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Abstract  

 

Background: Online dating has become a common practice as it becomes increasingly more 

popular and socially acceptable. Studies analyze different motives, such as social and non-

social motives. These various motivations can influence the mental well-being of an 

individuum. Since little research has focused on studying non-social motives for using online 

dating applications, this study aims to find out: 1) How do the non-social motives "ego-boost 

seeking", "distraction", and "boredom relief" for using online dating applications influence the 

user's mental well-being? 2) Is the relationship between the non-social motives and mental well-

being mediated by self-esteem? 3) How do the non-social motives "ego-boost seeking", 

"distraction", and "boredom relief" for using online dating applications influence the user's 

mental well-being within the subgroup of "high-risk" users?  

 

Methods: A cross-sectional, non-probability sample was conducted. The Tinder Motives Scale 

was used as a measurement for the non-social motive "boredom relief" and "distraction", an 

online survey by Shimokobe and Miranda (2018) was used to assess the non-social motives 

"ego-boost seeking". The outcome variable mental well-being was examined by using the 

MHC-SF. Self-esteem was assessed due to Rosenberg's Self-Esteem Scale. ANOVA-tests were 

performed to examine the interaction effects of the non-social motivations on mental well-

being. A mediation analysis was performed using the PROCESS tool. Significance was 

examined using the bootstrapping approach. A median split was executed of the categorical 

variable "online dating frequency", and all regression and mediation models were replicated 

within the subgroup of "high-risk" online dating users. 

  

Results: The sample consisted of N=154 participants. The mean (sd) score of online dating 

"frequency" was between "once a week" and "2-3 times per week" M=3.83 (2.81). The sample 

had a moderate level of self-esteem with a mean score (sd) of was M=22.95 (2.39) on the 

Rosenberg Self-esteem Scale and an average mean score (sd) on the MHC-SF, M=40.74 

(11.53). It was found that the relationship between the non-social motives and mental well-

being was non-significant. The results indicated that the effects of "ego-boost seeking", 

"distraction", and "boredom relief" were not mediated by self-esteem. Additionally, the non-

social motives "distraction and "boredom relief" were unrelated to the prediction of mental 

well-being within the "high-risk" group. However, "ego-boost seeking" has a marginal effect 

on mental-wellbeing within the sample of "high-risk" users. The relationship of the non-social 
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motives on mental well-being was not mediated by self-esteem within the subgroup of "high-

risk" users. 

 

Conclusion: The non-social motivations "ego-boost seeking", "distraction", and "boredom 

relief" for using online dating applications appear to be a poor predictor for the overall level of 

mental well-being. Furthermore, this study could not ascertain that self-esteem mediates the 

relationship between non-social motives and mental well-being. Unexpectedly, "ego-boost 

seeking" has a positive direct effect on mental well-being within the sample of "high-risk" 

online dating users. So, the higher a user's "ego-boost" is, the better his/her well-being status 

may be. Within the sample of "high-risk" online dating users, the "distraction" and "boredom 

relief" motive did not affect the user's well-being. Hence, the mental well-being status stayed 

unchanged. Regarding the relationship between the non-social motives and mental well-being 

within the subgroup of "high-risk" users, self-esteem could not be identified as mediator. Thus, 

the current study's findings are unexpected results since they contradict previous literature about 

online dating motivations and mental well-being. Taking these into account, concerns about the 

non-social motivation for using online dating applications may be unwarranted. This study 

stresses the importance of not only focusing on the adverse effects of online dating motivations 

on mental well-being but also positive impacts that enhance the user's mental well-being. 

 

Keywords: online dating applications, dating apps, non-social motives, motivations, mental 

well-being, self-esteem, ego-boost seeking, distraction, boredom relief 
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1. Introduction  
 

For more than 50 years, scientists have studied social networks that form interpersonal bonds. 

Because the social phenomenon of modern dating apps introduced new complex and fluid 

communicative dynamics, it is essential to understand how dating revolutionized and has 

historically shaped pair ship formation and possibilities (Davis, 2018). In the '80s and '90s, 

people used alternative methods by publishing personal advertisements in newspapers and 

radios to facilitate searching for a suitable partner. When technology and thus, the internet 

became more enhanced and established, the first dating site "Match.com" emerged in the year 

1995, followed by a steeper increase of online dating sites. In the year 2012, the commercial 

dating app "Tinder" changed the dating landscape even more and affected dating intentions and 

behavior by matching people in the same geographic area (Finkel, Eastwick, Karney, Reis, 

Sprecher, 2012).  

 The intervention, omnipresence, and distribution of the internet have introduced new 

dynamics of communication. Due to dating applications, romantic partners face different 

turning points towards a more intimate, private, and committed relationship. Whereas some of 

these transitions might be the first kiss, the first invitation to meet the other person’s family, or 

the first confession of love, there are other turning points in the context of online dating. For 

romantic partners that meet through online dating applications, one of the most crucial turning 

points is when both “date" each other face-to-face for the first time. Right as Tinder's 

advertisement campaign states: "match, chat, date" (Tinder, 2020). In an entirely digitized 

world, online dating applications create new, outstanding pathways to experience intimacy 

concerning pre-existing and new relationships with strangers, thus mediating the circumstances 

for courtship and first encounters. (Sharabi, 2015). 

 "Statistista Market Forecast" suggests that 196 million people use online dating 

applications worldwide (Online Dating - worldwide: Statista Market Forecast, 2020). 

Moreover, the overall attitudes towards online dating practices have altered throughout the 

years. A survey published by Smith and Duggan (2013) revealed that 59% of all surveyed 

internet users agreed to the statement that online dating is an excellent way to meet people. In 

contrast, 44% of users agreed with this statement in the year 2005.  

 Online dating has several advantages compared to traditional offline dating. Whereas 

traditional offline dating requires time, is limited to a particular geographic region and the own 

social network (Rosen, Cheever, Cummings, Felt, 2008), it also has a higher probability of 

being rejected (Couch & Liamputtong, 2008). In contrast, online dating is time-saving and can 

extend the user’s social network more efficiently by meeting people outside of the user's 
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geographic region (Rosen, Cheever, Cummings, Felt, 2008). Additionally, every dating 

platform provides a unique search engine to preselected users based on compatibility 

algorithms. Depending on the user information shared, these algorithms identify the user's 

personality, attitudes, activity, and preferences (e.g., Match.com), or feature the importance of 

physical appearance and reciprocal attraction to link people with similar data together (e.g., 

Tinder). Also, every online platform varies in the initiation of communication and the target 

group (Sumter, Vandenbosch, Ligtenberg, 2017; Timmermans & De Caluwé, 2017a). For 

example, the dating app Grindr advertises that it is "the world's largest social networking app 

for gay, bi, trans, and queer people" (Grindr, 2009).  

