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1 Uncertainty Reduction, a Driver of Satisfaction
1.1 Global Impact

While studying the initial stages of interpersonal communication, it seems to be
indispensable to contemplate Berger's uncertainty reduction theory (URT). In 1975,
Berger and Calabrese established the foundation of the URT based on numerous
studies which had been conducted to explore the concept of initial encounters
between strangers. When Berger and Calabrese described their seven axioms that
were used to develop their theorems, they conceptualized them based on face-to-face
(FtF) communication (Berger & Calabrese, 1975). Later, Neuliep and Grohskopf
(2000) conducted a study on the URT, adding a new axiom to the existing theory.
Their perspective brought contemporary aspects to the URT, as it took research
findings between the years 1975 and 2000 into account (Neuliep & Grohskopf,
2000).

The increase of information technology used in people’s daily routines has grown
immensely over the last decade (Chambers, 2014). The information technology (IT)
sector is characterized by vicissitude and tremendous competition. This results in
fast-paced developments for new communication services every day. John
Chambers, CEO of Cisco Systems, described the current circumstances in this sector

in his foreword of the Global Technology Report of 2014 as follows:

I never cease to be amazed by the speed of innovation. Change is the only
true constant, and each year the pace of change only accelerates. Transitions
that once took place over three or five years now happen in 12 to 18 months. |
believe we are currently experiencing the biggest fundamental change the
world has seen since the initial development of the Internet as people,
processes, data, and things become increasingly connected. We call this the
Internet of Everything (IoE), and it is having a profound impact on
individuals, businesses, communities, and countries. According to analysis
conducted by Cisco, the Internet of Everything represents a US $19 trillion
global opportunity to create value over the next decade through greater profits

for businesses as well as improved citizen services, cost efficiencies, and
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increased revenues for governments and other public-sector organizations. (p.

vii)

By examining a social discovery network which is based on computer-mediated
communication (CMC), the URT can be applied in a new and contemporary
communication setting. With this research, Berger and Calabrese's predictions (1975)
about verbal communication, nonverbal affiliate expressiveness and information
seeking can be interpreted in a new communication environment. Regarding the
current developments mentioned by Chambers (2014) and the enormous economic
potential this sector bears, research into this field delivers a valuable contribution to
the communication community. This is because it is applying Berger and Calabrese's
URT to the most predominant, contemporary communication trend - social

networking.

1.2 About Lovoo GmbH
121 Service definition.

Lovoo is a social discovery network, which can be used through an app available in
the Google Play Store for Android devices, as well as through the App Store for iOS
devices. Additionally, users can access the network through the website
www.lovoo.net. To define a social discovery network, it must be distinguished from

a social network. Boyd and Ellison (2007) state the following:

We define social network sites as web-based services that allow individuals
to (1) construct a public or semi-public profile within a bounded system, (2)
articulate a list of other users with whom they share a connection, and (3)
view and traverse their list of connections and those made by others within
the system. The nature and nomenclature of these connections may vary from

site to site. (p. 1)

A social discovery network, in contrast, allows individuals to construct a public or
semi-public profile within a bounded system with the purpose of getting “socially
discovered” by other users, with whom they do not share a connection yet (Lovoo

GmbH, 2014a). Messaging and photo comment functions enable users to make their
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initial encounters and begin a conversation. From there on, the process of

interpersonal communication in a computer-mediated environment begins.

Lovoo is a social discovery network, which enables individuals to make new social
connections online. It operates in a communication environment which is
characterized by frequent initial encounters between strangers. Owing to Lovoo's
service concentration on initial encounters, the URT by Berger and Calabrese (1975)
is perfectly suited to provide the theoretical framework for this study. This is because
Berger and Calabrese’s (1975) definition of the URT is exclusively based on initial

encounters.

1.2.2 Service features.
1.2.2.1 Communication functions.

The usage of communication functions on Lovoo was recorded and will be analyzed
for this study. For internal information regarding user behavior and product-related

questions, the Head of Product Analytics at Lovoo, Anna Pisch, was interviewed.

Users can communicate in many ways on Lovoo. They can create profiles and
provide other users with information such as, e.g., age, height, gender, city, sexual
orientation, eye color, and religion. Moreover, they are able to upload multiple
pictures into their photo gallery. Other users are able to view and comment on these
pictures. Additionally, users can upload photos and send virtual kisses or chat
requests in the form of a message. The other user is then able to accept this chat
request by answering back or to reject it by deleting it or ignoring the other person. If
users engage in a certain action, such as visiting profiles, the visited user gets a
notification. The notification provides information on another person showing
interest, which helps to reduce uncertainty towards others (A. Pisch, personal

communication, May 21, 2014).

