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Abstract 

 

The purpose of this study is to analyze how young adult self-present themselves on Tinder and the 

relationship between user’s self-presentation and gender to investigate if there are differences. While there 

are plenty of research connected to self-presentation and online dating, most of them were conducted on 

English speaking dating sites. Since Tinder is a location-based application, the aim of this study is to 

investigate how Swedish users self-present themselves on Tinder. This study also focuses on variables that 

have not had much attention when it comes to dating environment but is related to self-presentation (social 

interaction, taste, personality trait etc.). This essay is addressing the following questions: 

 

1. How do young adults self-present on the dating app tinder? 

2. Are there gender differences in how tinder user self-present themselves? 

 

To explore and answer the topic, we use a quantitative content analysis approach to examine the 

photographs, textual description and connections to third party applications in each individual profile. The 

sample of this study were Tinder users located near Karlstad, Sweden with a approximate range of 161 km. 

This study analyzed two hundred individual profiles were whereof one hundred are men and respectively 

women between the age of 18 - 24 as it is the most active age range according to a study conducted in the 

US. We analyze the variables gaze, dress, social interaction in the photographs. In the textual description the 

variables hobbies or interests, professions, taste, height, emojis, partner preference and personality trait were 

analyzed. In the analysis of the results, there were a significant difference between gaze and dress related to 

gender in the photographs as expected from previous studies. There was surprisingly no significant 

difference in how men and women present themselves in the textual description although there are 

difference between them. The analysis and discussion with a reflection to previous study results shows that 

there is a gendered self-presentation and that gender stereotypes still exists on Tinder. The results serves as a 

groundwork for future research regarding self-presentation in online dating environment. 

      

Keywords: Self-presentation, gender, stereotypes, online dating, young adults 
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Sammanfattning 

Syftet med denna studie är att analysera hur unga vuxna själv presenterar sig på Tinder och förhållandet 

mellan användarnas självpresentation och kön för att undersöka om det finns skillnader och likheter. Även 

om det finns mycket forskning kopplad till självpresentation och online-dating, genomfördes de flesta av 

dem på engelsktalande datingsidor. Eftersom Tinder är en platsbaserad applikation är syftet med denna 

undersökning att undersöka hur svenska användare själva presenterar sig på Tinder. Denna studie fokuserar 

även också på variabler som inte har haft stor uppmärksamhet när det gäller dating miljö men är relaterat till 

självpresentation (social interaktion, smak, personlighetsdrag etc.). Denna uppsats behandlar följande frågor: 

 

1. Hur presenterar unga vuxna sig själva på Tinder? 

2. Finns det könsskillnader i hur användare presenterar sig på Tinder? 

 

För att utforska och svara på ämnet använder vi en kvantitativ innehållsanalys för att undersöka fotografier, 

textbeskrivning och anslutningar till tredje parts applikationer i varje enskild profil. Urvalet av denna studie 

var Tinder-användare i närheten av Karlstad, Sverige med ett avstånd runt ungefär 0 - 161 km. Denna studie 

analyser tvåhundra enskilda profiler varav ett hundra män och respektive kvinnor mellan 18-24 år, eftersom 

det är det mest aktiva åldersintervallet enligt en rapport utförd i USA. Vi analyserar variablerna blickar, 

klädsel, social interaktion i fotografierna. I den textliga beskrivningen analyserades variablerna hobby eller 

intressen, yrken, smak, längd, emojis, preferenser på partner och även personlighetsdrag. I analysen av 

resultaten var det en signifikant skillnad mellan blick och klänning i fotografierna som förväntat från tidigare 

studier. Det var överraskande ingen signifikant skillnad i hur män och kvinnor presenterar sig i 

textbeskrivningen, även om det fanns skillnad mellan dem. Slutligen visar analysen och diskussionen med en 

reflektion till tidigare studier att det finns en könsbestämd självpresentation och att könsstereotyper 

fortfarande finns på Tinder. Resultatet av denna studie tjänar som grund för framtida forskning kring 

självpresentation i online-dating miljö. 

 

Nyckelord: Självpresentation, kön, stereotyper, online dating, unga vuxna 
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1. Introduction  

This first chapter will begin by introducing the background of this study and a presentation of the research issues, purpose, 

research problems, limitations of this study and  also definitions o 

      

The online dating environment presents an opportunity to investigate changing cultural phenomena 

surrounding technologically mediated relationships (Ellison et al., 2006). By studying online dating it gives us 

better knowledge of online behavior aspects such as impression management or self-presentation strategies. 

Self-presentation can be easily understood by seeing people as actors on a ‘social stage’ and is defined by 

Goffman (1956) as the process of putting on a ‘front’ to create a certain image of themself toward an 

audience. Self-presentation is the key part of impression management and presentation of online identity 

(Walther, 1996). According to Kapidzic & Herring (2014), impression management is particularly studied for 

online dating as first impressions are important to attract a potential and desired partner. We are interested 

in studying how Swedish users on Tinder self-presents themselves, the differences between the genders and 

whether this reflects traditional stereotypes of gender portrayal. It is important to study this phenomenon 

because this knowledge can be applied in other digital environment and, for instant, on the social 

networking site Facebook, users can with careful considerations chose to self-present themselves as they 

desire and online dating services provide affordances through profiles for self-presentation as well 

(DeAndrea et al., 2011; David & Cambre, 2016). Online dating profiles typically consist of static 

photographs and textual description (Ellison et al., 2012). Photographs and textual descriptions are central 

components when it comes to self-presentation, hence it is important to examine them to see what patterns 

if any, can be found. This study chooses to investigate Tinder due to popularity of usage: it was estimated 

that Tinder had 50 million subscribers to service in 2014 (David & Cambre, 2016). Second, it is free service 

to use and while there are other apps with swiping affordance, Tinder is a useful example of a location-

based-real-time dating app to examine self-presentation (David & Cambre, 2016). In the online dating 

environment, the first contact between the users such as Tinder is online and not offline through a match 

and therefore it is interesting to see if it is any difference in how men and women self-present themselves 

and what the differences may be. To investigate this topic, this study uses a quantitative content analysis to 

observe this phenomenon. One of the reasons why online dating is important to study is because partners 

that were meeting each other online, tend to feel more satisfied as a couple and it is less common that they 

will get a divorce (Cacioppo, 2013) which is also an important aspect to keep in mind about this study. 

Another reason to study the phenomenon with Swedish users is that the environment is different from the 

studies done in the US and on English speaking dating sites. Sweden is one of the top countries when it 

comes to gender equality overall and this might influence the results when it comes to self-presentation as 

the study is done in a unique context. 
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1.1 Research problem  

Most of the earlier studies that have been done about online dating and self-presentation has been 

conducted through English speaking dating sites and not so many in Sweden. This is the research gap we 

want to fill which is why this study is focusing on users on Tinder in Sweden.  It is relevant to study this 

because of the popularity of online dating app and especially Tinder when it is a popular app to use, and not 

only in Sweden. Also, to see the self-presentation how the user is presenting themselves in the app. Another 

research gap we want to fill are some variables that not have had much attention but still relevant to the 

theme self-presentation in online dating environment.  

1.2 Purpose and issue 

One of the purposes of this study is to see how Swedish users self-present themselves on online dating apps 

by studying Tinder as a case. Another one is to see the differences in how men and women self-present 

themselves and whether gendered self-presentations still exist in online dating environment. 

 

Research questions:  

1. How do young adults self-present on the dating app Tinder? 

2. Are there gender differences in how Tinder user self-present themselves? 

 

In order to answer the first question and the second question, we will investigate these questions in the form 

of how they are dressed in their profile picture, how and if they are looking into the camera and if there are 

one or more people in the pictures. The different variables that will be coded for in the textual description 

will be if they have any description, if they have been using emojis, explaining what partner preference they 

have, their taste, if they have written any sort of education or where or what they are working with. Also, to 

see if they have been writing their height, linked or written their profile name to the anthem, Spotify or any 

other third-party application. In order to answer the second question, the same amount of both men and 

women will be coded, which means that we can compare the different genders with each other. It will be 

one hundred users of each gender that will be analyzed.  

1.3 Limitations of the study 

There are currently a large number of dating apps in Sweden, for instance, Tinder, Badoo and Happy 

Pancake. Tinder is the most used dating app by the younger population, in terms of activity (Statista, 2018), 
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it is also the app this study is focusing on. One more limitation of this study is that we as researchers are 

located in Karlstad, Sweden, so the focus for this study is about the users in Karlstad, Sweden, and locations 

nearby because the app is real-time location-based and we cannot move to different places in Sweden to 

collect the data. For a better understanding of how Tinder is working, with their filters and algorithms, see 

chapter 2.3 Filter in online dating and chapter 2.4 Affordances of Tinder.  

1.4 Definitions 

1.4.1 Gender  

In this essay the word gender is defined as a man or a woman, on Tinder the users can only choose between 

man or woman (Duguay, 2016), so in this study, gender means a man or a woman. 

 

1.4.2 Young adults 

People with the age range between 15 and 29 are referred to as young adults according to Hope Cheong 

(2008). In this study we are investigating at young adults who are between the ages of 18-24 due to a report 

by Statista (2018) of active usage and when we examine profiles of "young adults" in this study, then these 

are the ages we are looking at. 

 

1.4.3 App  

The word app refers to software applications (Light, Burgess & Duguay, 2016) and in this paper 

the abbreviation will be used. This study will examine the phenomenon dating app. 

 

1.4.4 Dating and online dating 

The definition of dating in this essay is when two people meet and have the first contact in the real world 

and build a relationship with each other that are on a romantic level (Bogle, 2007). While online dating is 

when the first contact between two people are online. 

 

1.4.5 Self-presentation 

Self-presentation is how the user is presenting themselves on the dating app Tinder. It refers to how people 

attempt to present themselves and control how other perceive them and conceal other information to give 

the desired impression (Goffman, 1956). This definition will be further explained in the next chapter.      
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2.0 Literature review 

This section will briefly explain earlier research that has been done regarding online dating, self-presentation both in an online 

and offline context, online dating profiles, how filters are used in online dating and also how Tinder is working with their 

algorithms and how the user can choose to use the filters in the app. This section will also explain about gender equality in 

Sweden and stereotypes.  

2.1 Self-presentation in an online and offline context 

This study applies Goffman's theory about self-presentation to identify behavior of self-presentation on 

online dating apps by studying Tinder. Goffman (1956) argues in his self-presentation theory that individuals 

try to control or guide how their image is perceived by others by manipulating behavior, setting and 

appearance. This theory, also known as the dramaturgical theory, was based on face-to-face interactions, 

however, it can be applied to the self-presentation in online environment such as an online dating as well. 

