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Abstract

Background: As the expanding digital tools of communications provide new ways for people
to interact online, new ways of initiating relationships have emerged from this technological
development. From traditional online dating sites to today’s proximity dating applications that
enable users to easily interact with other users nearby with the help of geolocation technology.
This fast-paced movement allows dating applications to enter the market to assist people with
the search for their soulmate. These dating applications such as Tinder allows people to manage

their self-presentation as desired to pursue their goals online.

Problem: Previous literature about self-presentation and behaviour online has mainly focused on
Facebook as the context. Because of its popularity among emerging adults today, this thesis has
chosen to study Tinder as a context. Additionally, previous literature about Tinder has mainly
focused on the motives behind using the app. However, the examination of self-presentation
focusing solely on young women and how Tinder is utilized to reach one’s goal is not thoroughly

researched.

Purpose: The purpose of this study is to increase the knowledge of how young heterosexual
women in Sweden use self-presentation and utilize digital social platforms to reach their goal.
This research examines the context of the online dating application Tinder to study experiences
and get insights into how the users utilize the app and different strategies to succeed. To fulfil the
purpose of this research, the research team is going to thoroughly analyse the participants’
experiences and opinions to further understand how self-presentation and strategies are

implemented in a context as Tinder.



Method: This thesis has followed a qualitative approach where an interpretative
phenomenological analysis (IPA) strategy is used. Ten semi-structured interviews have been
conducted on young heterosexual women between 18-25 in Sweden utilizing the online dating

application Tinder.

Results: The findings suggest that the participants use different strategies and have a varying
perception of Tinder depending on how they want other users to perceive them and what their
goals are. The discovered strategies are how the participants select pictures, what information
they disclose in their profile, and how they interact with male users on the application. The
development of the digital environment has impacted how users behave online, and findings
suggest that social online platforms do not facilitate the expression of the true self online as

previous literature has stated.
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1. Introduction

This section starts by providing the reader with a background about the scope of the
study, followed by an introduction about the context Tinder. This followed by a discussion
of problem and purpose for the research question. Lastly, the delimitations are explained,

and a list of definitions is provided.

1. 2 Background
The emergence of social networking sites has offered a space which enables individuals to

experiment with and express their own identities (Lutz & Ranzini, 2017). The development of
mediated communication and the existing digital technology has changed how people meet, how
they interact with their social networks and portrait themselves (Kowalski, Giumetti, Schroeder
& Lattanner, 2014; Subrahmanyam & Smahel, 2010). This era of technology where numerous of
different social networking platforms are available has come to challenge the traditional self-
presentation strategies and behaviours for individuals (Nadkarni & Hofmann, 2012). In today’s
digital era, people are expected to construct and maintain their own distinctive personal identities.
Individuals constantly present themselves in different roles online, since the private and
professional identities converge (Ramarajan, 2014; Ramarajan & Reid, 2013). Individuals utilize
strategies that influence the affection and respect they receive from other people when deciding

how to present themselves online (Ollier-Malaterre, Rothbard & Berg, 2013).

People have always been concerned with their self-presentation and image and are always striving
to present themselves in the most attractive way to potential partners whether they are looking for
a casual hook-up, a spouse, or a passionate love affair (Goffman 1978). New mediated
opportunities to connect with people have emerged from traditional newspaper advertisements to
online dating websites and dating platforms, where Tinder is one of the most popular offerings
amongst matchmaking applications (Ward, 2017). The increased control of one’s self-
presentation is a frequently cited benefit of computer-mediated communication (Walther, 2007),
which specifically applies to online dating where the first step is to create an online profile. Mobile
dating apps enhance the users’ spontaneity and enable a frequent use because of its mobility since
people only need to have an internet connection to use the application (Chan, 2017; Ranzini &

Lutz, 2017).



Creating your online dating profile can also be seen as a method of marketing yourself to potential
partners. Heino, Ellison, and Gibbs (2010) found in their study about online dating that most of
their participants compared online dating with economic transactions using metaphors within
purchasing and marketing. In a digital context, as in reality, the managing of one’s self-
presentation starts prior to a face-to-face encounter or even before any interactive communication.
The impression management in the context of Tinder starts when the user selects his or her profile

picture (Ward, 2017).

All societies have written and unwritten rules that indicate the general morality (Herlitz, 2003).
Swedish people resolve conflicts either by compromising or long discussions, indicating a fear of
conflicts (Geert-hofstede, 2020). Arnstberg (1989) and Ebenhard (2007) also state that conflict
avoidance is a cultural paradigm in Swedish society. The word “lagom” which refers to not too
much, not too little, is something that characterizes Swedish culture and mentality (Mahmood,
2012). Geert-hofstede (2020) has also stated that the Swedish culture is built around the concept
“lagom”, which is enforced in society by “Law of Jante”. It is a fictional law that makes sure
everyone has enough but nobody goes without and is implemented in Scandinavia to keep
everyone in order. In Swedish society, “Law of Jante” counsels people not to brag or perceive

themselves as better than anyone else (Geert-hofstede, 2020).

1.3 Problem discussion

Reviewing the literature it becomes apparent that previous research on self-presentation online
has been highly focused on Facebook (Bareket-Bojmel, Moran & Shahar, 2016; Nguyen,
McDonald, Nguyen & McCauley, 2020; Oberst, Renau, Chamarro & Carbonell, 2016; Tosun,
2012). Facebook use among young adults in Sweden has decreased during recent years. From
2017 to 2019 the daily Facebook use of Swedes between 16 to 25 years decreased from 76% to
61% (Internetstiftelsen, 2019). Therefore, the existing research about self-presentation and
behavioural patterns in the context of Facebook is not as relevant. Tinder is, as mentioned before,

commonly used among emerging adults today and was therefore chosen as a suitable context.

Previous research has via the uses and gratification theory examined the motives for using Tinder
and the differences in these between sociological and demographic characteristics (Lutz &
Ranzini, 2017; Timmermans & De Caluwé, 2017; Ward, 2017). However, how people express
themselves and utilize Tinder via self-presentation and marketing themselves in order to reach

their goals with the app, has not been examined in-depth to date. Ward (2017), studied how



individuals construct their profiles and wish others to perceive them on Tinder. However, studies

focusing extensively on heterosexual women in the context of Tinder was not found.

The focus of this thesis is to investigate the self-presentation techniques and computer-mediated
communication strategies women use online in a particular context. The chosen context is Tinder
since it is the most used online dating platform in Sweden (Keldsen, 2018) and there was a
significant gap in the literature about emerging adults’ internet dating. Whitty (2008) argues that
researchers should not try to develop one single theory of how individuals present themselves on
the internet but rather analyze the behaviour in different spaces online. Additionally, Dubson
(2015) and Wei (2016) state that young women’s online behaviour should be researched by
gaining knowledge about their lives and experiences in certain contexts, rather than measuring

their media usage against pre-existing theoretical criteria.

Many authors have suggested future research within self-presentation on online platforms. Uski
and Lampinen (2016) recognized through their study that there is a need for studies on how social
norms affect the process of self-presentation on social networking sites. When it comes to research
about online dating sites, Hance, Blackhart, and Dew (2018) stated that online dating sites could
increase self-disclosure and admits the need for further examination of the concept. This research
has taken these suggestions into account as previous research has identified a need for extended

knowledge.

1.4 Purpose

The purpose of this study is to investigate how young women between the ages of 18-25 in
Sweden use self-presentation and utilize digital social platforms, in the context of Tinder. This
research aims to examine strategies within self-presentation, behaviour, online interaction and
expression of the true self. To fulfil the purpose of this research, the experiences and opinions
about the individuals’ consumption of digital platforms are going to be thoroughly analysed, with

the aspiration to gain deeper insight into how different strategies are used.

The interest behind our choice of study stems from the fact that we have grown up in a society

heavily influenced by the digital world which has such an important impact on our lives, and that



a majority of what we do and how we interact today is determined by a simple “click” on a
smartphone. By living in this technological era, we have been exposed to the realm of numerous
available online platforms. The fact that we have been able to follow this novel and emerging
context of interacting in a digital environment and the development of new dating strategies
amongst our friends and people around us fascinate us and are, therefore, our main reasons for

this chosen subject.

1.5 Research question

RQ: “How young women in Sweden experience Tinder and utilize different strategies on

the app to pursue their goal through self-presentation?”

1.6 Explanation of Tinder

Tinder is a free mobile application launched in 2012. It is available in 190 countries and more
than 40 different languages. According to the company, more than 50% of Tinder users are
between the ages of 18 to 25 (Tinder Newsroom, 2020). In 2018 27% of internet users between
ages 16-25 in Sweden were using Tinder. In 2017 27% of men between ages 16-25 were using

Tinder in Sweden and 21% of women in the same age category (Svenskarna och internet, 2019).

According to Help.tinder.com (2020), to set up a profile the user needs to have a Facebook or
Google account to connect with the app. From the Facebook account, Tinder uses the name, age,
and occupation of the individual. The user can write a short bio about themselves and add up to 9
pictures. The user then chooses gender, sexual orientation, age-range and a distance for how near
they want to find other people. On your profile, you can include a favourite song or artist or
connect your Instagram. When Instagram is connected, other users can see the most recent
pictures from your Instagram account. The app finds your location and shows other users within
the chosen distance. The feed is designed like a deck of cards with pictures where the user can
swipe left or right. If you swipe the picture to the right, it means that you like the other person, or
if you swipe left it means that you are not interested. The user can also click on the photo on the
deck to see the whole profile with additional pictures and information the other user has included.
When two persons like each other a match is made, and they can start a chat with each other.
There is also a ”Super Like” function that you use by swiping upwards. The super like is shown

immediately for the person you liked, so they know you have shown interest.



