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ABSTRACT

This paper aims to understand the motivations and behavioural patterns of Snapchat use by 
Generation Z (Gen-Z) and their social relationships with friends and romantic companions. 
Focus group discussion and in-depth interview methodology were employed to conduct the 
research with 49 respondents participating in focused group discussions. The respondents 
reported Snapchat being adopted for connecting with friends as it provided them with 
secure and authentic experience over other social media platforms. The gratifications 
gained from the use of Snapchat by Gen Z users were identified emerging from the features 
and experience of using the technology platform. The results were supported for uses and 
gratifications as the respondents justified the ephemerality of Snapchat being useful, the 
gratifications gained from snapping with friends and social groups. Snapchat was seen as 
a useful medium for security, privacy and ephemerality it provided along with a medium 
for authentic communications with friends and romantic companions. 

Keywords: Generation Z, Snapchat, uses and gratifications, ephemeral social media, 
social relationships
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INTRODUCTION

Technology and digital media have led to an enormous change in human interactions 
with their counterparts and influenced their relationships over social networks. 
Technologies like texting, then social media, and now ephemeral social media 
has led this shift. The use of technology by Generation Z (Gen-Z) has seen an 
unprecedented increase (Desai & Lele, 2017) and has made it a regular part of their 
lives (Coyne et al., 2013; Vaterlaus et al., 2015). Gen-Z comprises of young adults 
born after 1995 and proactive towards adopting technological changes and similar 
to the earlier Gen-Y. The key difference between the two generations stems out 
from the fact that, Gen-Y witnessed the rise of internet and digital technologies, 
adapting to the changes; whereas, Gen-Z being accustomed with the use of internet 
and technology.

With access to multiple media simultaneously, Gen-Z has been at the forefront 
of technology adoption and can access both entertainment and social networks 
simultaneously (Vaterlaus et al., 2016). While in Gen-Z, the eldest user is into his 
mid-20s, the cohort of Gen-Y has reached the age of 40 years. Conventional social 
media platforms enable the audiences to communicate their message which can 
then be experienced and re-experienced by the communicator and even broadcasted 
to new audiences (Bayer et al., 2016). Unlike the mainstream social media – 
Facebook and Twitter – Gen-Z is part of a wave of ephemeral social media like 
Snapchat which take the privacy of the messages to the next level. Ephemerality 
relates to the deletion of the message in a short time. Another peculiar feature of 
ephemeral social media is with the one-to-one communication among the young 
adults having close relationships. Snapchat differs due to the temporary nature of 
images and videos which can be seen by the receiver from 1 second to a 24 hours 
maximum (Billings et al., 2017).  

The amount of time spent by Gen-Z with technology is more than any other age 
group cohort, and due to this, it is important to know the influences of technology 
on the Gen-Z users and their relationships (Yang et al., 2014). The motivations 
behind the use of Snapchat by Gen-Z users and their behavioural patterns are 
examined in the study. The study employs a two-pronged strategy to examine 
firstly, the gratifications for the motivations for using Snapchat and the benefits 
derived by the Snapchat use. Secondly, the study examines the structure and 
the nature of relationships maintained by Gen-Z users on Snapchat. Thirdly, the 
research examines the differences between ephemeral social media and mainstream 
social media platforms to study the motives and adoption of Snapchat by Gen-Z. 
Finally, the research investigates the social conflicts arising among Gen-Z and its 
consequences in their relationships on Snapchat. The study employs the exploratory 
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method to identify the perceived influence on the social relationships on Snapchat 
behaviours. The study employs focus groups discussions for respondents aged 18 
to 24 years (n = 49) to study their perceptions of the ephemerality of Snapchat 
and how it aides their communications in relationships. The perception of Gen-Z 
can lead to behavioural outcomes thus mandating the study. The researchers set 
to answer the following question: Why do Gen-Z adopt Snapchat and how its 
ephemerality helps them maintain relationships?

THEORETICAL FRAMEWORK

Ephemeral Social Media

Communication medium which are private and do lead to a data breach are present 
since long. Yet a threat looms over the users concerning data theft and cloning of the 
data. Due to this challenge, newer media wherein the communications are erased 
after a short time has grown in importance. This ability of social media platforms to 
store the messages for a short time and deleting them from the network completely 
makes them ephemeral. Application platforms like Snapchat, Facebook, and 
Instagram are the most popular ones present in the social mediascape. Ephemerality 
when paired with anonymity presents the users with increased privacy (Bayer et al., 
2016). Earlier relevant researches have focused on the examination of anonymous 
sites like YouBeMom and 4chan, both of which being temporary online sharing 
sites (Morris, 2014; Schoenebeck, 2013) and also related with Facebook newsfeed 
streaming’s ephemerality nature (Kaun & Stiernstedt, 2014). All of the studies have 
provided a perspective on the ephemerality of the messages and their association 
compared to the ones with permanent platforms.

