
Rules of Attraction: Females Perception of Male
Self-Representation in a Dating AppI

Olga Roshchupkina b, Olga Kim a, Eun-Ju Lee a,*

a Sungkyunkwan University, Seoul, South Korea
b Soongsil University, Seoul, South Korea

Abstract

In the current study, we explore how women decide whether to accept or reject a potential match offered by a dating
app (Tinder). Speci�cally, we were trying to identify overlying factors that in	uence the decision and understand how
women make a judgment based on limited cues provided by a Tinder pro�le. Women largely base their decision on
the perceived attractiveness and character of the potential match. The �ndings suggest that attractiveness is highly
subjective, with no universal rules that can be quanti�ed; thus, it is hard to predict acceptance of the potential match.
There are however factors that contribute signi�cantly to pro�le rejection, such as a big age difference and the inability
to clearly see the face of the person.
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1. Introduction

O nline dating apps become more and more impor-
tant both socially and economically. Meeting ro-

mantic partners online is especially prevalent among
younger demographics but is among the top choices
for other age groups as well (Nolsoe 2020); dating
apps gain more social acceptance (Smith and Duggan
2013). They also constitute a huge industry: the global
market of online dating apps was valued at USD
7.55 billion in 2021 (Polaris Market Research 2022).
Tinder, the most popular dating app in the world,
overtook the top earner spot in the App Store with
one of its premium functions (Tinder Gold) launch
(TechCrunch 2017).

For men, the pre-interaction stage of Tinder usage
(selection process) is much more competitive than for
women. The previous academic research on Tinder
usage showed that women are much more selective
than men while “swiping”. It also suggested that just
minor changes in male pro�les (such as uploading a
higher number of pictures) can signi�cantly improve
their number of matches (Tyson et al. 2016). There
are services (both commercial and community-based)

that offer Tinder pro�le evaluation and improvement
services (mostly for men). The sources of expertise
of such services are, however, unknown. The current
research aims to discover how women evaluate male
pro�les on Tinder and what are the optimal pro�le
characteristics.

We employed a mixed methodology for this re-
search: the �rst stage consisted of 10 qualitative
interviews and the second stage was an experiment,
combining collecting behavioral data with measuring
brain activation with fNIRS. The results supported
previous research �ndings that women are quite se-
lective. The results also showed that while there are no
universal rules of attraction, there are more universal
patterns for rejecting the match. The major reasons for
the rejection, aside from objective factors, such as the
big age difference with the respondent, included the
ones that can be easily changed. The biggest contri-
bution to the rejection was the fact that the man’s face
can’t be clearly seen in the picture, being it because
of the face mask, hat, or pose/angle, supporting the
previous research that states that the face is “a cen-
tral source of social information” (Olivera-La Rosa,
Arango-Tobón, and Ingram 2019). When a face can be
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seen, noticeable contributors to rejection were weird
or unfriendly facial expressions and excessive photo
editing.

The current research contributes to the stream of
research on self-presentation in an online dating con-
text (Dunlop 2018; Ellison, Heino, and Gibbs 2006;
Gibbs, Ellison, and Heino 2006; Ward 2017). How-
ever, we shift the focus from the construction of the
pro�le to the “cue utilization” (Tong et al. 2020) or
interpretation of the cues by the addressees. The pre-
vious research that explored cue utilization was to our
knowledge mostly concentrated on the textual cues
(Tong et al. 2020; van der Zanden, Schouten, et al.
2022). The present study, however, aims to approach
both textual and visual cues, but focuses speci�cally
on the visual ones, since they were found to be more
important for the audience. We also concentrate on
the female perspective, since while there are differ-
ences in female and male approach to “tindering”
there is lack of research exploring each of the gender’s
strategies in-depth.