1.2.2.2  User identity.

To reduce the number of fake accounts, the network has incorporated a voluntary

verification option. According to Bockhorst and Schwiebert (2014), the term fake
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account describes a user account which is created to deceit an identity. It is used to
pretend to be another person.

When users want to use the service, they are asked to send a picture of themselves
holding up a sheet of paper with a code into the camera. The customer service
compares the uploaded verification photos with the other photos uploaded. If all
photos within one account show the same person, the users get verification buttons
on their profiles to prove that they are real (A. Pisch, personal communication, May
21, 2014). This service aims at protecting users from individuals with criminal
history or bad intentions. Additionally, it enhances the communication quality since
users are exposed to less fraud, and their communication is not disappointing when

criminals reveal their real intentions.

1.2.2.3  Monetization model.

The basic service of Lovoo is free, which means users can register for free without
having to pay a fee. For using specific functions, credits have to be paid. It shall be
mentioned that men have to pay more credits for each action than women, due to the
imbalance of men and women on Lovoo (A. Pisch, personal communication, May
21, 2014). The user receives five credits for each daily login. Credits can be seen as a
virtual currency which is used to pay for certain functions embedded in Lovoo, e.g.,
the top chat function. This function enables user A to always be displayed on top of
the chat list of user B. User A achieves thus a greater visibility. Male users have to
pay 20 credits to see which members visited their profile. The free amount of credits
for a daily login is not sufficient to actively engage with users without buying
additional credits. Lovoo offers credit packages with 300 credits for € 2.99, 550
credits for € 4.99, 2500 credits for € 14.99 and 8000 credits for € 29.99 (Lovoo
GmbH, 2014b). Moreover, users can upgrade their free account to a VIP account for
different prices depending on the retention period. This VIP account entails features
such as, e.g., 100 additional credits each week, access to all profile visitors, an
increased rate of being shown in the matching game, the “ghost modus”, which
enables users to visit profiles without being seen, the removal of ads and a profile

highlighter, which brings out the VIP's profile visually. The VIP membership renews
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automatically, if the user forgets to cancel the membership within 24 hours prior to
the retention period end (Lovoo GmbH, 2014c).

1.2.2.4 Matchmaking.
1.2.2.4.1 Live radar.

There are two major functions for users to discover new people on Lovoo. One is the
patented live radar which shows other users in the range of users. Each user can
define a filter for the gender, age, maximum geographical distance and the sexual
orientation of potential flirt partners. Only people who fit the filter will be displayed
in the live radar. Users can directly click on the displayed photos and start chatting
with people in their area. This differentiates the service from old-fashioned chat
rooms in which users just randomly pick others who are often geographically far

away (A. Pisch, personal communication, May 21, 2014).

1.2.2.4.2 Matching game.

Besides the live radar, there is an inbound game on Lovoo which is called the
matching game, which serves as a second function to discover new people. This
game proposes photos of nearby users who fit other user's filter preferences. Users
can vote proposed members by liking or passing them. If two people get a mutual
“like”, a match is created and they get a notification. If only one party shows interest
in a person, no match will be created, but the liked user will get a notification about
the person who liked the profile. When the proposed user is liked or passed, the next
user will be proposed and so on (A. Pisch, personal communication, May 21, 2014).
In this study, the activities in the matching game will be measured by the parameter
votes executed and received. An executed vote means a user liked or passed another
user. A received vote means a user was liked or passed by another user in the

matching game.



UNCERTAINTY REDUCTION IN ONLINE DATING

1.2.2.4.3 Awesome score and similarity attraction paradigm.

The product engineers embedded an algorithm in Lovoo which enables the
matchmaking of relatively similarly attractive people. When users play the matching
game, they like or pass a proposed user profile which is shown to them. The system
calculates the individual so called awesome score, which is quantified by a decimal
number between zero and one. It represents the percentage of likes to passes. If a
user received a high number of likes and a relatively small amount of passes, a high
awesome score will be the result. Attractive users will exhibit a high ratio of likes to
passes. Users who receive a worse ratio of likes to passes will exhibit a lower
awesome score. Based on their awesome scores, users will be displayed to other
users who can be categorized in the same awesome score range (A. Pisch, personal
communication, May 21, 2014). Owing to the fact that humans tend to choose their
partners with an emphasis on a relatively similar attraction level, this mechanism
improves the matchmaking and increases the mutual matches (Byrne, 1971). Byrne
(1971) conducted a study on the influence of similarity on matching and proved the
above stated hypothesis with his attraction paradigm. Increased mutual matches or
positive votes will contribute to a positive self-image and reduced uncertainty and
can lead to an increased satisfaction, which is why the measure votes was included in

the study.

