moments with their close ties, showing them where they are, 
what they are doing, and how they are feeling at a given 
moment. These moments are typically meaningful to the sender 
and the specific receiver or group of receivers yet disposable. 
Moreover, the snap feature allows senders to present an 
authentic side of themselves in front of a known and trusted 

audience. It allows them to be natural without the need for 
careful planning or staging. Knowing that content disappears 
and cannot be stored on the receiver’s phone without them 
knowing, senders tend to worry less about the unintended 
negative consequences of content sharing. Thus, the high 
degree of ephemerality affords more spontaneous, carefree, and 
uninhibited self-disclosure. On the other hand, the snap feature 
allows receivers to see what their social ties are doing at a 
particular moment and gain insight into their current everyday 
lives. Moreover, the snap feature affords brief and informal 
conversations about trivial matters.  

The story feature affords the presentation of casual but 
unusual experiences worth being presented for a day to close 
ties and acquaintances. Compared to snaps, stories tend to 
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consist of content that is less personal and trivial but not 
appealing enough for a permanent post. Thus, the lower 
degree of ephemerality tends to encourage a lower level of 
authentic or uninhibited self-disclosure than the snap feature. 
However, since stories disappear after 24 hours and cannot 
be stored on receivers’ phones, senders typically feel like 
they can express themselves unobtrusively to receivers 
interested in viewing and keeping up with the sender’s 
everyday experiences. 

User Behaviors Arising from the Affordances 
and Their Effect on User Engagement 

We identified five user behaviors derived from different 
strands of affordances, which, if actualized, result in 
behavioral, emotional, and cognitive engagement. Tables 4 
and 5 provide overviews of the underlying affordances and 
the user engagement resulting in these user behaviors 
concerning snap and story features, respectively. 

Showing Contextualized Snapshots of Fleeting 
Value 

With the snap feature, users can reveal and share with others 
situational everyday moments and express themselves 
authentically and uninhibitedly. Participants provided 
several examples of how they enacted these affordances and 
how this led to different user engagement outcomes, such as 
frequent content-sharing, low attention, joy, and annoyance. 

For example, during her exam period, one participant wanted 
to send a “sign of life” to her friends to stay in touch. Using 
the snap feature, she spontaneously took photos of the 
assignment sheet or herself at the library. Expressing such 
authentic impressions of her current situation satisfied the 
momentary urge to express herself to others while she was 
bored or stressed. Actualizing the affordances led her to send 
ephemeral content several times a day. On a more general 
note, she explained: 

With Snapchat, you share nonsense pictures made 
out of boredom as well as fun pictures when you need 
a bit of contact with people… Sometimes you easily 
send twenty to thirty snaps per day of some nonsense 
you’ve just seen. I would never do that with 
Instagram because, first, people don’t actually care 
that much, and, second, they don’t have to know my 
life down to the last detail. (FG 1).  

In sum, the user behavior of showing contextualized 
snapshots of fleeting value is spontaneous and involves 

activities and events of everyday life, which are shown to an 
individual or a selected group of people. Senders not only 
reveal contextualized content they would otherwise not 
share (e.g., unflattering or even embarrassing selfies, party 
pictures, trivial everyday objects) but also do so 
spontaneously without overthinking the potential 
consequences. Ephemerality seems to reduce senders’ self-
presentation concerns (e.g., attractiveness) compared to 
permanent content, which tends to be more carefully curated. 

Glimpsing the Sender’s Contextualized Snapshots 
of Fleeting Value  

The snap feature allows receivers to glance at the sender’s 
everyday activities to maintain their relationship. 
Participants provided several examples of how the 
actualization of the underlying affordance leads to positive 
emotional engagement and high cognitive engagement but 
also indicated that it can lead to low behavioral engagement 
and occasionally even negative emotional engagement (e.g., 
annoyance about losing content). 

For example, one participant explained that the snap feature 
provides him with private and out-of-the-ordinary insights 
into the lives of his social network, which he perceives as 
entertaining: “I think it’s great. I use Snapchat because the 
content is ephemeral and, therefore, much more fun. You 
really get the funniest pictures of people, pictures you don’t 
see anywhere on Facebook, Instagram, or anywhere else” 
(FG 3). In fact, humorous private content, such as 
“intentionally ugly” or silly selfies, appears to make up a 
large part of the content exchanged via the snap feature. 

While receivers indicated that they pay attention to the 
content, its trivial nature causes them to respond to messages 
only sporadically, “Most of the time I ignore it because I think 
it probably wasn’t anything special anyway. In most cases, I 
don’t write back” (FG 6). Another reason for the lack of 
receiver response is that they quickly forget the content and 
feel it is not worth asking the sender to share it again. 
However, in some instances, getting a glimpse of the sender’s 
everyday life via the snap feature can also cause annoyance—
for example, when receivers lose content that they would have 
liked to view more carefully. Many receivers reported that 
content consumption is a challenge, which is exacerbated by 
senders trying to reduce the replicability of content. When 
content can be accessed only briefly, receivers might not see 
or analyze the entire image or read the whole text. In addition 
to the short availability, usage mistakes, such as accidentally 
clicking the content away or closing the chat before reading 
the whole message, can exacerbate this problem because the 
content cannot be reaccessed.  
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Table 4. User Behaviors Afforded by Snap Feature and Outcomes  
User 
role First-order affordances Second-order affordances User engagement 

Showing contextualized snapshots of fleeting value 

S Showing situational  
everyday moments 

• Showing oneself 
authentically 

• Revealing oneself 
uninhibitedly 

• High frequency of content-sharing (B) 
• Low attention (C) 
• Joy; Annoyance (E) 

Glimpsing the sender’s contextualized snapshots of fleeting value 

R Glancing at the sender’s 
everyday life  

• Sporadic replying (B) 
• High attention (C) 
• Joy; annoyance (E) 

Instantaneously communicating about contextualized snapshots of fleeting value 

S/R Communicating  
informally  • Joy (E) 

• Cognitive burden from loss of context (C) 

 
Table 5. User Behaviors Afforded by Story Feature and Outcomes  
User 
role First-order affordances Second-order affordances User engagement 
Presenting experiences of transient value 

S Presenting momentary 
experiences from everyday life 

• Expressing oneself 
unobtrusively 

• Frequency of content-sharing depending on 
live events (B) 

• High attention (C) 
• Joy (E) 

Actively keeping up-to-date with the sender’s experiences of transient value 

R 
Watching senders’ 
momentary experiences from 
everyday life 

 
• Clicking on and browsing stories (B) 
• Low attention (C) 
• Joy (E) 

 
In sum, we found that the user behavior of glimpsing the 
sender’s contextualized snapshots of fleeting value involves 
receivers catching glimpses of what their close ties are doing 
in their everyday lives at the moment. Receivers indicated that 
while they are attentive to content that swiftly disappears, they 
consider much of the content received to be less relevant and 
of lower quality compared to permanent content.  