 Regarding the variety of online dating applications, it can be distinguished between 

online dating sites and proximity dating applications via a mobile phone application. While 

online dating sites are accessible from home and are based on algorithms, proximity dating 

applications or "hookup applications" transitioned its modalities to purely mobile devices. That 

way, the app can be used on the go, and portability and locatability can be realized through the 

smartphone's GPS functionalities 24 hours a day. Furthermore, proximity dating applications, 

like Tinder, are not based on algorithms but set the focus on the user's pictures and, thus, 

highlight the importance of physical appearance (Orosz, Benyo, Berkes, Nikoletti, Gál, Tóth-

Király, Bőthe, 2018; Sumter et al., 2017; Timmermans & De Caluwé, 2017a).  

 Since online dating applications become increasingly popular and socially acceptable, 

little research has focused on the study of motives to reveal why individuals use such 

applications. A study by Sumter et al. (2017), examined the motivations of love, casual sex, the 

thrill of excitement, self-worth validation, trendiness, and ease of communication of Dutch 

Tinder users. Their outcome was that the motivation for love was more substantial than the 

motivation to initiate casual sex. This outcome led to the conclusion that Tinder can operate as 

a multifunctional tool that users apply to gratify their individual needs (Sumter et al., 2017, p. 

75). The tendency to seek love as an inborn motivation was already confirmed in the year 1995 

by Baumeister, Mark, and Leary. They stated that the need for belonging is a “fundamental 

human motivation.” This is because belonging is a strong, inevitable, and universal drive in 

human nature that exists among all countries, cultures, and different economic groups. Also, 

Maslow located “love” in his hierarchy of needs and ranged the desire for love and belonging 

right after the physiological needs, such as food and water (McLeod, 2007). 

 Nevertheless, there are also opposite study outcomes that contradict the view that the 

search for love encourages individuals to use online dating applications. A study by Smith and 

Anderson (2016) revealed that one-third of American online daters never went on a date with 
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somebody they “matched” on a dating portal. Subsequently, if users do not want to meet their 

potential future partners face-to-face, the motivational basis for using online dating applications 

must be driven by different motives except the social motivation to find love. Ligtenberg (2015) 

studied the use of social networking sites (SNSs) and online dating applications particularly. 

He unveiled that people have multiple reasons to engage in online dating practice. Thus, online 

dating application use has been associated with many different motives, categorized into social 

motives and non-social motives. For instance, social motives are seeking a relationship, casual 

sex, or friends, whereas non-social motives include the thrill of excitement, ease of 

communication, entertainment seeking, ego-boost seeking, distraction, and boredom relief 

(Ligtenberg, 2015; Timmermans & De Caluwé, 2017b; Sumter, Vandenbosch, Ligtenberg, 

2017; Van de Wiele & Tong, 2014). However, there is not much exploratory research in the 

field of non-social motivations. This study aims to contribute to the present literature by 

addressing the non-social motives, "ego-boost seeking", "distraction", and " boredom relief " 

for using online dating applications. 

 

Investigating links between non-social motives and mental well-being  

 

Little research has focused on the extent to which the motives "ego-boost seeking", 

"distraction", and "boredom relief" for using online dating applications might impact the user's 

mental well-being. Mental well-being is defined as a substantial part of one's overall health. It 

is described as an affective, cognitive, and psychological state of flourishing in several life 

areas, such as relationships or work. It is the belief that one can cope with problems and 

purposely move forward when facing difficult emotions, thoughts, and acts. Previous research 

on mental well-being has focused on the positive and negative effects that motivations for 

online dating applications have on the user’s mental well-being. Clark et al. (2018) claimed that 

SNSs could negatively impact user's mental well-being through pitfalls, such as social 

comparison or loneliness, and positively impact the user’s mental well-being when the user can 

build significant connections. Several scholars discovered that social media consumption could 

lead to lower mental well-being levels and less satisfaction in life. Even though online dating 

applications are not equivalent to SNSs, the use of dating applications is supposed to cause 

similar impacts on the user’s mental well-being. Researchers suspect that the online dating 

application "Tinder" has similar psychological mechanisms to SNS and the adverse impacts on 

the user's well-being, such as reduced life satisfaction, psychological distress, and depression 

(Bell, 2020; Her and Timmermans, 2020; Oroz et al., 2016). Still, well-being is not an objective 
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construct to assess but rather subjective and relative, so measuring this construct can be a 

challenge, and the use of online dating applications in the context of mental well-being remains 

under-explored. Yet, some studies have drawn attention to the motivational background and 

mental well-being, showing that the specific motives that encourage people to use online dating 

applications might influence the user’s mental well-being differently. For this reason, this study 

aims to examine the impact of the non-social motives "ego-boost seeking", "distraction", and 

"boredom relief" for using online dating applications on the user’s mental well-being. 

  Based on the User and Gratifications Theory (U&G), it is vital to understand the user 

as an active person, who controls its type of media consumption of to gratify social, 

psychological, and physiological needs, which means that media choice is purposely initiated 

and goal-directed by the user itself (Ruggiero, 2000; Sundar & Limperos, 2013). A few studies 

have applied the U&G to show how motives for using social media can be related to the user’s 

mental well-being. For example, a user who actively and purposely uses social media (e.g., 

online dating applications) to alleviate boredom, might experience social media as entertaining 

and stimulating. Thus, the user eliminates boredom by applying social media. As a result, these 

positive experiences improve the user's subjective mental well-being, and the maintenance to 

practice social media in order to gratify the personal need becomes more likely (Timmermans 

& De Caluwé, 2017a; Bartsch, 2012).  

 The first non-social motivation this study aims to address is "ego-boost seeking". An 

"ego-boost" is defined as self-worth validation and means that users conduct online dating to 

feel better about themselves. The user seeks positive feedback on their physical characteristics, 

socioeconomic attributes, and interests. For instance, by receiving social approval, a "match", 

the validation of one's self-worth increases (Sumter et al., 2017). "Ego-boost seeking" can be 

seen as a strategy by which the user defines and advertises the own desirability. This "market 

worth" can be affirmed by competing partners and the self (Heino, Ellison, Gibbs, 2010). 

However, dating applications operate in a reduced cue environment, meaning that contextual 

and ad auditory cues cannot be incorporated (Ward, 2016). In other words, the user develops 

impressions based on verbal and linguistic cues available. This enables the ability to control all 

the impressions that the user has on the potential partner and serve as a protector against 

possible rejections online (Ellison, Heino, Gibbs, 2006). So, users with low self-worth might 

alter their self-presentation and engage in self-enhancement, with the expectation of getting 

recognized as more attractive (Heino et al., 2010). In turn, users with the motive "ego-boost 

seeking" might place a greater focus upon the feedback they receive from other users, which 

might cause a higher level of anxiety and lower mental well-being (Bell, 2020; Her, 
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Timmermans, 2020). According to Her and Timmermans (2020), seeking social approval from 

other users can result in higher anxiety levels, when the expectations to receive an "ego-boost" 

are not met. Additional research by Young et al. (2017) found a link between using SNS for 

social belongingness and online aggression, depression, and low well-being. Based on the 

literature, the motive “ego-boost seeking” is assumed to decrease the user’s mental well-being.  