According to Goffman (1956), our performances are highly influenced by others and the context in which 

an individual is present. He argues that our self is a social construct, meaning that it is built through social 

interaction such as in this study through interactions with others on Tinder. Goffman presents the theory 

that corresponds to social interaction to the theatre. As actors, the individual can be seen as performers, 

spectators and outsiders that operate within a “stage” or social spaces (Goffman, 1956). There are two 

stages presented in this theory, “front stage” respectively “backstage” behavior. He argues that individuals 

strategically display different series of “acts” or “fronts” to consciously reveal some aspects of the self while 

hiding others to constantly put ourselves in the best spot. For example, a teacher has to act professionally 

toward the students as a front stage while in the backstage the teacher can talk about how annoying the 

students are. Which performance an individual chooses to display is determined by the context or situation 

they are in and how the individual thinks they are coming across. Self-presentation is a central part of 

impression management and in Goffman's perspective if all the world's a stage then there is no such thing as 

true self, which means that there are no identifiable performer but the fixed character (Goffman, 1956).  

These impression management presented in Goffman's self-presentation theory consist of two expressions, 

which are expressions given and expressions given off. Expressions are relevant for self-presentation 

because we create impressions by expressions. The first, expressions given are intentional communication, 

which are primary spoken communication, poses, facial expressions and other controlled communication 

such as certain body language. The latter, expressions given off is referring to the communication an 

individual has less control over, the unintentional communication, such as body language that does not 

correspond to what we say in some situations (Goffman, 1956). This theory from a research perspective 

suggests that if we want to understand the individual, we need to observe their frontstage in order to get to 

their backstage. Although, this is a difficult task as even if research would, for an instance, do an in-depth 
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interview with a participant, the participant could perceive the interviewer as an audience and therefore they 

perform. In this study, we can only see the performance of the individuals on Tinder, as this method cannot 

explain any backstage behavior because it would require a qualitative method to investigate it deeper. 

 

2.2 Online dating profiles and self-presentation 

Online dating profiles are a static presentation that include photographs and textual description which also 

includes profiles in online dating apps such as Tinder (Ellison et al., 2006; Razini & Lutz, 2017). Profiles are 

key for online daters as it gives them the opportunity for future face-to-face interactions. A study regarding 

motivations of Tinder usage by Ward (2016) reveals that on Tinder users are creating profiles to either find 

romantic partner, entertainment or ego-boost. These motivations according to the participants in the 

interview has changed over time, for an instance, it started as entertainment or ego boost but changed to 

hope for finding love through the dating app (Ward, 2016). In the online dating environment, individual 

profiles are often rapidly examined and either pursued or discarded by potential matches (Heino et al., 

2010).  This motivates users to construct profiles that self-enhance themselves to attract desired partner or 

matches. This ‘exaggeration’ of the self might be the consequence of the self-presentation pressure of 

presenting idealized versions of themselves to be successful (Ellison et al,. 2006; Whitty, 2008; Toma et al., 

2008).  

In the online dating environment, users can access other profiles and make a direct comparison of each 

other’s profiles (Toma et al., 2008). This adds further pressure to consciously construct a profile that is 

intended to promote or market their finest selves rather than the sincere self-presentation. Although, the 

pressure of a desirable self-presentation is not the only pressure that the users have to take into account, as 

the individuals also feel that they have to accurately present themselves (Ellison et al., 2006). Ellison et al. 

(2006) present three reasons why accuracy is essential for success. The first is that if the information is too 

inaccurate upon face to face interaction, they might repel their potential match or partner. This offline 

interaction is anticipated as it is the goal of several of the users who uses online dating services, whether it is 

for romance or sexual relationship. This exaggeration or inaccuracy of self-presentation is one of the online 

dater’s most prominent concerns (Gibbs et al., 2011).  Secondly, they want someone to appreciate them as 

they are rather than a dishonest portrayal of themselves (Ellison et al., 2006). Lastly, users may exaggerate 

themselves rather than lie, due to intrinsic reasons where honesty is a valued aspect of one’s self-

presentation. 

With modern technology and the communicative affordances they offer have become an integrated part of 

our everyday lives and social practices, privacy concerns regarding what information an individual discloses, 
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to whom and how to ensure that others are honest in their self-presentation to have become increasingly 

prominent (Gibbs et al., 2011). These concerns according to Gibbs et al. (2011) will likely motivate behavior 

to increase verification of others and this is especially true in the context of online dating,  where most 

individuals have yet to interact with others in an offline context. Even if some users are concerned regarding 

the misrepresentation in an online environment such as online dating, the result from a study conducted by 

Ellison et al. (2006) showed that these profiles tend to be fairly accurate to the self. Although, a study by 

Toma et al. (2008) showed that 81 % of participants in their study lied about at least one physical attribute in 

their self-description. The misrepresentation was, however, hardly noticeable in face-to-face interaction. 

According to Duguay (2016), Tinder frame their users in a certain way as with other online dating services. 

Tinder have set a standard for how their users look on their own Instagram and Facebook accounts, by 

using people that are white, upper class and with expensive clothes and physically fit. Even some of the 

couples that have met each other through the app, and Tinder is showing them and their story as a great 

example that people get something from the app fits in the description earlier. Duguay (2016) continues to 

explain that Tinder says that the users will find someone they are looking for that will fit in their own 

normative references and that the lifestyle Tinder is marketing is something for the other users to find in 

their app.  

2.3 Affordances of Tinder 

Online dating is when people can meet without any of them have made much effort the people can be 

sitting at home and meet someone online instead of going out on a club to meet someone (Zakelj, 2013). 

Even if both men and women make use of online dating, they differ from what they are looking for, the 

behavior they have on different platforms and even what they are assumed when they choose. The first 

interaction between the users on Tinder is that the user will receive a profile in their feed and then decide if 

the person like the profile or not. The profile looks like a card (Duguay, 2016) and reveals a profile photo, if 

the user wants to see more pictures or text, the users can click on the image and then see if the user have 

more photos or additional text, then comes the decision it is a right swipe for a yes or a left swipe for a no. 

If both users have swiped right, then it becomes a match then one of them can take the first step and write 

to the other. If both, or one of them, has swiped left then there will be no matching and the next user will 

come up (David & Cambre, 2016).  

 

Tinder is referred to be a location-based real-time dating app, which means the users on Tinder choose a 

distance from themselves so the potential matches in the specific area will be visible for the user while being 

in the location. The users can see how many kilometres away the other user is (Ward, 2016). Tinder then 
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knows where the users are and can then match the users according to their criteria and then supplies a user 

at a time after time afterwards.  

David and Cambre (2016) describe Tinder as an easy app and it is important to use images in the profile and 

that the function for the user’s images is for bait for the other users so they would want to connect. Today, 

there is a great variety of different apps created for people to meet someone online, even if their purpose 

varies among the different apps. It may be to meet temporarily for sex, for married people to be unfaithful 

or to meet someone for a long-term relationship. Something that differs Tinder from some other dating 

apps, is that the users cannot filter out certain users at an educational level, height and weight (Lin & 

Lundquist, 2013). Tinder works in a way that allows users to filter to a certain extent, what users can choose 

to get is the gender of the person, a certain age range as it chooses and how many kilometers you want to 

get users from. In addition to their images to their profile, users can also choose to write a self-description 

text with five hundred characters of text or emojis (Duguay, 2016), although according to David and 

Cambre (2016) it is more common for users not to have any text. Users can also choose to link their 

Instagram account to Tinder if they wish to do that (Ranzini & Lutz, 2017). Duguay (2016) explains that 

even if Facebook has different options for gender, the users can only choose between a man or a woman, or 

both. They do not have any option for non-binary for the users to choose between, and it is also one of the 

reasons why this study are only looking at differences between men and women. This is relevant for this 

study because when collecting the analysis units, it is important to have knowledge about how the app is 

constructed.  

2.4 Filter in online dating 

It is common in online dating that the algorithms for the website or app will determine which users should 

be able to interact with each other. This implies that the users have entered their preferences and then the 

algorithms match the users together through a filtering process. Algorithms are used to increase the 

experience for the users on different apps and websites, without being seen by the users (Peacock, 2014). 

Courtois and Timmermans (2018) explain that it is the algorithms that determine what users should see 

through its user data that they have given away. It is also called algorithm design, that users will get 

suggestion about the users who should fit them best by having answered questions and themselves filled in 

their preferences (Tong et al., 2016) and that the algorithms then present their suggestions to the user (Finkel 

et al., 2012). See and screen is another way to make use off filters, as the user checks through the feed with 

other users but can also use filtering to bring out the users who will better match their own preferences and 

distinguish them from the crowd (Finkel et al., 2012). The users themselves adapt to the structure and 

settings of the website or app. Each one of the users is ranked according to a score that is anonymous for 
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the users, only Tinder can see it. What is meant by this score, is that users are judged and scored according to 

how many of the other users swipe right on you. 

 

Tinder is a freemium app, which means that it is a free app but that there are payment versions, Tinder does 

not want the users who use the freemium version to abandon the app too fast, but also not be too 

comfortable so that they do not feel that it is worth paying for more features. What Tinder has done then is 

to limit how many users that will appear visible for the other users, so that the interest will remain with them 

and want to use the app more. It is thus the algorithms that continually select which users will come up in 

the feed for the other users (Courtois & Timmermans, 2018). Courtois and Timmermans (2018) also write 

that it is important for the algorithms to utilize users with qualitative profiles. The next chapter will be about 

Tinder and how the users use some different filter, to see users that fit their preferences. 

 

2.5 Self-presentation and stereotypes 

Already in the early ‘80s, Gilligan (1982) wrote about differences between boys and girls in the United States. 

That a boy should not show emotions, show that they are not vulnerable and that they are very independent. 

Even that they are the ones who are going to withdraw money and support the family. Instead, girls learn 

that they should be very empathetic and take care of the family. Research on how men and women present 

themselves on online dating websites have been done by several researchers earlier, one of them is made in 

the U.S by Hitsch, Hortacsu and Ariely (2005). Their study is more focused on which preferences men and 

women have with their future partner, and one of the findings they got was that men do not prefer if 

women have higher education then them, also that women prefer men from the same ethnicity as 

themselves. The users that have described themselves as toned receive more emails or messages from other 

users, which also is something that Toma and Hancock (2010) are writing about in their research about 

physical attractiveness. Further, Hitsch et al. (2005) describe that there is more common for women that are 

tall, to receive a less amount of emails in comparison to a woman that is 5’5, which is interesting and 

something this study will investigate, how many people have stated their height in their description. This is 

interesting and relevant to see if it is more unusual among women to enter a university or something else 

that demonstrates that she is highly educated than men do.  