Tinder is available for free, however, there are two different upgraded versions that the company
charges of. The first one is Tinder Plus, which allows the user to use a Passport and Rewind
feature. The passport enables you to choose your location anywhere around the world. With the
rewind feature, you can give another user a second chance if you have already swiped left, that
indicates that you are not interested. With Tinder Plus you will also receive additional Super Likes
to use and a “Boost” every month, which makes you one of the top profiles in your area for 30
minutes. The second upgrade is Tinder Gold, which gives you access to the same features as
Tinder Plus, but also the possibility to see everyone who has given you a “like” before you decide
if you want to swipe left or right. During COVID —19 the passport feature is available for all users
of the app (Help.tinder.com, 2020).

1.7 Definitions

e App: App is the abbreviation for application, which is used in this paper for the
mobile application Tinder. Application refers to a program resident on a smartphone

or tablet computer that performs varying useful functions (Ince, 2013).

o Self-presentation: Self-presentation refers to how individuals attempt to control how

others perceive them by creating the desired impression (Goffman, 1978).

e True-self: The true self is the actual self, one’s existing characteristics, but those

characteristics are not completely expressed in one’s social life, like potential self

(Rogers, 1951).

e Strategy: A strategy is a consciously intended course of action to manage a situation,

also called a plan (Mintzberg, 1987).

¢ Emerging adulthood: This thesis is based on a study conducted on emerging adults,
defined by Arnett (2000) as people between 18-25. This age is when the dependency
of childhood and adolescence is left but the normative responsibilities of adulthood

have not appeared yet (Arnett, 2000).



¢ Online dating: Online dating is the process where two strangers get introduced to

each other via the internet, looking for a future relationship (Ince, 2019).

2. Frame of reference

This section presents existing literature on self-presentation and online dating, providing
the reader with a better understanding of the topic, by introducing theories about the true

self, impression management, self-disclosure, and social influence.

2.1 Online dating

Previous research on online dating sites has focused mainly on the reasons for using them.
Qualitative studies on motives for using online dating sites has shown that the use is often driven
from wanting to find a soul mate, finding sexual partners, for amusement (Couch & Liamputtong,
2008), comfort after a life crisis, for excitement (Lawson & Leck, 2006), adventure and finding

romance (Wang & Chang, 2010).

Research has stated that users are highly motivated to control the impression they present in the
context of mediated dating environments (Ellison, Hancock & Toma 2012; Kramer & Winter,
2008; Toma, Hancock & Ellison, 2008; Zytko, Jones & Grandhi, 2014). Both Heino, Ellison, and
Gibbs (2010) and Whitty (2008) identified that creating an online dating profile can be seen as a
method of marketing yourself to potential partners. Participants in their studies also used

metaphors within purchasing and marketing during the interviews.

Online dating is for many an efficient way of finding a potential partner because of the possibility
of being exposed to much more individuals than in one’s day to day life (Heino et al., 2010). The
increased exposure might, however, lead to discarding more people while filtering options in a
short time on small details (Heino et al., 2010). According to Ramirez, Sumner, Fleuriet, and Cole
(2015), the goal for most online daters is to eventually establish a successful offline romantic
relationship, despite the potential dishonesty and misrepresentation. Since they predict a face-to-
face interaction, the daters realize that their image online should be positive and attractive in order
to interest a potential future encounter with someone, but as well realistic to build and maintain

an offline relationship (Toma & Hancock, 2011).



2.2 Strategies online

Mintzberg (1978) defined a strategy as a course of action which is consciously intended to manage
a situation, also referred to as a plan. Strategies used for self-presentation online refers to the act
of implementing a set of strategies to achieve the desired impression, which for example could
involve deceptive self- enhancement and the expression of desired attributes (Toma & Hancock,
2010). Within the context of Tinder, any conscious act related to constructing the profile, such as,

selecting pictures or writing a biography account as strategies.

2.3 True-self
The concept of true self comes originally from Rogers (1951). He states that the true self is the

actual self, one’s existing characteristics, but those characteristics are not completely expressed
in one’s social life, like potential self. Rogers (1951) also uses “real you” as a synonym for the
true self. Bargh, McKenna, and Fitzsimons (2002) introduced true self on the net, investigating
how the true self can be expressed through online communication. They found that the possibility
of anonymity and the reduced risks of social sanction online provided individuals with a better
opportunity for self-expression. This applies especially when the aspects of yourself discord with
social norms and expectations (Bargh, et al., 2002; Tosun 2012). People who know us have placed
expectations and constraint on how we act, which decreases on the internet where the audience is
unknown (Bargh, et al., 2002). Research conducted by McKenna, Green and Gleason (2002),
showed that individuals who feel they can express their true self better online can also establish
more meaningful relationships through computer-mediated communication. Moreover, Manago,
Graham, Greenfield, and Salimkhan (2008), and Smahel and Subrahmanyam (2007) argue that
the possibility of editing a message online leads to more purposeful communication. People who
are socially skilled in face-to-face communication also show enhanced competence to utilize
online platforms to achieve personal goals (Desjarlais & Willoughby, 2010; Kraut, Kiesler,
Boneva, Cummings, Helgeson & Crawford, 2002).

Interacting online, in whatever online context it means, provide us with opportunities for

managing the ideal self (Ward, 2017). People also have a need for others to see them as they see



themselves. Swarm (1990) revealed that the need for acquaintances to have the same perception

of you that you hold yourself is stronger than the need for them to have a positive opinion of you.

2.4 Self-Presentation

Previous research on self-presentation online has been highly focused on Facebook and traditional
online dating sites (Bareket-Bojmel, Moran & Shahar, 2016; Oberst et al., 2016; Tosun, 2012;
Whitty, 2008). The social image and the strategic management of one’s self-presentation is
something that always has concerned people (Goffman, 1978), and today’s technological era with
the increased use of social networking sites has heavily influenced the efforts of strategic self-
presentation and interactions (Ellison, Heino & Gibbs, 2006; Gibbs, Ellison & Heino, 2006;
Gibbs, Ellison & Lai, 2011; Walther, 1996; Whitty, 2008). Previous research has stated that users
within the context of mediated dating environments are highly motivated to control the impression
they construct (Ellison et al., 2012; Koestner & Wheeler, 1988; Kramer & Winter, 2008; Toma
et al., 2008; Zytko et al., 2014). As a result of this high motivation, people sometimes attempt to
idealize themselves when engaged in self-presentation online. Gender differences have had a
significant meaning in many of the previous researches on these online platforms. Both men and
women have deceptive information on their online profiles, women more often lie about their
weight and men about their height and their income levels (Feingold, 1990; Gonzales & Meyers,
1993; Hall, Park, Song & Cody, 2010; Harrison & Saeed, 1977; Toma, et al., 2008; Toma &
Hancock, 2010). Oberst et. al., (2016) also discovered that women often strive to portray

themselves on Facebook more feminine and towards gender stereotypes than men.

Depending on how people desire to present themselves online, they utilize strategies and make
decisions that impact the extent of approval and respect they receive from other individuals
(Bareket-Bojmel et al., 2016). Individuals often strive to present themselves in line with cultural
norms to meet societal expectations (Zhao, Grasmuck & Martin, 2008). Diversity amongst the
audience is a factor that impacts self-presentation online, as people today have increasingly
diverse social networks comprised of close friends, colleagues, family members, and sometimes
strangers (Hampton, Goulet, Rainie & Purcell, 2011). This can challenge effective self-
presentation as different social networks may have different perceptions and expectations about

the person’s true self.



2.5 Self-Disclosure

Self-disclosure has been examined as “the process of making self-known to others” (Jourard &
Lasakow, 1958, p. 91) and stems from the study of verbal communication. This includes all types
of messages or information about the self that a person can exchange with another individual,
including opinions, attitudes, descriptive, affective, and evaluative information (Cozby, 1973;
Wheeless & Grotz, 1976). This shared information may occur between pairs of people, inside a
group, or between a person and an organization (Joinson & Paine, 2009). Self-disclosure online
may involve various disclosure activities such as displaying images, presenting personal
information, posting status updates, or sharing personal experiences and preferences (Cheung,
Lee & Chan, 2015). In the context of Tinder, this shared information could include name, age,
pictures presenting yourself, a biography containing information, and even music preferences as
a so-called attached anthem (Help.tinder.com, 2020). A key component when developing a
relationship is self-disclosure since it establishes closeness (Derlega, Winstead, Wong &
Greenspan, 1987). Research by Gibbs et al. (2006) found that individuals with long-term goals of
developing face-to-face relationships are likely to engage in a more extensive self-disclosure, like
being more honest, and express more personal information. Furthermore, these individuals also
tend to make disclosures with more effort and intention towards other users online. This research
further states that online self-disclosure varies from user to user depending on what relational goal

they have.

Physical attraction is a key factor for self-disclosure, where people are more likely to reveal more
to people they are attracted to (Brundage, Derlega & Cash, 1976). Tinder is built on the idea of
two people’s mutual attraction: two people need to swipe right on each other indicating their
interest towards the other person in order to start a conversation (Ward, 2017). In terms of online
platforms, the decision of how an individual discloses him or herself is shaped by the expectations
and norms of each site, and each user’s desire to be perceived as a unique individual, where the
aspiration to stand out conflicts the need to blend in (Ellison et al., 2006). Because of this, many
online-dating users feel pressured to disclose information, both to comply with social norms and
their wish to develop a romantic relationship (Gibbs et al., 2011). Users may be motivated to
engage in self-disclosure that is honest and open and not deceptive if the individual desire to
establish a romantic relationship, and wish to be fully understood by his or her interaction partner
(Ellison et al., 2006). For an individual to reveal one’s true self, he or she must disclose aspects
of the true self to the interacting partner online (Hance et al., 2018). Previous research found that

individuals who succeed with expressing their true self online are more likely to establish intimate



relationships online which later on become face-to-face relationships (Mckenna et al.,
2002). Greater anonymity, a room for intimacy and strong emotional bonds are a few qualities
that mediated communication offer and these advantages may enable users to get through the
usual obstacles or barriers that in traditional face-to-face interaction may hinder a potential

relationship from succeeding (Mckenna et al., 2002).