 The second non-social motivation to use online dating applications is “distraction and 

procrastination”. Individuals tend to voluntarily distract themselves in various life domains, 

such as academic domains, everyday routine, or health areas (Ferrari, 2011; Klingsieck, 2013). 

“Procrastination” is a form whereby individuals “voluntarily delay [of] an intended course of 

action despite expecting to be worse off for the delay” (Ferrari, Johnson, & McCown, 1995; 

Steel, 2007, p. 66). Although research on “distraction” and “procrastination” has become more 

popular during the last three decades, “distraction and procrastination” due to online dating has 

received considerably less attention. However, relevant literature investigates the relationship 

between the motive “distraction” for SNSs and mental well-being. According to Brooks (2015), 

external effects can harm an individuum regarding academic and work performance. 

Furthermore, internal effects have an impact on the individual‘s cognition and emotional state. 

Individuals who consume a vast amount of social media show a high level of stress. 

Accordingly, the high consumption of social media reinforces an adverse affective state and 

lower happiness. Summarized social media harms both performance and satisfaction (Brooks, 

2015).  

 The Distraction-Conflict Theory predicts that information has difficulty entering the 

working memory when an individual exposes itself to a disturbance. So, the individual 

generates an attentional conflict. After finishing the interrupting activity, the individual requires 

a recovery period to reprocess the primary task mentally. Applying the theory to social media 

usage, the ease of use makes social media a strong distractor. Additionally, there are different 

types of how technological distractions can be internalized. Thus, the sound, sight, and 

permanent availability of other people, can serve as a distractor (Brooks, 2015; Spira & 

Feintuch, 2006). Since such studies have their primary research focus on the relationship 

between the motive "distraction" and SNSs, this study intends to take a narrow focus by 

examining the non-social motive "distraction" for using online dating applications in the 

context of mental-well-being. For people who use online dating applications as a “distraction”, 

their well-being is assumed to decrease or stays unchanged.  

 The next motives for using online dating applications is "boredom relief". There is not 

much research about the motivational factor “boredom relief” for the usage of online dating 
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applications. Ligtenberg (2015) found a link between the factor entertainment and the relief of 

“boredom”. A study by Azzahro et al. (2018) discovered that the factor entertainment has a 

positive impact on the user’s subjective well-being, such as feelings of pleasure and satisfaction. 

By considering the relationship between “boredom relief” motivation and mental well-being, 

there is no evidence that the reduction of “boredom” for the usage of a dating application 

presents a risk to the user (Orosz et al., 2018). However, a study by Davis (2018) revealed that 

“boredom relief” and entertainment are significant factors that have to be considered regarding 

the motivational basis for online dating application use. For people who use online dating 

applications as a “boredom relief”, their well-being is assumed to increase or stays unchanged. 

Besides the non-social motivations for using online dating applications, previous 

research suggests that self-esteem is a factor to investigate when examining the relationship 

between the non-social motives for using online dating applications and mental well-being. 

Self-esteem is described as an own judgmental belief of one's perceived subjective self-worth 

and capabilities (Ciarrochi, Heaven, & Davies, 2007). Even though dating applications offer 

explicit objectification potential, the source of motivation is that people feel more worthy and 

appreciated due to the immediate social reinforcement through matches and messages (Orosz 

et al., 2018; Shimokobe, Miranda, 2018). However, previous scholars found a link between 

social approval and self-esteem (Her, Timmermans, 2020). On the one hand, Vandenbosch and 

Ligtenberg (2017), reported that receiving a match on Tinder resulted in a boost in self-esteem. 

On the other hand, studies report a negative association between the non-social motive “ego 

boost seeking” and self-esteem, leading to adverse health outcomes such as anxiety 

(MacDonald, Saltzman, Leary, 2003; Strubel & Petrie, 2017). There is not much research about 

what role self-esteem plays within the relationship of the motivational factor’s “distraction” 

and “boredom relief” for the usage of online dating applications and mental well-being. 

Nevertheless, taking all these into account, the present work suggests that self-esteem might 

affect the relationship between the non-social motive “ego-boost seeking”, “distraction”, and 

“boredom relief” for using online dating applications and mental well-being.  

Moreover, it might also be valuable to distinguish between the frequency of online 

dating application usage. Previous studies report a negative correlation between the frequency 

of dating applications use and lowered self-esteem and mental well-being. Research by 

Rönnestad (2017), found a weak correlation between the increased intensity of Tinder use and 

a reduced level of self-esteem. Additional research discovered a link between the frequency of 

dating application usage and unhealthy weight control (Tran, Suharlim, Mattie, Davison, 

Agénor, Austin, 2019). Since there is not much research investigating the frequency of online 
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dating use and health outcomes, it is essential to look at the broader picture by examining the 

relationship between SNSs and mental well-being. SNSs are comparable to online dating 

applications by offering the user a medium to socialize, receive positive feedback, and they 

have an entertainment factor (Holtzhausen et al., 2020). Previous literature is controversial 

whether the intensity of media use affects mental well-being. Primack, Shensa et al. (2017) 

found an association between depression symptoms and anxiety the amount of time the user 

consumed social media. This outcome is in line with a meta-analysis by Yoon, Kleinman, 

Mertz, and Brannick (2019), who discovered a link between media use frequency and the 

increasing likelihood to suffer from depression. Further studies investigated time spent on the 

platform “Facebook” and the influence on an individual’s mental well-being. They confirmed 

that problematic Facebook use bears a resemblance to gambling addiction and can promote 

stress and symptoms of depression (Agadjanyan, Petrovsky, Ghochikyan, 2015; Patler & Pirtle, 

2018).  

 Thus, this study aims to contribute to the present literature in two ways, first, by 

allowing a more profound understanding of the motivational factors "ego-boost seeking", 

"distraction", and "boredom relief " for using online dating applications and their impact on the 

user's mental well-being. Secondly, dating applications, like Bumble, Badoo, Tinder, and 

Lovoo, are suggested to influence users' mental well-being, especially for users who consume 

online dating applications more frequently. Therefore, this study investigates the users media 

use frequency in the context of mental well-being. Based on the literature, "ego-boost seeking" 

seems to involve a high risk for the user's mental well-being, followed by "distraction". In 

contrast, "boredom relief " is assumed to increase the user's mental well-being. Hence, it is 

hypothesized that: 

 

H1: The non-social motive "ego-boost seeking" for using online dating applications is 

negatively associated with mental well-being. 

H2: The non-social motive "distraction" for using online dating applications is negatively 

associated with mental well-being.  

H3: The non-social motive "boredom relief" for using online dating applications is positively 

associated with mental well-being. 

H4: The non-social motives “ego-boost” and “distraction” for using online dating applications 

are negatively associated with mental well-being, and this is mediated by self-esteem.  

H5: The non-social motive “boredom relief” for using online dating applications is positively 

associated with mental well-being, and this is mediated by self-esteem.  
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H6: Within the subgroup of the “high-risk” online dating users, the non-social motives “ego-

boost seeking” and “distraction” for using online dating applications are negatively associated 

with mental well-being, and this is mediated by self-esteem. 