2. Conceptual background

2.1. Research background: Tinder introduction

Launched in 2012 Tinder is currently one of the
most popular dating (or social discovery) apps in
the world. It is available in 190 countries and more
than 40 languages; it was downloaded more than 530
million times since its launch (Match Group 2022).
Tinder is a location-based dating and social network-
ing app. Usually, Tinder user pro�les include quite
limited information, containing one to six pictures,
age, interests, and a short bio. When users log into the
app, they are shown pro�les of other users matching
their criteria (usually, users can choose their preferred
gender, age range, and maximum distance). Pro�les
of potential matches are shown one by one, and each
of them contains two large buttons, labeled with a
cross (reject) and a heart (accept). Users choose one
of the options, by swiping the pro�le left (rejection)
or right (acceptance). If both users chose to accept
each other, they receive a noti�cation and can start
chatting in the app. The whole process of app usage
can be roughly divided into two processes: selection
(choosing whether to accept suggested pro�les or not)
and interaction (communication with the matches).

2.2. Academic research of Tinder usage

The previous academic research on Tinder usage
and online dating, in general, was mostly related to
the users’ personality traits and motives for the us-
age of the online dating apps (LeFebvre 2018; Ranzini

and Lutz 2017; Sumter, Vandenbosch, and Ligtenberg
2017; Timmermans and De Caluwé 2017a,b). Interest-
ingly, the motives of Tinder usage extend far beyond
just �nding a romantic or sexual partner and include
entertainment, ego-bust, getting in touch with locals
while traveling and plain curiosity (Timmermans and
De Caluwé 2017a; Ward 2017). Some researchers also
explored the consequences of Tinder usage, ranging
from the likelihood of forming a romantic relationship
(Erevik et al. 2020; Timmermans and Courtois 2018)
and well-being (Barrada and Castro 2020) to body
image (Barrada and Castro 2020; Strubel and Petrie
2017).

Experience with Tinder, usage strategies and evalu-
ation criteria are quite different for men and women,
with men usually employing a “mass-like” strategy
and women being more selective (Berkowitz et al.
2021), which can be paralleled with using inclusion
vs exclusion strategy (Lee and Park 2019) while form-
ing a consideration set. As a result of such strategies,
women receive considerably more matches than men.
It also suggested that just minor changes in male pro-
�les (such as uploading a higher number of pictures)
can signi�cantly improve their number of matches
(Tyson et al. 2016).

The desire to receive more matches and thus more
opportunities to interact with potential romantic part-
ners make people choose a self-presentation strategy
while constructing their Tinder pro�le. The �rst im-
pression in the online environment is relocated from
the �rst meeting to the �rst interaction with the pro-
�le (Ward 2016), thus making it extremely important.
Tinder interface heavily empathizes with photos and
facilitates rapid judgments, based on very limited
cues (Olivera-La Rosa, Arango-Tobón, and Ingram
2019). Previous research suggests that people are try-
ing to choose photos balancing attractiveness and
authenticity (Ward 2017). That research, however,
does not answer, how those photos are perceived by
the observers.

With Tinder being more competitive for men, there
are online services (both commercial and community-
based) that offer Tinder pro�le evaluation and im-
provement services, mostly targeting men. For ex-
ample, the r/Tinder subreddit has a Weekly Pro�le
Review Thread, where users evaluate other users’
Tinder pro�les and offer advice on optimization, at-
tracting hundreds of requests every week (Reddit
2002); online service Roast (ROAST 2022) offers Tin-
der pro�le review and optimization. It is, however,
questionable, how objective these services are in their
recommendations. Thus, we would like to under-
stand how women actually judge male pro�les, which
criteria they use for evaluation, and if there are ways
to make any male pro�le more effective. Thus:
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RQ1:Which criteria females use to evaluate male pro�les
on Tinder?

RQ2: What are their reasons for accepting/rejecting a
male pro�le?

RQ3: How men can optimize their Tinder pro�le to get
more matches?

3. Research methodology

3.1. Study

In the current study, we aimed to explore how
women decide whether to accept or reject a potential
match offered by a dating app (Tinder). Speci�cally,
we were trying to identify overlying factors that in	u-
ence the decision and understand how women make a
judgment based on limited cues provided by a Tinder
pro�le.