Instantaneously Communicating about Contextualized 
Snapshots of Fleeting Value  

The snap feature enables users to strengthen their relationships 
by informally exchanging content related to a common thread. 
However, we found that actualizing this affordance causes both 
positively and negatively valenced engagement. Feelings of joy 
and a cognitive burden from the loss of context from 
disappearing conversations were both evident in our interviews. 

When communicating informally via the snap feature, users 
reported experiencing joy: “When we go out, and something 
embarrassing happens, they (my best friends) get it. Often, it’s 
very funny because many of my close friends study in another 

city, and when they’re out partying as well, we send each other 
snaps back and forth” (FG 6). Users stated that following and 
keeping a conversation going requires paying attention to the 
exchanged content, similar to a face-to-face interaction. 
Receivers expressed the importance of grasping and 
interpreting the content’s meaning before it disappears and 
then quickly thinking of appropriate content to send back. The 
wish to keep a conversation alive can lead to instant 
behavioral reactions: “On WhatsApp, I read a message and 
think to myself, ‘Okay, it’s huge. I’ll answer it later.’ On 
Snapchat, I do that immediately. I get a huge message, and I 
answer immediately because otherwise, I forget it, the 
message is gone, and the conversation is ruined” (FG 3). 
However, we found that receivers typically do not reply to 
messages immediately (e.g., due to lack of time), which ends 
the interaction and leads to a cognitive burden from the loss of 
context for both senders and receivers, who may find it 
difficult to keep track of conversations. Senders reported often 
forgetting what they sent if receivers fail to respond promptly, 
“Sometimes it’s really stressful when the messages disappear, 
and you forget to save them. So, if I write something and then 
get an answer, I often think, ‘Damn, what did I write again?’ 
Then I have to send a message that says something like, ‘Hey, 
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sorry, what did I write again? What did you reply to?’” (FG 
3). Receivers, on the other hand, stated that they often lose 
track of the context of a conversation if they are, for example, 
busy or inattentive when receiving a message. 

In sum, we found that instantaneously communicating about 
contextualized snapshots of fleeting value results in both 
positive and negative outcomes related to user engagement. 
Failure to reply in time (asynchronous communication) 
significantly hampers continuous communication, resulting in 
the communication session ending shortly after it begins. 
Users stated that they switch the conversation to SMPs with 
permanent content features for extended conversations or 
activity planning. 

Presenting Experiences of Transient Value 

The story feature allows users to present what they are 
experiencing at the moment to others and express themselves 
unobtrusively. Participants provided several examples of how 
they enact these affordances and how this leads to different 
user engagement outcomes, such as context-dependent 
content-sharing, a high level of attention, and joy. They 
indicated that they use the story feature to present momentary 
but unusual experiences in their everyday lives, such as events 
(e.g., birthdays, holidays/trips, concerts), settings (e.g., 
beautiful sunsets, good food), and characters (e.g., pictures 
with friends, animals), to their broader social networks. Users 
stated that they deliberately choose to present their 
experiences for only 24 hours via the story feature, as the 
content will quickly lose its value: “In the story, I post things 
that others are interested in only for a short time. For example, 
a concert. After one day, it is over, and no one cares about it 
anymore” (FG 4).   

Senders reported choosing the story feature over the snap 
feature to reach a broader audience, offering sufficient time to 
consume the content if they actively click on it. This behavior 
is similar to how they use the story feature in other SMPs.4 
“That is such a classic story picture on Instagram or Snapchat. 
You are going on a hike and you’re up on the mountain taking 
a picture and sharing it in your story because you want to show 
people ‘I’ve done something great today.’ All my friends 
should know that, but only for a short time” (FG 12). This 
results in positive emotional and behavioral engagement with 
the story feature. Compared to snaps, the presented content 
tends to be of higher quality and requires less contextual 
knowledge about the sender’s everyday life, thereby 
preventing misinterpretation. Most senders stated that they do 

 
4 Appendix G in the online supplement at https://osf.io/yhd34 provides 
examples of quotes from the focus group data on the affordances associated 

not share selfies, let alone embarrassing ones. Stories involve 
content of transient value that users do not wish to share 
permanently: “Stories are for things that I want to share, but 
that aren’t so important that I want them on my profile 
forever” (FG 8).  

In sum, we found that presenting experiences of transient 
value involves sharing events whose value is context-related 
and diminishing. The content is shown to those who choose to 
browse it and differs from permanent content that is used to 
build the user’s profile on an SMP. 

Actively Keeping Up-To-Date with the Sender’s 
Experiences of Transient Value  

The story feature allows receivers to see the current everyday 
experiences of their social network, which leads them to 
actively click on and browse the stories, usually with low 
attention. At the same time, receivers reported experiencing 
joy in relation to the story feature.  