 

Ward (2016) describes that self-presentation exists both in face-to-face meeting but also online. “Before a 

first date, a man shaves, applies cologne, and dresses in his finest. On Tinder, a woman selects an attractive 
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picture of herself as her main photo.” Ward p. 2. In online dating, when the first contact is to see someone’s 

images, it becomes more important which images to choose to attract the other person (Chapetta & Barth, 

2016). In online dating, it is more common that the different interests and personalities among the gender 

are revealed faster than in face-to face dating if they have been writing it in their bio or in any other way 

implicated towards it. Because then the users choose how much of their personalities or interests they want 

to reveal (Chapetta & Barth, 2016). Which is something that the users on Tinder can choose to display even 

before the first contact with a potential match. There are differences among men and women and if they 

care about what the other partner is working with, women tend to care more about what men are working 

with but it is not as important for men what the women is working with (Hitsch et al., 2010), which is 

important for this study because of how much information the users on Tinder is revealing about them self 

and if it is a big difference between men and women. Men tend to be more interested of a woman in online 

dating by looking at her profile pictures and not so interested by her text about herself, in comparison with 

women where they feel it is equal (Hitsch et al., 2010). Zakelj (2014) explains it is important for women to 

look respectable to get attention from men. Look respectable means that they do not look like they are 

“loose” and not in any way reveals their sexual preferences. If men are interested in a long-term relationship, 

they attach more importance to how well-trained the woman is, unlike women who value to a greater extent 

which social status the men has. However, if it is only a short-term relationship then it is equally important 

for both genders to meet a well-trained person (Chapetta & Barth, 2016).  

2.6 Self -presentation and gender 

Self-presentation strategies are important when it comes to initiating a relationship both in an online and 

offline context, as the others will examine the information given off to determine if they want to pursue a 

relationship (Ellison et al., 2006). Therefore, positive impressions are crucial when it comes to attracting the 

desired partner in an online dating environment. Earlier study regarding gender and self-presentation have 

shown that gender is an important variable to consider as gender has been found to influence teenager’s 

selection of online dating photographs (Kapidzic & Herring, 2011). This is why gender is significant to look 

at when studying online self-presentation through Tinder profiles as self-presentation is different for men 

and women.  

The selection of a profile photograph may also be influenced by behavior in terms of gazing and posture 

(Kapidzic & Herring, 2014). Goffman (1956) observed in a study regarding self-presentation in magazine 

advertisements that women tend to gaze up toward the viewer in a more seductive behavior. Kress and Van 

Leeuwen (1996) further develops this idea and suggested that gaze and head position is related to the 

cognition of “demanding” and “offering” based on the direction of the gaze and the posture. Bell (2001) 

developed this definition of behavior into four values: offer, submission, affiliation and seduction, which 
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Kapidzic and Herring (2014) used in their study to code all photographs. This is also significant to examine 

when looking at the Tinder profiles in this study. An important aspect of appearance in online dating profile 

photographs is how they choose to dress. Earlier studies conducted by Kapidzic and Herring (2014), reveals 

that women are portrayed as more sexually available than men in terms of how they dress, e.g. partially 

dress, fully dress or revealing, how they pose and shorter distance to the viewer. Which is a potentially 

important variable to analyses in this study because it is related to the self-presentation of photographs.  

2.7 Equality in Sweden  

Sweden's PR and marketing site Sweden.se describes Sweden as one of the world's most equal countries. 

Even that Sweden is often seen as a role model for other countries, which is also the way Sweden is 

marketed. Sweden is world-unique in this respect, even though the lander is not always as equal as it is 

presented as. Gender equality means that everyone is treated in the same way, there should be no difference 

if you are a man or a woman.  

Although Sweden is one of the most equal countries in the world, it does not take away the fact that it is not 

completely equal between the genders, the Swedish government says that "more needs to be done to achieve 

it" - Sweden.se. Only within companies with a board of directors there is a woman often in the board. This 

applies to the economy between men and women, as well, in 2016 men had 12% more in wages than 

women have. It is more common for women to go down and work half or full time after they have had 

children. Which means that there will be a gap in pay between men and women and that they will receive a 

lower pension. Although it is not why it is usually so, it is very interesting that there is such a big difference 

between men and women, in one of the most equal countries in the world (Sweden.se). This study will be 

done in the context of a gender equality Sweden, to see if it really is true or if typical stereotypes still exist in 

an online dating environment. 

2.8 Summary  

Already in the ‘50s, Goffman claimed that everyone can act differently if the person is on or off the stage, 

which can be likened to how Tinder works. That when the users are on the stage when they use Tinder but 

off the stage when they are real life, which allows them to portray themselves just as they want. How the 

users themselves show themselves is crucial to meeting someone online and then being able to meet in real 

life, there can also be a pressure among the users that they have to show off their finest self in order to start 

a relationship with someone online. Tinder itself has set a standard for how their own users look, something 

that they communicate on their own social media channels through pictures and videos. Although different 

dating sites offer their users the ability to filter out and get suggestions for potential matches, the algorithms 

on Tinder also do it themselves, without the user is getting information about it. The previous research 
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shows that there are some stereotypical traits between men and women in online dating, for example, that 

women should not be too long and that men should earn the money. Since it is more common for interests 

to be revealed more quickly via online dating than when two people meet in real life, it will be interesting to 

see if the users at Tinder have in any way indicated what they have for hobbies and interests already in their 

profiles.  

In summary, all different sub-chapters in theory are linked to each other. The research clearly shows that it 

is possible to present yourself in a way on online dating, even if the user is not in that way in real life. 

However, this study will only focus on how the users present themselves on Tinder. Since previous research 

has primarily been focused on users in the English-speaking dating environment and not in Swedish, it will 

be interesting to see if the previous research is in agreement with the users in Sweden. To be able to answer 

the purpose of the study, relevant theories have been selected for this paper and with the aid of the theory in 

this study, it will further explain different relationships between users and their self-presentation on Tinder.  
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3.0 Method and material 

This section will explain the methodology of the study, which is a quantitative content analysis, the methodological problems by 

using that as the method, the population sample, procedure, operalization of the variables that were used in the coding scheme, 

an explanation of what the coding scheme is validity, reliability, generalizability and the ethics of the study.  

3.1 Quantitative content analysis 

To answer the research questions; “How do young adults self-present on the dating app tinder?” and “Are 

there gender differences in how tinder user self-present themselves?”. This study uses content analysis to 

find patterns about users self-present themselves in Tinder. Content analysis as a research methodology 

includes coding of categories and interpretation of, commonly text materials (Krippendorff, 2018). Text 

materials in this context do not have to be exclusively literary text, but images, videos etc. (Krippendorff, 

2018). Quantitative content analysis is particularly good at observing the frequency and space in media 

content while qualitative content analysis is useful to understand a phenomenon deeper, hence the 

increasing the validity of the research. We seek to answer how the users on Tinder self-present themselves 

and not why, hence meaning that this study is not looking to answer the deeper meaning of the motives for 

self-presentation. Since this study is looking at Tinder profiles, a quantitative method such as content 

analysis is suitable to answer the research questions. If we would have looked at why the user is self-

representing themselves in a certain way, deep interview as the methodology would have been more suitable.  

Content analysis according to Krippendorff (2018), have commonly six steps that define the procedures of 

this methodology which we tend to follow in this study. The first step is the design, where the analyst 

defines the context and what they seek to answer. The second step involves the decision of the units of 

analysis, as, for an instance, sample units makes it possible to draw representative samples from a population 

of obtainable data. The third step is the sampling, where there is a need to undo the statistical biases that 

are inherited in the material to be analyzed and too determined if the samples are representative for the 

answer. The fourth step is the coding, which is the step to describe the recording units or classify them in 

categories. This can be accomplished by instructions to coders to be trained or computer coding. While 

human coders are unreliable there need to be an agreement in how to define the categories etc. hence this 

means that it is almost necessary to have at least two independent coders. Computer coding has more 

reliability but needs coding which takes time and it sacrifices the meaningfulness in the text. The fifth step is 

to draw inferences, which is the most essential phase of content analysis. The analyst makes a conclusion 

of the codes related to the phenomenon, for example, the frequency of a certain variable. The sixth and last 

step is the validity of the content analysis. Here it is important to look back the research question to see if 

the study is answering what it seeks to answer, for example, in this case, does the method answer the 
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research question about self-presentation on Tinder and the differences in gender, if we are using accurate 

variables, sample etc. (Krippendorff, 2018) 

3.2 Methodological problems 

One of the problems with using quantitative content analysis as a method is that some variables might be 

coded differently in the analysis process, as it is two persons that are doing the coding and not a computer. 

Another problem is that there are no statistics up to date that displays the population of Swedish Tinder 

users, hence meaning that the result from the sample used in this study might not be representative for the 

population as it is likely to small. This study should be seen as a start for another study in a larger scale and it 

will be discussed more in the chapter about future research on how to develop this study on a larger scale.  

3.3 Units of analysis, population and sample 

In social science research, generalizability is an important objective to consider which is the ability to 

generalize the specific sample to the general population (White & March, 2006). In a non-stratified 

population, the ideal sample of content analysis is to have a random sampling which is the probability of 

unit of analysis being collected are the same. However, we as researchers cannot do this through Tinder as it 

requires money and is time consuming to get a random sample. Therefore, the other option is to get the 

sample as random as possible, but it should be cost-effective and less time-consuming. This study will 

instead use non-probability sampling, which is a sampling technique were the researcher do not choose 

participants (Etikan et al., 2016), in this case, Tinder’s algorithms make the selection which users will appear 

for the researcher to be able to collect the samples. Although the individuals in the population do not have 

an equal chance of being selected, it is nothing we can do about it. The sample for this study will be two 

hundred profiles on Tinder, the users will be divided between hundred men and hundred women. 

Screenshots will be taken on all profiles and the screenshots will be decoded and analyzed by using SPSS 

afterwards.  

 

Individual users can have a minimum of one photo to a maximum of nine photos, because of the time limit, 

this study will only look at the first profile picture from all the different users. Tinder presents the profiles 

one at a time according to user-oriented filters which becomes a problem for the sampling in this study. This 

is because of the settings and the algorithm will influence what types of profiles that appears which is out of 

the researcher’s control (David & Cambre, 2016). The span ages that will be studied is between 18-24 

because according to Statista (2018) that is the age range of Tinder’s most active users, with a 35 % active 

usage in the U.S. Therefore, since there is no report that has been published regarding the active usage in 

Sweden, we uses the statistics that were conducted in the U.S. 
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The users that will be studied is heterosexual men and women and will be in the range of 161 km by 

proximate location, we as researchers are located in Karlstad, so the sample will be collected from there. 

This is because the maximum range settings Tinder allows an individual profile to have. Because there are 

two researchers for this study, two new accounts will be made of respective gender and will not be 

connected to the researchers’ private life. The units of analysis for the Tinder profiles involves the images of 

the users, their textual descriptions, choose of the anthem (music), Spotify list and Instagram image feed. To 

get this sample without the ability to access Tinder’s data, the researchers have to screenshot every Tinder 

profiles that are visible. It will be difficult to say how many people are in our population, since there is no 

information on how many users there are in Karlstad, Sweden, and the surrounding area, it is important to 

keep in mind.  