1.3 Statement of the Problem

Lovoo is an organically grown start-up, which was founded in 2011. Since then, the
communication events of more than 13 million users have been collected (Lovoo
GmbH, 2014a). So far no behavioral analysis of influential factors on customer
satisfaction has been conducted. Customer satisfaction, though, is a key factor of
customer retention, which is influencing variety seeking, recommendations and
purchase behavior of existing customers (Topfer, 2008). Knowing the influence of
uncertainty reduction on customer satisfaction enables Lovoo to create loyalty,
repurchases and recommendations (Topfer, 2008). A glut of user behavior
information is stored on the servers of Lovoo. Yet, how can this data be analyzed to
identify factors that influence customer satisfaction? Is the behavior of satisfied users

different to unsatisfied users? If so, which measures are different for satisfied and
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unsatisfied users? How can satisfaction arise in online dating contexts? How can
satisfaction be measured for Lovoo? These and more specific questions derived from

these questions will be answered in this bachelor thesis.

1.4 Purpose of the Study

By observing the behaviors of users on Lovoo, conspicuous features and differences
between the behavior of non-VIPs and VIPs will give preclusion about satisfaction
determinants related to uncertainty reduction. The results enable Lovoo to find user
patterns of satisfied customers. This knowledge helps Lovoo to use data mining
techniques which identify users who are already prone to upgrade their account, but
yet unsure or unaware of the paid services available. These customers can hence be
actively addressed through emails and special offers. Moreover, the areas of
significant differences can serve product developers as guidelines to effectively focus
the improvements in areas highly related to customer satisfaction.

This study intends to prove a significant difference in the behavior of unsatisfied
versus satisfied users as a result of varying levels of uncertainty reduction. The
research will approach the topic based on a combination of three axioms mentioned
in the URT by Berger and Calabrese (1975), as well as Neuliep and Grohskopf’s
added axiom (2000).

1.5 Structure of this Bachelor Thesis

In Figure 1, the main structure of this paper is illustrated. The main challenge of this
research was to interconnect the different scientific disciplines including marketing,
psychology, as well as social and communication science. The blue-bordered boxes
represent theoretical chapters that provide the necessary background information
before the actual analysis takes place. The green-bordered boxes contain the
research-related parts of this bachelor thesis. Uncertainty reduction is the central
theme of this thesis, appearing throughout all chapters as a connecting element.
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Figure 1: Structure of this Bachelor Thesis
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|
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Chapter 2 introduces the thesis by giving the reader background information on the
business sector in which Lovoo is operating. Chapter 3 presents different approaches
to the concept of satisfaction to justify the group categorization for satisfied and
unsatisfied users. Chapter 4 explains the basic statements of the URT and introduces
the reader to the hypotheses and research questions. The nomination of the
hypotheses and research questions, containing verbal and nonverbal communication
as well as information seeking behavior as the key terms, evoke the need for further

explanations regarding those terms. Berger and Calabrese (1975), who provided the
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basis for this research with their seven axioms, based their findings on a FtF context.
Lovoo however, is operating in a CMC context. For this reason, Chapter 5 was
chosen to explicate the newly evoked terms in the context of CMC after the reader
was introduced to the hypotheses and research questions. This enables readers to
follow the paper more naturally and to better understand the relevance of the
following chapters for the hypotheses and research questions. Moreover, it facilitates
the understanding of the research design and the development process of this paper.
After the hypotheses and research questions are introduced and all necessary
information is provided, Chapter 6 will explain the participant pool, as well as the
measures and the test procedures of this study. All results will be announced in

Chapter 7, followed by the discussion in Chapter 8.



UNCERTAINTY REDUCTION IN ONLINE DATING

2 Online Dating

Online dating sites refer to websites which primarily aim at offering the opportunity
to form new relationships. Online dating can be described as the usage of online
dating sites to find a romantic partner (Finkel, Eastwick, Karney, Reis, & Sprecher,
2012). Finkel et al. (2012) assign different categories such as, e.g., “general self-
selection sites”, “niche self-selection sites”, “family/friend participation sites”,
“video-dating sites”, “virtual dating sites”, “matching sites using self-reports”, and
“matching sites not using self-report and smartphone apps” (p. 8), to online dating
services. Using this classification, Lovoo can be described as a matching site using
self-reports. Finkel et al. (2012) claim online dating sites provide three broad classes

of services: access, communication and matching.