2.6 Marketing yourself online

The process of finding a romantic partner online can resemble the process of marketing a product
or service. “Marketing is the activity, set of institutions, and processes for creating,
communicating, delivering, and exchanging offerings that have value” (American Marketing
Association, 2017, para. 2). Heino et al. (2010) conducted research investigating the market
metaphor with online dating. The study showed that people using online dating tend to go through
the same steps in decision making, as when shopping. The first step before a transaction is the
assessment of the goods under consideration, similarly, the first step of evaluating the potential
partner online is the assessment of the person (Heino et al., 2010). Economic metaphors generally
indicate efficiency and competition (Napoli, 1999). Tinder supports the market metaphor, since
the big number of users and the instant affirmation from matches, enables the individual to
evaluate their own perceived desirability easier than in face-to-face interaction (Heino et al.,
2010). If the perceived value is too low the user of the online dating site might change their self-

presentation, expecting to get better results (Heino et al., 2010).

Creating a marketing strategy includes selecting and describing a target market and developing a
strategy that will produce mutually satisfying exchanges (Lamb, Hair & McDaniel, 2015). Like
products are marketed to a specific target group, people on online dating sites want to be appealing
to a person with characteristics they are looking for in a partner (Heino et al., 2010). Thus,

constructing a profile you think would attract the kind of individuals you wish to meet.

A crucial factor in creating a good relationship is a positive first impression (Fiske & Taylor,
1991). Individuals often experience pressure to present themselves as attractive and interesting
when forming relationships (Hirschman, 1987). In the online dating environment, this includes
forming a profile to be the most desirable version of yourself. The technical possibilities in online

dating might make the need for a positive first impression even more important (Heino et al.,
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2010). In the context of Tinder, the first impression determines if you get a “like”, i.e someone

swipes right, which might lead to not getting a second chance.

Self-presentation online, specifically in online dating allows the individual to be more selective
and highlight the most positive attributes (Ellison, et al., 2006; Gibbs, et al., 2006; Gibbs, et al.,
2011; Walther, 1996; Whitty, 2008). McGloin and Denes (2018) argue that physical attractiveness
is the most important determinant of dating success on an online platform. This becomes
particularly evident on dating apps, because of the visual dominance (Chan, 2017), which enables
the users to choose between profiles based on pictures (Ward, 2017). In the study by Heino et al.
(2010), they found that the profile was perceived as a way of marketing yourself strategically by
highlighting only the attractive attributes of oneself. As a result, presenting an ideal version of
yourself (Ellison et al., 2006). The self-presentation on Tinder can be seen as a process of
marketing yourself, with a goal to be desirable and get a match. Consumers with knowledge, tend
to approach marketing campaigns with scepticism. This can also be seen in the online dating
environment where the individuals are aware of the possibility of exaggerations in profiles and
therefore avoids people with diffuse photos or profiles (Heino et al., 2010). An example of this is
a study by McGloin and Denes (2018) that showed that men tend to have less trust towards

exceptionally beautiful women on online dating platforms.

2.7 Social influence

Social influence refers to a common feature of everyday life where individuals change their
behaviour, thoughts, and physical state in order to meet demands within their social environment
(Joinson, McKenna & Postmes, 2009). The degree of popularity of an online platform depends
on the number of people that use it and the level of interactions between other users within the
network (Cheung et al., 2015). Social influence is a critical factor that determines individuals’
behaviour on online platforms (Cheung, Chiu & Lee, 2011; Li, 2011; Zhou, 2011). Lefebvre
(2018) has previously discovered that people’s main reason for utilizing Tinder is because their
peers, friends and people within a certain desired social circle use it. Users of social online
platforms tend to adapt their behaviours to correspond with their friends (Cialdini & Goldstein,
2004). Empirical findings presented by Lewis, Kaufman, and Christakis (2008) show that users
with friends who have a private profile are more likely to adopt a private profile as well. In the
context of Tinder, this could mean that the user adopts a profile containing only the required

information (name, age) and a few pictures. Cheung et al. (2015) expect that users are more prone
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to expose personal data in a larger extension on social online platforms when they desire to

comply with their peers’ expectations.

2.8 Proximity dating applications

Proximity Dating Applications are popular today and refer to a recent trend within online dating
(Timmermans & De Caluwé, 2017). By using geolocation technology, this kind of application is
designed to set up a detailed radius and to enable users to find potential partners near their current
location. Instead of just knowing whether or not another user is online, which instant messaging
software often do, proximity dating applications show the user potential partners located close to
them (Sutko & De Souza e Silva, 2011). These dating apps are especially popular among
emerging adults (Smith & Anderson, 2016). Dating apps based on GPS location technology are
strengthening the connection between online and meeting in real life, by giving the users an
incentive to actually meet (Cohen, 2015; Gibbs et al., 2011). Proximity dating applications enable
individuals to find potential partners beyond physical constraints, giving more options and
increasing accessibility (Regan, 2016). Previous research has given proximity dating attention
recently, however, this research has had a limited focus or an exceedingly broad definition of
proximity dating where it has been perceived as a part of traditional online dating (Blackwell,
Birnholtz & Abbot, 2015; Finkel, Eastwick, Karney, Reis & Sprecher, 2012). Timmermans and
De Caluwé (2017) state that researchers do not seem to recognize the distinct difference between

traditional online dating sites and proximity dating applications.

2.9 Tinder
Advancements in communication technology have enabled people from all around the world to

connect, using their smartphones (Goodman-Deane, Mieczakowski, Johnson, Goldhaber &
Clarkson, 2016). Before the invention of the internet people were dependent on finding a partner
from their close surroundings (Silva, Koch, Rickers, Kreuzer & Topolinski, 2019). The increasing
use of smartphones and the possibility of satellite geolocation brought forth the mobile dating app

evolution and made relationship initiation more effortless (Lefebvre, 2018).

Research on Tinder has previously highlighted and examined the motivations behind the use of
the dating app amongst emerging adults. Different factors of motivation to use Tinder are love,
casual sex, ease of communication, and thrill of excitement (Lutz & Ranzini, 2017). In a study by
Ward (2017) the participants explained that their reasons for downloading the app were to recover
from a breakup, for an ego boost or as entertainment. The findings conclude that the Tinder

application is used for a greater cause than just casual hookups without strings attached, namely
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for people to find love. The main initial reason for adopting Tinder has been identified as due to
the influence of social circles (Lefebvre, 2018) yet Ward (2017) found that motivations changed
over time to hope for finding a partner. Moreover, the same study uncovered that there is still a
stigma of online dating and that using Tinder “just for fun” is more acceptable. Lutz and Ranzini
(2017) found that demographic characteristics influence the different motivations for utilizing the

app and that gender differences had a significant meaning.

Traditional online dating websites often ask the users’ weight and education level (Lin &
Lundquist, 2013; Skopek, Schulz & Blossfeld, 2011), while Tinder profiles often only include
pictures and a short text (Ward, 2017) indicating that the physical attractiveness of a person might
be the biggest determinant of interest. In a study conducted by Timmermans and Decaluwé (2017)
they discovered that several participants perceived a match as an indication of their attractiveness
and called Tinder an “ego-booster” or “self-confidence booster”. Lefebvre (2018) discovered that
not receiving responses or obtaining matches was one of the biggest reasons people deleted the
mobile dating app Tinder. Silva et al. (2019), found that Tinder users usually are perceived with

lower trustworthiness than individuals on other dating platforms.

3. Methodology and method

The following section presents the methodology and method applied throughout this
study. The methodology includes the chosen approach and design, followed by the method
concerning the execution of the research including data collection, sampling, and ethics

of the study.

3.1 Methodology

3.1.1 Research philosophy

The two main philosophies of the methodology are positivism and interpretivism (Collis &
Hussey, 2014). Within the positivist paradigm, the assumption is that reality is independent and
measurable, and therefore often used in quantitative research (Healy & Perry, 2000). Interpretive

philosophy is used to “make sense of the subjective and socially constructed meanings expressed
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about the phenomenon being studied” (Saunders, Lewis & Thornhill, 2016, p. 168). Therefore,
an interpretive approach was appropriate for this study, where the goal was to create new and
deeper understandings of the social worlds and contexts. The authors of this paper aim to provide
an understanding of how young women use self-presentation and utilize digital social platforms
through qualitative research. The research was conducted in circumstances where the experiences

included interactions with others and they were unique and depending on the context.

3.1.2 Research approach

For the approach of a research study, an inductive, deductive or abductive approach can be used.
When using a deductive approach, a hypothesis or hypotheses are developed from the existing
literature and then tested through the data collection. Whereas induction is a more flexible
approach where the conceptual framework is derived from the results of the data analysis
(Saunders et al., 2016). In line with the interpretive philosophy, the social phenomenon is
examined and therefore an inductive exploratory approach is applied. The purpose of the
interviews in an exploratory study is to explore a phenomenon and get a deeper understanding of
the subject studied (Saunders et al., 2016). The authors aim through qualitative in-depth
interviews to construct a conceptual framework on how young women's self-presentation and

techniques are implemented in the context of Tinder.

3.1.4 Research design

In this thesis, a qualitative research design was chosen in order to understand how young
women use self-presentation and strategies online by looking into their experiences. This way of
examining the topic is in line with a qualitative research approach as it does not use a numerical
way of visualizing findings (Krauss, 2005; Lin, 1998). It further means that the used approach
in this research is contrasting a quantitative research approach since quantitative is not
appropriate when developing an in-depth understanding of a phenomenon and its underlying

reason (Collis & Hussey, 2014; Krauss, 2005).

