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Swiping, Matching, Chatting
Self-Presentation and Self-Disclosure on Mobile Dating Apps
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People have long used rituals of self-presentation and self-disclosure when
looking for a romantic connection, whether they seek a passionate love affair,
a spouse or a casual encounter. Mobile dating applications like Tinder have
exploded in popularity in recent years. On Tinder, impression management
begins with choosing one’s profile photos and viewing and assessing the profiles
of potential Tinder matches. Self-disclosing to matches begins in a technologically mediated environment. This article provides an overview of literature
that has focused on self-presentation and self-disclosure on dating websites and
raises questions about whether and how this literature can be applied to new
digital matching mobile apps like Tinder. It highlights two current research
projects on Tinder users recently conducted in the Netherlands.
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HUMAN IT OPEN SECTION

The radio
And the telephone
And the movies that we know
May just be passing fancies and in time may go
But oh my dear
Our love is here to stay
–Frank Sinatra, Our Love is Here to Stay
The search for romantic connection is an age-old quest, defined by rituals of self-presentation and self-disclosure. In many cultures the first date
signals the meeting of two people romantically interested in each other,
where they spend time together and share personal information. Ways to
connect with others expanded with the arrival of mass media, but as Frank
Sinatra croons in the above lyrics, the underlying desire for love is here to
stay. Personal advertisements – text advertising oneself to a potential mate
– were placed in newspapers beginning in the late 17th century. As technology progressed, those seeking love or companionship could create ads
via telephone voice links or television text pages. Eventually photographs
were added, and the image replaced written descriptions of physical
appearance. Then internet dating came along: Match.com was born in
1995 followed by many others, most claiming matchmaking success via
compatibility algorithms.
Whatever the method the strategy is the same: self-present in a way
that makes you attractive to others. Once a connection is made, begin
the process of relationship building through self-disclosure. We are living
in the era of mobile dating apps: Now you can start this process on your
smart phone. Tinder, one of the most popular matchmaking mobile
apps, was launched in October 2012 and has achieved global popularity.
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Tinder profiles are quick and easy to make and consist of select Facebook
photos and an optional brief self-descriptive text. Once you’ve created a
profile, you choose who you’re interested in – men, women, or both – the
geographical proximity of potential matches, and an age range. Tinder
finds users who match with your selection criteria, and presents them to
you in a seemingly random order. Then, you simply ‘swipe left’ on those
you don’t like, or ‘swipe right’ on those you do like. If you swipe right
on someone, and that other person also swipes right on you, it’s a match!
Tinder then allows matched users to chat within the app (see Figure 1
for a visual example).