H7: Within the subgroup of the “high-risk” online dating users, the non-social motive “boredom 

relief” for using online dating applications is positively associated with mental well-being, and 

this is mediated by self-esteem. 

2. Methods  

 

2.1. Participants  

 

The study included 203 international participants between the ages of 18 years old without any 

upper cut-off. The study included 64,80 % (162) participants identifying their gender as female 

and 35,20 % (88) participants identifying their gender as male. 167 of these participants used 

online dating applications currently or in the past and thus, matched the criteria to participate 

in the study. The participants did not receive any incentive and joined solely from posting the 

survey on online platforms. After reviewing respondent data in the SPSS spreadsheet, 12 

participant data were removed from the data due to incompleteness in the response sections. 

This, to prevent the construct validity of the measures. 

 

2.2. Materials  

 

An online questionnaire was conducted consisting of 66 items, based on reviewed scales and 

questionnaires. The total amount of items was divided into 12 distinct categories 

(Demographics, Online dating, Body-satisfaction Scale, Rosenberg Self-Esteem Scale, Mental 

Health Continuum-Short Form, Rejection in Online dating, Rejection Sensitivity RS-Adult 

questionnaire (A-RSQ), Self-Compassion Scale-Short Form (SCS-SF), Body Uneasiness Test 

(BUT)-subscale “body image concerns”, Self-Objectification-surveillance scale, Self-

Objectification Scale (SOQ), and Sociocultural Attitudes Towards Appearance Scale-4) since 

the questionnaire comprises the work of several research groups. For the following study, the 

sections ‘Demographics’, ‘Online dating’, ‘Rosenberg Self-Esteem Scale’, and ‘Mental Health 

Continuum-Short Form’ were relevant.  

 

2.3. Procedure  
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Participants were collected through a non-probability sample, following the snowball principle. 

The participants were reached through convenience sampling; they were contacted through 

personal connections and social media. After following an online link that leads the participant 

to the page "Qualtrics", the participant could comply with the informed consent. Moreover, it 

was explained that there was a minimized risk in participating in the study and that participation 

was entirely voluntary. The test was done using an online questionnaire. First, the participant’s 

demographics, such as age, gender, and nationality, were asked, followed by questions about 

the participant's sexual orientation, frequency, and the kind of online dating usage. Regarding 

the frequency, participants were given six response options, ranging from the lowest online 

dating app use of "once a month" up to "daily". Additionally, a four-point Likert-scale was used 

to estimate the online dating use per day, ranging from "2-3 times per day" to "2 or more times 

per hour". Secondly, the participants could indicate the most applicable non-social motive for 

using online dating applications and were asked to choose either "self-esteem boost", 

"distraction", or “boredom relief". Afterward, participants were asked to follow the instructions 

by filling out the Rosberg's Self Esteem Scale. Last but not least, the participants were asked to 

answer the Mental Health Continuum – Short Form by Dr. C. Keyes. After finishing the survey, 

the data were recorded within the software and transferred to the statistics software "SPSS".  

 

2.4. Predictor measure  

 

The non-social motive “ego-boost seeking” was tested using an online questionnaire survey by 

Shimokobe and Miranda (2018) to receive information about the dating application usage. In 

their study, participants were asked to mark one item out of 9 possible answer options asking 

the participant about the main reason to use dating apps. Categories were “dating”, “just for 

fun”, “rebound”, “as a self-confidence boost”, and “not sure”. To test the non-social variable 

“ego-boost seeking”, the item “as a self-confidence boost” was included in the study. 

Shimokobe and Miranda (2018) tried to guarantee reliability by carefully investigating the 

received data and avoiding threats to construct validity. However, there is no numeric value 

about the psychometric properties given. The non-social motives “boredom relief” and 

“distraction” were tested using the Tinder Motives Scale (TMS) as a measurement. The initial 

item pool consists of 42 items that have different applications. Five items are testing socializing, 

four items social pressure, six items social approval, five items entertainment, five items 

passing the time, seven items relationship-seeking, four items information seeking, and six 

items sexual experience. Due to the sole interest in the non-social motive “boredom relief” and 
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“distraction”, the items “Because it passes the time when I’m bored.” and “To procrastinate 

things I should be doing (working, studying,…”)) were used as a measurement. Considering 

the eight motives, the initial Cronbach’s alphas ranged from .68 to .92 (Timmermans & De 

Caluwé, 2017a). 

 

2.5. Outcome measure  

 

 Mental well-being was the dependent variable that was being tested. The used measurement 

was the MHC-SF (Keyes et al., 2008). The scale entails 14 items and tests three dimensions; 

emotional well-being (e.g., “In the past month, how often did you feel happy”), social well-

being (e.g., ‘In the past month, how often did you feel that you belonged to a community (like 

a social group, or your neighborhood)”), and psychological well-being (e.g., “In the past month, 

how often did you feel confident to think or express your own ideas and opinions”). The 

participants were asked to rate each item from 1 to 5. Therefore, a high score indicated a high 

level of emotional well-being, whereas a low overall score indicated the opposite. The 

participant had the opportunity to rate each item on a continuous scale one by another. Thereby, 

an answer from 0 (never) to 5 (every day) could be chosen. Lastly, the total score represented 

the level of mental well-being an individual has. The higher the score, the higher the level of 

mental well-being. Cut-off values were used as proposed by Keyes (2008). Participants were 

excluded from the study by giving incomplete responses. The reliability of the measurement 

tool was considered as good (α = 0.88) (Lamers, Westerhof, Bohlmeijer, Klooster, Keyes, 

2011). 

 

2.6. Mediator measure  

 

Global self-worth was measured with ten items of the Rosenberg's Self-Esteem Scale 

Rosenberg (1965). Participants could self-report positive and negative feelings about the self 

on a 4-point scale. Five items with a positive wording (e.g., On the whole, I am satisfied with 

myself.) and five items that were negatively worded (e.g., At times I think I am no good at all.). 

The scale had scores ranging from 1 (strongly disagree) to 4 (strongly agree). Regarding the 

cut-off scores, a total summed score of 25-30 indicated a higher level of individual self-esteem, 

a score of 15-25 an average score of self-esteem, and scores below 15 a low self-esteem. The 

Rosenberg's Self-Esteem Scale by Rosenberg demonstrated good psychometric properties with 

an internal consistency of α = 0.91, excellent construct validity to measure anxiety, and 



 14 

adequate construct validity for measuring depression (Ryan AbilityLab, 2014; Sinclair et al., 

2010).   

 

2.7. Data analysis  

 

The data was examined using the program SPSS IBM statistics (version 26). In the beginning, 

test scores of the Rosenberg self-esteem scales and the MHC - SF were calculated. Furthermore, 

the categorical variables "ego-boost seeking", "distraction", and "boredom relief " were coded 

into a set of dummy variables. Maximum, minimum, means, and standard deviations (SDs) 

were provided to describe the participants' baseline characteristics using descriptive statistics. 