As one user explained, “I think it’s cool because I don’t really 
hear anything from a lot of people, but through Snapchat, I see 
what they’re up to. I can see what they’re doing or where they 
are at the moment” (FG 3). Another user said that the story 
feature allows him to “experience the current everyday life of 
others” (INT 16), which motivates him to browse stories 
regularly, leading to positive feelings. At the same time, 
receivers stated that they often browse stories without paying 
close attention to the actual content while distracting themselves 
from other activities (e.g., studying) or killing time (e.g., on the 
train). This was also typical for other SMPs offering the story 
feature: “I actually think that with all the photos in the stories it 
is like: seen once, out of sight, out of mind. This morning I 
looked at ten Instagram stories for sure. But I cannot even tell 
you anymore what was in there. You can see what people are 
currently doing, then you think ‘okay, cool.’ In five days, who 
cares?” (FG 12). Some users compared viewing a story to 
scrolling a wall with permanent content (e.g., Facebook). 
However, they emphasized that they appreciated the ability to 
actively click on or skip content based on their interests, which 
is not possible with posts on a wall. 

In sum, this reflects the receiver’s actively keeping up-to-date 
with the sender’s experiences of transient value by browsing 
the sender’s content intentionally but paying little attention, 
without the constraints of a strict time limitation. Story content 
is related to the day the event occurred, and its value 
diminishes shortly thereafter.  

with Instagram stories, indicating their similarities to the affordances 
associated with Snapchat stories. 

https://osf.io/yhd34
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Discussion 

Given the increasing popularity of ephemerality features in 
social media, understanding how they influence user 
engagement with an SMP is of significant theoretical and 
practical importance. Our study adds to social media research 
by challenging the common understanding that only 
permanent content, which users can like, comment on, and 
share, contributes to user engagement with SMPs. In the 
following, we discuss our findings in relation to the social 
media affordances research and the user engagement and 
ephemerality research. 

Contributions and Implications for Future 
Research 

This study extends research on social media affordances by 
uncovering the affordances arising from ephemerality features 
on SMPs and showing how they differ from those of 
permanent content features. Building on Leidner et al.’s 
(2018) method of investigating affordances in the social media 
context, which distinguishes between features, use, 
affordances, and outcomes, we were able to systematically 
investigate user interaction with specific technology features 
and identify the implications for user engagement with the 
SMP. Following this method, we were able to identify social 
media affordances at the feature level, observe the different 
outcomes for senders and receivers, and describe new forms 
of user behavior. 

Prior research has systematically addressed a set of affordance 
categories related to social media by focusing on permanent 
content features (Karahanna et al., 2018). Building on the 
affordance categories that resemble those identified in our 
study, we argue that self-presentation, browsing others’ 
content, and communication differ for ephemerality features, 
which has consequences for user engagement.  

SMPs allow for self-presentation by providing features that 
enable users to “reveal and present information related to 
themselves” (Karahanna et al., 2018, p. 744). Echoing prior 
research (Lowe-Calverley & Grieve, 2018), we found that 
self-presentation based on permanent content features is 
enacted as well-thought-out sharing practices, as users 
carefully select and curate the information shared. In contrast, 
ephemerality features afford less strategic self-presentation 
and reduce concerns about impression management (Bayer et 
al., 2016), allowing users more freedom in what they share 
and how they present themselves. Ephemerality features 
encourage users to share moments of their daily lives that they 
would not share as permanent content—that is, “backstage 
footage rather than the rehearsed performance” (Johnston, 

2016). Extending prior research, our study uncovers nuances 
of self-presentation affordances between features of different 
degrees of ephemerality.  

The degree of ephemerality affects the authenticity with which 
senders present themselves in a social media context. Features 
with a high degree of ephemerality (i.e., snaps) encourage 
senders to reveal trivial, often playful snippets of everyday life 
that have only momentary value and meaning and are thus not 
memorable. Due to the high degree of ephemerality, users do 
not feel the pressure of having to present highlights of their 
lives, as is the case in permanent content settings. This 
facilitates more authentic self-presentation. A high degree of 
ephemerality seems to prevent users from self-censoring and 
promotes uninhibited self-presentation. In contrast, features 
with a lower degree of ephemerality (i.e., the story feature) 
allow users to present momentary experiences from life as it 
happens without the need for the careful planning associated 
with permanent content. Our findings are also applicable to 
other SMPs offering a story feature. In a recent study, Kreling 
et al. (2022) similarly found that Instagram stories are used to 
share everyday moments as they unfold without careful 
planning. Compared to permanent content, stories enable a 
more spontaneous self-presentation and are thus perceived to 
be more authentic (Kreling et al., 2022).  

Browsing others’ content is a prominent affordance of SMPs 
(Karahanna et al., 2018). Previous research has assumed that 
this possibility requires permanent content features such as 
timelines. However, ephemerality features also allow users to 
keep themselves apprised of other users’ activities. A high 
degree of ephemerality (i.e., snap feature) allows receivers to 
access a backstage view of the sender’s everyday life. The high 
frequency of updates observed for snaps (see also Morlok et al., 
2018; Piwek & Joinson, 2016), compared to permanent content 
on other SMPs, results in a news stream that is constantly 
refreshed and renewed. Further, the triviality of the content, 
combined with its constant updating, drives down the value of 
each individual piece of content (Kallinikos, 2009). In contrast 
to permanent content, which tends to be imposed on users as 
they scroll through the feed, the story feature allows users to 
actively choose whether and which stories to view. 

We also found that communication affordances (Karahanna et 
al., 2018) provided by ephemerality features differ greatly from 
those of permanent content features. The latter allow users to 
compose dialogs thoughtfully and asynchronously, resulting in 
“long-running, deep, coherent conversations” (Erickson & 
Kellogg, 2000, p. 69). In contrast, communication through 
ephemeral content comprises nearly synchronous exchanges of 
visual content and brief, short-lived comments (Kreling et al., 
2022). As the course of the conversation cannot be retrieved, 
this has similarities with face-to-face communication, “where 
the conversation is of value primarily as it occurs” (Erickson & 
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Kellogg, 2000, p. 69). However, at this point, we should clarify 
that this difference is only applicable for features with a high 
degree of ephemerality, i.e., snaps. Adding to social media 
research, future studies should draw on the affordance 
perspective to investigate SMPs combining permanent and 
ephemerality features and uncover the emerging affordances 
and their interdependencies. 