Figure 1. Main screen showing an individual profile (left), the “It’s a Match!”
screen (middle), and in-app chat (right). Images courtesy of Tinder’s press
kit.
The concept seems to have taken off: Tinder has more than 50 million global users in 196 countries with 9 billion matches since its inception. In September 2015, Tinder had approximately 9.6 million daily
active users. Globally, Tinder users log in an average of 11 times a day
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and spend between 7 and 9 minutes swiping (either approving or rejecting a potential match) during a single session. Women browse profiles
for 8.5 minutes at a time versus 7.2 for men (Bilton 2014).
There is a great deal of research tying psychological perspectives of
self-presentation and self-disclosure to technological paths to romance. So
far, though, little research has been conducted on matchmaking mobile
apps. Yet apps like Tinder offer abundant possibilities for psychological
study: Do, you, as a Tinder user, present yourself in a different way on a
mobile dating app? Given that you only get a couple photos and minimal
text to present yourself, do you spend more or less time constructing an
image for others to evaluate? What is the process you go through in selecting a match? What do you look for in a potential partner? What about
after a match – how do you go about disclosing yourself to this person,
and how do you use technology to aid you?
From my base in the Netherlands, I am currently working on two
qualitative research projects that explore self-presentation and selfdisclosure in the dating app environment. In Dutch society the concept of
meeting a romantic partner online is well known. According to Statistics
Netherlands, between 2008 and 2013, 13 percent of Dutch people met
their partners online, and half of these met on dating sites (Kooiman &
Latten 2014). For the remainder of this piece, I will detail the concepts
of self-presentation and self-disclosure and share some findings from my
research.
Self-Presentation on Dating Websites
Your Tinder profile should be realistic. There’s nothing more annoying
than someone saying ‘I expected you to be different’. (Erwin, 34, Tinder
user for 10 months)
Self-presentation is ubiquitous in social life: individuals try to control
or guide others’ impressions by manipulating setting, appearance and
behaviour (Goffman 1959). Leary and Kowalski (1990) define two key
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processes in self-presentation, or impression management: impression
motivation, the degree to which people are motivated to control how
others see them, and impression construction, when people build the
impression they want to create. If you are a Tinder user, you have a motivation for downloading and using the app: it could be a search for love,
sex, or simple connection. You also engage in impression construction
when deciding which pictures and text to include in your profile.
Goffman’s initial work on self-presentation focused on face-to-face
communication, in a world not yet accustomed to electronic interactions. Since then, numerous scholars have adapted Goffman’s ideas to
such environments. How does it work on a dating app? Location-based
dating apps may facilitate users meeting face to face and potentially
forming a relationship: Blackwell, Birnholtz and Abbott (2015) found
that Grindr users (an app for gay men) are looking for local or regional
matches.
Face-to-face communication incorporates contextual, visual and auditory cues. Dating app users operate in a reduced cue environment: cues are
static and not dynamic (Walther 1996). In other words, the information
you provide on your profile is selective and under your control. As a
Tinder user, you provide a limited amount of information to potential
partners, namely a number of photos and optional text. Deceptions also
occur in this environment. Toma and Hancock (2010) recruited online
daters and asked them to identify deceptions in their online dating profiles, then separately evaluated the profiles. They found that the lower
the online daters’ attractiveness, the more likely they were to enhance
their profile photographs and lie about things like their height, weight,
and age.
Yet, deceptions are rarely extreme, especially in an environment geared
toward potential romance. Desired impression is one’s perception of
what the audience values. A large body of research confirms that people
mold their image to the perceived value of others (e.g., Gaes & Tedeschi
1978). In the context of mediated dating environments, users are highly
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motivated to control the impression they create (e.g., Toma, Hancock &
Ellison 2008). Ellison, Heino and Gibbs (2006) discuss how online daters
are able to optimize their self-presentation and establish creditability in
this environment by balancing “accuracy with self-promotions and desirability” (430). This motivation is due to the high potential of meeting
matches face to face. Therefore, it’s better to appear realistically attractive
on a dating profile.
I recently did a study (under review) where I explored the impression
management of Tinder users via interviews (Ward 2016). On Tinder,
impression management begins with choosing one’s profile photos and,
simultaneously, assessing the expectations of potential Tinder matches. I
was interested in the ‘pre-match’ impression management practices of
Tinder users, thus before they chatted with their matches. In the fall of
2014, I created two profiles on Tinder – one male, one female – in order
to recruit users in the Netherlands. For both, I created a profile photo
that contained the university logo and a request to interview along with a
dedicated email address for contact (see Figure 2).