The categorical variables "frequency" and "frequency per day" were presented as numbers. A 

simple linear regression analysis was performed using the scores of the non-social motives 

obtained from the first part of the questionnaire and the scores of the MHC-SF. Because the 

non-social motives were included as nominal variables into the data set, they were converted 

into dummy variables before entering into a multiple regression analysis. Therefore, the tool 

"SPSS Create Dummy Variables" was used. ANOVA-tests were performed to examine the 

relationship between the non-social motivations on mental well-being. A mediation analysis 

was performed using the PROCESS tool (version 3.4.1) developed by Hayes (Hayes, 2012). 

Unstandardized regression coefficients were estimated for each path in the simple mediation 

model. Path a illustrates the effect between X (non-social motives) on M (self-esteem), path b 

the effect between M (self-esteem), and Y (mental well-being) when controlling for X (self-

esteem), and path c represents the total effect of X on Y. Finally, path c' shows the direct effect 

of X on Y when controlling for M. Significance was examined using the bootstrapping 

approach. 95% CI's and 10.000 bootstrapped samples were computed to calculate 

unstandardized indirect effects. As a next step, a median split was executed of the categorical 

variable "online dating frequency" any value above the median was predicted as the "high-risk" 

group. By using the subsample of the "high-risk" group, all regression and mediation models 

were replicated. 

 

3. Results  

 

The results revealed that 136 (56.43%) of the participants were using the online dating 

application Tinder, 60 (24.90%) Lovoo, 14 (5.81%) Badoo, 13 (5,39%) Bumble, and 18 

(7.47%) other dating applications. Table 1 represents the number, minimum, maximum, means, 
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and standard deviations among the tested variables. Overall, the statistics for the “frequency” 

rating on a 6-point Likert scale indicating that the mean score of online dating frequency was 

between “once a week” and “2-3 times per week” M=3.83, SD= 2.81). When participants were 

asked about the “frequency per day”, the mean score was “2-3 times per day” (M=1.25, 

SD=0.60) on a scale of 4 possible points on a Likert scale. Furthermore, participants showed a 

normal self-esteem level with a mean score of M=22.95, SD=2.39 on the Rosenberg Self-

esteem Scale. Finally, the descriptive statistics for the MHC-SF was M=40.74, SD=11.53, with 

a minimum of 15.00 and a maximum total score of 65.00. 

 

Table 1: Descriptive Statistics of baseline characteristics, means, maximum, minimum, 

standard deviation  

 

 n Minimum  Maximum Mean SD 

Frequency 154 1 6 3.83 2.81 

Frequency per day  39 1 4 1.56 .78 

Self-esteem Score  154 17.00 29.00 22.95 2.39 

MHC-SF Score 154 15.00 65.00 40.74 11.53 

Valid N (listwise) 154     

 

A linear regression analysis was conducted to examine the relationship between the 

independent variables “ego-boost seeking”, “distraction”, and “boredom relief” on mental well-

being. Table 2 illustrates the results of the linear regression analysis. It was found that the 

independent variables do not explain a significant amount of the variance of the dependent 

variable (F (2,151) = .48, p > .05, R2 = .10). The Coefficient table shows the contribution of 

“ego-boost seeking“, “distraction”, and “boredom relief” to the model. The independent 

variable “ego-boost seeking” (b = .09, p=.27) was unrelated to the prediction of mental well-

being. Regarding the predictors of non-social motivation, mental well-being was not predicted 

by “distraction” (b = .06, p=.50). Furthermore, “boredom relief” was used as the reference 

category and was not included in the linear regression model, which means that “ego-boost 

seeking” and “distraction” were compared to “boredom relief”. However, “boredom relief” was 

not a significant predictor. 

 

Table 2: Regression analysis between “ego-boost seeking”, “distraction”, “boredom relief” 

and mental well-being 
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 Beta  t p F (2,151) R2 

Regression Model    .48 .73 .10 

(Constant)  34.74 .00   

Ego-boost seeking .09 1.12 .27   

Distraction  .07 .67 .50   

 

1. Dependent Variable: MHC-SF 

2. Predictors: (Constant), Distraction, Ego-boost seeking 

 

3.1. Simple Mediation Model  

 

The contribution of each independent variable on the level of mental well-being was examined 

in a simple mediation model. Figure 1 shows the outcome of mental well-being (Y), the 

predictor "boredom relief " (X), and the mediator self-esteem (M). The results of the simple 

linear regression: self-esteem was not significantly predicted from "boredom relief", b = .36, t 

= .89, p = .38., R2 = .05. The results of the regression of mental well-being predicted from both 

"boredom relief" and self-esteem indicate that "boredom relief" did not predict self-esteem and 

mental well-being in the model, b = .28, t = .70, p = .48; "boredom relief" did not predict the 

level of mental well-being, b = -2.47, t = -1.26, p = .21. As "boredom relief" increases, the level 

of mental well-being decreases, and vice versa. The total effect of "boredom relief" on the level 

of mental well-being when self-esteem is not in the model indicates that "boredom relief" non- 

significantly predicted the level of mental well-being, b = -2.37, t = -1.22, p = .23, R2 = 0.01. 

The direct effect indicates the effect of "boredom relief" on mental well-being, b = -2.47, 95% 

BCa Cl [-6.32, 1.39]. The total effect describes the effect of "boredom relief" on mental well-

being when self-esteem is included as a predictor as well, b = -2.36, 95% BCa Cl [-6.31, 1.47]. 

All coefficients of the a-path, b-path, and c-path became non-significant. The BC 95% CIs of 

the indirect effects contained zero in every model, indicating that the effects of "boredom relief" 

were not mediated by self-esteem. 

 

Figure 1. Simple mediation illustrating the effect between “boredom relief” on mental well-

being mediated by self-esteem  



 17 

 

 

Figure 2 shows the first part of the output, which gives the outcome of mental well-being (Y), 

the predictor "ego-boost seeking" (X), and the mediator self-esteem (M). Self-esteem is not 

significantly predicted from "ego-boost seeking", b = -.77, t = -1.64, p = .10, R2 = 0.02. The 

results of the regression of mental well-being predicted from both "ego-boost seeking" and self-

esteem represent that "ego-boost seeking" did not predict self-esteem and mental well-being in 

the model, b = .30, t = .75, p = .45; "ego-boost seeking" did not predict the level of mental well-

being, b = 2.53, t = 1.09, p = .29, R2 = .01. When self-esteem is not in the model, "ego-boost 

seeking" did not significantly predict the level of mental well-being, b = 2.30, t = 1.00, p = .32, 

R2 = .06. The total effect indicates the effect of "ego-boost seeking" on mental well-being, b = 

2.30, 95% BCa Cl [-2.23, 6.83]. The direct effect describes the effect of "ego-boost seeking” 

mental well-being when self-esteem is included as a predictor as well, b = 2.53, 95% BCa Cl [-

2.04, 7.10]. All coefficients of the a-path, b-path, and c-path became non-significant. The BC 

95% CIs of the indirect effects contained zero in every model, indicating that the effects of 

"ego-boost seeking" were not mediated by self-esteem. 