Face-to-face interaction amongst individuals by its nature has always been 
ephemeral communication in principle (Hollan & Stornetta, 1992). Even in audio 
and/or video calling, the channels mediating the services do not store the record 
of it by default. Thus, the properties of ephemeral social media are similar to the 
properties of face-to-face communication due to synchronous communication. 
Despite this difference, social media has made ephemerality as an important 
ingredient for the enhanced user experience. 

Image sharing application with an ability to discard the images has been presented 
in earlier studies (Counts & Fellheimer, 2004). The users of that application 
favoured the sneak peek into their friends and families lives with the ephemerality 
of the photos. The participants of the study proposed the deletion of untagged 
photos. Confide is another example of an ephemerality-based application which 
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enables users to view the text messages upon scrolling over them. Similarly, 
users can view the image only when they press and hold the image. Upon such 
activation, the interface prompts the user with an alert message on content deletion 
after a stipulated time. 

Ephemerality today has become a norm with several social media platforms as it 
is treated as a feature and not merely a glitch (Bannon, 2006; Mayer-Schönberger, 
2011). In fact, the data preservation without the control of users over it can lead 
to serious personal consequences, based on the evolution of personal and social 
needs (Mayer-Schönberger, 2011). Snapchat offers the users with ephemerality 
and privacy due to the disappearing nature of the content generated by the users. 
Snapchat goes against the popular belief of cultural memory by integrating the 
need to forget the message (Soffer, 2016). Soffer (2016) argues that orality has 
become inseparable from an application’s features and design – the same being the 
case with Snapchat.

A report by Statista (2018) cites Snapchat being more popular amongst the 
younger generation’s individuals belonging to Gen-Z. The unique characteristics 
of temporality and ephemerality of Snapchat mediate the intimacies due to its 
technological affordances (Handyside & Ringrose, 2017). Snapchat in its entirety 
is more of a private communication medium providing the public with a chanto 
escape from a Facebook social media platform which is open and can be viewed by 
many (Utz et al., 2015). Besides providing ease of use and an uncluttered interface 
design, Snapchat offers unique features related to the disappearance of content 
after a specific period.  The self-destructive nature of messages leads to removal 
of reservation among users with regards to the sharing of online content (Piwek 
& Joinson, 2016). According to Velez (2014), the ephemeral bursts of effect in 
Snapchat due to entertainment, curiosity, and even boredom exchanges occurring 
during interactions. Snapchat blurs the boundary between documentation and 
lived experience due to the ephemeral nature of the content (Jurgenson, 2011). 
Researchers have also examined the use of self-expression of millennials on 
Snapchat and its impact on their purchase intentions. The research showed that 
Snapchat use gratifies and influences the expectations of millennials thus increasing 
the relationship with product/service brands (Flecha-Ortíz et al., 2021). In the 
case of Snapchat, the ephemerality of the platform ensures snaps to disappear in 
a predefined time, leaving no evidence of such social communications. Research 
related to the perceived privacy and security among the Snapchat users suggested 
the security concerns and the use of sensitive content (Roesner et al., 2014).
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Generational Cohorts, Technology, and Social Media

Although the use of technology is seen to be prevalent in society, differences are 
occurring in the use and consumption of technology based on age (Van Volkom 
et al., 2014). Previous studies have suggested that the earlier generations like 
Gen-X have access to internet and smartphones and are just as likely to use and 
consume mobile internet services as to the recent generations (Madden et al., 
2013). When compared with the younger generations, the older adults have less 
interest in technology along with less acquaintance with the different technologies 
thus affecting the use of technology among users from older generations (Czaja 
et al., 2006). The younger generations seem to know their way around different 
technologies (Olson et al., 2011) and have positive attitudes towards technology 
use compared to earlier generations (Purcell et al., 2012; van derKaay & Young, 
2012). 