3.1.3 Research strategy

Interpretative phenomenological analysis (IPA) is used in qualitative research to understand the
phenomena researched from a first-person perspective. It highlights the importance to grasp the
experiences of the individuals within the subject as a whole (Eatough & Smith, 2008). IPA has
previously been used by authors to examine personal narratives and experiences (Handley &

Hutchinson, 2013; Howe-Walsh & Turnbull, 2016; Uski & Lampinen, 2016).
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Given the arguments by Dobson (2015) and Wei (2016) that instead of assessing young women’s
media usage with already established theoretical principles, researchers should approach the
digital culture of young women with a perspective of gaining knowledge about their lives and
experiences in certain contexts. The participants of such a study lead the researcher through
meaningful experiences, life-stories, and events that are significant for them considering the
chosen topic of the research (Eatough & Smith, 2008), which in this specific case has been to
explore young women in Sweden and their self-presentations and techniques for succeeding on

Tinder.

Experiences are a core concept within [PA (Pietkiewicz & Smith, 2014). Experiences are
subjective in nature and when using IPA, the aim is to consider all aspects of people’s wishes,
feelings, and motivations to discover how these affect the action of the individual. The authors
need to distinguish between the parts that matter to the individuals and decide which ones to focus
on. The process of using IPA concerns the in-depth examination of every interview before moving
to identify patterns and themes. Following IPA, the authors acknowledge the emergence of biases
and assumptions during the research process. According to Dahlberg (2006), the prejudices
should not only be seen as a negative effect, rather as something that can be controlled and used
to get more valuable interpretations. IPA is commonly used for studies with small purposive
samples and Semi-structured interviews where the participant is seen as an experiential expert
(Smith & Osborn, 2003). The authors aim to understand the world of the interviewee in order to

investigate it and be open to new ideas and uncertainty (Eatough & Smith, 2008).

3.2 Method

3.2.1 Data collection

3.2.1.1 Secondary data

Secondary data refers to data that originally has been collected in previous research with a
different purpose and thereafter reused in another study (Hox & Boeije, 2005). This research has
used secondary data regarding self-presentation, online strategies, online dating and behaviour
online which were collected from journals and books relevant to the topic. This data is retrieved
primarily from online databases such as Primo, the online search engine on the Jonkdping

University library website and Google Scholar. The collected secondary data has provided a
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deeper knowledge of previous research and has further assisted in interpreting the collected
primary data. To facilitate the search process and find relevant data the following search
parameters were used: keywords: Self-presentation online, Tinder, online dating, true self;
Literature type: Books, Peer-reviewed articles, Internet; Year of publication: 1990-2020;
Publication languages: English, Swedish, and Finnish. The number of citations of the articles and
the ranking of the journals through the academic journal guide ABS and Scimagojr were taken

into account to ensure reliability and high-quality of the used sources.

3.2.1.2Primary data

The primary data collected for this research is qualitative in order to correspond to the research
strategy of this study. Hox and Boeije (2005) have defined primary data as data collected which
is focused towards a specific goal of research and is presented through the empirical findings.
Following an inductive design throughout this research, this study aimed to generate significant
answers from the empirical findings. The empirical data is collected through semi-structured
interviews (see table 1) to get reliable and accurate data for the study. The use of interviews as
the method for collecting data enabled to answer the research question, as it allows the gathering
of significant, heterogenous, and thorough understandings of the phenomena (Longhurst, 2003).
Semi-structured interviews allow a more open discussion about the topic and, therefore, can
provide with relevant data that have not necessarily been directly asked for (Saunders et al., 2016).
Since only major themes and essential research questions were used as a guide, the nature of semi-
structured interviews allowed the researchers to be flexible and adaptive when conducting the

interviews.

The participants were able to freely express themselves which resulted in deep-rooted and
meaningful data (Longhurst, 2003). The interviews were conducted in Swedish and then
transcribed and key quotes were translated into English. Both open questions which start with
“what?”, “how?” and “why?” and probing questions were used. Probing questions are follow-up
questions that are also open but more directed to a specific focus (Saunders et al., 2016).
Participants were asked to share their experience of using different online platforms, how they
present themselves, what their goal is with using the app, and how they perceive the opposite
gender on the app. The aim was to get a deeper insight into the behavioural patterns and self-

presentation of young women on Tinder.

Preferred when conducting the interviews were contexts that enabled rich communication, which
is why the interviews primarily were conducted face-to-face, and otherwise through video

communication such as Zoom. A setting that enables direct and personal communication beyond
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just written or verbal communication enabled us to observe any expressions from the interviewee

that indicate discomfort or avoidance.

Table 1. Participant Overview

Particip | Age Date of interview | Duration Type Location
ant Participant
1 25 2020-03-23 50 min Face-to-face Jonkoping
and Zoom
2 23 2020-03-25 55 min Via Zoom Goteborg
3 23 2020-03-25 55 min Via Zoom Goteborg
4 23 2020-03-25 60 min Via Zoom Goteborg
5 20 2020-03-29 60 min Via Zoom Goteborg
6 24 2020-03-31 55 min Face-to-face Stockholm
and Zoom
7 23 2020-04-09 70 min Face-to-face Stockholm
and Zoom
8 23 2020-04-12 60 min Face-to-face Stockholm
and Zoom
9 21 2020-04-14 50 min Face-to-face Goteborg
and Zoom
10 24 2020-04-15 45 min Face-to-face Stockholm

3.2.1.3 Sampling approach

Different sampling techniques are used within research to select the aspired subjects amongst a
population. The impossibility of researching an entire population applies to all these different
sampling techniques (Etikan, Musa & Alkassim, 2016). In order to obtain relevant primary data
within this research, a non-probability sampling approach was chosen. This refers to a sampling
approach where only a limited group of individuals are given the opportunity to participate in this

research (Etikan et al., 2016). More precisely, the applied sampling technique is purposive
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sampling. Purposive sampling is used to find people that meet the objectives and are best suitable
for answering the research question in the study (Saunders et al., 2016). Due to the selected
individuals’ previous experience and familiarity within the area of self-presentation online, this
group was suggested to provide meaningful and rich data (Etikan et al., 2016). To ensure that the
chosen sample was able to contribute with significant data for answering the research question in

a meaningful way, the individuals had to fulfil several specific criteria (Robinson, 2014).

The requirements for participants were heterosexual women between the ages of 18-25, living in
Sweden and were active users of digital social platforms. Additionally, experience from the dating
app Tinder was required. This research has chosen to focus on emerging adults between the ages
of 18-25 as the research team believes that this group enhance the probability of obtaining relevant
and meaningful answers because of their high use of computer-mediated communication in
everyday life. Moreover, the social network of the research team consists extensively of people
within this age range. The sample is furthermore narrowed down to heterosexual women,
primarily because of the greater access to this group, which enables the examination of women’s
self-presentation and the interaction with male users. Participants were selected through the
existing social capital and networks of the authors, and were approached either face-to-face or
through Facebook messenger. The connection to the participants allows more in-depth
conversations with authentic and meaningful answers since it creates deeper trust and

participation in a topic that is personal and delicate.

3.2.14 Semi-structured interviews
In order to be flexible while exploring new understandings regarding the topic without leaving
the key concepts, semi-structured interviews were chosen. This follows the interpretive nature of
this research, as the semi-structured interviews enable the research team to generate an in-depth
understanding of the phenomena (Collis & Hussey, 2014), such as self-presentation online and

strategies used.

Ten interviews were conducted with a duration ranging from 45 minutes to 70 minutes. The
interviews were all planned to be conducted face-to-face at either Jonkoping International
Business School (JIBS) or in Stockholm where some of the participants were located. The location
for the face-to-face interviews at JIBS was chosen as many of the participants are students and
therefore familiar with the setting to make them feel comfortable. Because of the current
circumstances considering COVID-19 at the time, some changes regarding how the interviews

were conducted had to be done. Since the researchers were located in Jonkoping and Stockholm,
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one could participate face-to-face during the interviews that were held both in Jonkdping and
Stockholm while the other one participated through video calls (Zoom). The rest of the interviews
that could not be arranged face-to-face were held entirely through video calls. The interviews and
analysis were conducted in Swedish and selected quotes used in the thesis were translated into

English.

3.2.1.5 Interview questions

The main purpose of the interview questions was to discover how young women use self-
presentation online and utilize online social platforms within the context of Tinder. Additionally,
the purpose of the questions was to get an insight into the participants personal experiences and
opinions regarding the topic. The majority of the questions were open-ended questions which
refer to questions that require a longer and well-developed answer containing the interviewees
own reflections and experiences (Collis & Hussey, 2014). Closed-ended questions which only
requires a simple “yes” or “no” were used when considered necessary to establish mutual
understanding and confirmation regarding any uncertainties (Collis & Hussey, 2014). The
research was introduced with a brief introduction of the study and the researchers before the
interviews to create a positive and safe environment. By establishing an open environment, it
enables the participants to freely express their reflections, experiences, and opinions (Walsh &

Bull, 2012).

3.2.2 Data analysis
This thesis used an interpretative phenomenological analysis (IPA) approach, thus the data was
also analysed in line with that method. The primary goal of the analysis using [PA was for the

authors to discover how the participants make sense of their experiences (Pietkiewicz & Smith,

2014).

The authors started by conducting and transcribing 5 interviews and then moved further to analyse
them. The analysis followed the steps recommended by Pietkiewicz and Smith (2014), and Storey
(2007) for the approach. The first step involved carefully reading and re-reading the transcripts
several times, making notes. The notes done by both authors were discussed and compared with
great precision in order to make sure all important findings were included. After that, the emerging
themes were identified and evaluated. The third step included discovering connections in the
identified themes and clustering them together to provide a descriptive label. The descriptive

labels represented then the superordinate themes and are illustrated in the table below (See table
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2). These themes were also evaluated for the essentiality towards the research question and the
most suitable ones were chosen. After evaluating the themes discovered from the 5 first
interviews, the interview questions were adapted to focus on the main themes and to possibly
discover new ones suitable for the subject. These questions were then used in the 5 next
interviews. The same analysis process was completed for all 10 interviews in order to get the most
precise results. The last step for the analysis involved representing the findings of the research
and combining them with connections to existing literature and recommendations for future

research (Pietkiewicz & Smith, 2014).
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Table 2. Table of superordinate and emergent themes.