Tinder collects the data of the profiles an individual dislike or likes to customize the profiles that are 

shown to increase the match rating. The algorithm of Tinder is, therefore, a problem for this study, as it is 

something out of the analyst’s control. This study will investigate the first photographs that are displayed on 

respective Tinder profiles. 

One of the criteria that applies to the selection of analysis units is that it should be a profile with the first 

image of a person or more than one person. Profiles whose accounts only have an image that is not a person 

on, will therefore not be used in this study. The reason is that this study looks at how the users self-present 

themselves through images and if it is only one picture of something black, a dog or a car etc. that user is 

then not suitable for this study. 

3.4 Data collection and procedure 

According to White & March (2006), the most important with data collection is that it can either provide an 

answer to research question or hypothesis. Another important aspect is that they convey a message from a 

sender to a receiver. In this study, we are investigating texts which include both visual images and textual 

linguistics. Krippendorff’s (2018) definition as stated earlier expands texts to include other meaningful 

matter. For example, visual images can convey more than one messages to the receiver and are often 

combined with text. For this study, both visual images and textual description will be collected as the data.  

To collect the data on Tinder we created two new fake accounts on Facebook, to be able to  create two new 

accounts on Tinder, one as a man and one as a woman. The reason behind why two new accounts were 

created is because of Tinder’s algorithms, so they would not know and have not mapped the preference of 

new profiles which makes it more randomized in terms of profiles that will appear. The two profiles are 

used to collect two hundred Tinder profiles, as stated earlier, one hundred of the respective gender. To not 

be subjective regarding the profiles that appears, one screenshot was taken and then a swipe to the left on 
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every individual profile, so that Tinder cannot map the profiles preference. As stated earlier, by swiping left, 

the user indicates to not want to match with the other person and therefore have any chance to seek any 

contact with the user. By swiping left, we ensured that the number of likes a person can give per day were 

not exceeded (Tinder, n.d). The analysis units were collected through the screenshots for analysis in the 

SPSS analytic. The researchers took screenshots on the first photograph and the textual description of each 

individual Tinder profile. The result will be presented in cross tables in the chapter 4 which is about the 

result and will be analyzed from the cross tables.  

 Under each table there is a comment about the variables significance and also association depending 

if it is a two-way table, also known as contingency table, or tables that is larger than 2x2. For table that is 2x2 

we use Pearson’s chi-square test to determine how likely the observed distribution of the variable is due to 

chance (Djurfeldt et al., 2010). The value of the chi-square range between 0 and 1. The conditions to use 

Chi-square test for independence is when the method is a simple random sampling, the variable is 

categorical and the expected frequency of each cell of the  table is at least 5 in a two-way table. If the 

assumptions is violated, then Fisher’s exact test will be used for a contingency table as it is common to use. 

For tables with more rows or columns than 2x2, Cramer’s V was used to determine the variables strength of 

association in relation to each other after chi-square has determined the significance. To interpret the values 

of Pearson’s chi-square (denoted p) any value that is p ≤ 0.05 is significance in this study because we will 

use 0.05 as a threshold, which means that there is a dependency between the variables, for example how the 

user is dressed is dependent on gender (Djurfeldt et al., 2010). If p > 0.05 then the variable is not statistically 

significant and is independent from each other, meaning as an example that the variable is not dependent on 

gender in this case. Cramer’s V (denoted ϕ) has a value range between 0 < ϕ < 1 and can be interpret as: no 

association if  ϕ  = 0, weak if 0.25 > ϕ, moderate if 0.25 < ϕ  < 0.75, strong if 0.75 < ϕ and perfectly 

associated if ϕ = 1. Cramer’s V displays the strength connection between variable A and variable B, Chi-

square test displays if the finding is statistically significant or not. 

3.5 Operalization of variables  

The purpose of operationalization of variables is to define variables into measurable factors which makes 

less room for interpretation (Ekström & Larsson, 2010). The process of operationalization defines vague 

variables which allows them to be measured. Through the literature review earlier, this study uses some 

earlier variables about self-presentation in photographs that have already been tested, while some other 

variables with a focus on the textual self-description were created to contribute with new knowledge 

regarding self-presentation in online dating environment and to fill the gap. Why those variables are relevant 

to understand online dating is because they are also a way of self-presentation. The variable of emojis, for 

example, the user can use different emojis in theirs textual description to describe what they like to do on 
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their spare time, with the use of any exercise emoji, or using any books which can be interpreted as they like 

to read or that they are students. A user that like to eat food or drink alcohol could use emojis for food or 

alcohol. Of course, the emojis could be misinterpreted by the users, but it is still an important variable as the 

users are explaining something about themselves. How third-party anthem as social media is connected with 

online dating and self-presentation is because it becomes an extended presentation of themselves that can 

show what they have for interests depending on what type of pictures they have on their account. When the 

user writes in his description what kind of partner they are looking for, it can set a type of standard for 

which the user wants to show interest by swiping right on that person. The same applies to personal traits 

where the users presents themselves in different ways with the different personality traits they have. If a user 

describes himself by mentioning shy in his description, it may help other users choose to contact or not 

make contact depending on how the personality trait is received by the other person and that is the reasons 

behind why these variables are important for this study.  

All variables are important to be able to answer the research questions of this study. This is because we can 

see that the earlier researches tend to focus on the inaccuracy, deception and lies in self-description, 

however, this study also focuses on self-description related to activity, such as hobbies, professions, tastes, 

etc. which differs from earlier research. As we can see that these variables have not had much attention in 

studies related to self-presentation in an online dating environment. Down below we present variables and 

their importance to answering the research question. See Appendix 1 for a better understanding of the 

variables. The variables 2 - 13 answers the questions “How do young people self-present on the dating app 

tinder?” and by connecting all variables to the gender variable, it answers the question “Are there gender 

differences in how tinder user self-present themselves?”  

 

V1. Which gender does the user have? 

This variable is important for this study because one of the research questions is to compare men and 

women with each other to see differences in how they self-represent themselves.  

      

V2. What behavior can be found in the photograph? 

This variable is important as Kapidzic and Herring (2014) suggest that behavior in definitions of gaze and 

posture does influence the selection of profile photograph as a self-presentation strategy, which is why this 

study will also be looking at this variable as it might show that there are significant differences in gazing 

between men and women. 
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V3. How is the user dressed?  

This variable is relevant as it will answer how they dress. Here patterns regarding body exposures of both 

genders can be found through this variable. This variable uses the dress code adaptation from Kapidzic and 

Herring’s (2014) study. 

 

V4. Is the user alone or interacting with other people?  

It is relevant to see if the user is alone or have company on the profile picture, because the user may want to 

show if he or she is popular. It is more important among women to meet a man that has a higher social 

status than it is for the men (Hancock & Toma, 2009).  

 

V5. Does the user have a textual description?  

This variable is relevant because it is more important for women if the men has a textual description about 

them self, in a comparison between them. Also, to see if it is in line with the research from David and 

Cambre (2016) where they state that it is more common to not have any textual description then have it.  

 

V6. Does the user refer to at least one interest in their textual description?  

This variable is important as the earlier study by Toma et al. (2008) has shown that this variable is present in 

several of the online dating profiles that the participants in their study had. Therefore, with this variable, this 

study can see whether there is a difference in how gender refers to interest on Tinder. 

 

V7. Does the user use emojis in their textual description?  

If the user chooses to not only have text but also is using emojis, or if the user only is using emojis, to use 

emojis in text or not to describe themselves with text and only use emojis is part of self-presentation.   

 

V8. Does the user specify any professions? 
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It is relevant to see if there are more common for men or women to enter their job and education because 

the earlier studies show that males do not prefer if females have a higher education then themselves (Hitsch 

et al. 2005). This variable helps in understanding self-presenting professions patterns for both genders which 

can be found in the textual description.   

 

V9. Does the user refer to any taste in their description?  

It is interesting to see if the user has been writing anything about what they like or prefer, if they like cats 

over dogs or if they Fortnite over Counter-Strike etc. Because what the user is revealing is a part of the self-

presentation online.  

 

V10. Does the user specify their height in the textual description?  

Women that are tall will receive a less amount of messages from men, which makes this variable relevant to 

see if it is common for the users to reveal their height in their textual description (Hitsch et al. 2005).  

 

V11. Does the user refer to their personality traits? 

This variable is important to code as it will tell us if the individuals self-present with their personality traits in 

the textual description. This can display patterns in the frequency of personality traits of both genders.  

 

V12. Does the user write anything about partner preferences?  

This variable is relevant for self-presentation because they present themselves with their preference of 

partner. It is interesting to see if they reveal what type of partner they are searching for in their text 

description.  

 

V13. Does the user refer to any third party application? 

This variable is relevant because users might choose to disclose their use of social media etc. as an extension 

to their self-presentation. A third-party application may be that the users have entered their names on 

different social media or that they have linked their account on Tinder to Instagram. 
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3.6 Code scheme and code instructions 

Since there are two people who are going to code half of the analysis units each, it is important that both of 

them know the differences between how the two decodes the different analysis units, in order to reduce the 

risk of decoding errors,  a code scheme has been made, more information about it is in Appendix 1. The 

variables have been discussed several times and the code schedule has been created to exist as an aid in 

decoding the various analysis units. The variable that deals with how users check and how they are dressed 

involves a greater risk of misinterpretation because it is not possible to answer yes or no to that question, 

but these two have been discussed because we both know how to interpret them before the decoding began. 

In the variable on how the different users look, we also agreed on how we would interpret the people as it is 

very unclear how they look, for example if they close their eyes or wear sunglasses, if they have 

photographed them themselves in a mirror and are looking down on the mobile, it should be coded as 

other. We have also discussed how people's clothing should be decoded, and differences between revealing 

and half dressed. We agreed on how the differences should be decoded, if a person shows many parts of his 

or hers body and the user is not located at a beach, for example, where the idea that you should wear bikini 

or bath shorts, it should be coded as half dressed, while if a user has photographed him or herself lying in a 

bed and the photo has much focused on a naked upper body and face, it will be decoded as revealing 

dressed. When comparing the previously mentioned variables and the variables that are concerned with 

whether there is a textual description in the profile or if the users have mentioned or linked their profile with 

some sort of third party application, it is very easy to decode in a correct way with the that it is possible to 

answer with a yes or no and does not leave as much room for misinterpretation during decoding as the 

earlier variables.  

3.7 Code scheme limitations 

These are the variables we will not code for as it can be time-consuming, complex or not possible for this 

study. However, these variables, means an opportunity for a larger study, which is something that will be 

explained and developed even more in the section about future research, see chapter 6.  

 

3.7.1 Race and ethnicity 

Earlier studies regarding race or ethnicity have showed to be an important variable to consider when it 

comes to self-presentation in online dating environment and offline settings (Kapidzic & Herring, 2014). 