Given the generational differences existing between people, the boundaries of the 
generational divide are unclear – and the studies concerning the change in behaviour 
of people need to be investigated. Tapscott (2009) in his book, Grown up Digital: 
How the Net Generation is Changing Your World, provided a characterisation of 
different generations. Based on it, the most recent generation considered are called 
Echo Boomer and also known as the net generation or Gen-Y (Leung, 2013) and 
born between 1981 to 2000. The net generation or Gen-Y is accustomed to the use 
of computers compared to their elder counterparts and more likely to be online 
consumers and also use social media (Leung, 2013). The boundaries of where 
an earlier generation ends and the new Gen-Z starts are unclear though, based 
on earlier studies the users born from 1997 can be termed as Gen-Z (Dimock, 
2019). Other studies take a broader perspective by noting the users born between 
1995 and 2000 can be termed as Gen-Z (Seemiller & Grace, 2016). With no 
formal process for naming the youngest people as Gen-Z, this name is included in 
popular dictionaries like Merriam-Webster and carries a momentum even in online 
searches (Dimock, 2019).

According to PEW research, Gen-Y or millennials were aged between 5 to 20 
years when the 9/11 terrorist attacks in the United States of America occurred 
and they carry distinct memories of it as opposed to the people born after 1995 
that have little or no memory of this event (Dimock, 2019). The authors in the 
present research consider this distinction to form a boundary with the starting age 
of Gen-Z users. According to Aksoy et al. (2013), social media has existed for 
Gen-Y and they have grown along with the same considering their starting year 
of 1981. This generation has adopted different technologies and has witnessed the 
advent of the internet and social media, and has consumed the different digital 
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media available to them. The subsequent Gen-Z has ubiquitously used technology 
and social media learning from their parents and elder siblings. The present study 
considers the Gen-Z starting from 1996 based on the classification made in earlier 
studies (Dimock, 2019; Seemiller & Grace, 2016). 

While considering Gen-Z, they are said to be a socially empowered and 
technologically literate generation (Desai & Lele, 2017) though the earlier Gen-Y 
has also been brought up during the technological innovations and has used social 
media. Considering the eldest member of Gen-Y born in 1980 would be 40 years 
old today, the person may have adapted social media and internet as they came 
to age, as opposed to the Gen-Z assumed faster internet connectivity, social 
media use, WiFi broadband, and on-demand entertainment (Dimock, 2019). The 
ingress of digital media into the lives of Gen-Z is been seamless according to 
the research (Dimock, 2019). Gen-Z are tech-savvy individuals present on social 
media platforms and communicate over such social media platforms rather than 
having direct contact with people. The earlier millennial generation pioneered 
the use of Facebook with its infamous campaign of the beer-bong selfie. Gen-Z 
has embraced Facebook medium but they prefer being on ephemeral platforms 
liked Secret or Whisper and even Snapchat (Williams, 2015). Gen-Z is known to 
handle short, real-time information with the use of pictures. Due to the short span 
of communication and attention period, messages are supposed to be created with 
a context of less is more (Törőcsik et al., 2014). Gen-Z uses social media to gather 
and spread information and also share their experiences using videos, pictures, 
and links (Relander, 2014). Over the years, generational cohorts have existed with 
the technology and have adapted to the changing technologies, thus resulting in 
the incremental use of digital mediums. Gen-Z considered for the research is the 
generation who have taken technology, internet, and digital platforms to be granted 
as they were born when the proliferation of technology was ubiquitous. This 
distinction among the earlier Gen-Y and the present Gen-Z posits investigation 
into their use of social media platform Snapchat.

Snapchat and Gen-Z 

Teenagers while growing up seek increased independence and yet rely on their 
parents for a variety of resources (Aquilino, 2006). With growing concern over 
the rampant use of social media by the Gen-Z, investigations into it are warranted 
for (Coyne et al., 2013). The emergence of social media impacts the relationship 
between the parent and their young adult (Barrie et al., 2019; Ramsey et al., 2015; 
Vaterlaus et al., 2016). Relational conflicts with parents and relatives due to 
communication over social media platforms (Gentzler et al., 2011) are prevalent 
though the result of it were not confirmed during a continuation study (Ramsey  
et al., 2013). 
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Recent studies related to the use of cell phones among young adults focus on texting 
with their parents and relatives (Crosswhite et al., 2014; Mei et al., 2018). Among 
various reasons for texting family and friends are planning activities, sharing 
information, sending pictures and jokes, and having a general conversation. Being 
a mobile app, Snapchat does not meet their social need. Keeping in touch and 
connect with the family and friends proves to be the highest motivation for its 
users while considering the use of Snapchat (Utz et al., 2015). Snapchat being a 
playful mobile instant messaging service finds its use in rapid communication and 
content sharing with small groups of close friends, partners, and family (Piwek 
& Joinson, 2016). Though few studies have pointed out that Snapchat being an 
ephemeral social media platform does not hold importance among young adults 
for texting to their relationships and connections  (Vaterlaus et al., 2016). Based 
on this, this study investigated the gratifications for Gen-Z based on their use of 
Snapchat and its emergence. 

