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KNOWLEDGE IS SOCIALLY CONSTRUCTED
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SOURCES OF DATA



THE LAW OF THE

INSTRUMENT

“Give a small boy a hammer, and 
he will find that everything he 
encounters needs pounding.”

Kaplan, Abraham. (1964). The Conduct of Inquiry: 
Methodology for Behavioural Science. Chandler. 



THREE CATEGORIES OF OBSERVATIONAL DATA

PUBLIC DATA

Data that are publicly available on servers (e.g., tweets, 
check-ins)

PRIVATE DATA

Data that are available on servers but not to most 
academic researchers (e.g., pageview or location data on 
Facebook)

ABSENT DATA

Data that are not currently available on servers (e.g., how 
people feel)



THEME 1: 
PERSISTENCE AND

EPHEMERALITY

Bayer, J. B., Ellison, N. B., Schoenebeck, S. Y., & Falk, E. B. (2016). 

Sharing the small moments: ephemeral social interaction on 

Snapchat. Information, Communication & Society, 19(7), 956-977.



PERSISTENCEEPHEMERALITY



“In the fraternity something that’s done a lot is taking Snapchats

when you’re on the toilet.... that’s something that you’d never send 

a picture of somebody to, ‘cause that’d be considered kind of 

weird. But in Snapchat for some reason it’s okay.”



EXPERIENCE SAMPLING
METHOD

• UM undergraduates (n=154) 
• 6 text msgs/day for 2 weeks (n=11,215 

completed)
• Compensated $.50 for each survey plus 

$1.50 for completing six surveys in a day

Text messages asked:
• how they felt at the moment 
• last interaction (channel, closeness to 

interaction partner, valence, 
supportiveness)
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HOW POSITIVE OR

NEGATIVE IS SNAPCHAT?
HOW HIGH OR LOW

ENERGY IS SNAPCHAT? 
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HOW CLOSE ARE SNAPCHAT

FRIENDS?

Instagram

Twitter

Facebook

Email

Texting

Calling

F2F
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ap

ch
at



PERSISTENCEEPHEMERALITY

TIE STRENGTH

ENJOYABLE

SUPPORTIVE



THEME 2: 
CONTEXT AND ENVIRONMENT

Bayer, J., Ellison, N., Schoenebeck, S., Brady, E., & Falk, E. 

B. (2017). Facebook in context (s): Measuring emotional 

responses across time and space. new media & society.







TEMPORALITY MEASURE

how a person feels 
immediately after they post to 
Facebook and their mood two 
weeks later

SPATIAL MEASURE

capturing location at time of 
posting as at home or away 
from home



+

REAL-TIME FACEBOOK USE

• Use Facebook API + Twilio
text messaging service

• Algorithm sent some 
surveys within 10 minutes 
after a Facebook post

• Other surveys not triggered 
by Facebook use

• Surveys avoided class, work, 
and sleep time
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TEMPORALITY

MOBILITY

LOCATION

POPULATION DENSITY

THEORY DEVELOPMENT

WEATHER

…

???



THEME 3: 
ACTIVITY AND

ENGAGEMENT
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INFORMATION DIFFUSION?

HARASSMENT?

MARGINALIZATION?

POLITICS?

TIE STRENGTH?



OUR NEXT DECADE:
GRAND CHALLENGES AND

PROVOCATIONS



CHALLENGE #1: 
CAPTURING THE CONTEXT

OF SOCIAL MEDIA USE



CHALLENGE #2:     
ARE WE ASKING THE

RIGHT QUESTIONS? 
“There is a story of a drunkard 
searching under a street lamp for his 
house key, which he had dropped 
some distance away. Asked why he 
didn't look where he had dropped it, 
he replied, “It’s lighter here!””

(Kaplan ,1964)



CHALLENGE #3: 
THEORY

DEVELOPMENT
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