Even if it has shown significant factor to self-presentation, studies done on race and ethnicity regarding 

impression management have not had much attention. From the study conducted by Kapidzic and Herring 

(2014), the results shown that there were significant differences in how users in online dating self-presented 
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themselves through profile photographs. For example, gaze, posture, distance to the camera and how they 

dressed were different in relation to both gender, race and ethnicity (Kapidzic & Herring, 2011; Kapidzic & 

Herring, 2014). The problem with implementing racial or ethnicity identity part of this study as variables is 

that these are complex constructs which might be labelled inaccurately in the results as it is based solidly on 

the physical features of the person (Kapidzic & Herring, 2014). 

 

3.7.2 Age and motives 

Various age has different motives of self-presentation in online dating profiles themselves according to 

Wada et al. (2019) vary depending on age. Earlier studies have shown that younger users present themselves 

with a focus on themselves, career, attractiveness, sexuality, their achievement, while in contrast older 

generation focuses on, for an instance, displaying a positive health status, humor, existing relationships 

(Davis & Fingerman, 2015). On Tinder, users can select an age range of potential partners for those who are 

over the age of 18 to 55+. As the study focuses on the users who are most active on the app, which 

according to a report conducted by Statista (2018) in the U.S are between the age of 18-24 with a 35 % 

active usage.  

 

3.7.3 Gay profiles 

Research regarding gay self-presentation on Tinder has not had much attention at all as Grindr, an app for 

gay men, have been more in focus on this topic (Ranzini & Lutz, 2017). 

This study focuses on heterosexual users which means that collecting data from gay sexual Tinder profiles 

will not be collected in this study. The reason is due to that this study examines the primary users of Tinder, 

which are heterosexual users (MacKee, 2016).  

 

3.7.4 Clothing catalogues and wealth in impression management 

We have in this study chosen not to code for wealth in photographs linked to e.g. accessories, clothing, 

jewelers, items etc. as earlier studies have proven to be unsuccessful as the coding were inconsistent (Gallant 

et al., 2011). Another variable that this study chooses not to code in photographs is their clothing catalogues, 

as a previous pilot study for self-presentation in online photographs conducted by Gallant et al. (2011) 

showed that coding clothing relied on cultural awareness of clothing styles and it is very ambiguous. For 

example, a skirt might be coded worn as formal wear, casual wear or dating wear. Another example is shorts 

and t-shirts, some wear it for casual purposes while others for athletic or dating purposes (Gallant et al., 
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2011). Therefore, we choose not to code for catalogues of clothing due to the time limitation and cultural 

clothing knowledge.  

3.8 Validity 

Krippendorff (2018) describes the validity as the way to see how good quality the research is. In order to 

measure the validity of a study, it is important to check whether what is measured for the study is the most 

relevant and important. Since a coding scheme has been created from the previous research and that the 

variables for the coding scheme and coding instructions subsequently was used to collect data from the 

different profiles at Tinder, which is something that makes this study have a good validity. Because this 

study aims to see how the users on Tinder self-represent themselves and we will be looking at profiles on 

Tinder. Something to keep in mind is that we have taken screenshots of the users’ profiles on Tinder, and 

those screenshots are the analysis units for this study, which has been analyzed. The user can subsequently 

replace their profile pictures or their text without us as a researcher knowing about it, which we believe does 

not affect the result because we analyze how the user presented themselves on their Tinder profile at the 

moment when we took those screenshots. Something more to keep in mind about using content analysis is 

the negative criticism because the methodology depends on the researcher and how they are doing the 

coding, it can be problematic in the sense that it is humans who do the coding and not a computer 

(Krippendorff, 2018).  

3.9 Reliability and inter-agreement 

Eliasson (2010) describes reliability as if it determines whether a study is credible and if anyone other than 

the one who does this study can repeat it and get the same result. To increase the reliability of this study, we 

as researchers were independently trained a week before coding the sample to increase the intercoder 

reliability (Lombard et al., 2002; Krippendorff, 2018). We collected data from ten men and ten women to 

code in SPSS analytics to see if there is an inter-agreement in how we as coders code the variables. This will 

ensure that the coding of the sample will be as accurate as possible as the coding process will most likely 

have to be redefined several times. To start with inter-coder reliability test we created a coding scheme to 

independently code the smaller sample. When the coding scheme was tested, if the frequency of most 

variables does not match in the codebook when comparing by k > 0.8 in SPSS, that means that the coding 

scheme has to be readjusted so that the result gets as close as possible to each other when doing the 

intercoder reliability test (Lombard et al, 2002; Krippendorff, 2018). Cohen’s Kappa is a measurement that 

takes the possibility of agreement occurring by chance into account rather than a simple percentage 

measurement. Cohen (1960) suggested that the kappa value can be interpreted as: values (k) ≤ 0 means no  

agreement, 0.1 - 0.2 is slight agreement to none, 0.21 - 0.4 is fair, 0.41 - 0.6 means moderate, 0.61 - 0.8 is 
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substantial and 0.81 - 1 means almost- or  perfect agreement. Since this study has a codebook, other people 

will be able to interpret the result in an equivalent way that has been done in this study and there are also 

code instructions on how this study should be accomplished.  

 

The first time we tested the inter-agreement of 10 % of the sample, which was twenty profiles, the kappa 

valued was lower than 0.6 for most variables which are not ideal.  We went through the 20 profiles and 

compared our answers so that we could see what we have coded differently or which code that were to 

inaccurate. After that, we changed the codebook and adjusted the code instructions, so that the variables 

were more defined for another inter-agreement test. One of the two variables that we had to go through and 

discuss more briefly was the variable “what behavior does the user have?” which looks at how the user is 

facing the camera in the photo. The other variable that we discussed was the variable of how they were 

dressed and how it should be coded. This time, instead of using the previous profiles, 20 new profiles were 

coded. Inter-rater agreement was reached when most of the variables had a Cohen’s kappa value over 0.8 

and some over 0.6 (see Appendix 2). The disagreement variable social interaction which had k < 0.8 were 

solved through a discussion. The total average Cohen’s Kappa value of all the variables was 0.912, which is 

ideal as it is an almost perfect agreement between how we coded the variables in the smaller sample. 

3.10 Generalisability 

The number of units in the study and which method that has been used is the two factors that determine 

whether a study can be generalized or not (Østbye et al., 2003). Because there is no information about how 

many users on Tinder are based in Karlstad and the surrounding area, it will be difficult to generalize the 

result from the study. If the study would have been larger, in the sense that more profiles would be analyzed 

and by being more dispersed in Sweden it had been possible to generalize the result from the users in 

Sweden. However, since we do not choose which users to study because Tinder makes that selection, it is 

more possible to generalize the result in a comparison, then if we would have chosen those we were 

studying. Through a significant test, it is possible to see certain variables that can be generalized on other 

users than just in this study, which is something that will be done and then presented in the result.  

3.11 Ethical considerations 

It is often debated between researchers if the content that is available on the internet is public or private, but 

also how data that is open to everyone should be managed (Flick, 2016; Markham & Buchanan, 2015). 

Beaulieu and Estalella (2012) describe that it is difficult to use the more traditional guidelines when it comes 

to the ethical aspect. Østbye et al. (2003) states when using individuals in a part of a study, it is important to 

keep in mind the ethical aspects when conducting a study. The ethical considerations to keep in mind for 
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this study is that we created two fake accounts because we wanted to be anonymous on Tinder while 

collecting the data. In order to use Tinder, users’ have logged in through Facebook, when users make an 

account on Facebook, they agree that third parties may use their information. When the users also make an 

account at Tinder, they agree to it once more. In Tinder’s Terms of Service, Tinder are stating that they will 

receive information from the users’ profile on Facebook and  from their profile on Tinder (Tinder, n.d). The 

result of this study is not dependent on presenting images from the profiles, which means no one of the 

users will know they are a part of this study. The idea behind why the users have started to use Tinder is to 

be visible and show themselves to anyone who has Tinder, there would have been a difference if our 

selection was based on a closed group from Facebook. But something to mention is that the researchers 

have opposed the two different terms of service since they have created two fake profiles on the different 

platforms, which of course is not good from an ethical perspective. The only reason why it has become that 

way is for them to be able to investigate this topic and for no other reason. As previously mentioned, the 

researchers could not use their own profiles with Tinder's algorithms and how they control which user the 

users should see. In order to make this study as transparently as possible, fake profiles were created to be 

able to collect the data, but the fake profiles have only been used to collect the data and not to see more 

users after the two hundred analysis units were collected. Lastly, all images will be deleted from the 

researcher’s computers after the study is completed.  

3.12 Gap in online dating research 

A gap that we have found during the time we have been doing the research is that it is not so common for 

the researchers to mention a textual description that the users write about themselves. Maybe it is because of 

the settings and limitations in the other online dating websites or apps that have been investigated and that 

all have different functions for the users to use. One more gap that is missing is the research about gender 

equality in online dating and also more about textual description and emojis through self-presentation.       
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4. Results 

This chapter presents the results of this study in the forms of tables. They are generated through SPSS and are crosstabs between 

various variables with a relation to gender. Crosstabs are tables that show the relationship between two or more variables, which 

suits our study as we want to see the differences between the variables and the gender. The research questions was how does 

Swedish users self-present themselves on online dating and what are the differences between the genders. To answer the research 

questions, we selected variables that was relevant based on the literature review and something to consider when it comes to self-

presentation in online dating environment. This chapter first introduce the results of the variables for the pictures followed by 

variables for the textual description and third-party applications. Each variable is presented with the differences between men 

and women directly in each table. Each table shows a total of two hundred Tinder profiles whereof one hundred are women and 

one hundred are men. Under each table there is a comment about Pearson’s Chi-square test for independence or Cramer’s V for 

the strength association between the variables. 

4.1 Self-presentations in photographs  

The first three tables show how the user self-represent in the photographs. It is through behavior, dress and 

if they are alone or not in the photographs. As stated, the first pictures on Tinder is used as the first 

impression-management tool to present themselves and it is important as an individual profile is rapidly 

examine in the online dating environment (Heino et al., 2010).  

 

Table 4:1:1 - Behavior between and gender. Percentage. 

 

Comment: Cramer’s V = 0.356, approximate significance= 0,000 

The table displays which direction the individuals are looking at by gender and total. As presented, the most 

frequent gaze by either gender is looking at the camera with 38 % which suggest “affiliation” behavior 

(Kapidzic & Herring, 2014). The least frequent value of all the individual profiles was looking down at the 

camera, which suggest that a dominant behavior was not a popular selection of first picture. The table 

displays that it is more common for women than men to look from the side or tilt their head and looking 

down at the camera with a significant margin, suggesting a seductive behavior. Men were more common to 

look away, look at the camera or look with another behavior (sunglasses, looking at their phone in a mirror 

selfie, closed eyes etc.). Since Cramer’s V > 0.25 it means that there is a moderate relationship between all 
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the gazing values and gender and the approximate significance shows there is a statistical significance as p < 

0.05. Which also means that overall gazing behavior in the pictures is dependent on gender and that this is a 

significant finding. 