Uses and Gratifications of Social Media by Gen-Z 

The uses and gratifications theory developed by Katz et al. (1973) identified 
eight types of uses and gratifications. The active audience consuming the media 
does not simply consume media but they do so with an end with an end-goal in 
minds (Katz et al., 1973). The theory holds relevance in social media research 
due to its origin from communications literature (Whiting & Williams, 2013). 
Quan-Haase and Young (2014) consider the uses and gratifications theory on its 
historical building and further consider it for the use of social media. The theory 
postulates that individuals will consume media to fulfil their needs thus leading 
to gratifications (Weaver Lariscy et al., 2011) with the gratifications predicting 
the initial and recurring media use (Kaye & Johnson, 2002). The core of the uses 
and gratifications theory explores “how, why, and what purpose people use media 
in their everyday lives” (Quan-Haase & Young, 2014, p. 269). For satisfying the 
individuals’ technology needs, the individuals associate their need gratification 
with definite technology choices thus creating competition (Vaterlaus et al., 2016). 
The gratifications generated by social networking sites were studied in earlier 
research (Sundar & Limperos, 2013). In the research by Sundar and Limperos 
(2013), the authors investigate the changes in gratifications considering the 
emergence of social media as opposed to the old traditional media. As mentioned 
in the research, the gratifications derived from a given media could be triggered 
due to the features experienced by users of that media as opposed to being drive by 
the innate needs of the users.

Social media is consumed by the young adults every day and is being touted as 
an integral part of their lives with every picture and post reflecting the users’ life, 
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experience, and opinions (Dvořák, 2018). A direct relationship is seen between the 
use of social media and social involvement than entertainment purpose (Nyland  
et al., 2007). Though abundant research is available on social media and the uses and 
gratifications theory, research on ephemeral social media platforms like Snapchat is 
scarce (Punyanunt-Carter et al., 2017). The young users belonging to Gen-Z cohort 
understand the use of Snapchat and can identify and relate themselves with the 
platform while not having to deal with parents, family members, and undesirable 
users on Snapchat opinions (Dvořák, 2018). According to Punyanunt-Carter  
et al. (2017, p. 871), earlier studies on the uses and gratifications theory and social 
media were carried out in four categories, namely: (1) passing time, escape, and 
relaxation; (2) enjoyment and excitement; (3) information; and (4) companionship 
and social interaction.

To summarise, the literature provides insights into Snapchat as an ephemeral social 
media platform used by Gen-Z and also their behavioural traits while utilising it. 
Gen-Z uses Snapchat to maintain social connections with their romantic partners, 
friends, and family. This media is preferred over mainstream social media platforms 
due to its privacy, security, and ephemerality. Further research is mandated to 
study the motives and behavioural patterns of Gen-Z.

MATERIALS AND METHODS

The research employed focus group discussions to ascertain and record the views 
shared by the participants on the uses and gratification from Snapchat using the 
qualitative research method. Melander (2010) reported the effectiveness of focus 
group methodology to understand the young adult’s lived experiences with 
technology. Further to validate and increase the impact of results, individual in-
depth semi-structured interviews were conducted. The sample was drawn from 
the educational institutes in Pune, India with a total of 49 respondents agreeing to 
participate comprising of 28 female and 21 male respondents aged between 18 to 
24 years representing the Gen-Z. The recruiting of the respondents for the focus 
group discussions were carried out using calling for applications to be a part of 
the study. Based on the applications received, initial screening was carried out by 
scrutinising of the applications based on their age and further a written consent was 
taken from the respondents about participation in the study. A total of seven focus 
group interviews having seven respondents in each one of them were conducted to 
reach at a saturation level with the participants in terms of the data.

Participants completed the focus group interviews which lasted for 30 minutes 
at the maximum. The interviews were video recorded and an independent audio 
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recording was also kept in place. A short questionnaire capturing the demographic 
details of the respondents was captured before the focus groups. The questions for 
the research revolved around Gen-Z experiences with social media with specifics 
related to Snapchat use on a routine basis. The study concerned with the motives 
of Gen-Z to adopt and use Snapchat as a social media platform and to this regards 
the questions asked during focus group discussions were related to the utility 
and use of Snapchat and the influence of Snapchat in their social groups. The 
validity of the results of focus group discussions was measured by conducting 
individual interviews of eight respondents (four male and four female). Unique 
information, insights, and trends emerging were subjected to additional interviews. 
The individual interviews reinforced the trustworthiness of the discussions.