The affordances of ephemerality features lead to different 
engagement outcomes for senders and receivers. Our study 
extends Chen and Cheung’s findings (2019) by unpacking the 
concept of user engagement into a three-dimensional 
conceptualization while incorporating both positively and 
negatively valenced manifestations (Hollebeek & Chen, 2014). 
We argue that the temporal nuances introduced by ephemerality 
features have more complex implications for user engagement. 
Adding to Chen and Cheung (2019), we found more frequent 
content sharing via the snap feature, which involves a high 
degree of ephemerality, than via the story feature. Extending 
Alhabash and Ma’s (2017) comparative study of college 
students’ use of SMPs, we observed that users share and 
receive ephemeral content more frequently than permanent 
content, but receivers often consume ephemeral content 
without active reciprocation (e.g., replying). While previous 
studies have found positive (Bayer et al., 2016; Piwek & 
Joinson, 2016) and negative (Morlok et al., 2018) reactions to 
features with a high degree of ephemerality, i.e., snaps, we 
extend these empirical findings and also include a feature with 
a lower degree of ephemerality, i.e., stories. For the stories 
feature we found that users’ emotional engagement is 
exclusively positively valanced since interactions are 
consistently perceived as joyful; in contrast, the snaps feature 
sometimes evokes annoyance in receivers—for example, when 
that content is lost (Morlok et al., 2018). Finally, our study 
systematically introduces the cognitive engagement dimension 
by revealing varying attention levels between senders and 
receivers. In addition, we saw how the different degrees of 
ephemerality influence the level of cognitive engagement. 
Future studies could quantify the observed nuances regarding 
the three dimensions of user engagement. 

Our study also extends empirical findings regarding 
ephemerality features on SMPs from comparative studies (e.g., 
Birnholtz et al., 2020; Chen & Cheung, 2019; Kreling et al., 
2022). Offering a richer comparison among features with 
different degrees of ephemeral and permanent content features 
allowed us to tease out previously unobserved affordances and 
user behaviors. In particular, the features of different degrees of 
ephemerality appear to complement each other, e.g., presenting 
contextualized snapshots or pictures of personal experiences 
conveys information that is authentic but of transient value. In 
contrast, permanent content features are used for more unique 
and memorable content. Our study also highlights that 
individuals have different interactions with ephemerality 

features when they are in different roles (i.e., sender vs. 
receiver) and develop new types of behaviors on SMPs. Future 
research could investigate how user behaviors evolve as 
increasing numbers of ephemerality features are introduced on 
SMPs. Given the increased use of ephemerality features, future 
research could also expand beyond the social media context. 
Business applications are increasingly implementing 
ephemerality features (van Nimwegen & Bergman, 2019), and 
the rise of live streaming services indicates high user demand 
for “in the moment” experiences, as opposed to content 
remaining online forever (Bründl et al., 2023). 

Implications for Practice 

On a practical level, our findings help SMPs develop features 
with varying degrees of ephemerality in order to enhance user 
engagement with their platform. Since users tend to 
experience joy when using such features, they are likely to 
visit the SMP more frequently to share or consume content. 
This may explain why many popular SMPs have introduced 
ephemerality features. However, SMP providers must be 
aware of the tensions that such features can create. Our 
findings indicate that ephemerality features increase the 
engagement of senders while receivers tend to remain passive; 
in the case of snaps, receivers may even have negative 
reactions, such as annoyance, anxiety, or cognitive burdens 
related to the loss of context. To address these issues, 
providers could exploit functionalities that would allow 
receivers to view content as long as desired but still have the 
content disappear after the receiver closes the message. SMP 
providers should also consider ways to encourage more 
behavioral engagement by receivers (e.g., responses) while 
mitigating the disadvantages of communication based on 
ephemeral content (i.e., loss of context). For example, they 
could direct responses to ephemeral content into a permanent 
chat feature, allowing users to continue the conversation more 
easily. This could potentially increase the frequency of visits 
and the time users spend on the SMP—both important 
qualities for attracting advertisers. 

We found that ephemerality features complement rather than 
substitute for permanent content features. While trivial or 
private content is shared through ephemerality features, users 
tend to switch to permanent content to share information they 
see as memorable and not too private. SMPs that have 
traditionally relied on permanent content only, such as 
Facebook, Instagram, and WhatsApp, are currently pursuing 
this strategy. However, simply combining permanent and 
ephemerality features may lead to too many options for users, 
and thus have mixed effects on user engagement and ad 
revenue generation. Our findings suggest that ephemerality 
features could be implemented in contexts in which providers 
aim to encourage users to effortlessly share content regularly 
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to promote fast, intensive, but short-lived communication 
(e.g., in online dating). In contrast, contexts in which users 
share important and valuable content or engage in deep 
communication (e.g., in service contexts with firms) are less 
suitable for ephemerality features. 

Ephemerality features allow SMPs to generate revenue by 
monetizing users’ attention to advertisers differently than is 
the case with permanent content. For example, Snapchat 
enables advertisers to promote brands by designing ephemeral 
content, e.g., stories, or offering artifacts to sponsor content 
editing, e.g., filters (Flecha-Ortiz et al., 2021). Stories are 
designed around sharing everyday experiences of transient 
value for a limited time. This feature makes users return to the 
SMP frequently to view such content (Alhabash & Ma, 2017). 
The casual, authentic environment created by ephemerality 
features offers new opportunities for advertisers, as users 
actively click on stories to keep up with their social network 
activities, thereby experiencing joy (Alhabash & Ma, 2017). 
However, our findings show that users typically browse 
stories without paying much attention to the content. Thus, it 
is vital for advertisers to present content in stories that 
immediately draws users’ attention. 

