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Abstract
Many health care apps saw a surge in demand as a consequence of the COVID-19 pandemic, but only a small proportion of health
care apps attract repeat usage. There is currently no systematic framework that examines the characteristics that contribute to
app performance in the purchase stage, as well as app engagement in the post-purchase stage. To shed light on drivers of health
care app usage, we examine the role of four health care app characteristics (social interaction, security, design and premium
features) and compare their impact between pre- and post-pandemic periods. Our research examines four outcome metrics
reflective of prepurchase, purchase, and postpurchase stages: downloads, revenue, ratings, and subjective well-being. We test
our model using weekly data on 493 health care apps over a four-year period from 2017 to 2020 in four countries (the United
States, France, Germany, and Italy). The findings reveal that the COVID-19 pandemic dramatically increased the role of some app
characteristics (social interaction and design) while it reduced the impact of other characteristics (security and premium).
Security features had positive impacts on the pre-purchase stages, but their impact became negative in the post-purchase stage.
We discuss implications of these findings for theory, practice, and policy.
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Slate, Pittsburgh Post-Gazette, Economic Times (India), Frontline (India), BBC Brasil (UK), and Último. She has worked with
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