SUPERORDINATE THEME EMERGENT THEME
1.TRUE SELF Difficult to express the true self online
Desire to present a realistic image of themselves
2. STRATEGIES What pictures to have in the profile, what information

3. SELF-DISCLOSURE

4. SELF-PRESENTATION

5. MARKETING YOURSELF ON TINDER

6. SOCIAL INFLUENCE

7. NEED OF AFFIRMATION

8. INSTAGRAM

9. CONFIDENCE TOWARDS TINDER

10. TINDER VS REALITY

11. NEGATIVE EXPERIENCES

Initiate conversations

Go outside the box
Don’t want to reveal much information in the bio

Feeling exposed when revealing too much information
Revealing information after a match has occurred, want to get to know the person
step by step

Desire to have a profile that matches with the true self

All participants consider their pictures as truthful; they are satisfied with them but
realistic

Different opinions regarding if they succeed showing a realistic image.
Selecting attractive pictures

Trying to express their personality through pictures to find the right target group,
also by showing outfits and glimpses of their lifestyle

Reason to download Tinder
Confidence towards Tinder

Use Tinder among friends, get advice of how to behave or write to someone
Stigma for using Tinder too seriously

Motivation for using Tinder

Receive affirmation from matches

Reason for participants to download it

May use Tinder during periods when affirmation is desired
The pictures participants use on Instagram are similar to Tinder

Tinder is perceived as less serious than Instagram

Many participants know people who have met someone serious from Tinder
Gateway opener for approaching someone you did not talk to in reality
Perceive Tinder as rather unserious.

Easier to approach someone on Tinder than a total stranger in reality because you
get an instant confirmation if a match occurs

Most participants prefer face-to-face interaction
Sexual and disrespectful comments and messages from male users on Tinder

Some guys have a very unserious approach and suppose everything is about sex, so
they are instantly initiating sexual encounters
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3.3Ethics

Research ethics is referred to conducting the research process appropriate towards all parties
involved and that may be affected. Sometimes researchers neglect this, although ethics play a
significant role when conducting business research, as ethics govern the research throughout the
whole process (Saunders et al., 2016). This research has therefore followed a moral, responsible,
and fair approach from day one when conducting the study. Following this, an essential challenge
in business research is the voluntary participation amongst the participants (Bell & Bryman,
2007). To guarantee this, the first task was to make sure that the participants wanted to partake
the study voluntarily. The purpose of the study was therefore explained in detail when
approaching the participants. The research team contacted the potential participants through
Facebook messenger or approached them face-to-face. The researchers proceeded the scheduling
of the interviews if the potential participant’s reactions were positive towards the study. The
interviews were supposed to be conducted face-to-face in a comfortable setting, but because of
the serious circumstances with Covid-19, many of the interviews were held through video calls
(Zoom). Prior to the interviews, a consent agreement form (see appendix 1) was distributed to

each participant in the study to secure their confidentiality and anonymity.

3.3.1 Anonymity and Confidentiality

To obtain honest and true research, two significant concepts must be taken into account, these are
anonymity and confidentiality (Bell & Bryman, 2007; Saunders et al., 2016). Bell and Bryman
(2007) state that participants are guaranteed to be undisclosed throughout the research through
anonymity, while the provided information from the participants is protected through

confidentiality.

By distributing the aforementioned consent form to the participants, anonymity was assured
completely and regarded all participants. The aim with this was to protect the participants and in
turn achieve an increased response rate, establishing a transparent and honest environment to
motivate the participants to freely express themselves and any opinions (Collis & Hussey, 2014).
The research team informed all participants that they would be mentioned as a number instead of
their name throughout the study. The researchers furthermore encouraged the participants before
the interviews to express their sincere opinions and reflections in order to obtain meaningful

answers and an in-depth understanding of the phenomena.
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3.3.2 Credibility

An important concept related to establishing the trustworthiness of research is credibility (Lincoln
& Guba, 1985; Shenton, 2004). If the researchers manage to execute and report their study in an
appropriate and identifiable way, the research may be considered as credible (Cope, 2014). This
is of great importance as the research team is the main collector of data and analysis, when
following a qualitative research path, as in this research (Patton, 1990). The degree of credibility
is according to Saunders et al. (2016) depending on the extent of precise preparation, which is

why this research has followed a procedure including a thorough process of preparation.

4. Empirical findings

This section introduces the collected data for the research. An overview of the findings
from the interviews and quotations from the participants are provided. The participants
are referred to as “participant #”, or (P#), this is done to protect the anonymity of the
participants and to clarify for the reader.

4.1 Reason to download the app

During the interviews, all participants were asked to explain their main reason to why they
downloaded the Tinder app in the first place. A reoccurring answer from many of the participants
regarding this question highlighted the social influence. Most of the participants had downloaded
the app because friends and people in their surroundings had it and that it first was a “thing” to

have it like everyone else.

“It was mainly because everyone else had it, and because [ was single as I still am haha.” (P10)
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“It was pretty recent it had become a thing, and I was curious about it, so I guess I downloaded

it because everyone else had it.” (P2)

“I think the main reason was that I was curious since everyone talked about it, it was like a group

pressure like “Omg [ also need to be on Tinder.” (P§)

“I did as everyone else did, everyone had Tinder. It became a social thing.” (P9)

Participant 6 explained that she has had Tinder during different periods in her life and not non
stop. The reason why she deleted the app when she moved to Lund, a city with an approximate
population of 124.000 in South of Sweden (Scb, 2020) was that no one else used Tinder there.
According to her, it was more natural to meet new people through the University and other social

events.

“I lived in Lund when I deleted it, and in Lund, it is not so much a dating culture but it is very
much that you meet people through connection with everything you do, it is very natural to meet

guys in other ways in Lund.” (P6)

4.2 Perception of Tinder
It was evident that each participant’s view and perception of tinder was influenced in either a

positive or negative way depending on your friends’ perceptions. This was also an emergent
theme during the interviews and connected to social influence and how different groups of people
influence each other differently. Participant 2 explained that the perception of Tinder amongst her
friends is not very serious, which correlated with her thoughts and expressions during the

interview.

“The general perception amongst my friends is that Tinder is not serious, so mostly we talk about

funny experiences connected to Tinder.” (P2)

“You don’t want to meet someone through Tinder, as you have a certain perception about those

guys, so you basically just want to see who's interested in you.” (P2)
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Most of the participants explained that they discuss Tinder with friends, but they would not want
anyone in public to see that they are on the app. They also confirmed that they feel that people
have a prejudice against others on the app. Moreover, they feel it can be perceived as desperate

to be on Tinder, which influences their behaviour.

“Sometimes it feels a bit desperate, even if it’s not like that nowadays. There has just become
some stigma around it because so many assume that you are desperate for love if you are on

Tinder.” (PS)

“My parents still don't know that it was through Tinder that [ met my ex, and I just think it's

because of my preconceived opinions.” (P2)

“I would never pull Tinder up on a lecture or a bus.” (P4)

“It feels like there are still many people who have prejudices for Tinder ‘aha you met on Tinder ...~

that they still have a basic view that it is frivolous.” (P5)

Participant 1, 5, and 9 explained that they think that they and their friends can often say that they

use Tinder “just for fun” when in reality everyone wants to find a partner.

“They don’t want to seem desperate and therefore have a facade and say "I have it just for fun”.
But if it had only been for fun, they wouldn't have met the guys and tried, so somewhere I think
they want to find someone.” (P9)

“I've never had Tinder to meet anyone seriously, but I still think you have it in the back of your

head [the possibility of finding romance].” (P5)

4.3 Social influence

4.3.1 Influence on behavior
A recurring theme from the majority of all participants was that they all use Tinder amongst

friends when they spend time together. Some of them see it as a fun activity, and some do it to
receive and give advice regarding Tinder. Despite the different reasons, it was evident that all

participants’ behaviour on Tinder gets influenced in some ways by their friends and other
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people around them. According to many of the participants, it is common to discuss with your

girlfriends, for example, whom to swipe, what to write, and whom to write to.

“Sometimes you forget what guys you have matched with in the past, and suddenly my friend
takes my phone to look through the different guys and says, “he was cute” and then I say, “yes
he was actually nice”. Then I might write to him after.” (P10)

“It depends, [what you discuss with your girlfriends] whom you should swipe yes to, whom to
write to, and what you should write to someone. Sometimes we send screenshots of different

matches in our group chat.” (P2)

“It can be anything from showing my pictures to show a conversation to my friends and ask

whether it’s worth to meet him, or if I should meet him again if I already have met him once.” (P4)

“Mostly we discuss what people write to one another and what you should have in your bio. My
friends also think I should have an older age range since they say that the younger guys are so

immature.” (P1)

“Sometimes when I feel very confident [when she usually writes to a guy] or if 'm together with

friends, but it rarely happens since I never know what to say next.” (P8)

“No not how you should look [whether she gets influenced by her friends], rather that they can

push me to write or reply to someone, but we don’t care so much about each other’s pictures.”

(P10)

Something that was discussed during the interviews was how the participants use emojis or
smileys. Participant 6 stated that she usually adapts her use of emojis depending on whom she is

having a conversation with.