Limitations  

One limitation of our study is that the results were based on data 
collection from a single SMP. While focusing on a single case 
is a “typical and legitimate endeavor” (Lee & Baskerville, 2003, 
p. 231) in IS research, we acknowledge that generalization in a 
statistical sense is impossible with our research design. Given 
that SMPs have different characteristics and user groups, it is 
possible that research examining the impact of ephemerality 
features in other SMPs would yield different results. Since the 
snap feature was not available in other SMPs at the time of our 
study, one could assume that results for snaps only relate to the 
specific platform. However, this does not apply to stories, as we 
observed similarities to other SMPs—in particular, Instagram. 
We expect that our study could be generalized beyond its 
singular context because we corroborated our findings with 
established works in the literature on SMPs and technology 
affordances, as well as the data on participants’ use of other 
SMPs. As such, this study draws on the principles of analytic 
generalization (Yin, 2003), or what Lee and Baskerville (2003, 
p. 235) refer to as “generalizing from description to theory.” 
However, further research is needed to investigate the 
applicability of our findings to other SMPs. Future research 
could achieve generalizability by collecting data from users of 
multiple SMPs and statistically validating our findings.  

Another limitation of this study is its focus on active users of 
Snapchat. Involving people who tried Snapchat but do not use it 
extensively would be an interesting avenue for future research. 

For example, the negative implications of ephemeral content 
might not be fully captured by our sample, which did not include 
individuals who discontinued using Snapchat or those who use 
other SMPs but choose not to use ephemerality features. 

Conclusion 

In this research, we analyzed how ephemerality features affect 
user engagement with SMPs. Based on a qualitative multimethod 
approach including 37 individual interviews and 15 focus groups 
with Snapchat users, we identified new user behaviors arising 
from ephemerality features. Our research shows that SMP 
providers can influence user engagement by introducing 
ephemerality features; however, they must be aware of and 
carefully manage the tensions that such features can cause. 

Acknowledgments 

The authors are grateful to the senior editor (Ron Cenfetelli), the 
associate editor (Diane Strong), and the two anonymous reviewers who 
provided constructive guidance throughout the entire review process. 

References 

Alhabash, S., & Ma, M. (2017). A tale of four platforms: Motivations 
and uses of Facebook, Twitter, Instagram, and Snapchat among 
college students? Social Media + Society, 3(1), 1-13. https://doi.
org/10.1177/2056305117691544 

Bhaskar, R. (2008). A realist theory of science. Verso. 
Bayer, J., Ellison, N., Schoenebeck, S., & Falk, E. (2016). Sharing 

the small moments: Ephemeral social interaction on Snapchat. 
Information, Communication & Society, 19(7), 956-977. 
https://doi.org/10.1080/1369118X.2015.1084349 

boyd, D. (2010). Social network sites as networked publics: 
Affordances, dynamics and implications. In Z. Papacharissi 
(Ed.), A networked self: Identity, community, and culture on 
social network sites (pp. 39-58). Routledge, 

Birnholtz, J., Kraus, A., Zheng, W., Moskowitz, D. A., Macapagal, 
K., & Gergle, D. (2020). Sensitive sharing on social media: 
Exploring the willingness to disclose PrEP usage among 
adolescent males who have sex with males. Social Media + 
Society, 6(3), 1-20. https://doi.org/10.1177/2056305120955176 

Brodie, R. J., Ilic, A., Juric, B., & Hollebeek, L. (2013). Consumer 
engagement in a virtual brand community: An exploratory 
analysis. Journal of Business Research, 66(1), 105-114. 
https://doi.org/10.1016/j.jbusres.2011.07.029 

Bründl, S., Matt, C., Hess, T., & Engert, S. (2023). How synchronous 
participation affects the willingness to subscribe to social live 
streaming services: The role of co-interactive behavior on 
Twitch. European Journal of Information Systems, 32(5), 800-
817. https://doi.org/10.1080/0960085X.2022.2062468 

https://doi.org/10.1177/2056305117691544
https://doi.org/10.1177/2056305117691544
https://doi.org/10.1080/1369118X.2015.1084349
https://doi.org/10.1177/2056305120955176
https://doi.org/10.1016/j.jbusres.2011.07.029
https://doi.org/10.1080/0960085X.2022.2062468


Lehrer et al. / How Ephemerality Features Affect Social Media Engagement 

1676 MIS Quarterly Vol. 47 No. 4 / December 2023 

 

Cavalcanti, L., Pinto, A., Brubaker, J., & Dombrowski, L. (2017). 
Media, meaning, and context loss in ephemeral communication 
platforms: A qualitative investigation on Snapchat. Proceedings 
of the ACM Conference on CSCW (pp. 1934-1945). 
http://dx.doi.org/10.1145/2998181.2998266 

Chen, K. J., & Cheung, H. L. (2019). Unlocking the power of 
ephemeral content: The roles of motivations, gratification, need 
for closure, and engagement. Computers in Human Behavior, 97, 
67-74. https://doi.org/10.1016/j.chb.2019.03.007 

Constine, J. (2019). You might hate it, but Facebook Stories now has 
500M users. TechCrunch. https://techcrunch.com/2019/04/24/
facebook-stories-500-million/ 

Dolan, R., Conduit, J., Frethey-Bentham, C., Fahy, J., & Goodman, 
S. (2019). Social media engagement behavior: A framework for 
engaging customers through social media content. European 
Journal of Marketing, 53(10), 2213-2243. https://doi.org/10.
1108/EJM-03-2017-0182 

Dou, Y., Niculescu, M. F., & Wu, D. J. (2013). Engineering optimal 
network effects via social media features and seeding in markets 
for digital goods and services. Information Systems Research, 
24(1), 164-185. https://pubsonline.informs.org/doi/10.1287/isre.
1120.0463 

Erickson, T., & Kellogg, W. A. (2000). Social translucence: An 
approach to designing systems that support social processes. 
ACM Transactions on Computer-Human Interaction, 7(1), 59-
83. https://doi.org/10.1145/344949.345004 

Fern, E. F. (2001). Advanced focus group research. SAGE. 
Flecha-Ortiz, J., Santos-Corrada, M., Dones-Gonzalez, V., Lopez-

Gonzalez, E., & Vega, A. (2021). Millennials & Snapchat: Self-
expression through its use and its influence on purchase 
motivation. Journal of Business Research, 125, 798-805. 
https://doi.org/10.1016/j.jbusres.2019.03.005 