3.2. Method

Design and procedure. Mixed methods refer to
the research designs that use both qualitative and
quantitative methods within one study and integrate
the results of both methods (Creswell 2014; Dawadi,
Shrestha, and Giri 2021; Onwuegbuzie, Johnson, and
Collins 2009). It is a 	exible and adaptive conceptual
framework (Dawadi, Shrestha, and Giri 2021) that
helps to research a certain subject with both breadth
and depth, neutralizing the weaknesses of both qual-
itative and quantitative methods (Creswell 2014).

There are several common mixed methods research
design types, that differ according to the order each
method is used (they can be used both simulta-
neously and consequently) (Creswell 2014; Dawadi,
Shrestha, and Giri 2021). The speci�c tasks of the cur-
rent research called for the usage of the exploratory
sequential design, where the qualitative phase is con-
ducted �rst, and the information received is analyzed
and used to develop the instrument for the quantita-
tive phase. Thus, the research consisted of two stages
(�rst – qualitative, second - quantitative).

Before the launch of the �rst stage, we used vol-
unteers to collect the stimuli for the research. 10
women in Seoul (Korea) had installed Tinder app
on their phones and took screenshots of each third
male pro�le picture shown to them by the app (15
pro�les in total). The pictures then were sent to the
researchers and 100 of them were selected to be used
as stimuli for the research. 100 is the approximate
number of matches people are offered by the Tin-
der algorithm per day (Degen and Kleeberg-Niepage
2022). The researchers have tried to ensure variety
in terms of age, occupation, picture composition,

and content. One variable, however, was controlled –
since the experiment was conducted in Korea, which
is still quite a homogenous society, we have ex-
cluded pro�les of the men who looked obviously
foreign.

For the �rst (qualitative) stage of the research, an
intensive interview method was used. It is a method
of a semi-structured interview that lets the researcher
combine a 	exible approach with control over the
process (Charmaz 2014). While the general outline
of the discussion 	ow is pre-determined in advance,
the researcher can adapt to the 	ow of a certain
conversation and to a certain respondent, such as re-
formulating the questions for better understanding,
probing, omitting unnecessary questions, and chang-
ing the questions’ order. During the interviews, the
general attitude to Tinder usage, and evaluation cri-
teria of male pro�les were explored. The �rst part
of the interview included a short self-introduction
and questions about a participant’s dating experience,
dating goals, attitude to online dating apps, online
dating apps usage experience, and usage strategy.
During the second part of the interview, the inter-
viewees were shown several male pro�le pictures.
For evaluating each of the images we have employed
think-aloud method, which, true to its name, means
that participants speak out loud all their feeling or
thoughts, related to the stimuli. This method helps
to capture the participants reaction to the stimuli,
eliciting their spontaneous responses without any �l-
tering (Bu and Lee 2022). After participants expressed
their spontaneous reactions to the stimuli, they were
asked how they would behave if there were to fol-
low the original Tinder mechanics: would they swipe
right (expressing a desire to have a chance to “match”
with this pro�le) or left (rejecting the “match”). Then,
if evaluation criteria were not mentioned sponta-
neously, the researchers have probed to understand
based on which criteria the decision was made, and
which parts of the pro�le attracted the respondents’
attention.

The second (quantitative) stage was an experiment,
combining collecting behavioral data with measur-
ing brain activation with fNIRS. Based on the results
of the �rst stage metrics for the behavior data col-
lection were selected. During the second stage, 29
participants were shown 100 pre-selected male Tin-
der pro�les each on the computer screen and decided
if they would swipe right or left. Additionally, after
making a decision, participants evaluated each pro�le
based on the following criteria: attractiveness, nice
personality, and trustworthiness using a 7-point Lik-
ert scale. During the whole experiment, participants
were wearing NIRSIT, which is a wearable fNIRS de-
vice that uses a continuous infrared light wave to
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obtain a regional hemodynamic response from the
prefrontal lobe.

Participants. We recruited 10 female participants for
the �rst stage (Mage = 28.80, SD = 4.04), 5 of whom
had at least some experience of Tinder usage, while
the remaining 5 had no such experience (including
other online dating platforms usage experience). 29
female participants (Mage = 28.06, SD = 4.96) were
recruited for the second stage, 2 of them were ex-
cluded during the analyses due to problems with data
collection software, leaving behind a sample of 27
participants for further analyses. 27 participants were
supposed to evaluate 100 pro�les each resulting in
2700 cases, but due to the time limits on each case, 13
evaluations were not recorded, leaving the 2687 cases
dataset.