 

Figure 2. Simple mediation illustrating the effect between “ego-boost seeking” on mental well-

being mediated by self-esteem   

 

 

boredom relief MHC-SF 

self-esteem 
a: b = .36 b: b = .28 

c = - 2.37 
(c‘ = - 2.47) 

ego-boost 
seeking 

self-esteem 

MHC-SF 

a: b = -.77 b: b = .30 

c = 2.30 
(c‘ = 2.53) 
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Figure 3 gives the result of mental well-being (Y), the predictor "distraction" (X), and the 

mediator self-esteem (M). The simple linear regression shows that self-esteem is not 

significantly predicted from "distraction", b = .27, t = .49, p = .63 and shows that "distraction" 

did not explain self-esteem. The results of the regression of mental well-being predicted from 

"distraction" and self-esteem shows, that "distraction" did not predict self-esteem and mental 

well-being in the model, b = .23, t = .59, p = .55; "distraction" did not predict the level of mental 

well-being, b = 1.17, t = .43, p = .67, R2 = 0.6. The total effect, b = 1.24, t = .46, p = .65, R2 = 

.01. The total effect, b = 1.24, 95% BCa Cl [-4.13, 6.60] and the direct effect, b = 1.17, 95% 

BCa Cl [-4.21, 6.56] do not contained zero in the model, indicating that the effect of 

"distraction" was not mediated by self-esteem. 

 

Figure 3. Simple mediation illustrating the effect between “distraction” on mental well-being 

mediated by self-esteem  

 

 

3.2. Median-Split Analysis  

A median split was performed to identify the "high-risk" group. The determined cut-point was 

the fourth answer option of the item "frequency" for using online dating applications ("2-3 times 

per week"). With the provided dataset of the "high-risk" group, a linear regression analysis was 

conducted to examine the relationship between the predictor variables, namely "ego-boost 

seeking", "distraction", and “boredom relief" on the outcome variable mental well-being. Table 

3 represents the results of the linear regression analysis. It was found that the independent 

variables did not explain a significant amount of the variance in the value of the dependent 

variable (F (2,89) = .24, p = .24, R2 = .18) The Coefficient table shows that "distraction", and 

"boredom relief" contribute to the model non-significantly. The independent variable "ego-

boost seeking" (b = 4.68, p=.09) was unrelated to the prediction of mental well-being according 

distraction 

self-esteem 

MHC-SF 

a: b = .27 b: b = .23 

c = 1.17 
(c‘ = 1.24) 
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to conventional thresholds, however, because the significant level is a little greater than 0.05 

(.05 < p ≤ .10), the result can be described as marginally significant, which means that the 

motivation "ego-boost seeking" for using online dating applications seems to positively 

influence the level of mental well-being. The predictor "distraction" seemed to be unrelated to 

mental well-being (b = 1.52, p=.68). Furthermore, "boredom relief" was used as the reference 

category and was not included in the linear regression model. This indicates that "ego-boost 

seeking" and "distraction" were compared to "boredom relief". 

 

Table 3. Regression analysis between “ego-boost seeking”, “distraction”, “boredom relief” and 

mental well-being on the “high-risk” group  

 

 Beta t p F (2,89) R2 

Regression Model   .24 1.24 .18 

(Constant)  26.84 .00   

Ego-boost seeking .18 1.72 .09   

Distraction .05 .42 .68   

 

1. Dependent Variable: MHC-SF 

2. Predictors: (Constant), Distraction, Ego-boost seeking 

 

Figure 4 shows the outcome of mental well-being (Y), the predictor "boredom relief " (X), and 

the mediator self-esteem (M). Results of the simple linear regression indicate that the variable 

self-esteem is not significantly predicted from "boredom relief ", b = .22, t = .43, p = .67, R2 = 

.02. The results of the regression of mental well-being predicted from both "boredom relief" 

and self-esteem indicate that "boredom relief" does not predict self-esteem and mental well-

being in the model, b = .87, t = 1.73, p = .09; "boredom relief" does not predict the level of 

mental well-being, b = -3.84, t = -1.63, p = .11, R2 = .05. The total effect output of "boredom 

relief" on the level of mental well-being indicates when self-esteem is not in the model; 

"boredom relief" did not significantly predict the level of mental well-being, b = -3.66, t = -

1.54, p = .13, R2 = .02. The total effect indicates, b = -3.66, 95% BCa Cl [-8.39, 1.07] and the 

direct effect, b = -3.84, 95% BCa Cl [-8.53, .84] do not contain zero in the model, indicating 

that the effect of "boredom relief" was not mediated by self-esteem. 
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Figure 4. Simple mediation illustrating the effect between “boredom relief” on mental well-

being mediated by self-esteem  

 

 

Figure 5 shows that self-esteem was not significantly predicted by “ego-boost seeking”, b = -

.70, t = -1.25, p = .41, R2 = .01. The results of the regression of mental well-being predicted 

from both “ego-boost seeking” and self-esteem indicate that “ego-boost seeking” did 

marginally predict self-esteem and mental well-being in the model (.05 < p ≤ .10), b = .95, t = 

1.93, p = .06; “ego-boost seeking” appeared to have a marginal effect on mental well-being (.05 

< p ≤ .10), b = 5.09, t = 1.93, p = .06. The model explained 6,8% of the variance of mental well-

being. The total effect output of “ego-boost seeking” on the level of mental well-being, when 

self-esteem is excluded, present that “ego-boost seeking” was marginally significant for 

predicting the level of mental well-being (.05 < p ≤ .10), b = 4.44, t = 1.68, p = .10., R2 = .03. 

The total effect indicates the effect of “ego-boost seeking” on mental well-being, b = 4.43, 95% 

BCa Cl [-.83, 9.69]. The direct effect describes the effect of “ego-boost seeking” on mental 

well-being when self-esteem is included as a predictor as well, b = 5.09, 95% BCa Cl [-.14, 

10.32].  

 

Figure 5. Simple mediation illustrating the effect between “ego-boost seeking” on mental well-

being mediated by self-esteem  
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Figure 6 displays the results of the simple linear regression: “distraction” was a non-significant 

predictor for self-esteem, b = .76, t = 1.03, p = .31, R2 = .01. The results of the regression of 

mental well-being predicted from both “distraction” and self-esteem show that “distraction” did 

not predict self-esteem and mental well-being in the model, b = .83, t = 1.64, p = .10; 

“distraction” did not predict the level of mental well-being, b = -.44, t = -.12, p = .90, R2 = .02. 

The total effect output of “distraction” on the level of mental well-being when self-esteem is 

not part of the model indicates that “distraction” did not significantly predict the level of mental 

well-being, b = 2.00, t = .05, p = .96, R2 = .00. The total effect, b = 2.00, 95% BCa Cl [-6.93, 

7.32] and the direct effect, b = -.44, 95% BCa Cl [-7.54, 6.67] are non-significant.  