Grieve, R. (2017). Unpacking the characteristics of Snapchat users: 
A preliminary investigation and an agenda for future research. 
Computers in Human Behavior, 74, 130-138. https://doi.org/
10.1016/j.chb.2017.04.032 

Hollebeek, L. (2011). Exploring customer brand engagement: 
Definition and themes. Journal of Strategic Marketing, 19(7), 
555-573. https://doi.org/10.1080/0965254X.2011.599493 

Hollebeek, L. D, & Chen, T. (2014). Exploring positively- versus 
negatively-valenced brand engagement: A conceptual model. 
Journal of Product & Brand Management, 23(1), 62-74. 
https://doi.org/10.1108/JPBM-06-2013-0332 

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer 
brand engagement in social media: Conceptualization, scale 
development and validation. Journal of Interactive Marketing, 
28(2), 149-165. https://doi.org/10.1016/j.intmar.2013.12.002 

Hollebeek, L. D., Srivastava, R. K., & Chen, T. (2019). SD logic-
informed customer engagement: Integrative framework, revised 
fundamental propositions, and application to CRM. Journal of 
the Academy of Marketing Science, 47(1), 161-185. 
https://doi.org/10.1007/s11747-016-0494-5 

Johnston, C. (2016, August 5). Snapchat, Instagram stories, and the 
internet of forgetting. The New Yorker. https://www.newyorker.
com/tech/annals-of-technology/snapchat-instagram-stories-and-
the-internet-of-forgetting 

Kallinikos, J. (2009). The making of ephemeria: On the shortening 
life spans of information. International Journal of 
Interdisciplinary Social Sciences, 4(3), 227-236. https://doi.org/
10.18848/1833-1882/CGP/v04i03/52870 

Karahanna, E., Xu, S. X., Xu, Y., & Zhang, N. A. (2018). The needs-
affordances-features perspective for the use of social media. MIS 
Quarterly, 42(3), 737-756. https://doi.org/10.25300/MISQ/2018/
11492 

Koroleva, K., & Kane, G. C. (2017). Relational affordances of 
information processing on Facebook. Information & 
Management, 54(5), 560-572. https://doi.org/10.1016/j.im.2016.
11.007 

Kreling, R., Meier, A., & Reinecke, L. (2022). Feeling authentic on 
social media: Subjective authenticity across Instagram stories 
and posts. Social Media + Society, 8(1), 1-13. https://doi.org/
10.1177/20563051221086235 

Krueger, R.A. (2014). Focus groups: A practical guide for applied 
research. SAGE. 

Lee, D., Hosanagar, K., & Nair, H. S. (2018). Advertising content 
and consumer engagement on social media: Evidence from 
Facebook. Management Science, 64(11), 5105-5131. https://
pubsonline.informs.org/doi/10.1287/mnsc.2017.2902 

Lee, A. S., & Baskerville, R. L. (2003). Generalizing generalizability 
in information systems research. Information Systems Research, 
14(3), 221-243. https://pubsonline.informs.org/doi/10.1287/isre.
14.3.221.16560 

Leidner, D. E., Gonzalez, E., & Koch, H. (2018). An affordance 
perspective of enterprise social media and organizational 
socialization. Journal of Strategic Information Systems, 27(2), 
117-138. https://doi.org/10.1016/j.jsis.2018.03.003 

Lowe-Calverley, E., & Grieve, R. (2018). Self-ie love: Predictors of 
image editing intentions on Facebook. Telematics and 
Informatics, 35(1), 186-194. https://doi.org/10.1016/j.tele.2017.
10.011 

Majchrzak, A., Faraj, S., Kane, G. C., & Azad, B. (2013). The 
contradictory influence of social media affordances on online 
communal knowledge sharing. Journal of Computer-Mediated 
Communication, 19(1), 38-55. https://doi.org/10.1111/jcc4.12030 

Miles, M. B., & Huberman, A. M. (1994). Qualitative data analysis: 
An expanded sourcebook. SAGE. 

Miles, M. B., Huberman, A. M., & Saldaña, J. (2014). Qualitative 
data analysis: A methods sourcebook. SAGE. 

Mingers, J. (2001). Combining IS research methods: Towards a pluralist 
methodology. Information Systems Research, 12(3), 240-259. 
https://pubsonline.informs.org/doi/10.1287/isre.12.3.240.9709 

Mingers, J., Mutch, A., & Willcocks, L. (2013). Critical realism in 
information systems research. MIS Quarterly, 37(3), 795-802. 
https://www.jstor.org/stable/43826000 

Morgan D.L. (1997). Focus groups as qualitative research. SAGE. 
Morlok, T. N., Constantiou, I. D., & Hess, T. (2018). Gone for better 

or for worse? Exploring the dual nature of ephemerality on social 
media platforms. In Proceedings of the 26th European 
Conference on Information Systems.  

Myers, M. D. (2009). Qualitative research in business & 
management. SAGE. 

O’Brien, H. L., & Toms, E. G. (2008). What is user engagement? A 
conceptual framework for defining user engagement with 