3.3. Results

The qualitative interviews conducted during the
�rst stage were transcribed and thematically coded.
Moreover, during the interview, the moderators were
making notes that were also used during the analy-
ses. Thematic content analysis, which is considered
the most common method of qualitative data anal-
ysis (Burnard et al. 2008) was used. This approach
involves analysing transcripts and notes and identi-
fying common themes and categories emerging from
the data.

One of the major themes of the interviews was
the evaluation criteria of the male pro�le. First, most
women mentioned that they are looking for someone
close to their age and automatically “swipe left” if the
age difference is too big (from 2–3 years for those in
their early 20s to around 5 years for those in their 30s).
Second, women need to see a face of a man to make a
judgment, thus they reject most of the pro�les where
the face cannot be seen clearly, such as presenting
pictures of a man wearing a mask, hat, sunglasses,
or taken from a big distance or from the back. Third,
while the attractiveness of a man is indeed impor-
tant to them, they also want their potential partner
to be or at least look “nice” – kind, attentive, and
gentle. This quality is often at least partly evaluated
by the facial expression: smiling people are perceived
as nice, while those with weird or serious/unfriendly
expressions as not so nice. Based on those �ndings,
we added an evaluation of those qualities (attractive,
nice) to the experiment. Excessive “cutesy” photo �l-
tering was also evaluated negatively and was often a
reason for rejection.

Interestingly, most of the respondents also neg-
atively evaluated pictures that demonstrated nude
body parts (mostly upper body, but also legs above
the knees), even when the men demonstrated good

physical shape. Pictures from the gym received sim-
ilar reactions. The respondents gave various reasons,
explaining such backlash: an accent on the physical
shape can be a signal to some, that a man is not
too smart, he cares about physical aspects more than
about intellectual ones; it can also be a sign, that a man
will be demanding to a physical shape of women he
wants to meet; to some, such pictures gave an indirect
message that a man is seeking for casual sex rather
than dating, which was not a desirable variant for
our respondents. There was also hardly verbalised
concern that a muscular, athletic man might be more
aggressive.

“I feel a bit uncomfortable looking at this picture . . .
Maybe a guy really likes going to the gym, so he wants
to share his progress, but also it might mean that he
is too interested in sports. . . and not that interested in
other things, like studying, so probably we won’t match”
(F, 22)

Some of the pictures seemingly demonstrated con-
spicuous consumption: a man, posing in front of an
expensive car, an image of a hand with an expen-
sive watch, photo of a fancy meal. They were also
evaluated rather negatively; women perceived such
pictures as unnecessary bragging. The pictures not
including a man himself, but just a hand with a watch
or a meal were perceived especially unfavourable as
too direct, but at the same time impersonal, aiming
to show just money and not a character. We have ex-
cluded images that don’t picture a person from the
quantitative stage.

“This picture of a watch, I really don’t like it. What did
that man want to say? That he has enough money to buy
this watch? Does he think it makes him look that good?
Good enough that he doesn’t even care to show his face?”
(F, 34)

Overall, women have tried to construct a narrative
based on the various details of the images, such as
background, poses, colours and angles. Every part of
an image could be perceived as a cue, a signal of some
sort. For example, if a picture background showed
nature, women assumed that a man likes nature; if
it was taken in a café, they suggested that he likes
cafes; if a picture was taken at a sightseeing place,
he was perceived as interested in traveling, if there
was a cute animal on the picture, a man was seen
as an animal lover and/or caring, nice person. Cer-
tain angles and poses were also used as cues: e.g.,
if a picture was taken from below, a man was per-
ceived as literally looking down on the viewer, i.e.,
too arrogant. Looking away from the camera was per-
ceived as an indication of a shy or dreamy person.
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Further evaluation of such cues however depended
on the woman – if the suggested trait resonated with
her, she reacted positively, otherwise, it might not be
meaningful.