Figure 2. Invitation to participate.
I conducted face-to-face interviews with 11 men and 10 women, who had
used Tinder between two months and one year, with most being active
users at the time of the interview. We discussed their motivations for using
the app, their process of choosing profile photos and text, and how they
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select potential matches. Results show users’ motivations for using Tinder
range from entertainment to ego-boost to relationship seeking, and these
motivations sometimes change over time.
Whatever their motivation, profile photos were selected in an attempt
to present an ideal yet authentic self, and chosen as an illustration of one’s
desirability. As in previous research, my interviewees frequently changed
their profile photos and text in order to experiment with changes in response from matches. This happens too on dating websites, via a process
called filtering: Online dating participants filter potential partners based
on “…identity, including appearance, personality, sexual tastes and
preferences, and risk management” (Couch & Liamputtong 2008, 273).
Technologically this is possible on dating websites, because users can
screen potential matches on height and weight (Hancock, Toma & Ellison 2007), race (Lin & Lundquist 2013), and education level (Skopek,
Schulz & Blossfeld 2011). On dating apps like Tinder, users can select
matches only through geographical proximity, age and sex. How is
this related to self-presentation? Swiping isn’t just about matching: my
interviewees also searched profiles to figure out how to present themselves in order to attract similar others, and used these cues to align their
own self-presentation.
I want guys to know I’m a student…you can see that I’m not wearing that
much makeup or excessive jewelry or those brands that different people
wear. (Aya, 22, Tinder user for one year)
Goffman (1959) imagined face-to-face interaction and talked about a
reciprocal influence on actions when in each other’s physical presence.
Yet it seems such influence also occurs on Tinder. Users are imagining
who will see them, both those they want to meet and those they don’t
want to meet, and their desired self-presentation is important to tweak
and maintain even though they may not necessarily meet their matches in
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person. But what about after a match, when the concept of self-disclosure
comes into play?
Self-Disclosure on Dating Apps
I said ‘hi’ to everyone on Tinder and he responded. Talked for a bit, basic
info. The next day he asked for my number: ‘Whatsapp is easier’’. (Linda,
female participant)
Once a match has been made, the time has come for interpersonal communication: in order to develop a further connection, the pair has to talk.
On Tinder, this begins via chat rather than face-to-face conversation.
Even in a virtual environment, self-disclosure is imperative to relationship development. Self-disclosure can be defined as “the act of revealing
personal information about oneself to another” (Collins & Miller 1994,
457). Self-disclosure can consist of both descriptive information, like
one’s hobbies, and evaluative information, like how someone feels about a
particular life event. Altman and Taylor (1973) describe the personality
like an onion: People have an outer persona and as they get to know someone, they slowly reveal their private self, at the core. For a relationship to
grow closer, self-disclosure increases over time and is reciprocal.
How does one decide to disclose to someone else, particularly in a
romantic setting? An important factor for self-disclosure is physical attraction: people are more likely to disclose to others they find attractive (e.g.,
Brundage, Derlega & Cash 1976). Tinder operates through a principle
of mutual attraction: conversations between users are only possible when
both parties have indicated their interest by swiping right.
Mutual attraction, though a factor, is not enough. In their survey
research on dating website users, Gibbs, Ellison and Lai (2011) found
that participants use uncertainty reduction strategies like googling their
matches to verify identity and appearance. Those who used such strategies tended to disclose more to their matches. Another technologically
based form of uncertainty reduction is navigating through increasingly
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intimate communication channels. For example, in their study on online
dating practices in Japan, Farrer and Gavin (2009) found that users
perceived computer-mediated communication as the least intimate,
followed by text messaging and finally talking on the telephone.
This particular aspect of communication channel navigation is what
drove me, along with a research master’s student, to investigate how
Tinder users navigate the period ‘from match to meet:’ the moment users
match until they potentially meet face-to-face (Ward & den Hertog
2016). Once a Tinder match has been made, how do users employ technological channels in getting to know each other?
[I used Facebook to] see if she already has a boyfriend, what she looks like
in a different context. (Hans, male participant)
For this project, which took place in the summer and fall of 2015, we
conducted 20 (11 males, 9 females) person-on-the-street interviews on a
large university campus. For those who confirmed Tinder use and were
willing to participate, we asked them to think about a memorable match
on Tinder. Then, we requested they ‘draw’ their experience from match
to meet. We provided them with an iPad and used the application Inkflow, which allows users to draw, write and insert emoticons (see Figure 3
for the template, which was the starting point for participants to develop
their stories). This method originates from the concept of ‘draw and write,’
more recently developed as ‘draw, write and tell,’ where participants
(usually children, but in this case, young adults) are able to explain their
experience in a creative way (Angell, Alexander & Hunt 2015).
We asked participants to focus on their communication with a memorable Tinder match. Despite this instruction, only 12 of the 20 participants reported actually meeting this noteworthy match in person. They
reported, in parallel, their uncertainty reduction strategies, for example
checking on their matches via other platforms. As a Tinder user, you are
not initially provided with much information about your matches, other
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than a first name, age, photos, geographical distance, and optional profile
text. (It is worth mentioning that Tinder’s features have changed since
this research project was conducted to now include optional education
and work information.)