To answer the research question, the researcher collated the data from focus 
groups and interviews. Thematic analysis using conventional methods was used 
for the research. The information related to Snapchat was acquired from the focus 
group discussions conducted during the research. The two independent researchers 
worked in isolation to highlight the recurring words and themes from the focus 
groups and interviews represented by the participants. 

Further discussions on the commonalities between the two versions of the analysis 
created 14 coding categories. The 14 coding categories then upon discussion led 
to five major themes across the research which were then tested for validity. To 
circumvent the limitations related to bias and stereotyping, Gen-Z respondents 
from the same area but not part of the cohort were asked to identify the consistency 
of the results and experiences. Gen-Z reported the results to be a representation of 
their experiences of Snapchat.

RESULTS

Based on the codification of 14 categories arising out of the focus group discussion 
and subsequent interviews, a total of five themes arose from them. These five 
themes at occasions overlap one another but are important to be included in the 
results. 

Theme 1: Curiosity, Relaxation, and Entertainment

Snapchat is seen as a medium to deal with boredom and a mode for entertainment 
by the respondents. The respondents reported they were been driven towards 
Snapchat due to curiosity about the apps and then relax while scrolling through the 
moments shared by their friends. Like other social media platforms, Snapchat also 
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provides an opportunity for users to see what other people are doing in their daily 
lives and try to be a part of it through interactions.

Respondent 2:  First, I was curious about it and why my 
friends were hooked to it. Later on, I started 
using it multiple times daily.

Respondent 13:  Well it made more sense to be a part of 
Snapchat. All my friends made me curious and 
hence I joined. Now, it’s fun to use it.

Respondent 7:  It is a stressbuster for me. I scroll through the 
moments shared by the friends and chat with 
them.

Snapchat provides the users to interact with their friends and share key moments 
of their lives. Many of the respondents became part of it to gain acceptance among 
their peers. Once being a part of the community, the users tend to interact on it on a 
continuous mode and share moments with friends. Snapchat provides a sneak peek 
into the lives of their friends. This small close circle of friends is used to each other 
and do not mind the behaviour.

Respondent 33:  Our old group is still intact and thanks to 
Snapchat. We all discuss the college days and 
share light moments.

Respondent 16: As I interact only with my close friends, we 
share a similar understanding of jokes we 
make. No one gets hurt. I like humor and my 
jokes are not meant to disrespect my friends. 
They are aware of it.

Respondent 8:  Funny moments like pranks and discussing 
incidents in college or cafe’s is easier here. We 
all are on the same page as we were part of it.

Curiosity soon leads to entertainment and relaxation which are an integral part 
of Snapchat users. This has appeared to a larger extent compared to other themes 
during the focus group discussions. These gratifications form the main purpose of 
Snapchat and hence the increase in its adoption.
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Theme 2: Privacy and Security

One of the main themes emerging from the focus group discussions dwelled 
on the perceived security associated with the use of Snapchat. Gen-Z utilised 
and consumed Snapchat in different ways for varied means. As mentioned by 
Respondent 9 due to the disappearing nature of the messages shared with their 
social connections, the users are least worried about the repercussions arising from 
their actions. 

Respondent 46:  You can share intimate images with your 
partners and need not worry about it being 
seen by others.

Respondent 40:  Uploading awkward images on Snapchat is 
less worrying as it will disappear in no time 
and people will forget about it.

Respondent 9:  I am least worried about my conversations with 
friends and romantic connections. The sense 
of security provided (on Snapchat) assures 
me the messages and images will never fall in 
wrong hands neither it can be used in future.

Respondent 22:  Messages being falling into wrong hands is the 
last thing on my mind. One less thing to worry, 
right?

The results provide support based on earlier studies (Vaterlaus et al., 2016) 
mentioning respondents seeking a secure platform for intimate and private 
conversations with peers. Ephemerality plays an important role in providing a safe 
and secure platform to fulfil the needs of Gen-Z.

Respondent 11:  I feel secure to interact (on Snapchat) as I am 
least bothered of my interactions being heard 
and snooped upon.

Respondent 18:  I can control who can view my message and 
for how long. This is a big plus over other 
social media platform.

Respondent 30:  I control the way it works. No one can 
randomly check my messages or my status for 
that matter.
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Due to the ephemerality of the media, the responses and interactions are perceived 
as natural, thus imitating and showcasing real-life communication patterns. 
Snapchat provides Gen-Z with self-censorship on content sharing thus removing 
the obstacles which otherwise are not present on social media in general.

The Gen-Z respondents felt more secure to interact over Snapchat as the risk 
involved in messages, photos, and interactions getting public is negligible. The 
respondents referred to other social media platforms being more judgmental 
due to the public posting on their wall or timeline compared to the ephemerality 
associated with Snapchat. 