“I try to see how the other person is doing. But I may not start doing that [using emojis], but if I
notice the other person is doing it a little bit then I can do the way I do to my friends, which is a

normal level.” (P6)
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4.3.2 Influence on pictures/ profile
Except receiving advice regarding how to behave on Tinder which previously was discussed, two

participants explain that they sometimes want their friends’ opinions regarding their profile and

what pictures to use on Tinder. This also includes what to write in their so-called bio on Tinder.

“I have not chosen all [pictures] myself, instead I have asked for my friends’ opinions. Your own
perception of yourself may not be the same as other people's’ perception of you, and you always

want to maximize your chances.” (P§8)

“Sometimes, I ask my friends if my profile presents a good and realistic impression of me or which

picture is the best, but otherwise not [if she asks for advice from friends]. ” (P7)

4.4 True- self
The participants in this study did not show any signs of being able to express their true self better

in the online environment than in face-to-face interaction. They explained that it is difficult to

express your true self when it is only via text.

“I don't think it's easy to figure out what kind of person it is through messaging. I think it's
completely impossible for me.” (P8)

“It is difficult in general through text to give an image of oneself.” (P5)

“To get a feeling in a conversation is easier face-to-face fin my opinion.” (P5)

When it comes to strategies on Tinder, the participants explained that they want to present their
true self as much as possible, but they feel that it is not possible to do it completely. Moreover,
the Participants explained that they think the more you can be yourself and express your true self,
the more likely you will succeed on Tinder. When participant 8 was asked if she adapts to how

others are and what she thinks is expected of her on social media she answered:

“Yes, but I try not to because I am aware that it’s not the real me.” (P8)
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The majority of the participants argued that they maintain a realistic profile on Tinder which
matches the real-life person to some extent. This profile often contains glimpses of the positive

sides of a person according to the participants.

“I certainly don’t give a 100% picture of myself. I have a lot of bad qualities too.” (P6)

“I don't think you can portray yourself there [on Tinder] because nobody can get to know me

only through my profile. I'm very outspoken, so when we talk (conversations on Tinder), I always

get to hear that [ am very honest.” (P9)

Since a lot of information is left out, participant 2 consider it very difficult for anyone to see the

real her with that limited amount of information:

“I don’t think that my image is false, but if you don’t have a caption there’s a lot of information

left out. I don’t think you get the full image of me, but everything in my profile is me.” (P2)

The different opinions between the participants are not whether or not their self-presentation is
realistic, it is more about succeeding or not with presenting a full image of the true-self. Both
participant 5 and 3 think it is difficult to present a realistic image through text even though they
both consider themselves good at saying the things they want and be themselves. Misperceptions
are something that easily might occur when only engaged in writing to each other, and Participant

3 said:

“I think few people succeed, even if you think that you are being perceived in a certain way, 1
think depending on whom you re talking to, the perception of you will always be different. I once
met a guy from Tinder who had a different perception of me. Luckily, he was positively surprised,
as he thought of me as more boring judging from my profile on Tinder.” (P3)

Because of the risk of misperceptions via text, participant 6 explained how she might choose to

show less of her true self on Tinder:

“I'm a person who has a pretty rough sense of humour...and then I am afraid that if you don’t
know me as a person you would misinterpret it. For a while I wanted to write like this: Looking
for someone to save me from bad one-night stands, because that's my humour and I think it's fun.
But then I'm afraid that it may sound like I am sleeping around with people all the time and that

1 am portrayed in a certain way ... It’s very difficult to understand such a jargon if you don’t know
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a person, so I have chosen not to write something like that because I still want guys who might

get afraid of that to like me.” (P6)

4.5 Self- Disclosure
A theme that emerged during the interviews was self-disclosure, and this was something all

participants had similar thoughts about. They were asked to describe what information their
Tinder profile contained, where seven out of ten participants did not disclose any further
information than Tinder requires to set up a profile (name and age). All participants had their

name, age, and three out of ten included their location or education.

“I obviously have my name and age, but actually nothing else.” (P10)

“I have included the name of the school I attended.” (P5)

“None, just 24 years.” (P6)

Participant 4 explained that she has a few emojis, to illustrate her interests and things she likes to

do in life.

“Now I have some emojis which represent my hobbies, one tennis ball, a skier, a surfer, a sailboat,

and two beers.” (P4)

One participant (P1) out of ten has included a quote in her bio, which is the following:

“Looking for something, but don’t know what.” (P1)

The common reason for the majority of the participants to not have any further information is that
they do not know what to write. Some of them don’t want to give the wrong impression to other

users and explain that some things might be viewed as cringe or goofy. Participant 2 mentioned

that she gets very uncomfortable when it comes to that sort of things.

“I don’t know, I didn’t know what to write, and I hate when it gets too cringe.” (P9)
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“Nothing really, I think it states “Jonkoping”, that’s the only information. Again, this is
something that makes me very uncomfortable.” (P2)

Even if most of the participants have not written anything further in their profile, some of them
mentioned that they think it is good to reveal more of themselves in terms of pictures, like for
example showing their hobbies. Several of the participants have included one or a few pictures
from when they are doing their favourite activates, such as skiing, travelling, horse-riding,
spending time with friends, or drinking. Participant 4 explained that it is easier for other people
to relate to you if you reveal something more about yourself in your pictures, instead of just having

selfies.

“If you just have one picture of yourself, even if people think it’s nice-looking, it is rather difficult
to relate to someone who only shows their face. It is easier to relate if you have a picture where

you do an activity or a glimpse of your lifestyle.” (P4)

When discussing whether or not they feel comfortable being themselves during conversations on

Tinder, the majority said that they feel confident and able to have open and honest conversations.

” How I speak, yes 100% [whether or not she can be herself] [ don’t see why I should be someone
I’'m not or say something I don’t agree with.” (P7)

’

7 If [ notice that I can’t be myself with someone while writing, then it’s not interesting anymore.’

(P10)

Participant 8 explained that she thinks it is difficult to be herself during conversations with a

stranger on Tinder since she overthinks everything.

“I am very self-conscious since I don’t know what the other person wants, I can barely start a
conversation as I don’t know how to write with a person I don’t know. So no, I can’t be myself

and I overthink everything I write.” (P8)

“[ feel that they possibly could get angry if I don’t answer the things they expect. And then they
delete the match.” (P8)
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The lack of information in most of the participants’ profile does not seem to be an obstacle,
instead, they commonly think it is better to disclose themselves when a match has occurred with
someone. Participant 1 and 3 mentioned that they feel too exposed on Tinder to reveal more
information in their bio, instead, they think it is better to disclose such information during a
conversation. Participant 1,3,5, and 9 explained that it is more exciting to get to know things about
someone step by step in a conversation, instead of reading the information from a profile.
Participant 3 also mentioned that the mystery disappears if you reveal too much information in
the profile. It is evident that most of the participants see the match as a first interest trigger, and
then that the conversation with someone is the place where they want to disclose information

about themselves.

“I felt that anyone could see me on Tinder really, so I did not want to disclose so much about me

to everyone, instead they can ask me directly and then I can decide what I want to reveal or not.”

(P1)

“I think the mystery disappears directly if you disclose so much [in the profile].” (P3)

“I don’t know, I feel that it doesn’t say that much [the information in the bio], instead you get to
know each other while writing.” (P5)

“I’'m very outspoken, so when we talk [conversations on Tinder], I always get to hear that I'm

very honest. So often, they get to know me by then.” (P9)

“I think it’s better to just: Do I find him attractive? Yes/No, we match and then we start to write

to each other. The app is very simple, and it’s easy to match and then write.” (P5)

4.6 Marketing yourself on Tinder
When it comes to marketing yourself on Tinder, all participants explained that they want to choose

the most attractive pictures to be desirable. Their strategies mostly focus on trying to show some

personality through pictures.

“Obviously you want presentable pictures, you wouldn't take any picture.” (P2)
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“it goes without saying that I want to choose pictures where I look pretty.” (P9)

”I would never post something where I look funny but ugly as hell, it just doesn't happen.” (P6)

[ probably tried to have a variety [of pictures], one that showed I looked pretty, clear on the
face. Then I probably had one when I did something, a sport or activity. And then I had one with
a friend.” (P3)

“I want it to symbolize me well but that it should look nice and clean from a visual point of view.

Give a good impression, seem lovely.” (P10)

Participant 5 also explained that you want the first picture to be the most attractive in order to

catch interest:

”[ probably have prejudices about how people or guys are on Tinder so the first picture is a

picture where I am extra pretty then they might think ‘oh wow she is good looking’.” (P5)

Most of the participants mentioned that they want to show their hobbies, in order to attract people
with similar interests. Moreover, they explained that a picture where they do some activity is often
a good conversation starter and that way you can get the guy to start the conversation. The
conversation can then start with something more interesting than a simple “hi”, which all

participants felt was boring.

“I also have a picture with my horse and a picture where I canoe so it still shows what I like to

do, and it says something about me that not just a selfie or body image does.” (P1)

“I have emojis of my interests, a tennis ball, a skier, surfer, sailboat and two beers [in the bio].”

(P4)

“If you only have a picture of yourself, even if other people think it is a good picture, it is more
difficult to relate to someone who only has selfies. It is easier for others to relate to one if one has

an activity picture or a lifestyle picture.” (P3)

”On Tinder, I don’t only want to appear good looking or what to say, but I also want to post
pictures where [ show my interests. So, I might have a picture where I sit in the Alps where you
understand ‘Okay she is interested in skiing, she is a ski girl’. Maybe have a picture where you

are on holiday abroad, that you like to travel. You might have some pictures where you are with
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your friends that show that you’re a social person. You might have a drink in your hand, just to
show that you think it's nice.... I noticed, for example, it turned out that the pictures I had chosen
that I had a drink in my hand on every picture...then I noticed that many people wrote to me and
‘What do you like more than sangria?’ little fun comments like this, so I kept it because I thought
it was a bit funny... So, you still notice that you get responses to different types of pictures, also
that it becomes clear that you get more response to those pictures where it is clear that you do

something [an activity].”(P6)

Participant 7 also explained that depending on what kind of clothes she is wearing, guys with
similar style tend to match with her. She chooses to show her outfits as much as possible to be

attractive to the right “target group”.