http://dx.doi.org/10.1145/2998181.2998266
https://doi.org/10.1016/j.chb.2019.03.007
https://techcrunch.com/2019/04/24/facebook-stories-500-million/
https://techcrunch.com/2019/04/24/facebook-stories-500-million/
https://doi.org/10.1108/EJM-03-2017-0182
https://doi.org/10.1108/EJM-03-2017-0182
https://pubsonline.informs.org/doi/10.1287/isre.1120.0463
https://pubsonline.informs.org/doi/10.1287/isre.1120.0463
https://doi.org/10.1145/344949.345004
https://doi.org/10.1016/j.jbusres.2019.03.005
https://doi.org/10.1016/j.chb.2017.04.032
https://doi.org/10.1016/j.chb.2017.04.032
https://doi.org/10.1080/0965254X.2011.599493
https://doi.org/10.1108/JPBM-06-2013-0332
https://doi.org/10.1016/j.intmar.2013.12.002
https://doi.org/10.1007/s11747-016-0494-5
https://www.newyorker.com/tech/annals-of-technology/snapchat-instagram-stories-and-the-internet-of-forgetting
https://www.newyorker.com/tech/annals-of-technology/snapchat-instagram-stories-and-the-internet-of-forgetting
https://www.newyorker.com/tech/annals-of-technology/snapchat-instagram-stories-and-the-internet-of-forgetting
https://doi.org/10.18848/1833-1882/CGP/v04i03/52870
https://doi.org/10.18848/1833-1882/CGP/v04i03/52870
https://doi.org/10.25300/MISQ/2018/11492
https://doi.org/10.25300/MISQ/2018/11492
https://pubsonline.informs.org/doi/10.1287/mnsc.2017.2902
https://pubsonline.informs.org/doi/10.1287/mnsc.2017.2902
https://pubsonline.informs.org/doi/10.1287/isre.14.3.221.16560
https://pubsonline.informs.org/doi/10.1287/isre.14.3.221.16560
https://doi.org/10.1016/j.jsis.2018.03.003
https://doi.org/10.1016/j.tele.2017.10.011
https://doi.org/10.1016/j.tele.2017.10.011
https://doi.org/10.1111/jcc4.12030
https://pubsonline.informs.org/doi/10.1287/isre.12.3.240.9709
https://www.jstor.org/stable/43826000


Lehrer et al. / How Ephemerality Features Affect Social Media Engagement 
 

 
MIS Quarterly Vol. 47 No. 4 / December 2023 1677 

 

technology. Journal of the American Society for Information 
Science and Technology, 59(6), 938-955. https://doi.org/
10.1002/asi.20801 

O’Brien, H. L., Arguello, J., & Capra, R. (2020). An empirical study 
of interest, task complexity, and search behaviour on user 
engagement. Information Processing & Management, 57(3), 1-
19. https://doi.org/10.1016/j.ipm.2020.102226 

Parker, G., Van Alstyne, M., & Choudary, S. (2016). Platform 
revolution. Norton. 

Patton, M. Q. (2002). Qualitative research and evaluation methods. 
SAGE. 

Piwek, L., & Joinson, A. (2016). “What do they snapchat about?” 
Patterns of use in time-limited instant messaging service. 
Computers in Human Behavior, 54, 358-367. https://doi.org/
10.1016/j.chb.2015.08.026 

Punyanunt-Carter, N. M., De La Cruz, J. J., & Wrench, J. S. (2017). 
Investigating the relationships among college students’ 
satisfaction, addiction, needs, communication apprehension, 
motives, and uses & gratifications with Snapchat. Computers in 
Human Behavior, 75, 870-875. https://doi.org/10.1016/j.chb.
2017.06.034 

Ray, S., Kim, S. S., & Morris, J. G. (2014). The central role of 
engagement in online communities. Information Systems 
Research, 25(3), 528-546. https://pubsonline.informs.org/doi/
10.1287/isre.2014.0525 

Roesner, F., Gill, B. T., & Kohno, T. (2014). Sex, lies, or kittens? 
Investigating the use of Snapchat’s self-destructing messages. In 
Proceedings of the 18th International Conference on Financial 
Cryptography and Data Security (pp. 64-76). https://doi.org/
10.1007/978-3-662-45472-5_5 

Snapchat Inc. (n.d.). Snapchat Support; When does Snapchat delete 
snaps and chats? https://help.snapchat.com/hc/en-us/articles/
7012334940948 

Statista (2022). Most popular social networks worldwide as of 
January 2022. https://www.statista.com/statistics/272014/
global-social-networks-ranked-by-number-of-users/ 

Strong, D. M., Volkoff, O., Johnson, S. A., Pelletier, L. R., Tulu, B., 
Bar-On, I., Trudel, J., & Garber, L. (2014). A theory of 
organization-EHR affordance actualization. Journal of the 
Association for Information Systems, 15(2), 53-85. https://
doi.org/10.17705/1jais.00353 

Utz, S., Muscanell, N., & Khalid, C. (2015). Snapchat elicits more 
jealousy than Facebook: A comparison of Snapchat and Facebook 
use. Cyberpsychology, Behavior, and Social Networking, 18(3), 
141-146. https://doi.org/10.1089/cyber.2014.0479 

Vaast, E., Safadi, H., Lapointe, L., & Negoita, B. (2017). Social media 
affordances for connective action: An examination of microblogging 
use during the Gulf of Mexico oil spill. MIS Quarterly, 41(4), 1179-
1205. https://www.jstor.org/stable/26630290 

van Nimwegen, C., & Bergman, K. (2019). Effects on cognition of the 
burn after reading principle in ephemeral media applications. 
Behaviour & Information Technology, 38(10), 1060-1067. https://
doi.org/10.1080/0144929X.2019.1659853 

Vaterlaus, J. M., Barnett, K., Roche, C., & Young, J. A. (2016). 
‘Snapchat is more personal’: An exploratory study on Snapchat 
behaviors and young adult interpersonal relationships. Computers 
in Human Behavior, 62, 594-601. https://doi.org/10.1016/j.chb.
2016.04.029 

Volkoff, O., & Strong, D. M. (2013). Critical realism and affordances: 
Theorizing IT-associated organizational change processes. MIS 
Quarterly, 37(3), 819-834. https://www.jstor.org/stable/43826002 

Volkoff, O., & Strong, D. M. (2017). Affordance theory and how to 
use it in IS research. In Galliers, R. D., & Stein, M.‐K. (Eds.), The 
Routledge Companion to Management Information Systems (pp. 
232-245). Routledge. 

Voorveld, H. A., van Noort, G., Muntinga, D. G., & Bronner, F. (2018). 
Engagement with social media and social media advertising: The 
differentiating role of platform type. Journal of Advertising, 47(1), 
38-54. https://doi.org/10.1080/00913367.2017.1405754 

Williams, C., & Karahanna, E. (2013). Causal explanation in the 
coordinating process: A critical realist case study of federated IT 
governance structures. MIS Quarterly, 37(3), 933-964. https://
www.jstor.org/stable/43826007 

Xu, J., Fedorowicz, J., & Williams, C. B. (2019). Effects of symbol sets 
and needs gratifications on audience engagement: Contextualizing 
police social media communication. Journal of the Association for 
Information Systems, 20(5), 536-569. https://doi.org/10.17705/
1jais.00543 

Yin, R. K. (2003). Case study research (3rd ed.). SAGE. 