Theme 3: Authenticity

Snapchat’s ephemerality results in more authentic information and conversations as 
opposed to Facebook and Instagram, the respondents felt Facebook and Instagram 
force users to show a “happy face” or inauthentic front as they worry about being 
judged or misjudged by peers. 

Respondent 25:  I post good pictures and share joyful moments 
on Facebook to gain acceptance among my 
friends and other acquaintances. I always 
show the bright side of my life and refrain 
from posting the bad or worse.

Respondent 1:  You are constantly being stalked on social 
media by friends and peers and hence privacy 
is absent. It all seems fake and made up.

Respondent 28:  Snapchat is more personal. I need not be 
goody good all the time and can show my true 
colours if the need be.

Snapchat reveals the real face of its users, by showing their opinions and real 
feelings towards the peers. The peers here can be friends, family, or romantic 
partners. Being authentic requires self-awareness and self-confidence and due to 
the disappearing nature of interactions on Snapchat, the users practice it. Even 
the responses and answers are genuine and true compared to other comments and 
responses on social media. 

As opposed to this, the respondents practice self-censorship on social media 
platforms like Facebook and Instagram. The messages posted on these platforms 
cannot be judged as being authentic or not but the photos shared by the users and the 
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filtering and editing done to these images can be a measure of authenticity. Higher 
the level of editing and stylisation of photos posted on Facebook or Instagram 
lesser will be the perceived authenticity. The same is reported by the respondents. 

Respondent 42:  Do you think the Instagram stories and feeds 
of influencers waking up looking stars with a 
perfect morning breakfast to be true? Everyone 
knows it’s all fake and just to get likes and 
shares.

Based on the response mentioned above (Respondent 42), users believe the posts 
on Facebook (or Instagram) are less authentic and are put up for the sole purpose 
of gaining wider acceptance. Snapchat provides authenticity and the behaviours of 
Gen-Z are more spontaneous and authentic.

Respondent 37:  You know what, Snapchat is more authentic 
and truer by sharing the present moment. 
Facebook, Instagram has become a scrapbook 
portraying the likes, dislikes, birthdays, 
travel plans, check-ins and important events 
in life.

Respondent 38:  Facebook is where my friends, family and 
acquaintances are present. I cannot show the 
real me there. They will judge me. Snapchat, 
on the other hand, lets me be me. I worry 
less. It’s a small circle and the real me is seen 
only by my close friends.

Gen-Z respondents are trying to portray a positive image of themselves on social 
media platforms like Facebook and Instagram. This portrayal leads widening of 
their social network and gaining acceptance among them. Hence, a lot of thought 
and stylisation and editing goes into every post on such platforms. In contrast, 
the ephemerality of Snapchat means users can post their messages and photos 
spontaneously thus leading to authentic unfiltered communication.

Theme 4: Conformity and Close Connection with Friends

Unlike Facebook and Instagram which have both direct and indirect modes for 
communication, Snapchat relies mostly on direct one-to-one communication. 
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Snapchat performs the functions of an instant messaging application as opposed to 
other social networking sites.  

Respondent 14:  It helps me communicate freely with my 
friends and we use the same old slangs from 
our college days.

Respondent 21:  My messages are loud and clear to the ones 
who can easily put some context to our chats. 
This helps a lot. You know, unlike Facebook I 
need to entertain the replies and comments of 
people who are not aware of the discussion.

Snapchat helps in communicating directly with the recipients having predispositions 
about the discussions. Snapchat provides a platform comprising of considerably a 
smaller number of friends which can be as low as a dozen of friends compared to 
the hundreds on Facebook.

Respondent 23:  Even being hundreds of kilometres away, 
my friends have the same sense of humor as 
me. The gap is not present and I am aware of 
what to share with them.

Snapchat is intended for closed personal communication within friends and loved 
ones. The communicants share a strong bond and connection leading to deeper 
ties between them. The loved ones are the romantic partners and couples who use 
Snapchat to conduct their intimate talks and selfie sharing being assured of the 
privacy. Snapchat served as an app for strengthening the existing ties as opposed 
to creating new friends thus maintaining a close-knit circle of friends, family, and 
partners. 

Respondent 30:  I was introduced (to Snapchat) by a friend to 
take our messages to a more private space.

Respondent 15:  You cannot trust any messaging apps today. 
Snapchat provides a sense of security for my 
private messages. My relationship is thriving 
due to Snapchat.

This trend of being introduced to Snapchat by a friend or a romantic partner is 
seen across the majority of respondents. This can be narrowed down to following 
the fashion with the apps which is common across the generation. Gen-Z is the 
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digital natives with a heightened sense for being in sync among their peers by 
using popular apps and thus being part of the group. 