Moreover, women showed attention to the gen-
eral aesthetics of the picture, such as composition,
and background. Overall, women preferred pretty or
picturesque backgrounds, such as beautiful nature,
landmarks, or aesthetic cafés to random ones, such as
elevators, bathrooms, or messy apartments. Women
clearly preferred shots focused on the person to the
ones where a man was somewhere far away or in the
corner; moderately staged shots were perceived more
positively than the ones with awkward or random
poses or facial expressions.

There were some major differences observed be-
tween Tinder users and non-users. First, non-users
have more barriers to dating app usage. And one
of many barriers for non-users is related to trust is-
sues and perceived risk. Previous research shown that
mobile SNS usage in general is associated with risk
which (especially privacy risk) affects the attitude to
the application itself (Kim and Kim 2014) and dat-
ing apps can be seen as a less safe variation of SNS.
Women tend to be suspicious towards people they
can potentially meet online since most of their previ-
ous experiences of meeting new people involved at
least some “guarantors” of their reputation, such as
common friends or same school. And meeting peo-
ple on Tinder is even riskier than in other SNS app
since users can’t see if they have any contacts in
common.

Those who have already used Tinder or other online
dating platforms (among our respondents they also
tended to be older) have obviously overcome such
barriers and decided to trust their own judgment.
There is another interesting difference between users
and non-users: while non-users mainly pay attention
to pictures, during the pro�le evaluation, users pay
more attention to other cues as well, such as name
(real name or an obvious nickname), school, job, and
hobbies. These criteria seem to help them to under-
stand at least preliminarily if a man can be trusted
or not. Adding school and or profession and a name
that is perceived to be real contributed to making a
man look more trustworthy for Tinder users (but not
non-users). Since trust came up as an important issue,
we have added its measure to the experiment. This
supports earlier research that consumer category us-
age experience in	uences the type of cues they utilise
during the evaluative process (Kim et al. 2015).

The actual experiment involved respondents mak-
ing a choice to reject or accept a potential match
based on one pro�le screenshot, following the original

Tinder mechanic. Moreover, to evaluate the rea-
sons behind the choice respondents had to evaluate
each man’s perceived attractiveness, character, and
trustworthiness. Since each respondent had to eval-
uate 100 stimuli, measures were very simple and
straightforward and consisted of 1 item (“attrac-
tive”, “nice”, “trustworthy”) not to overload the
procedure.

As for the second stage data analyses, �rst, we have
analyzed the ratio between “swipes right” and “left”,
thus accepting or rejecting a potential match, both in
general and separately for each respondent and each
pro�le. The results supported previous �ndings that
women are quite selective: only in 30% (822 out of
2687) of cases on average they have chosen to swipe
right; some are even more selective – around 20%
of the respondents “rejected” more than 80% of the
pro�les (See Fig. 1).

The results also showed that while there are no
universal rules of attraction, there are more universal
patterns for rejecting the match. While only one pro-
�le out of 100 was “liked” by more than 80% (22 out
of 27) of the participants, 38 pro�les were “disliked”
by the same 80% (See Fig. 2).

During the qualitative stage, the big age differ-
ence was one of the most often mentioned reasons
for “rejection”. To check this hypothesis, we have
performed binary logistic regression with an age
difference as an independent variable and outcome
(“accept” or “reject”) as a dependent variable. The
Hosmer-Lemeshow test showed that the chi-square is
not signi�cant (chi-square = 11.476, sig = .176), thus
the data �ts the model. The regression coef�cient is
negative (b = −0.083, sig = .000), which means that
age difference negatively in	uenced the probability
of acceptance. Interestingly, the model can correctly
predict only the negative outcomes (100% correct pre-
dictions for rejections), but not the positive ones (.0%
correct predictions for acceptance). Thus, while a big-
ger age difference can be a reason for rejection, just
similar age is not a reason for accepting a potential
match. We have also checked the correlation between
age difference and attractiveness: there is a signi�cant
negative correlation between these variables (Pearson
Correlation = −.187, sig = .000), thus women are less
attracted to men who are much older or younger than
themselves.