Access means the opportunity for users to browse many online profiles of potential
romantic partners who they would otherwise be unlikely to encounter (Finkel et al.,
2012). Communication refers to the opportunity to contact and interact with other
registered users on the dating site. The options for communication vary from
asynchronous virtual “winks”, such as kisses, which “quickly and concisely convey
some measure of interest” (Finkel et al., 2012, p. 6), to text-based messages, to
synchronous real-time video chats. Matching refers to the mechanism which
proposes potential romantic partners to each other on the site. Most services use
mathematical algorithms that analyze answers which users gave to psychological
questionnaires, e.g., eHarmony (eHarmony.com, 2014). Some online dating
providers, e.g., Hinge (Cleod9, Inc., 2014), offer matching based on mutual friends
(retrieved from their Facebook friend list), and common interests (retrieved from
their Facebook interests). These services require the user to have a Facebook account
to login. The matching system of Lovoo, using an algorithm which is based on

physical attraction, is described in Chapter 1.2.2.4.

Online dating has become a very popular field of communication research because it
entails new means of communication, which offer additional opportunities for
conveying a desired image of oneself compared to FtF communication situations. It
allows users more creativity and time for impression management during the
composition of a message, profile interview or profile picture. These new media

enable users to use “text-based descriptions, photographs, and video recordings, and

10
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to interact using both asynchronous and real-time communication tools, such as e-

mail, instant messaging, and chat rooms” (Gibbs, Ellison, & Heino, 2006, p. 153).

Furthermore, new media provide additional meta-information such as shared friends,
interests and locations within one click. The FtF acquisition of the background
information needs time-consuming active or passive interrogation. Putting this
statement into perspective, it should be mentioned that the background information
“just one click away” bares a high risk for fraud, superficiality, and stalkers, too.
Profiles can easily be accessed but also can easily be faked. The “cloak of
anonymity”, or the misleadingly assumed “full cloak of anonymity”, encourages
some users to act differently online as opposed to offline. In anonymous situations,
the actors presume a weaker control mechanism for sanctions of inappropriate
behavior. Therefore, they are more likely to take a risk and act inappropriately
(Thieme, 2013). FtF communication situations are not free of fraud either, but
provide essential nonverbal cues which help the receiver to identify deceptive

communication, e.g., through nervous eye movements.

However, the image of online dating has changed over time, has lost its shady
reputation, and has become a very lucrative business for paid internet content, even
in times of economic recession (Gibbs, Ellison, & Lai, 2011). The online dating
market has a currently estimated net worth of $2.2 billion (Seitz, 2014). Most
predominant is the online dating trend that traditional online dating websites are
shifting to mobile applications. Following this trend, the Lovoo GmbH developed a
coexisting app with the same functionalities of the website. Major competitors of
Lovoo are OkCupid, Skout, Tinder, Zoosk, Badoo, Hot or Not, and Plenty of Fish
(A. Pisch, personal communication, May 21, 2014). All of these companies offer a
website and a mobile application for smartphones. Owing to the shift from websites
to mobile applications, the app market has become the major target market for online
matchmakers (A. Pisch, personal communication, May 21, 2014). Moreover, the
usage of these services has increased since the service became ubiquitous
(Chambers, 2014). People are now using online dating apps on their way to school,
during lunch, in the subway, and while watching TV. The shift towards an increasing
usage also indicates the growing market opportunity for this sector (Chambers,
2014). Most of these mobile applications are free. Nevertheless, online dating

companies such as Lovoo generate revenues from advertisement and in-app

11
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purchases. In-app purchases are purchases which can be made within the app to gain

access to more advanced service features.

Although the online dating market seems to be already inundated by thousands of
providers, the services keep creating new business opportunities with newly
discovered niches or newly combined service functions. The general social
acceptance of dating or of social discovery apps has helped new services to keep
disseminating (Gibbs et al., 2011). Ten years ago, online dating was primarily
marked by time-consuming personal questionnaires with many personality questions,
e.g., that required by eHarmony (eHarmony.com, 2014). Today, online dating has
become less of an activity for lonely evenings with hours spent in front of a
computer. In fact, the border between real life and online is disappearing as the two
realms are becoming bridged by online matchmakers. Most of the apps focus on
initiating the first contact between strangers and then aim at initiating a meeting as
soon as possible. In this sense, online dating apps have become a lot more “social”,
supporting and enabling more FtF encounters and shortening the time of online chats
before the actual meeting. Moreover, new capabilities such as implemented photo or
video sharing allows users to reduce their uncertainty about the other person more
quickly, which further supports the idea of a faster FtF meeting. These new means
accelerate uncertainty reduction due to their richness of nonverbal cues, which are

lacking in lean text-based messaging services.