Figure 6. Simple mediation illustrating the effect between “distraction” on mental well-being 

mediated by self-esteem   
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4. Discussion  

 

This study aimed to examine the influence of the non-social motivation "ego-boost seeking", 

"distraction", and "boredom relief " for using online dating applications on mental well-being, 

mediated by self-esteem. The first hypothesis, which claims that the non-social motive "ego-

boost seeking" for using online dating applications is negatively associated with mental well-

being can be rejected. The current finding is not in line with previous outcomes, stating a 

negative relationship between the motivation "ego-boost seeking" for using online dating 

applications and lower mental well-being, such as depression or anxiety (Bell, 2020; Her and 

Timmermans, 2020; Young et al., 2017). Thus, this study could not prove that the motivation 

"ego-boost seeking" for using online dating applications harms the user's mental well-being.  

The second hypothesis, namely that the non-social motive "distraction" for using online 

dating applications, is negatively associated with mental well-being, is also rejected. Within the 

present study, participants who used online dating applications to distract themselves were not 

subject to reduced well-being. Therefore, the outcome is not in line with previous claims 

(Brooks, 2015; Spira & Feintuch, 2006). Research by Brooks (2015) discovered that external 

distractors, such as SNSs, can adversely affect the user’s emotional state. One explanation for 

the different outcomes could be that such studies have a too-broad definition of online dating 

by viewing online dating applications as part of SNSs. Hence, users with the motive 

"distraction" for online dating applications might encounter less similar outcomes.  

Next, the third hypothesis stating that the non-social motive "boredom relief " for using 

online dating applications is positively associated with mental well-being is rejected. 

Unexpectedly, these findings are contrary to the study by Azzahro et al. (2018), who could find 

a positive correlation between the motivational dimension entertainment and well-being. 

Azzahro et al. (2018) explanation is linked to the User Gratification Theory. Thus, the user 

intends to alleviate "boredom" by seeking entertainment. This entertainment factor encourages 

the user's satisfaction and continuance purpose of using online dating applications (Bartsch, 

2012; Timmermans & De Caluwé, 2017a). Although this study could not prove any association 

between the motivation "boredom relief" for using online dating applications and mental well-

being, the present findings are unique since the user's mental well-being status stayed 

unchanged. This finding might challenge the implication of the User Gratification Theory 

within the context of online dating motivations and mental well-being. So, the User 

Gratification Theory can be applied to explain why people use online dating applications, but 

it cannot be accepted as an answer for mental health outcomes.   
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Next, the fourth hypothesis can be rejected, claiming that the non-social motive “ego-

boost” and “distraction” for using online dating applications are negatively associated with 

mental well-being, mediated by self-esteem. Also, the fifth hypothesis that the non-social 

motive “boredom relief” for using online dating applications is positively associated with 

mental well-being, and this is mediated by self-esteem, can be rejected. Those users who use 

online dating applications to boost their ego, as a distractor, or alleviate boredom, their well-

being status stayed unchanged. Furthermore, within the present study, self-esteem does not 

mediate the relationship between the non-social motives for online dating use and mental well-

being. This is a unique and contradictory finding compared to previous scholars.  

Firstly, regarding the non-social motivations "ego-boost seeking" and "distraction", 

earlier research demonstrates adverse outcomes, such as anxiety, lowered mental well-being, 

or less life satisfaction (MacDonald, Saltzman, Leary, 2003; Strubel & Petrie, 2017). Secondly, 

regarding the non-social motive "boredom relief", there is evidence that the "boredom relief" 

motive produces increased mental well-being (Azzahro et al., 2018). It is also worth noting that 

self-esteem cannot explain the relationship between non-social motives and mental well-being 

within the present sample. In other words, non-social motives do not cause self-esteem, which 

does not cause the overall level of mental well-being. This is especially surprising when taking 

into account that prior studies report about a negative association between the non-social motive 

"ego boost seeking" and self-esteem, leading to adverse health outcomes such as anxiety (Her, 

Timmermans, 2020; MacDonald, Saltzman, Leary, 2003; Strubel & Petrie, 2017). 

It might also be valuable to distinguish between the frequency of online dating 

application usage. There is not much research about the probable effect of online dating motives 

for using online dating applications and the impact on high-frequency users' mental well-being.  

Therefore, the current study characterized participants with an online dating application usage 

of at least “2-3 times per week” as the “high-risk” group. Based on the literature, it was 

hypothesized that within the subgroup of the "high-risk" online dating users, the non-social 

motive "ego-boost seeking" and "distraction" for using online dating applications are negatively 

associated with mental well-being, and this is mediated by self-esteem. This hypothesis can be 

rejected. Even though the present study could not identify the mediating role of self-esteem, the 

motive "ego-boost seeking" for using online dating applications seems to influence mental well-

being marginally, which means that "ego-boost seeking" has a positive direct effect on mental 

well-being. So, the higher a user's "ego-boost" is, the better his/her well-being status may be. It 

is a surprising finding when considering that earlier studies demonstrate a negative relationship 

between "ego-boost seeking" and mental well-being (Primack, Shensa et al., 2017, Yoon et al., 
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2019). Yet, there are also study outcomes that are in line with the current finding. The direct 

effect of "ego-boost seeking" on mental well-being confirms previous studies, which posit that 

online dating applications offer their user explicit social approval, such as a "match". Due to 

the positive feedback and the lack of explicit rejection, the user gratifies the need to receive an 

"ego-boost", which can positively impact the mental well-being status (Clark et al., 2018; Her 

and Timmermans, 2020; Sumter et al., 2017). 

The last hypothesis is that within the subgroup of the "high-risk" online dating users, 

the non-social motive "boredom relief" for using online dating applications is positively 

associated with mental well-being, mediated by self-esteem, can be rejected. Within the sample 

of "high-risk" online dating users, the "boredom relief" motive has no positive effect on the 

user’s well-being. Moreover, self-esteem did not mediate the relationship between the motive 

"boredom relief" and mental well-being. This outcome is contrary to previous research by 

Azzahro et al. (2018). They identified a positive link between "boredom relief" motivation and 

mental well-being, such as feelings of pleasure and satisfaction. Keeping in mind that there was 

less evidence that self-esteem has a mediator function within the relationship between the 

motivational factor "boredom relief", the current finding is not unexpected. However, the 

present findings suggest that using online dating applications for alleviating boredom might not 

be ideal to use since online dating applications are not superior to enhance the user's mental 

well-being.  

 Besides, this study could identify that "boredom relief" appeared to be the most 

prevalent motivational variable (65%). Followed by the motive "ego-boost seeking" for online 

dating app use (20,63%). "Distraction" was less frequent; 14,37% of the participants surveyed 

that they used online dating applications as "distraction or to procrastinate". Moreover, the 

study was able to find a preference in mobile dating applications. Regarding the data about the 

use of media applications, Tinder was the most common app to use (with 64,80 %). Opposing 

to other online dating applications, the proximity dating app Tinder seems to be distinct 

regarding precise positioning that encourages immediate dating (Orosz et al., 2018). 