“I try to give a good picture of what kind of person I am or my clothing style and overall what 1
like... then it’s not that that suit guy who might give me a like.” (P7)

Since you get immediately affirmation on Tinder in the form of a match, the participants felt that

it is a good way to get information on what kind of pictures work.

“When I have changed some selfie or something, I got reactions. People can go in like on
Facebook and give a heart or like" and there will be a little more activity on the account. So

maybe I should do it a little more often.” (P1)

When it comes to more provocative pictures the participants had somewhat different opinions.
Most of them, however, felt that with pictures in bikinis or similar, you could be appealing to the
wrong “target market”. They explained that they want guys to show more interest in their

personalities than looks.

“I don't want provocative pictures because I don't want a guy to want me for my body...

sometimes I almost don't want to use the finest pictures of me for the guy to be genuine.” (P9)
“I don't have a bikini image, and I would never want to have one. I think that if you have a bikini
image that is very clear of the body, I think you send out a signal that you don’t want anything

more serious. So 1 still try to be careful with that.” (P6)

” They might just see me as my body and not my personality. I don't want to be objectified.” (P8)
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“It's just not me, for example, to push up my breasts and show in the picture. And it is, again, this

with my profile to reflect me as a person.” (P2)

”I am the same person with the clothes on or without.” (P7)

Participant 1 stated that she thinks provocative pictures “sell” on Tinder and that they are effective

to catch a guy’s interest.

“I get more attracted when [ see how someone looks physically and I like my body and think 1
have a nice body. Tough marketing. They say sex doesn't sell but I think it does on Tinder.” (P1)

Most participants explained that they after a match go back and then decide which ones are
interesting enough to have a conversation with. They explained that you might only look at the
pictures when swiping but when deciding on starting a conversation or answering a message they

want to be sure it is a person they feel they could have a connection with.

“When you swipe and match, it is like a first elimination. If there are 10 people out of 30 who
sends a message, then I usually go through those people again and see if there is someone that |

really want to talk to.” (P8)

4.7 Need of affirmation
When identifying superordinate themes for the analysis one of the emerging themes was need of

affirmation. All participants except participant 9 admit they use or have used Tinder for
affirmation purposes. Moreover, participants explained that their goal with the app has changed
during the time they have used it and that in the beginning affirmation was one of the biggest

drivers.

“In the beginning, it was really just because people would see me and think that I was

beautiful.” (P1)

“I think I downloaded it for affirmation.” (P6)
Participant 3, 6, and 8 also explained that when they have deleted the app, they might download

it again because of the need for affirmation. All participants showed a degree of awareness of

their need for affirmation even if they didn’t say it was the biggest motivation for swiping.
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“I thought it was fun to write with people too, so I wouldn't say that I'm the person who just

matches to get affirmation, but that's part of it, too."(P3)

All participants stated that getting a match or a message from a man was a sign of affirmation.
They explained different situations where they have felt the need, which participant 6 explained
like this:

“It is always a bit fun if someone whom you think is cute confirms that you are interesting. And
it can be very easy to get that affirmation on Tinder. Or if you have been sad because of
someone else, and that you, therefore, go in and swipe just to get confirmation from other

people that you are attractive.” (P6)

Participant 1 explained that she does not appreciate getting compliments on her looks from
matches. She felt like the match is enough to know both find each other attractive, therefore, it

made her uncomfortable to get comments on it right away.
“Although one tries to show off one's beautiful self, 1 still get uncomfortable with appearance

fixation, so I try to start conversations casually while I think many men start with appearance

compliments.” (P1)

S. Analysis

The following section introduces an analysis of the empirical findings connecting it with the frame
of references. The analysis has followed the IPA process to answer the given research question,
“How young women in Sweden experience Tinder and utilize different strategies on the app to
pursue their goal through self-presentation?”. The analysis will focus on the identified

superordinate themes true self, self-disclosure, marketing yourself of Tinder, and social influence.

5.1 True-self
Rogers (1951) who introduced the concept of true self argues that the potential self is not fully

expressed in one’s social life. Bargh et al. (2002) and Tosun (2012) stated that many individuals
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might feel easier to express their true self in an online context than face-to-face. This was not
confirmed through the interviews in this research. The participants found it difficult to express
themselves through text and pictures only. Which contradicts with the research by Manago et al.
(2008) and Smahel and Subrahmanyam (2007), which state that messages online enables more
purposeful communication. However, all participants felt that they aim, both with their profile
and on conversations on Tinder to show their true self, even if they recognized difficulties. The
online environment is in constant change and therefore how people act on the internet alters with
it. The results of our study not being in line with the findings of Bargh et al. (2002) and Tosun
(2012) illustrated this by participant 5 articulating the following:

“To get a feeling in a conversation is easier face-to-face in my opinion.” (P5)

Rogers (1951) also used “real self” as a synonym to the true self. The participants in our study
often used “real me” when explaining how to show their true self on the app. Mckenna et al.
(2002) found that individuals who succeed in communicating their true self in an online context
would be able to form deeper relationships online. This is in line with all participants view on
how to succeed on Tinder. They believe that the more you express your true self, the better

matches you will get.

Moreover, Bargh et al. (2002) argued that the risks of social sanction are highly reduced on the
internet. Participant 8, 4, and 7 did, however, state that they do think a lot about how other people
will perceive them and what they will think. They also acknowledge that people tend not to be
afraid to express their thoughts online because of the possibility of anonymity. This makes
participant 8 more careful about what she says or does online. Since the development of existing
digital technology has changed how people interact with their social networks (Kowalski et al.,
2014; Subrahmanyam & Smahel, 2010) the social norms from the actual world might affect online

behaviour.

“I can't dodge other people's opinions and what 1 think others think of me... more people equal

more opinions.” (P8)

5.2 Self-disclosure
Previous literature suggested that one of the key factors for self-disclosure is a physical attraction

(Brundage, Derlega & Cash 1976). From the empirical findings, it becomes apparent that the
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participants do not want to reveal more information in their Tinder profile than required to set up
an account. Instead, the process of further self-disclosure begins according to the participants after
a match has occurred and when they begin a conversation with another user. During the
conversations, most of the participants feel that they can engage in open and honest conversations.
To enable a conversation with someone, both parties need to swipe right on each other to indicate
a mutual interest, which is based on physical attraction. It becomes evident that the physical
attraction is a factor determining the participants level of self-disclosure they are willing to engage

in, which is in line with the previous literature.

The way individuals disclose themselves online is according to previous literature shaped by
different norms and expectations of each site, and the desire to be perceived as unique at the same
time as they want to blend in (Ellison et al., 2006). It is also previously stated that users feel
pressured to disclose themselves in accordance with social norms (Gibbs et al., 2011). Throughout
the interviews, participant 6 and 8 have expressed concern when it comes to disclosing themselves
and how they sometimes feel a need to adapt their way of revealing themselves depending on
whom they talk to, which can be seen as a way of complying with social norms of what is
perceived as “normal”. Participant 6 explained that she has very rough humour and jargon that
might scare boys away if they do not know her personally, which is the reason she might modify

her way of revealing herself in her profile and during conversations on Tinder.

“[ feel that they possibly could get angry if I don’t answer the things they expect. And then they
delete a match.” (P8)

Research by Gibbs et al. (2006) suggested that individuals tend to engage differently when it
comes to self-disclosure depending on what relational goal they have. A person who desires a
serious romantic relationship is more likely to put greater effort into their self-disclosure and
reveal more personal information during the interaction online. This has been confirmed from
several of the participants during the interviews, where participant 5,7,6, and 9 explained how
both their behaviour and ways of revealing themselves differ depending on what goal they have.
Depending on what goal the participants have had during their time on Tinder, several of them

confirmed that they express and disclose themselves differently.

5.3 Marketing yourself on Tinder
Heino et al. (2010) demonstrated through their study how individuals market themselves on online

dating platforms similarly to product or service marketing. This was shown in the empirical

findings where most of the participants explained their strategies in a way that is similar to
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constructing a market strategy. According to Lamb et al. (2015), the marketing strategy includes
recognizing the target market and finding a way to appeal to them. The empirics showed how all
participants explained what kind of person they are looking for and how they construct their
profile according to that. Several participants also explained that they choose not to have

provocative pictures to avoid attracting the wrong target market.

In previous research by online dating Whitty (2008) found that the participants explained the
process of creating the profile as “selling yourself”. This also became evident when analysing
how the participants discussed their strategies in constructing their profiles. Participant 1 also

explained her reason for having a bikini picture as a marketing strategy.

“I get more attracted when [ see how someone looks physically and I like my body and think 1
have a nice body. Tough marketing. They say sex doesn't sell but I think it does on Tinder.” (P1)

Ellison et al. (2006), Gibbs et al. (2006), Gibbs et al. (2011), Walther (1996), and Whitty (2008)
stated that self-presentation online allows a more selective presentation highlighting the positive
attributes while filtering unflattering ones. This assumption aligns with the strategies of all of the
participants and becomes evident in how everyone explained that they choose the prettiest pictures
of themselves, even if they want to present themselves realistically. The participants also
mentioned that they would not mention something in conversations that could be seen as a

negative attribute.