Respondent 6:  Since my school and college days, I 
am in contact with the same people and 
communicate with them. My group and 
friends have increased in number but my old 
friends are still a part of my life.

Gen-Z though independent in their views and behaviour need to be attached to a 
reference group. This reference groups share similar ways of life and thoughts and 
are closely knit together sharing a common perspective. The respondents in the 
research made new friends with whom they are connected over Snapchat but still 
maintain their connections with friends from school and undergraduate college 
days.

Theme 5: Exploring Intimacy and Romantic Relationships

Intimacy finds an important place in the responses of Gen-Z. Snapchat by the virtue 
of its ephemerality and the privacy and security it provides becomes an ideal app 
for users to establish romantic relationships with their partners. 

Gen-Z revealed that Snapchat aides communicating with their nearest and intimate 
relationships with their partners, friends, and even family members. The Gen-Z 
respondents also noted that Snapchat will aid in enhancing their relationship 
with close relatives and friends and even their loved ones. The participants also 
emphasised that Snapchat was not only seen by them as a medium to start a 
new friendship by communicating with their new acquaintances, it also helps in 
communicating with their existing contacts.

Respondent 10:  Snapping new connections at random is 
weird. Snapchat is personal to me and I use 
it to chat with my boyfriend. It’s safe and 
private.

Respondent 43:  Snapchat provides a more private and 
intimate platform to chat with my boyfriend.

Snapchat provides a secure and private place for Gen-Z to express their feelings 
and get intimate with their partners. The romantic partners find the disappearing 
nature of snaps a boon for communicating with each other. The disappearing 
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nature of snaps also means the intimate images and nudity eventually gets deleted. 
This ensures the users and the females in particular that, the intimacy shared with 
their partner will not be misused in future.

Respondent 39:  Well, it’s all about personal interactions and 
intimacy with my partner.

Respondent 17:  It’s personalised and the disappearing snaps 
ensure our connection is hidden from the 
world around me.

Another aspect is based on exploring intimacy and widening the boundaries 
of messages and photos. Flirting and sexting are common among friends, and 
few users take their separate ways when the sexting leads to a deeper intimate 
relationship. The disappearing nature of snaps means the users can explore the 
boundaries of intimacy. Casual relationships do exist on Snapchat among Gen-Z 
with friends sharing intimate casual relation and indulging in sexting and photo 
sharing depicting nudity at occasions. 

Earlier research has also included sexting and intimacy and has reported them 
being prevalent among Snapchat users (Coyne et al., 2013; Utz et al., 2015). The 
respondents were not very vocal with sharing their information about their intimate 
chats and relations over Snapchat. The responses though fewer mandates additional 
research to explore the uses and gratifications for intimate chats on Snapchat.

Snapchat is less risky compared to other social media platforms due to the 
ephemerality of communication. The disappearing nature of messages ensures the 
chats are not stored and cannot be accessed after a stipulated time has elapsed. 
The messages and photos shared during conversations can be awkward and 
uncomfortable in nature and the sender and/or receiver would want them to be 
deleted forever with no backup storage. Snapchat offers this facility and hence is 
seen to adopted by the Gen-Z users widely. 

DISCUSSION

Consumers are drawn by a general motivation to use social networking platforms 
for communicating with people (Dvořák, 2018). These general motivations of users 
are based on the uses and gratifications theory, wherein the urge to communicate 
with people forms the need and fulfilment of this need by a relevant medium – 
gratification. The first motive to be a part of a new social media platform is to adopt 
it out of curiosity. Gen-Z users want to be a part of Snapchat as their friends and 
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social groups are a part of it. There is an urge by the users to be seen on this latest 
trend and gain acceptance among their social group. Relaxation and entertainment 
are the gratifications gained by their curiosity to adopt Snapchat as a social media 
platform.

Gen-Z during their quest for a social media platform has several alternatives to 
choose from. The users are already a part of various mainstream platforms like 
Facebook and Instagram. The active users of Facebook have reported excessive 
data collection and an overwhelming amount of unwanted information. The 
excessive use of user data also raised privacy and security issues for Gen-Z. Due 
to these concerns, the users want to get rid of the data persistent to social media 
usage and also consume social media regularly. Due to this dilemma, the users 
modify their persona on social media platform thus losing the authenticity of the 
interactions.