Figure 3. Inkflow template created for the “draw, write and tell” technique.
The people we interviewed reported that in the beginning stages of their
communication, they often attempt to locate the Facebook profile of
their Tinder match (see Figure 4 for an example). This helped to verify
that the other person was indeed who they said they were. This strategy
also functioned as a check on the match’s self-presentation and perceived
attractiveness, as pictures on a Tinder profile might differ from those
posted on Facebook. Further, and in line with previous literature, our
study suggests that moving through technological platforms with a Tinder
match is a necessary – but not sufficient – step toward meeting face to
face, and also leads to more intimate connections with those matches.
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Figure 4. An example “draw, write and tell” illustration from Mary, a female
participant.
Conclusion
Are you looking for love or companionship? Whether you’re at a bar or
on a dating app, you present and disclose yourself to others. In a virtual
environment, you have more control over your self-presentation and selfdisclosure to potential partners. Using the information others provide
online, you can also use technology to reduce uncertainty about potential
mates and form as accurate an impression as possible about them. Dating
apps may lower the threshold for participation in technological coupling.
Dating apps may also allow users to avoid the stigma about finding love
online: If Tinder is just for fun, then there’s no shame in swiping. Yet
self-presentation remains a vital process in constructing an impression, as
does self-disclosure for building a relationship.
In ongoing research, my interest has been in the initial stages of such
connections: first, self-presentation, then selecting a potential partner,
then how the first rituals of courting are carried out via technology.
There is a myriad of research on the impact of technology on established
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relationships, and it would be worthwhile to take this interest forward,
perhaps via interviews with couples who met on Tinder.
Perhaps more intriguing: Findings so far reveal an assumption in the
literature, and in this paper: Self-presentation and self-disclosure are
promoted as two vital elements in relationship formation. They go hand
in hand in finding a romantic partner. The premise is that individuals
seeking an intimate relationship will be (mostly) truthful about their appearance, and will increasingly self-disclose to potential partners (Ellison
et al., 2006). Even research that argues for a more cynical marketplace
metaphor when describing online dating (‘relationshopping’) assumes the
goal of a relationship (Heino, Ellison & Gibbs 2010).
So what about Tinder users who are simply there for an ego-boost,
for whom crafting the optimal self-presentation is just a numbers game,
measured through quantity of matches? What about Tinder users who
never move their match beyond a technological environment? On dating
apps, superficial approval of one’s profile may be easy to obtain. Yet, this
approval takes place in an environment shrouded in the potential for
romantic love. Among other possibilities for future research, I’d like to
explore why some Tinder users fail to connect beyond the superficial.
Tinder’s tagline is ‘Any swipe can change your life.’ Perhaps a swipe can
be life changing, and for reasons we haven’t yet considered.
Janelle Ward is Assistant Professor in the Department of Media and Communication and Erasmus University Rotterdam. Her research and consultancy
expertise is in digital communication. She currently researches how people
create and manage impressions on digital media, examining mobile dating
apps like Tinder.
Contact: ward@eshcc.eur.nl
www.eshcc.eur.nl/ward

92

JANELLE WARD

References
A L TMA N , I R WI N , & D A LM AS T A YL O R (1973). Social Penetration: The Development of Interpersonal Relationships. New York: Holt, Rinehart and Winston.
A NG EL L , C AT HE RI NE , J O A LE XA NDE R & J A NE A. H U NT (2015). “‘Draw,
Write and Tell’: A Literature Review and Methodological Development on the ‘Draw
and Write’ Research Method.” Journal of Early Childhood Research 13.1: 17–28.
B I LT O N , N ICK (2014). “Tinder, the Fast-Growing Dating App, Taps an Age-Old
Truth.” The New York Times. <http://www.nytimes.com/2014/10/30/fashion/tinderthe-fast-growing-dating-app-taps-an-age-old-truth.html>
B L AC KW EL L , C O UR T NE Y , J E RE M Y B I R NH O LT Z & C HA RL ES A BB O TT (2015).
“Seeing and Being Seen: Co-situation and Impression Formation Using Grindr, a
Location-Aware Gay Dating App.” New Media & Society 17.7: 1117–1136.
B R U NDAG E , L A NI E., V ALE RI A N J. D E RL E GA & T HOMA S F. C AS H (1976).
“The Effects of Physical Attractiveness and Need for Approval on Self-Disclosure.”
Personality and Social Psychology Bulletin 3.1: 63–66.
C O LL INS , N ANC Y L. & L YNN C A R OL M I LL E R (1994). “Self-Disclosure and
Liking: A Meta-analytic Review.” Psychological bulletin 116.3: 457–475.
C O UCH , D A NI EL LE , & P R A NE E L I AMP UT T O NG (2008). “Online Dating and
Mating: The Use of the Internet to Meet Sexual Partners.” Qualitative Health Research
18: 268–279.
E L L IS ON , N IC OL E , R EB ECCA H EI NO & J E NNI FE R G IBBS (2006). “Managing
Impressions Online: Self-Presentation Processes in the Online Dating Environment.”
Journal of Computer-Mediated Communication 11: 415–441.