Another reason for rejecting a potential match, often
mention during the qualitative stage was the inability
to see a face on the picture clearly, being it due to a
mask, sunglasses, or pose/angle. There is a signi�cant
positive correlation between a face seen clearly in the
picture and a quantity of “right swipes” (Pearson Cor-
relation = .320, sig = .001).
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Fig. 1. Number or rejections and acceptances per respondent.

Fig. 2. Number or rejections and acceptances per pro�le.

To better understand possible reasons for rejection
we have additionally analyzed the pro�les that were
rejected the most (by more than 90% of the partic-
ipants). In the majority of those pictures (61.5%), a
man’s face could not be seen clearly, which supports
previous �ndings. When a face can be seen, there
was weird or unfriendly facial expression (60%) or
excessive photo editing (20%), which were also men-
tioned during the qualitative stage as the reasons for
swiping left. While the overall quantity of pictures

with excessive �lters was not enough to analyze the
outcomes more precisely, to some extent our results
support the hypothesis that unnatural photo �lters fa-
cilitate social avoidance rather than social desirability
(Olivera-La Rosa, Arango-Tobón, and Ingram 2019).

Additionally, we have performed logistic regres-
sion to evaluate the factors in	uencing the choice. The
logistic regression model was able to predict 84.1% of
the outcomes in total, with 91% of negative outcomes
compared to only 68.4% of the positive ones, once
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Table 1. Results of the binary logistic regression analysis.

β S.E. Sig.

Attractive .783 .053 .000
Nice personality .514 .057 .000
Trustworthy .078 .054 .145

again demonstrating that factors contributing to re-
jection are more predictable. Binary logistic regression
analyses showed that such factors as “attractiveness”
(β = .783, p = .000) and “nice personality” (β = .514,
p = .000) signi�cantly contribute to predicting the
outcome (see Table 1).

“Trustworthiness” (β = .078, p = .148) however
does not help to explain the choice. Since qualitative
stage demonstrated that Tinder usage is associated
with trust issues and risk, we can suggest that this
factor plays on the other stages, but not on potential
match selection stage. For instance, it could be a bar-
rier to the app usage in general. Moreover, it could
become more important during the interaction stage,
when women communicate with the men they have
matched.

The preliminary analysis of the data, collected by
fNIRS, once again, shows that patterns of frontal lobe
activation are more varied in response to stimuli that
are accepted, compared to the ones that are rejected
(white areas on the picture mark inactivated areas,
while colors mark varying degrees of activation) (see
Picture 1).

4. Discussion and implications

Our research shows that while deciding whether to
accept or reject a potential match on Tinder, women
are highly selective. It also suggests that factors
underlying their choice are attractiveness and the
perceived nice personality of a man in the picture.
The research results also show that while positive
results are harder to predict since attractiveness is
highly subjective, reasons for match rejection are quite
universal. The reasons that will most likely make
the male pro�le rejected can be both objective (big
age difference) and those that can be easily changed
(such as a face not clearly shown on the picture or
weird/unfriendly facial expression).

Additionally, during the qualitative stage of the re-
search, we had some interesting �ndings, though they
were not tested quantitatively. While according to the
previous research men view “	exing” (demonstrating
their muscles) as an effective strategy for attracting
women (Dunlop 2018), our �ndings demonstrate, that
at least in the Korean context such strategy, on the con-
trary, is perceived rather negatively: women associate
	exing with lower intelligence, potential aggression
and preference of casual sex to more serious dating.
Attempts of showing off by uploading photos of ex-
pensive items without any particular context were
also perceived quite negatively. Overall, women were
inclined to use every possible cue (background, pose,
angle, facial expression) from the photo to construct

Picture 1. Examples of frontal lobe activation patterns in response to the stimuli.
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a narrative and form an impression about the man
depicted in it.

Moreover, we have found some differences be-
tween Tinder users and non-users. First, non-users
had more barriers to the app and online dating in gen-
eral, they were much more concerned about the safety
and had more trust issues. Second, while for Tinder
non-users photo was a primary source of information
in the pro�le, women with previous Tinder usage ex-
perience paid more attention to the non-visual cues as
well, such as job, education, hobbies, and name.