 

Table 4:1:2 - Distribution of users’ dress behavior. Percentage. 

 

Comment: Cramer’s V = 0,351, approximate significance = 0,000 

The first photograph that the individual users self-presented themselves with were mostly themselves fully 

dressed (81 %). Men displayed more photographs were they are or at least indicate that they are fully dressed 

than women. Women uses more clothes which reveal more skin than usual while only 1 % of the men did. 

Although no women were partially dressed (swimsuits, half-naked, no clothes visible etc.) while 7 % of the 

men presented themselves with swimsuit, bare chested or no clothing visible. Only a 6 % of the profiles had 

a first photograph were only the head was visible and barely no significant gender difference. This is 

statistically significant and Cramer’s V > 0.25 reveals moderate association between the all the dress values 

and gender, which means that how the user is dressed is dependent on gender overall. 

 

Table 4:1:3 - Social in photographs. Percentage. 

 

Comment: Fisher’s exact test = 0,279 

The first photograph of the overall individual profile were mostly of themselves without any social 

interaction with 96 %. The table shows that men choose more first photograph were they interact with 

someone (6 %) than women (2 %).  This variable was not statistically significant in this study. 

4.2 Tables of textual description  

Tables 4:2:1 – 4:2:9 shows the result how the user have been presenting themselves through text in their 

profile. It can be with emojis, professions, interest or partner preferences etc. The users choose how they 
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should present themselves by choosing which text they want to describe about themselves or in other ways 

show how they are like people.  

 

Table 4:2:1 - Distribution of textual description in the profiles. Percentage. 

 

Comment: Pearson’s chi-square = 0.886 

The table shows that there is barely a difference in which both genders describe themselves using a textual 

description in their profile and more than half of the profiles have any kind of description. This includes 

both literary text and emojis and sometimes only emojis are counting as textual description.   

 

Table 4:2:3 - Distribution of emoji usage. Percentage. 

 

Comment: Pearson’s chi-square = 0.404 

Like the previous table, it does not differ so much between men and women if they use emojis in their 

textual description, although there is a difference in how many people use emojis in their description in their 

profile. The men are using at least one emoji with a greater extend with 5 percentage point than women.  

This was not a significant finding as p > 0.05. 

 

Table 4:2:3 - Users who refer to a hobby or interest that they have. Percentage. 

 

Comment: Pearson’s chi-square = 0,841 

This table shows if the users have been describing any interest in their profile, and it is barely any differences 

between the genders. There was only 1 percentage point difference and it leans toward women referring to 

at least one hobby or interest in their textual description. Which is interesting to see because it is a way of 

self-presentation to present with what they interested in or do regularly. 



Emelie Pettersson and Warat Lindström 
 

34 
 

 

Table 4:2:4 - Users that refer to at least a Job. Percentage. 

 

Comment: Pearson’s chi-square = 0,617 

The table shows that it is hardly any differences between men and women and if they have filled in where 

they work or what they work with. It is 3 percentage point difference between the gender with the men that 

are more representative.  

 

Table 4:2:5 - Distribution of users who refer to education. Percentage. 

 

Comment: Pearson’s chi-square = 0,154 

This table shows a difference between men and women if they have filled in any sort of education or the 

name of their education. Men were more frequent than women to mention their education in their profile, 

which is expected according to previous studies. This is not however, a significant finding according to the 

Pearson’s chi-square test for independence. So, the frequency of mentioning education is not dependent by 

gender according to the table. 

 

Table 4:2:6 - Users that refer to any taste. Percentage. 

 

Comment: Pearson’s chi-square = 1 

This table shows if the users have specified any taste in their description, which displays that there were no 

difference between both gender. Most of the users choose not to refer to any taste that they have in their 

profile description. 
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Table 4:2:7 - Users that mentions height. Percentage. 

 

Comment: Pearson’s chi-square = 0,194 

This table shows an interesting result, because there is not so many of both genders that have been writing 

their height in their description, it is 3 % for women and 7 % for men. However, the differences between 

the genders shows there is twice as many men than women who have stated their height in their description.  

      

Table 4:2:8 - Users that specified a personality trait. Percentage. 

 

Comment: Pearson’s chi-square = 0,096 

This table shows that it is more common for the women to write about their personality traits then it is for 

men. There is twice as many women than men that have stated a personality trait in their profile.  

 

Table 4:2:9 - Reference to partner preference in individual profiles. Percentage. 

 

Comment: Fisher’s exact test = 0,065 

This table shows differences between men and women and if they have written what kind of partner it is 

that they are looking for on the app. Only 1% of men have stated in the description and 7% of women have 

it. It is interesting that there is difference between the genders who presents a partner preference, however 

this was not a significant difference.  

4.3 Using third party application as self-presentation 

Tables 4:3:1 – 4:3:3 shows how the users are presenting themselves with the use of third-party application, 

such as social media. Either by connecting their account on Tinder to Instagram or Spotify, or writing their 

username of one or more of their social media accounts in their textual description. How the use of third 
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party application is self-presentation is because the user decide what more he or she wants to reveal about 

themselves, if they link their Instagram account they might reveal more about themselves, because they 

might have more images of something they like, maybe the nature or shopping etc. How third party 

application can be a type of self-presentation is because it shows already in the profile what the different 

users are interested in. If a user has linked their Spotify with Tinder then the user who has the choice to 

swipe right or left, the chance to see what the person has for music style, music style can say quite a bit 

about what interest a person has. By allowing users to connect their Instagram with their account, the 

person can see which pictures the user has in their account. If the person has many pictures of friends or 

nature pictures, it reveals very much about how a person is, of course it can also be a frontstage. 

 

Table 4:3:1 - Users that refer to any third-party application. Percentage. 

 

Comment: Pearson’s chi-square = 0.228 

It is more common among women that they have written about another social media channel that they use. 

It is almost the double amount of the women that have been writing about it. As p = 0.228 it means that 

this is not a significant finding and users that refer to third party application is not dependent by gender. 

      

Table 4:3.2 - User connected to Spotify. Percentage. 

 

Comment: Pearson’s chi-square = 1 

There was also no difference where Spotify list were presented in the profiles regardless of gender. Spotify 

list were present in less than 10 % of the profiles as the table displays, which suggests that men or women 

tended to not include their top Spotify list. Users who present themselves with Spotify list is not connected 

to gender. As the results were the same between the gender it means that this was not a significant finding. 
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Table 4:3:3 - Individual users that uses anthem. Percentage.  

 

Comment: Pearson's chi-square = 0,707 

Most users did not choose to include an anthem in their profile. There was slight difference between men 

and women, were anthem was present according to the table. Anthem was more present in the men’s 

profile. 

Table 4:3:4 - Individual users connected to Instagram. Percentage.  

 

Comment: Cramer’s V = 0,101, approximate significance = 0,154 

It differs between men and women in whether they have linked their Tinder with their Instagram account or 

not. The table displays a 8 % difference between connecting to Instagram between the two gender, which 

means that women connects their Instagram approximately 47 % more than men. Looking at all the 

individual users, it is around one in five of all analysis units that have linked Instagram with Tinder.  
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5. Analysis and Discussion 

This section will be about the analysis and discussion from the result, and it will be linked to the theory chapter and the previous 

research. The entire analysis is divided into four different categories, where dress and personality are from the beginning. The 

second part is about self-presentation through textual description and the third part is about third party application and the last 

one is about gender equality and self-presentation.  

 

5.1 Goffman’s dramaturgical theory 

Goffman’s theory about the presentation of the everyday self also known as the dramaturgical theory in 

which the author uses the imaginary of the theatre to explain human social interaction, has been meaningful 

to understand the variables and the result in this study. Through this theory we can understand how the 

“front-stage” and “backstage” of the performance is controlled to prevent the audiences from seeing a 

performance that is not addressing them (Goffman, 1956). The result of this study can be understood 

through our understanding of Goffman’s dramaturgical theory as it explains various impression 

management tools that the users in the online dating environment such as Tinder uses to convey an 

attractive image of themselves to potential partner etc. However, the theory also explains that this is just a 

front stage and there is a backstage to their presentation, in which the users try to conceal to outsiders. The 

theory suggests that the users on Tinder might be acting out of acceptance of socialized norms to attract 

potential partners etc. while in the backstage they might act or think differently (Goffman, 1956). Based on 

Goffman’s theory and the literature review, we do not know the Tinder users’ real motives, their 

exaggerations, lies etc. as most of them want to put themselves in a preferable spot which is something to 

keep in mind when analyzing and discussing the results. 

5.2 Self-presentation through photography 

Through understanding of Goffman’s self-presentation theory, this is the “front-stage” of the individual 

users, where they perform. Looking at the pictures first, the results displayed a overall significant difference 

between which direction the user was gazing.  Most users tended to choose pictures were they were looking 

straight into the camera. Which was also the most frequent gaze direction women and men tended to do in 

the picture. This gaze direction of the men and women is suggested by Kress and Van Leeuwen (1996) as 

the individual is perceived as “demanding” or “affiliating”. Which suggest an invitation to friendship by 

looking at the viewer (Kapidzic & Herring, 2014). Men profiles had pictures in which they were looking 

straight in the camera or considerably looking away more than women, which was also correspond to the 

earlier result from the study by Kapidzic and Herring (2014). Although there was more men than women 

that looked at the camera in comparison to previous study results, which is interesting as looking at the 
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camera was one of the least frequent value for both men and women in earlier study. In their study men 

were also found to be looking down more frequently than women, which is the opposite found in this study, 

as women looked more down at the camera than men. This means that women tended to display more 

demand/submission behavior than men, which is interesting as it was the other way around in earlier study. 

Women posted considerably more pictures where they were looking at the camera sideways or with tilted 

head more than men, suggesting a seductive behavior which was corresponding to earlier studies. Overall 

there was a significant difference between how the users gaze which is also depending on gender according 

to the table shown in the result. 