The empirics also discovered that the matching on Tinder is only the first evaluation of the person.
6 out of 10 participants explained that they after a match go back and then decide which ones are
interesting enough to have a conversation with. This is in line with Heino et al.’s (2010)
assumption of online dating being similar to a shopping experience. They explained the
assessment of goods before buying a product, which is similar to the assessment of people before

making contact. This becomes evident in how participant 8 explained her strategy:

“When you swipe and match, it is like a first elimination. If there are 10 people out of 30 who
sends a message, then I usually go through those people again and see if there is someone that |

really want to talk to.” (P8)
Heino et al. (2010) also described that the market metaphor is appropriate because of the big

number of users and instant affirmation from matches. This way the user can evaluate their

perceived desirability. 4 out of 10 participants explained that they have acknowledged what kind
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of pictures they get the most response with and constructs their profiles according to that. Showing
your hobbies through pictures was seen as a success factor in getting a response. By using photos
they got a positive response with the participants felt they were succeeding better on Tinder, got

more affirmation and evaluated their desirability as higher.

5.4 Social Influence

Previous research has stated that social influence is a key factor for determining individuals’
behaviour and use on an online platform (Cheung et al., 2011; Li, 2011; Zhou, 2011). Moreover,
this is something that has been discovered throughout the interviews to be a significant factor
when it comes to influencing the participants’ behaviour and view of Tinder. Lefebvre (2018)
stated in the study that a significantly large part of the participants uses Tinder because their
friends, peers, and people within their desired social spheres used it. The reason why the majority
of the participants in this study downloaded the app in the first place was that “everyone else” had
it which further confirms the statement from the previously mentioned study. The example
mentioned where participant 6 deleted Tinder while she studied in Lund was because nobody else
used it there as it was perceived as more natural to meet new people through social gatherings
instead. This further suggests that individuals’ use of Tinder is influenced by your social

environment.

What could be seen throughout the interviews was how the participants commonly used Tinder
as a social activity while spending time with their friends. Cialdini and Goldstein (2004) suggested
that users adapt to their friends’ behaviour on social online platforms, and except that social
influence was discovered as a major factor for why the participants have downloaded Tinder, it
was discovered to influence their behaviour within the app as well. Utilizing Tinder during social
occasions with friends was seen as a fun activity by some participants, but also as a way of giving
and receiving advice regarding Tinder. Participant 10, 2, 6 explained that they enjoy discussing
whom to approach, what to write and, whom to answer with their friends. Despite the different
degree of influence the participants’ friends have, it was evident that they adapt, change and take

others’ opinions into account when they utilize Tinder.
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“It depends on, [what you discuss with your girlfriends] whom you should swipe yes to, whom
to write to, and what you should write to someone. Sometimes we send screenshots of different

matches in our group chat”. (P2)

Something that also can be connected to the desire and pressure of blending in is the use of emojis
when people write to each other. Several participants have mentioned that they adjust their use of
emojis according to the other person’s use of emojis. This behaviour does also confirm the desire

to fit in and follow social norms.

Lewis et al. (2008) suggested that users who have friends with private profiles also tend to adopt
such a profile. This was not something that was discovered throughout the interviews, the focus
according to participant 1, when discussing Tinder with friends is not the profile or photos, it is
rather behaviour- related things. Participant 7 and 8 explain that they might ask their friends
regarding what pictures to use in their profile, to present a realistic and nice image. Ward (2017)
discovered that there still is a certain stigma connected to the use of online dating and that people,
therefore, claim to use Tinder “just for fun”. This stigma related to Tinder has been discovered
throughout the interviews as well, where Tinder is perceived as something quite unserious that
they use it “just for fun”. The findings suggest that this view of Tinder often is mutual within a
group of friends and that one’s perception is influenced by friends or your social environment.
According to participant 1, 5, and 9, it is common that they or their friends mention that they only

use Tinder for fun when they, in reality, want to find a romantic partner.

“They don’t want to seem desperate and therefore have a facade and say "I have it just for fun”.
But if it had only been for fun, they wouldn't have met the guys and tried, so somewhere I think
they want to find someone.” (P9)

The findings suggest that social influence in the context of Tinder mostly impacts how the
participants behave in terms of what to write and whom to approach, instead of impacting what
kind of profile they have since that not seems to be as discussed among friends. Social influence
also seems to be a strong factor for determining how an individual perceive Tinder, whether it is

just for fun or something you truly believe in.

The empirical findings show that social influence is a strong determining factor impacting the
participants’ behaviour and perceptions when it comes to self-presentation and interaction online.
Previous research by Arnstberg (1989), Ebenhard (2006), Geert- Hofstede (2020), and Mahmood
(2012) has stated that Swedish people commonly avoid conflicts and that individuals in the
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Swedish society are counselled to not stand out, enforced by the fictional “Law of Jante”.
Individuals often strive to present themselves in line with cultural norms to meet societal
expectations (Zhao et al., 2008). The indication about Swedes desire to blend in corresponds well
with the findings of the participants’ strong aspiration to adapt to the norm and a desire to blend

in.

6. Conclusion

This section provides the reader with a summary of the findings of the study regards to

the purpose and research question.

The purpose of this exploratory study was to investigate how young heterosexual women in
Sweden (18-25 years old) use self-presentation and utilize digital social platforms, in the context
of Tinder. The aim was to examine strategies within self-presentation, behaviour, online
interaction and expression of the true self. This purpose was derived from how today’s dating
environment has evolved with the technological era and enabled people to establish relationships.
To follow the purpose, IPA was implemented whereby ten semi-structured interviews were
conducted. A conceptual framework was developed to recognize the most significant strategies
emerging from the study. The emerging themes from empirical data were categorized according
to relevance and analysed by connecting to previous research. The following paragraph

demonstrates the findings of the study.

The overall perception among the participants was that the online environment does not provide
the possibility for better expression of the true self. This contradicts with the previous literature
on the topic. Several strategies for self-presentation and impression management were identified
as common. These are the construction of the profile, communication, and utilization of the app
to reach the individuals’ goal on Tinder. It became evident that the use of Tinder as a dating app
involves marketing yourself in terms of desirability towards the desired target group. Physical
attraction was discovered as a requirement for self-disclosure, whereby the degree of self-
disclosure depends on your goal on Tinder. Lastly, the findings indicate that all participants are

highly influenced by social norms and people in their social sphere.
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In conclusion, there are several approaches for an individual to implement when engaged in
portraying themselves on digital platforms and online dating applications. Young women use
different strategies and techniques depending on how they want to be perceived and what their

goal is with the use of Tinder.

7. Discussion

The following section discusses the academic contribution of the research, followed by

limitations. Finally, suggestions for future research are provided.

7.1 Contributions
This thesis contributes to the current literature by providing further insights and empirical findings

within the field of online behaviour, and more precisely within the context of online dating
applications. By examining young women’s experiences and behaviour online, this research
extends the existing literature by providing valuable findings of relationship initiation and
strategies used to pursue one’s goal on the online dating application Tinder. Additionally, this
research has contributed to the body of existing literature about self-presentation online and the
expressing of the true self. The empirical findings of this research contradicted with previous
literature about the expression of the true self online, since the participants did not feel able to
express their true self better online. As previous literature was lacking consistent research on
women’s self-presentation strategies and behaviour on Tinder, this study adds further to the

literature within this topic by presenting insights from the emerged themes of empirical findings.

Social influence was found to be a significant factor behind the participants’ behaviour and
perceptions online which corresponds with previous literature about Swedish culture and
mentality. Whereby, the final contribution of this thesis is the link between the empirical findings
suggesting that social influence is a recurring theme as well as within the Swedish culture where

people strive to blend.
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7.2 Limitations
Firstly, as this study focuses on the context of Tinder, it is limited by the technological changes

and improvements that are constant. The technological environment changes constantly which
affect online behaviour. Thus, previous research from 2018 might already be outdated. Trends
among the use of apps and different social platforms also vary from year to year among emerging

adults.

Secondly, because the participants were friends of the authors, all participants have similar
backgrounds, lifestyles and shared values. This means that the study could not draw meaningful

differences between demographic or educational factors that might arise.

Lastly, due to the outbreak of the COVID-19 virus the research process needed to be moderated.
The authors were working together from distance and all interviews were partly or entirely
conducted via online video calls on Zoom. This meant that the interviews lacked the face-to-face

interaction that is often recommended for similar studies.

7.3 Future research
Previous research on online dating has argued that there are significant gender differences in

strategies and behaviour. This study focused solely on heterosexual women that are looking for a
male partner. Therefore, further research on user strategies on Tinder with a focus on gender

differences and other sexual orientations would give a deeper understanding of the findings.

Another interesting option could be to do a cross-cultural study on the identified strategies for
utilizing Tinder. The findings from this study suggest that the social norms affect significantly
the behaviour in an online context. Thus, the cultural differences could give interesting insights

about social influence in the context of Tinder.

Lastly, it could be interesting to investigate self-presentation on Instagram with users that see it
as a platform to find romance. In the case of this study, several users indicated that Instagram is
becoming a popular platform for dating purposes, which would render new observations about

online dating.
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9. Appendix

9.1 Appendix 1 Interview Consent form

Interview Consent Form
Research Project Title:

Research authors: Alice Jorgensen Pesch, Cilla Palmroos

Information:

e The interview will take 60-90 minutes.

*  You have the right to interrupt the interview and you are free to withdraw from this
research if you would like to. This interview will be recorded and thereafter
transcribed.

e We will be analysing the transcript of this interview, and you will remain anonymous
as a participant in this research.

¢ Quotations from this interview or any summary from the interview content that are
published publicly through academic publication or academic databases may be used
in academic articles, newspapers, or policy articles.

By signing this consent form, I agree that:

1. I 'am voluntarily participating in this research project. I also understand that I can

withdraw at any time.

The content from this interview may be used as explained above.

I have thoroughly read the information sheet provided.

4. Tam aware that no payment or benefit will be received by participating in this
research.

5. Iam informed that I can request a copy of my transcribed interview and request any
edits in the content in order to ensure any issues regarding confidentiality.

6. The researchers have made it clear that I am allowed to ask any questions during and
after the interview and that I am free to contact them at any time if necessary.

wn

Participants signature Date

Researchers signature Date
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