Our work continues the stream of research on self-
presentation in the online dating context (Dunlop
2018; Ellison, Heino, and Gibbs 2006; Gibbs, Ellison,
and Heino 2006; Ward 2017), though we shift the per-
spective from the sender (thus, a person, who creates
a pro�le) to the receiver of a message (a person, who
evaluates the pro�le). The previous research that ex-
plored the receiver’s end was mostly concentrated
on the role of the textual cues (Tong et al. 2020; van
der Zanden, Schouten, et al. 2022), while the present
research explores the pro�le more holistically with a
focus on the visual cues. Visual cues are extremely
important in the online dating context since physical
attractiveness is one of the most important determi-
nants in process of searching for a romantic partner
and in an online setting such information is mostly
derived from the picture (van der Zanden, Mos, et al.
2022).

We also concentrate on women and their criteria
of evaluating male pro�les. While previous research
showed signi�cant differences in male and female
swiping strategies and preferences (Berkowitz et al.
2021; Neyt, Vandenbulcke, and Baert 2019), to our
knowledge our research is the �rst one with the focus
exclusively on women and their perception of male
self-presentation in the online dating apps.

Moreover, our work contributes to academic re-
search, by empirically exploring hypotheses that were
previously formulated, but not supported by the data
(Olivera-La Rosa, Arango-Tobón, and Ingram 2019).
Oliveira-La Rosa et al. suggested that “moral char-
acter” (which includes generosity, lovingness, and
kindness) judgments would drive swiping decisions
for female heterosexual users. Our results to some
point support this hypothesis, since “nice character”
is a conceptually close characteristic, and it was in-
deed one of the predicting factors of the decision.
Moreover, our data support the same authors’ hy-
pothesis stating that unnatural photo �lters would
facilitate avoidance rather than desirability.

The topic of the current research is important not
only theoretically, but also practically since men gen-
erally get fewer matches than women (Timmermans
and Courtois 2018) while at the same time they

constitute the majority of the customer base (Business
of Apps 2022). Thus, managing user satisfaction is
important for the company. A deeper understanding
of the females’ decision-making process will help the
company to develop user guidelines for men and thus
boost their user experience. It could be also important
for the services offering pro�le evaluations.

The current research, however, has certain limita-
tions. First, only one pro�le picture was used as a
stimulus, but usually, a pro�le consists of several pic-
tures. Thus, future research can explore pro�les more
wholistically, considering the number and content of
pictures and looking for the best combinations. Sec-
ond, the research was conducted in a Korean context,
only Koreans’ pro�les were used as stimuli. Further
research could try to replicate the results in a differ-
ent context. Third, the measures used in this research
were very simple to avoid excessive load on respon-
dents. Thus, future studies might develop more reli-
able measures. Fourth, we have not controlled for the
respondents personality traits, while previous studies
demonstrated that hedonic values and independent
self-construal, for example, be important in an on-
line social networking context (Kim and Kim 2014),
higher-level construal level is associated with variety-
seeking behavior (Suh and Won 2019). Furthermore,
he level of group identi�cation in	uences the way
people evaluate the stimuli: people with higher group
identi�cation are more prone to using group identity
and values and not their own preferences as a guid-
ance (Park, Heo, and Shin 2019). Thus, those personal-
ity traits can in	uence the decision-making in Tinder
context as well and further studies could explore such
in	uence. Moreover, social anxiety is correlated with
self-presentation concerns (Lee and Yi 2018), which in
Tinder context can manifest as a fear of rejection and
thus in	uence one’s selection process, such as avoid-
ing people who are perceived as more attractive com-
pared to themselves and choosing people with similar
attractiveness level (“matching hypothesis”) (Kanters
2012). Lastly, Tinder is trying to position itself in Korea
as a “friendship” search app to avoid the hook-up
image being a barrier for women – this positioning
strategy’s in	uence on app usage was not considered,
calling for future research in this direction.
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