The gratifications are provided by the need for authenticity, conformity, and 
private and secure connections. This leads to distinguishing between the social 
media platforms based on data-persistency and the ephemerality of the content. 
Both Snapchat and Facebook have certain inherent flaws and the Gen-Z users have 
a presence over both of them. But the benefits sought by them are different from 
both social media platforms. Snapchat provides the users with low visibility but 
benefits them by providing added security, privacy, and authenticity. Hence the 
assumptions of uses and gratifications theory are supported as the Gen-Z users 
reports of using both Facebook and Snapchat but for different purposes. Gen-Z has 
adopted the ephemeral social media but has not substituted it with the common 
social media platforms. It is evident from the results that gratifications from the 
use of Snapchat as a communication medium emerged from the features and 
experience of the Gen-Z user against the innate needs of the users, thus supporting 
the earlier studies (Sundar & Limperos, 2013).

The focus group discussions revealed Gen-Z users’ motivation for adopting 
Snapchat was to communicate privately to reach something desirable. These 
findings are following the original uses and gratifications (Katz et al., 1973) 
framework and also concurs with earlier studies. Earlier research focused on texting 
is a preferred mode of communication among the young generations (Lenhart et 
al., 2010). This research is consistent with Vaterlaus et al.’s (2016), the Gen-Z 
respondents reported an inherent flaw in texting which leads to miscommunication 
and misrepresentation by the counterparts due to lack of emotions. Snapchat here 
alleviates this potential drawback of texting as the snaps are more emotive and can 
convey the message in a meaningful manner. Authenticity can be said to be one 
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of the main gratifications for the users as Snapchat provides the users to connect 
quickly using pictures and images and not just text (Vaterlaus et al., 2016). 

The study also highlighted the Gen-Z use of Snapchat given it added privacy 
(Piwek & Joinson, 2016) and security (Marwick et al., 2017)  also confirm the 
earlier studies. In the research, there was a consensus among Gen-Z participants 
on Snapchat aiding in enhancing their relationship with friends and social groups 
along with romantic companions. Snapchat was seen as a personal form of 
communication against Facebook which is an open public platform. In line with 
the research by Utz et al. (2015) even Gen-Z individuals in this research reported 
Snapchat is for personal and private conversation, compared to a large social 
network. Earlier research has also reported digitally mediated texting lacked several 
visual and auditory cues and has shown to imply human wellbeing (Holtzman et 
al., 2017). Snapchat being a social media platform using pictures to communicate 
emotions has shown to have better and enhance relationships.

The results also confirm the entertainment and relaxation aspect provided by 
Snapchat during boredom in the form of small and context-rich moments (Barry 
et al., 2017). With limited responses on sexting provided by Gen-Z during the 
discussions, the research did not add to the already available knowledge in earlier 
literature (Coyne et al., 2013; Utz et al., 2015). Confirming the earlier research, 
Snapchat was extensively used to interact and communicate with romantic partners 
and also for casual relationships by Gen-Z (Bayer et al., 2016; Kofoed & Larsen, 
2016; Piwek & Joinson, 2016). The results show maintaining social and romantic 
relationships on Snapchat is better compared to other platforms like Facebook 
as Snapchat provides authentic communication due to its ephemerality and also 
lead to meaningful and private conversations. The results confirm earlier work by 
Dvořák (2018).

CONCLUSION

Based on the theoretical background having underpinnings of the uses and 
gratifications theory approach, the research provides insights into Gen-Z users 
who make active decisions based on sound judgement and valid reasoning. Based 
on the assumptions of uses and gratifications, the study explored the gratification 
provided by Snapchat to the Gen-Z users. This led to the theoretical framework 
for analysing the target audience and their use of Snapchat. The research identified 
the influence of ephemeral social media on Gen-Z adoption of Snapchat and 
the motives behind such adoption. Considering the earlier studies, the research 
highlighted the gratifications for Gen-Z on adapting Snapchat as a visual medium 
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for connecting and communicating with their peers by sharing their identities and 
photographs (Joinson, 2008; Sundar & Limperos, 2013). The new gratifications 
emerging from the research related with the ephemerality of the message and 
sharing it with personal connections reflect the pre-existent needs already present 
in the form of their primary needs (Sundar & Limperos, 2013). The research 
provided important characteristics and factors which rose from the research like, 
authenticity, relaxation, entertainment, conformity, and intimacy. Based on the 
discussions about the privacy issues with mainstream social media platforms 
and also the use of Snapchat, Gen-Z reported being aware of the benefits and the 
challenges in using Snapchat and its influence on social and romantic relationships. 
As the smaller sample size was determined to be sufficient for exploring ephemeral 
social media and its prevalence use and importance in relationships among Gen-Z, 
a larger sample base with the longitudinal study is mandated. 
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