 

The results displayed that the overall users were fully dressed, although there were also a overall significant 

difference in how they dressed themselves between the genders. As previous findings in earlier research men 

were more fully dressed than women even if it was the most frequent of dress for both genders. However, 

there were more women that were fully dressed as previous study by Kapidzic and Herring (2014) and fewer 

that were revealing or partially dressed. Men used more partial dressed pictures as first presentation in 

present study than women which correspond to earlier study results that men choose more partial dressed 

pictures than women. We can assume why men choose more partial dressed pictures as first picture than 

women might be because as Toma and Hancock (2010) stated that toned guys receive more message from 

girls. Women were significant more revealing dressed than men which is in relation to body or skin 

exposure. As earlier findings and magazine advertisement observations by Goffman (1956) on how women 

men are presented, it seems like girls on Tinder are still receiving this societal norm that women should be 

more submissive and sexually alluring (Kapidzic & Herring, 2014). However, since there are a less amount 

of women that had revealing clothes than earlier studies according to the result of this study, it seems like 

this norm of women have to look submissive or sexually alluring has declined which might be due to several 

reasons such as political movements, media, the different dating app environment or the cultural differences 

between the US and Sweden etc. As it stated earlier that Sweden is ranked as one of the top gender equality 

countries, which might influence how women choose pictures of themselves when presenting on Tinder 

(Sweden.se). Although, what we do not know is how the individual users dresses themselves on the other 

pictures since this study is examining the first picture presented. So, drawing a conclusion based on the first 

picture of individual profiles is not valid in a larger scale when it comes to this variable but this is what the 

result shows as it is the first thing that is presented to the viewer which we are investigating. However, as the 

results shows, there are several values in this study that parallels to the results in earlier research by, for an 

instance, Kapidzic and Herring (2014). This means that these gender stereotypes still exist on dating apps 

such as Tinder even though the present result shows a declining in some of these stereotypical values in the 

variables since earlier studies such the amount of as women are looking sideways or with tilted head or how 
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they dress. As stated, the frontstage is (Tinder profiles in this case) where the individual performs, by using 

various impression management tools and methods to persuade an image of themselves to the audience 

(Goffman, 1956). The result shows that these impression management strategies from earlier studies still 

exists as several values parallels with previous study. Based on Goffman’s observations, this his might be 

because individual Tinder users choose pictures of them for self-presentation that suits their message to the 

audience (Kapidzic & Herring, 2014; Goffman, 1956; Ward, 2016; Ellison et al., 2006).  

One variable that we wanted to investigate that has not had much attention in earlier research that is part of 

self-presentation was if they choose to present themselves with family, friends etc. This would reveal if they 

present themselves with social interaction, showing part of their social life as an impression management 

tool. The result displays that social interaction overall was not present most of the time, at least as the first 

picture that the total user chooses to present themselves with. However, there were a gender difference as 

men posted a picture where they interact with someone three times more than women. According to 

Fisher’s exact test presented in the result, this was not a significant finding since it was not a significant 

gender difference. The majority of all the users had a first picture where they were alone and in the center of 

attention. We do not know whether the individuals have pictures with friends, family etc. on their other 

pictures, but the first picture is about focusing on presenting themselves. 

5.2 Self-presentation through textual description 

According to the result for this study, it is more common to have a textual description in their profile, for 

the users on Tinder, which is not consistent with the earlier research made by David and Cambre (2016) 

which stated that it was more common among the users on Tinder to not use any textual description. We 

cannot know the reason behind why the users have a description of themselves, only know that they have it. 

But it is an interesting finding because it does not agree with the previous research, as stated above. One of 

the reasons why, could be that previous studies are focused on users in English speaking environment and 

this in Sweden which can be a reason to there is a difference. Even that study has been made three years ago 

can also have a significance.  There is almost no differences between men and women and their use of a 

textual description. In this study, emojis counts as a textual description as well, and there is a differences 

between men and women and their use of emojis, men tend to use emojis more often than the women, but 

this study do not look on how many emojis each user are using in their textual description. If it is more 

common among women to use more emojis when they are using them. Because men tend to not think that 

it is so interesting with a textual description when they are looking at a woman's profile, it is more than half 

of the women who have a textual description in their profile. The women feel it is equal about images and 

textual description from the men's profiles (Hitsch et al., 2012). Men are at least using one emoji in their 

textual description in a greater extent then the women. Something to keep in mind, is that this study only 
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can see that it is more men on Tinder that are using emojis, not if the women that are using emojis uses 

several more emojis in their textual description than men does. Chapetta and Bard (2016) have described 

that it is more common in online dating that people's interest is something that reveals faster in online 

dating than if the people had met for the first time, without having any contact online before. In this study, 

the result from the content analysis showed that it is not so many of the users that have been revealing their 

interest through their own textual description (Hitsch et al., 2010). It is more common for men to reveal 

their job and their education, with education as the most popular to specify, in a comparison with the 

women. It is in line with the previous research from Hitsch et al. (2005) which shows that men do not want 

women with a higher education than themselves. According to Hitsch et al. (2010) women tend to prefer 

men that has a high social status, which may also be one of the reasons why it is more common among the 

men to enter their professions, it may be a way for them to show off and gain popularity among women. 

And the previous stereotype among men and women, remains.  

It is the same amount of men and women that have stated their taste in their textual description. It is a way 

of self-presentation as they are showing a potential partner what type of taste they have, even before they 

even have met or have had a first contact with each other yet. It is a form of interest as well because it says 

very much about a person if they have written out what taste they have and what they prefer. It is also self-

presentation, because the user can decide themselves how he or she wants to be received.  

Since Tinder does not offer users the opportunity to filter users according to their own preferences 

regarding height, users write their height in their textual description and height is also one of the variables in 

this study. Although in this study's results not so many users are writing their height, the result still shows 

that it is more common among men to write out their height. The result shows that there are not so many 

users who have written their height in their textual description, but shows that the result among those who 

write their height in their textual description shows that it is more common for men to write their height 

than it is among the women. The men account for more than half of the profiles that have specified height. 

It is an interesting result, given that already in an early 2000s, Hitsch et al. (2005) wrote that women who are 

tall and are using online dating receive a fewer number of mails from men, in comparison with women who 

are under 5'5. A thought that has arisen is if men and women have stopped caring about how tall a future 

partner or if it is something that the users are starting to chat about after the first contact has occurred 

between the users, and therefore it is not so important to write it in their description.   

When it comes to whether the users at Tinder have indicated which personality traits they are looking for, it 

is more common among the women that it is something that they have stated. Thus, it is more than twice 

the number of women who have indicated it, in comparison with the men. In relation to Goffman's and his 

theories, with have the user are on and off the scene (Tinder, n.d), these people have written out something 

that reveals how they are as a person, who then perhaps mislead from his theory, or it shows that what he 
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writes is actually true. Because this is a quantitative study that finds out how the users are self-presenting 

themselves and not why they do it, it is difficult to say why the users have chosen to self-present themselves 

in a certain way. But since these people themselves have chosen to write how they are as a person, we can 

assume that what they have written about actually matches, so it does not differ between the person who is 

on or off the stage, but has already revealed in their profile how they are as a person.  

We have also checked whether the users indicate any type of preference for future partners, which the 

women are also over-represented here. Although there are not so many in numbers that have stated it, there 

are many more than twice the number of women than men who have indicated it. A thought that arises is 

that the user then knows what the person wants and what it uses Tinder for. That person is very clear 

already in the description of what reason he or she uses the app for and that the other person who gets up 

the user already there and then can choose whether he or she wants to be matched with the person or not. 

Since previous discussions about users and interests, an interesting thought has now emerged when users 

and if they have entered partner preference in their text description should be analyzed and see if there is 

any similarity in number and percent, by specifying their partner preference. There is no clear connection 

between these two variables, since partner preference is over-represented among women, with more than 

twice as many women who have stated it in their profile and only 1% of men have written something about 

it. Like what Chapetta and Barth (2016) have written about that interests are revealed more quickly through 

online dating than when the first meeting takes place in real life, so there will be similarities here, that for 

these people, they have already revealed in their profile what it uses Tinder to. However, it is not possible to 

see any correlations between the variables of interest and partner preferences, as it was about the same 

number of men as women who indicated interest in their text description. 

5.3 Third party applications and self-presentation 

As stated earlier in the method, we wanted to investigate if the users are using or referring to third party 

application (Instagram, Snapchat, Facebook, Twitter etc.), which is a variable that has not had much 

attention when it comes to self-presentation in the online dating environment. What this variable shows, is 

their social media usage outside Tinder and since the user can connect their Instagram picture feed to their 

Tinder profiles, this might influence picture or textual description selection of the individual as they feel like 

they do not need to present themselves with more information about themselves as pictures presents 

information about a person. These Instagram pictures are a part of the users’ self-presentation on Tinder 

but they also show that the individual user want to present themselves by referring to other third parties 

such as social media or connect their Instagram to Tinder. The overall users do not refer or connect to 

Instagram according to the present result. Which might be due to that they do not want to show their 

Instagram feed for various reasons or that they do not have an Instagram account. The reasons could, for 
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instance, be that they do not feel to reveal their Instagram feed to strangers or that they want to separate 

Tinder and their social media. Although, for those users where Instagram or referring social media is 

present, the results reveals that women connects to their Instagram or refer to any social media more than 

men. There are no clear assumptions to be made for the statistics shown since previous study regarding 

gender usage of social media is mixed between the gender (Herring & Kapidzic, 2015). We can only assume 

that women tend to refer to social media (such as Instagram, snapchat etc.) on Tinder more than men by 

looking at the results. This shows that women are generally more open to share their social media than men 

on dating apps like Tinder, although we do not know why. There was not significant finding between gender 

differences in the variable according to the test for independency. 

5.4 Gender equality in Sweden and stereotypes 

In relation to Goffman's theory, Tinder is the front-stage where it can be that the users present themselves 

in the way that they want to show themselves on, and not how they are, to fit in with the norm that exists in 

society today and show off in this way that men and women should present themselves to fit in. A thought 

that has arisen by analyzing the result is if the users themselves have been influenced by how Tinder 

presents their users via their website and social media that are in line with the stereotypical people. 

As Duguay (2016) previously described, Tinder presents their users in a stereotypical way, which also 

corresponds to how the users in this study have self-presented themselves. Although Sweden is one of the 

world's most equal countries, as previously mentioned, we still see that there are stereotypical behaviors in 

how men and women portray themselves on Tinder. Like what Sweden.se writes about gender equality in 

Sweden, there is still much to work with before it could be said that Sweden is completely equal, since the 

typical stereotypes are still in Sweden. 

It is interesting to speculate if it is of any importance that Tinder himself has set a kind of norm on how the 

users should be in their app, or if it is just a coincidence. Tinder's users may not even have been on Tinder's 

social media or their website and read about other users' sunshine stories and therefore have not been 

influenced by how they should present themselves. 
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6. Conclusion 

In this coming chapter, a conclusion of the result and the study will be presented and will also be answering the research 

questions for this study.  

 

Going back to the research questions, this study seeks to answer: 

RQ1: How do young adults self-present on the dating app tinder? 

In the photographs young adults present themselves with various gaze and how they dress, however it 

seems that it is common for the individual users to look directly into the camera (affiliation), and also wear 

clothes that does not reveal much skin as most of them were fully dressed. The least frequent value for gaze 

was looking down (demand/submission) at the camera and for dress was partially (Swimsuit, bare chest, no 

clothes visible) dressed. The first photograph of the users is overall about presenting themselves without any 

social interaction. Another interesting finding that we found is that overall young adult users on Tinder seem 

to not like to present themselves with much information regarding themselves in the textual description, as 

there were several of variables that is relevant to self-presentation that was not present or did not fit their 

description. It seems the user did not want to reveal too much information about themselves or that they try 

write something that is not as formal such as jokes, pick-up lines etc. Most of the user were not connected 

to Instagram or referred to any social media. 