 Overall, the current results reveal that the non-social motivations "distraction", and 

"boredom relief" for using online dating applications appear to be a poor predictor for the 

overall mental well-being level since the user’s well-being status stayed unchanged. Contrarily, 

some people who regularly use online dating applications to seek an "ego-boost" might improve 

their well-being. Moreover, self-esteem could not be proven as a possible mediator. Regarding 

the "high-risk" online dating users, "ego-boost" seems to affect mental-wellbeing positively 

marginally. Thus, the current study's findings are unexpected results since they are somewhat 
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contradictory to previous literature about online dating motivations and mental well-being. This 

study stresses the importance of not only focusing on the adverse effects of online dating 

motivations on mental well-being but also positive impacts that enhance the user's mental well-

being.  

 Moreover, people are using online dating applications for far more reasons (e.g., social 

motives), including "ego-boost seeking", "distraction", and "boredom relief". But whether the 

motivational background is responsible for lowered mental well-being remains debatable. Thus, 

concerns about the motivation to use online dating applications are may be unwarranted. The 

current results promote existing evidence that the impact on mental health rather depends on 

the user itself, preexisting mental health problems, and how online dating applications are used 

(Berryman, Ferguson, Negy, 2017; Her and Timmermans, 2020). It might also be possible that 

some particular dating apps influence the individual's state of mental well-being. But 

investigations are necessary to study the choice of dating application rather than assuming that 

non-social motives are the root cause of low mental well-being and the regularity a person uses. 

Therefore, this research provides a new pathway in the field of non-social motivations for online 

dating application use in the context of mental well-being. 

 

4.1. Strengths and Limitations 

 
The present study shows that the motivational background for using online dating applications 

can have diverse consequences for user's mental well-being. One positive aspect is that 

exploring individual motivations for using online dating applications can give an incentive to 

further investigate the positive and negative health consequences. Another positive aspect of 

this study is that it is the first study that examined the influence of the non-social motives "ego-

boost seeking", "distraction", and "boredom relief", for using online dating applications on 

mental well-being. Before, no other study combined and investigated the non-social 

motivations in the context of mental well-being. Additionally, this study was the first attempt 

to explore the mediating role of self-esteem. Nevertheless, several limitations should be 

mentioned.   

 One limitation is the demand characteristics; because it was a sensitive topic, it was 

crucial to disclose truthfully to the participants when they read the informed consent before 

they did the questionnaire. As a result, the participants were aware of the survey's aim, which 

may alter the participant's response. Participants who are not self-confident enough might 

falsify the results by presenting themselves as more positive and mentally stable.  
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 Next, within the current research framework, the sample did not allow the investigation 

of different life events that could influence online dating application usage. Considering the 

socio-cultural circumstances, the global pandemic COVID-19 was not considered when 

collecting the results. Hence, this global crisis might indirectly affect participants' attitudes 

regarding motivation, self-esteem, mental health, and frequency to use online dating 

applications.  

 Furthermore, by only focusing on the positive and negative impacts on mental well-

being, it is impossible to make claims about how motivations for using online dating 

applications might impact mental well-being in the long run. For example, if they will also turn 

out positive (e.g., improved satisfaction) or negative (e.g., depression). 

 Lastly, several empirical studies assessed the psychometric properties of the TMS. 

However, the instruments might be culture and application-specific. Because of the rapid 

increase and popularity of mobile dating applications, the TMS was applied for capturing non-

social motives for using a range of online dating applications. By assessing several online dating 

applications and not exclusively Tinder, this might alter the instrument's psychometrical 

properties. 

 

4.2. Future research  

 

On balance, this study sought to provide some insights into the motivational dimensions for 

using online dating applications. Since online dating becomes a socially acceptable and 

common practice of the mainstream culture, additional research needs to keep abreast to 

continue examining this social phenomenon of online dating. This might help researchers 

understand why and how people choose to interact with each other virtually, and what potential 

health outcomes arise. Additional research should continue to examine differences in age, 

sexuality, culture, and location. Furthermore, because online dating apps and platforms are 

unique in their purpose and context for users to communicate, it would be considerable to 

investigate these different types of dating applications (e.g., Tinder, Badoo, OkCupid, Grindr). 

 Moreover, because of the extraordinary circumstances with COVID-19, the 

investigation could expand the research framework to generate a longitudinal design. This, to 

consider how different motivations change during online dating application use. It might also 

be necessary to acknowledge if online dating motivations might be modulated by social 

comparison and self-presentational biases and if these motivations can also influence the 

different forms of self-presentation. 
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II. Appendix A – Full Questionnaire  

 
Dear participant, 
You are being invited to participate in a research study about "Mental wellbeing in 
an era of online dating". This study is being done by a group of third-year 
Psychology students from the University of Twente from the Faculty of Behavioural, 
Management, and Social Sciences at the University of Twente. 
The purpose of this research is to investigate the relationship between online dating 
and different facets of mental wellbeing, and will take approximately 20-30 minutes 
to complete. The data collected in this online survey will be treated strictly 
confidential. As such, all analysis of the collected data occurs anonymously and only 
for the purpose of this study. If the data is published, measures will be taken to 
ensure that no data of any individual is recognizable as such. 
Your participation in this study is entirely voluntary and you can withdraw at any 
time. There are no right or wrong answers to the questions. Try to go along with the 
first thoughts you have. 
 
 
We believe there are no known risks associated with this research study. We will 
minimize any risks by safely storing the data, and anonymize all of your answers. 
However, during the study you are asked to individually self-reflect upon different 
constructs of your current mental well-being level. If you have the feeling that your 
current level of mental well-being is at risk we kindly invite you (if you are a student 
of the University of Twente to contact the student psychologist (please contact the 
secretariat of SACC on office hours: +31 53 489 2035 or visit the desk in the 
Vrijhof, 3rd floor, room 311) or your study advisor) to get help by contacting self-help 
hotlines (https://www.nhs.uk/conditions/stress-anxiety-depression/mental-health-
helplines/). 
 
Thank you for your participation. 
 
In compliance with the EU General Data Protection Regulation GDPR for 
collection of new data active, informed consent is required. 
 
 
I understand and consent that: 
 
 
1. I am 18 years old or older. 
2. The procedure will approximately take 20-30 minutes. 
3. I understood the content and agreed to contribute my data for the use of this 
research. 
4. I can withdraw from this research at any time by informing the researchers 
and all my 
data will be deleted. 
5. My personal information will be anonymised to protect my privacy. 
6. With my permission, I agree that all my data can be evaluated and used for 
the research. 
7. I have been given the guarantee that this research project has been 



 34 

reviewed and 
approved by the BMS Ethics Committee. For research problems or any other 
questions 
regarding the research project, the Secretary of the Ethics Commission of the 
faculty 
Behavioural, Management and Social Sciences at the University of Twente may 
becontaced through ethicscommittee-bms@utwente.nl 
 

o Yes, I do consent. 

o No, I do not consent. 
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