93

HUMAN IT OPEN SECTION

F AR R ER , J AM ES & J E FF G A VI N (2009). “Online Dating in Japan: A Test of Social
Information Processing Theory.” Cyberpsychology & Behavior 12.4: 407–412.
G A ES , G E RA LD G. & J AM ES T. T E DE SCHI (1978). “An Evaluation of Self-esteem
and Impression Management Theories of Anticipatory Belief Change.” Journal of
Experimental Social Psychology 14.6: 579–587.
G IBBS , J E NNI FE R L. N ICO L E B. E LLI SO N & C H IH -H UI L AI (2011). “First
Comes Love, Then Comes Google: An Investigation of Uncertainty Reduction Strategies and Self-Disclosure in Online Dating.” Communication Research 38.1: 70–100.
G O F FMA N , E R VI NG (1959). The Presentation of Self in Everyday Life. New York:
Anchor Books.
H A NC OCK , J E FF R E Y T., C A TA LI NA T OMA & N IC OLE E L L IS ON (2007). “The
Truth about Lying in Online Dating Profiles.” CHI '07: Proceedings of the SIGCHI
Conference on Human Factors in Computing Systems, San Jose, CA, 28 April–3 May,
2007. New York: ACM. 449–452.
H E I NO , R EBECC A D., N IC OL E B. E L LIS O N & J E NNI FE R L. G IBB S (2010).
“Relationshopping: Investigating the Market Metaphor in Online Dating.” Journal of
Social and Personal Relationships 27.4: 427–447.
K O ES T NER , R IC HA RD & L A D D W H E EL E R (1988). “Self-Presentation in Personal
Advertisements: The Influence of Implicit Notions of Attraction and Role Expectations.” Journal of Social and Personal Relationships 5.2: 149–160.
K O OI MA N , N IE LS & J A N L A T TE N (2014). More and More People Access the Internet
to Find Partners. <http://www.cbs.nl/en-GB/menu/themas/bevolking/publicaties/
artikelen/archief/2014/2014-4087-wm.htm?Languageswitch=on>
K R AM E R , N IC OL E C. & S T E PHA N W I NT E R (2008). “Impression Management
2.0: The Relationship of Self-esteem, Extraversion, Self-Efficacy, and Self-Presentation
within Social Networking Sites.” Journal of Media Psychology 20.3: 106–116.
L E AR Y , M A R K R. & R OB IN M. K OWA LS KI (1990). “Impression Management: A
Literature Review and Two-component Model.” Psychological Bulletin 107.1: 34–47.

94

JANELLE WARD

L I N , K E N -H O U , & J E NNIF E R L U ND QU IS T (2013). “Mate Selection in Cyberspace: The Intersection of Race, Gender, and Education.” American Journal of Sociology
119.1: 183–215.
S K OP EK , J A N , F L O RIA N S CH UL Z & H A NS -P ET E R B L OS SF EL D (2011). “Who
Contacts Whom? Educational Homophily in Online Mate Selection.” European Sociological Review 27.2: 180–195.
T O MA , C A TA LI NA L. & J E F FR E Y T. H A NCOC K (2010). “Looks and Lies: The
Role of Physical Attractiveness in Online Dating Self-Presentation and Deception.”
Communication Research 37.3: 335–351.
T O MA , C AT ALI NA L., J E FFR E Y T. H A NC OC K & N IC OL E B. E L LIS O N (2008).
“Separating Fact from Fiction: An Examination of Deceptive Self-Presentation in
Online Dating Profiles.” Personality and Social Psychology Bulletin 34.8: 1023–1036.
B A E YE R , C A RL L., D E BBIE L. S H ER K & M A RK P. Z A NNA (1981). “Impression Management in the Job Interview: When the Female Applicant Meets the
Male (Chauvinist) Interviewer.” Personality and Social Psychology Bulletin 7.1: 45–51.

VON

W AL TH E R , J OS EPH B. (1996). “Computer-mediated Communication: Impersonal,
Interpersonal, and Hyperpersonal Interaction.” Communication Research 23.1: 3–43.
W A RD , J A NEL LE . (2016). What are You Doing on Tinder? Impression Management on
a Matchmaking Mobile App. Manuscript submitted for publication.
W A RD , J A NE L LE . & L U NA D E N H E RT OG (2016). From Match to Meet: Tinder
and Platform-based Self-Disclose. Manuscript submitted for publication.
Z YT K O , D O UG LAS , Q U E NT I N J ONES & S U KE SHI NI G R A ND HI (2014). “Impression Management and Formation in Online Dating Systems.” ECIS 2014: Proceedings of the European Conference on Information Systems, Tel Aviv, June 9–11, 2014.

95