 

RQ2: Are there gender differences in how tinder user self-present themselves? 

One of the things this study has found, was several similarities between the earlier studies about gendered 

self-presentation in online dating environment but also some differences, which we assume can be due to 

different cultural norms between users in Sweden and other countries, different norms when it comes to 

Tinder dating environment and other dating environment, age etc. While we believe that these similarities 

might be done unconsciously as stated by Kapidzic and Herring (2014), this shows a gendered front-stage 

difference between men and women, for an instance, that women are gazing from the side or have their 

heads tilted more frequent than men, that men are looking away more frequent than women. Women were 

more revealing in how they dress by showing of more skin than normal, while men were more partially 

dressed. The significant variables that we found through the result which was also one of the significant 

findings previous study was the gendered gazing and dress in pictures, which do reflect norms in western 

society. There was not a significant difference in how the genders present themselves in the textual 

description as there was not much variation or if they were connected to Spotify or Instagram, although 

more women were considerably connected to Instagram than men. The results and discussions revealed that 
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there is a gendered frontstage in online dating environment between men and women as previous research 

suggest and that stereotypes still exists.  
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7. Future research 

This chapter is about how this study could be broadened and some variables that could be an opportunity to explore in a future 

research. 

 

It is possible to look at this work as a good foundation for a larger study, it is possible to deepen and build 

on this work in different ways, by making it more profound for example. Given the limitation of time, we 

have not done the work as deeply as we would have wanting it to be. It would have been interesting to 

combine the quantitative content analysis that has been made in this study, with more qualitative in-depth 

interviews, in order not only to know how the users presents themselves on Tinder but also why them 

presents themselves in the way they are doing it. During the work we have seen that there is not so much 

study on online dating and the use on emojis, many previous studies have been more focused on appearance 

and the like and not at all as much on text description by users. It would have been interesting to do a 

similar study again but then implement it on other online dating apps than just Tinder, to compare the 

various variables that have been used in this work with Tinder even on other dating apps. To see if the users 

of the various online dating apps are making themselves the same or different from the different apps, and 

to see if there is something that indicates what is the difference between the apps, differences in as for what 

purpose the app is for and what purpose the users use the app for.  

And to broaden the essay even more, also to see how users present themselves on Facebook, and if in some 

way and how it would be possible to see how users on Facebook portray themselves on Tinder or the like, 

just to see if there is a difference between how users make themselves on the different platforms. Another 

suggestion on how to develop this essay is to take a larger sample of analysis units, because of time 

constraints, it is only two hundred analysis units that have been analyzed, for a larger study it would have 

been interesting to see a larger selection and how the result would then be with all of them. Since the 

researchers for this essay lives in Karlstad, Sweden, which is a medium-sized city and that the users are in 

Karlstad, Sweden, and the surrounding area, it would have been interesting to see how users who are not 

living Karlstad, Sweden, are self-presenting themselves, but also to be able to compare users from a small 

place in the midlands with, for example, users in Stockholm, Sweden, to see if there is any difference 

between them. It would also be interesting in a larger essay to see differences between age groups and to 

examine users who are not only between the age of 18-24 but also between users who are 55+. 

 

The limitations of this study are another studies opportunity to investigate in a future research as they are 

significant variable to consider when it comes to self-presentation in online dating environment which is 
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related to pictures. The variable facial expression in social interactions is significant when it comes to self-

presentation as it communicates signs to the receiver as mentioned earlier (Goffman, 1956). There are few 

studies regarding online dating and self-presentation that coded this variable, however this study does not 

code for this variable as earlier studies have shown that this variable is problematic as it is difficult to 

interpret (see, e.g., Gallant et al., 2011). Which made us make the decision not to code for that variable, but 

if we would have had more time to spend on this essay it would have been interesting to see what the most 

common facial expression is among the users but also differences between men and women. Body language 

in face-to-face communication and in photographs is an important variable to consider when it comes to 

self-presentation (Goffman, 1956). However, as with facial expression it is a complex variable that require 

knowledge regarding body language which is difficult to interpret, hence it is a limitation for this study but 

something that can be studied in future research. 

Earlier studies on profile photographs in dating communities have shown that physical appearance is 

important when it comes to online dating and it is central in self-presentation in online dating community 

(Hancock & Toma, 2009; Kapidzic & Herring, 2015). Research suggest that physical attractiveness vary in 

importance for males and females (Hancock & Toma, 2009). Studies shows that men seek for physical 

attributes and youth meanwhile women seek social status and the ability to provide them. This does not 

exclude that physical appearance is not important for either gender in online dating, although the difference 

is that men put a greater value on physical appearance than women do (Hancock & Toma, 2009). A study 

conducted by Whitty (2008) shows that users have a tendency to strategically put their best-looking photos 

to enhance their physical attributes. This seemed especially important for women, as they tend to choose 

“glamour shots” to self-present themselves (Kapidzic & Herring, 2015). Although, it becomes important to 

look at physical appearance in the Tinder profiles photos, this is a variable that will be very time-consuming 

we choose not to include this in this study. This is because past research uses independent judges when 

scoring this variable as judging attractiveness is subjective. This would be a variable that would be interesting 

to further investigate in future research.  

 It would also be interesting to broaden this study by including more countries and cities, and also to 

compare Sweden with other countries within Europe and also outside of Europe, but also to compare a 

small town in Sweden with a city in another country that has as many residents to see if there is a difference 

between the users and how they represent themselves. 

To add one last thought about future research, it would also be interesting to see what the result would be if 

this study were to be done once more, though in ten years, to see if there are differences between the sexes 

and what the different differences are, and whether they have been strengthened or declined during these 

ten years. Or if there are no differences between the gender. 



Emelie Pettersson and Warat Lindström 
 

48 
 

7.1 Criticism of the study 

One of the criticisms of the study is that this study is looking mostly at variables that is related to description 

while we only had three variables that were related to photographs. It would better to have more variables 

that were related to the photographs as they will mostly likely be more present, such as easier facial 

expression e.g. smiling, looking serious etc. Another criticism is that we did not code for people who were 

looking at their phone while taking a mirror selfie and coded it as other because this form of gazing 

appeared more frequently the further we coded the pictures. And last criticism is that we did not have all the 

variables that could be coded as self-presentation, however, since there are a lot of variables that is related to 

self-presentation in photographs  and textual description it becomes quite impossible to code for all 

variables that can appear.   
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 8. Society and professional life 

This chapter is how this study is important for society and professional life.  

 

This study can be used to understand much more than how men and women are self-presenting themselves 

in online dating and the differences between them. In our current society gender is a trending topic and 

understanding how different gender present their online identity in relation to online dating environment is 

something that gives society a better understanding of this phenomenon. The result of conclusions of this 

study gives us a better insight for peoples self-presentation in digital environment, what the differences are 

and assumptions and why that might be the reason according to previous research.  

Because we have studied a front stage that shows that there is a difference between the genders and how 

they present themselves on online dating, something that can then be expected to be that there are many of 

other places that are also gendered. This knowledge is not only important in online dating but also in other 

spheres, as it would probably be possible to see these differences in politics, sports associations and in 

workplaces to name a few places. Self-presentation is part of everyday lives which is why it is an important 

subject to investigate.  It is also possible to make this study via the media and to a greater extent also. 
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Attachments 

Appendix 1. Code scheme and code instructions 

V1. Which gender does the user have? 

0 Man  

1 Woman 

If the user is a man or woman.   

 

V.2 What behavior can be found in the photograph? 

0 looking away (offer/ideal) 

1 looking at the camera (demand/affiliation) 

2 looking down at the camera (demand/submission) 

3 looking sideways or tilted head (demand/seduction) 

4 Other (does not fit the values above) 

 

Which direction is the individual in the photograph looking at. If the user is looking away it means that they 

do not have eye contact with the viewer. Looking at the camera is implying to users who are looking straight 

into the camera. Looking down means they are looking at the camera from a bird’s eye view. Looking sideways or 

tilted head means that they are looking at the camera from the side or have their head tilted. Other can be that 

the user is using sunglasses in the image, which we cannot code for because we do not know where they are 

looking at or that they have closed eyes.  

 

V3. How is the user dressed?  

0 Fully dressed 

1 Half dressed 

2 Partially dressed 
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3 Not applicable  

 

If the user is fully dressed it means that the user has clothes both on upper and lower body.  

If the user is revealing dressed it means that stomach, cleavage, upper thighs are visible. 

Partially dressed is counted for males with bare chest, girl with bra, swimsuit or if no clothing is visible. 

If only the head is visible it is not applicable. 

 

V4. Is the user alone or interacting with other people?  

0 Alone  

1 With other people  

If the user is alone, or if it is more than two persons in the picture and if they are interacting with each 

other, not if it is a person in the background.  

 

V5. Does the user have a textual description?  

0 No 

1 Yes 

If the user has any kind of textual description in their bio.  

 

V6. Does the user refer to at least any interest in their textual description?  

0 No 

1 Yes  

If the user has written something about what they like to do regularly, for an instance, sports, draw, read 

books, play video games, watch movies and series etc. 
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V7. Does the user use any emojis in the textual description? 

Amount of words in the description:  

 

V8. Have the user specified any job?  

0 No  

1 Yes 

If the user has their job either on the profile under their profile picture, or if they have been writing it in 

their description. Professions can either be the name of their workplace or what they are working with.  

 

V9. Have the user specified any education?  

0 No 

1 Yes  

If the user has a name of their high school or university, or what they are studying, in their textual 

description or if they have entered it under their profile picture.  

 

V.9 Does the user refer to any taste in their description?  

0 No 

1 Yes 

If the user is referring to any taste in their description, if they have been writing anything about what they 

like. If it says in the description that they prefer a particular video game over another, they like drinking wine 

over beer. If the user says they prefer dogs over cats.  Personal cultural preference.  

V.10 Have the user writing their height?  

0 No.  

1. Yes  

If the user have written their height in their description.  
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V11. Does the user refer to their personality traits? 

0 No 

1 Yes 

If the use has been writing something about themselves and their personal attribute, for instance if they are 

shy, happy or funny as a person.  

 

V.12 Have the user been writing anything about partner preference?  

0 No 

1 Yes 

If the user has in their description what type of partner they are looking for. If they want a romantic partner 

or someone that is a good chef.  

 

V13. Does the user refer to any third party application? 

0 No 

1 Yes 

If the user has linked their account to Instagram, or has indicated in any third party application in their 

description such Snapchat, Instagram or any other third party applications such as Facebook, Kik, 

WhatsApp, VSCO etc.  
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Appendix 2. Inter-rater reliability test 

 

Comment: This appendix explains the score difference between the first inter-rater reliability test and the 

second test we did after discussing and define the variables more concrete. The total average Cohen’s Kappa 

value of all the variables together was k = 0.912, which displays an almost perfect agreement. 

      