About the Authors 

Christiane Lehrer is an associate professor in the Department of 
Digitalization, Copenhagen Business School. She holds a Ph.D. from 
the Ludwig-Maximilians-Universität (LMU), Munich, Germany, and 
was a visiting scholar at the London School of Economics. Following 
her Ph.D. studies, she gained several years of industry experience as 
a strategy and M&A manager in a large telecommunications 
company. Before joining CBS, Christiane was an assistant professor 
and the head of the Competence Center for Digital Service 
Innovation at the University of St. Gallen, Switzerland. Christiane’s 
research specialization concerns user behavior and data-driven 
innovation. Her work has appeared in the Journal of Management 
Information Systems, European Journal of Information Systems, and 
Electronic Markets, among other outlets, and has been presented at 
leading conferences such as the International Conference on 
Information Systems. Christiane currently serves as an associate 
editor for European Journal of Information Systems and Electronic 
Markets. ORCiD: https://orcid.org/0000-0003-3401-3216 

Ioanna Constantiou is a professor of information systems in the 
Department of Digitalization at Copenhagen Business School. She 
was the academic director of the CBS’s Business in Society initiative 
on Digital Transformations. From 2017 to 2020, she was employed 
as a professor of information systems in the Department of Applied 
IT at the University of Gothenburg in Sweden (part-time from July 
2017). She received her Ph.D. from the Department of Management 
Science and Technology, Athens University of Economics and 
Business, in 2003. She currently serves as a senior editor for Journal 
of Strategic Information Systems and Electronic Markets. Her 
research has been published in the Journal of the Association for 
Information Systems, European Journal of Information Systems, 
Journal of Information Technology, Journal of Strategic Information 
Systems, MIS Quarterly Executive, among other outlets. ORCiD: 
https://orcid.org/0000-0002-9761-1208 

https://doi.org/10.1002/asi.20801
https://doi.org/10.1002/asi.20801
https://doi.org/10.1016/j.ipm.2020.102226
https://doi.org/10.1016/j.chb.2015.08.026
https://doi.org/10.1016/j.chb.2015.08.026
https://doi.org/10.1016/j.chb.2017.06.034
https://doi.org/10.1016/j.chb.2017.06.034
https://pubsonline.informs.org/doi/10.1287/isre.2014.0525
https://pubsonline.informs.org/doi/10.1287/isre.2014.0525
https://doi.org/10.1007/978-3-662-45472-5_5
https://doi.org/10.1007/978-3-662-45472-5_5
https://help.snapchat.com/hc/en-us/articles/7012334940948
https://help.snapchat.com/hc/en-us/articles/7012334940948
https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/
https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/
https://doi.org/10.17705/1jais.00353
https://doi.org/10.17705/1jais.00353
https://doi.org/10.1089/cyber.2014.0479
https://www.jstor.org/stable/26630290
https://doi.org/10.1080/0144929X.2019.1659853
https://doi.org/10.1080/0144929X.2019.1659853
https://doi.org/10.1016/j.chb.2016.04.029
https://doi.org/10.1016/j.chb.2016.04.029
https://www.jstor.org/stable/43826002
https://doi.org/10.1080/00913367.2017.1405754
https://www.jstor.org/stable/43826007
https://www.jstor.org/stable/43826007
https://doi.org/10.17705/1jais.00543
https://doi.org/10.17705/1jais.00543
https://orcid.org/0000-0003-3401-3216
https://orcid.org/0000-0002-9761-1208


Lehrer et al. / How Ephemerality Features Affect Social Media Engagement 

1678 MIS Quarterly Vol. 47 No. 4 / December 2023 

 

Christian Matt is a professor and co-director of the Institute of 
Information Systems at the University of Bern, Switzerland. He holds 
a Ph.D. in management from Ludwig-Maximilians-Universität 
(LMU), Munich, Germany, and was a visiting scholar at the National 
University of Singapore and the Wharton School of the University of 
Pennsylvania. His current research focuses on strategic aspects of 
digital transformation and value creation, as well as the responsible 
design and use of AI technologies. His research has been published 
in the Journal of Management Information Systems, European 
Journal of Information Systems, Information Systems Journal, MIS 
Quarterly Executive, among other outlets. ORCiD: 
https://orcid.org/0000-0001-9800-2335 

Thomas Hess is a professor of information systems and management 
at the Ludwig-Maximilians-Universität (LMU), Munich, LMU 
School of Management, where he also serves as director of the 

Institute for Digital Management and New Media. He is also the 
director of the Bavarian Research Institute for Digital Transformation 
and is a member of the board of the Internet Business Cluster Munich. 
Thomas holds a Ph.D. from the University of St. Gallen, Switzerland, 
and a Diplom in business informatics from the Technical University 
of Darmstadt, Germany. His research focuses on the digital 
transformation of companies, data-based business concepts, and 
digital media companies. His work has appeared in international 
journals, such as Journal of Management Information Systems, 
European Journal of Information Systems, Information Systems 
Journal, Electronic Markets, Business and Information Systems 
Engineering, and Long Range Planning. Professor Hess has also 
published in the proceedings of conferences, such as the International 
Conference on Information Systems, and in management journals, 
such as MIS Quarterly Executive. According to Google Scholar, his 
work has been cited more than 21,000 times. ORCiD: 
https://orcid.org/0000-0003-3969-7477

 

 

 

https://orcid.org/0000-0001-9800-2335
https://orcid.org/0000-0003-3969-7477


Copyright of MIS Quarterly is the property of MIS Quarterly and its content may not be
copied or emailed to multiple sites or posted to a listserv without the copyright holder's
express written permission. However, users may print, download, or email articles for
individual use.