All in all, it can be said that online dating will develop in new areas, shifting from
traditional computers to apps on other technological devices such as smartphones and
tablets. The next step which has already been taken by some online dating
entrepreneurs such as Tinder and Match.com, will be the shift to online dating using
wearable computing. Android Wear, Google Glass or the Oculus Rift, just to name a
few developments, go along the trend of simplification and real life integration.
These developments will massively affect all kinds of software in the future,
including the online dating market (A. Pisch, personal communication, May 21,
2014).
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3 Satisfaction

Introducing definitions of satisfaction, Section 3.1 aims to assure a uniform
understanding of satisfaction before expanding much further into the details. Sections
3.1.1, 3.1.2 and 3.2 will give further clarification on how satisfaction arises. The
sections explain satisfaction as the difference between expectations and perceived
value, and explain why the measure of satisfaction as the quantitative amount of
communication events is suitable for this study. Satisfaction as a precondition for
loyalty will be explained in Section 3.3. Thereby, the measure VIP status, used to
determine the satisfied and unsatisfied groups in this study, will be justified and

explained.

3.1 Satisfaction — A Residual Value

According to Oliver (2010), most of the satisfaction definitions are not “dictionary”
definitions, but rather refer to satisfaction as a “summary-state of a psychological
process” (p. 6). Oliver (2010) points out that from a consumer's perspective,
satisfaction can be defined as the “desirable end-state of consumption or
patronization, it is a reinforcing, pleasurable experience . . . . it reaffirms [emphasis

added] the consumer's decision-making prowess [emphasis added]” (p. 4).

Fehr, Beverly and Russell (as cited in Oliver, 2010) illustrate the difficulty of
defining the term satisfaction by claiming “Everyone knows what [satisfaction] is,
until asked to give a definition. Then it seems, nobody knows.” (p. 9). The prefix of
satisfaction, satis, comes from Latin and refers to enough. The suffix originates from

facere, which comes from Latin as well and means to do or make.

Oliver (2010) connects elements of past satisfaction definitions and concepualizes
satisfaction as “the consumer's fulfillment response [emphasis added]. It is a
judgement that a product/service feature, or the product or service itself, provided (or
is providing) a pleasurable level of consumption-related fulfillment, including levels
of under- or overfulfillment.” (p. 8). This definition implies the need for fulfillment
towards a certain expectation the consumer holds, which will be further discussed in
Sections 3.1.1 and 3.1.2
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3.1.1 The confirmation / disconfirmation paradigm.

Nerdinger and Neumann (2007) proclaim the confirmation / disconfirmation
paradigm as the most common model of satisfaction. This model affirms that
customer satisfaction is created once a customer compares the product experience
with the product expectations (Nerdinger & Neumann, 2007). If expectations are
fulfilled, confirmation results but the customer is still indifferent. Nerdinger and
Neumann (2007) state that if the experience exceeds the expectations, positive
confirmation is achieved resulting in satisfaction. When expectations are not met,
negative confirmation occurs resulting in dissatisfaction (Nerdinger & Neumann,
2007).

The decision making process for picking the right online dating network is based on
the expectations of the user (Oliver, 2010). Satisfaction is reached by meeting the
expectations, such as finding, e.g., a relationship. It can be assumed that a higher
communication activity enables users to control the communication process more
effectively. The more feedback a user receives, the more likely is an accurate
evaluation of the other persons character and behavior. With that knowledge,
individuals are able to predict and understand the past, present, and future behavior
of their counterparts, which is the primary goal in initial encounters (Berger &
Calabrese, 1975). By applying the knowledge gained through numerous messages,
individuals are able to adjust the communication based on the attitudes and
preferences of the receiver and enhance their own dating success. A higher online
dating success, i.e., finding a relationship, will eventually lead to fulfillment of prior

expectations thereby leading to satisfaction.

3.1.2 The “dating market” for finding a romantic partner.

The decision making process for selecting online communication partners is based on
expectations of future outcomes with these partners. Oliver (2010) mentions that “a
satisfactory purchase is an achievement; it signals that the consumer has mastered the
complexity of the marketplace” (p. 4). On a very abstract level, the dating market can
be compared to a marketplace of “date seekers” and “date providers”. Referring back
to the definition of satisfaction, an expectation of the dating market can be, e.g., to

find a relationship. There is an abundant supply of potential matches on the online
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dating market, where there are thousands of online singles. The male users on Lovoo
have costs of scanning the market and investing time. Until both individuals have
communicated a couple of times, an overall statement about the satisfaction cannot
be made. However, the dating market is characterized by high uncertainty as well.
This uncertainty is given as there is no guarantee of a “happy end” with the partner
of choice. Moreover, the information about online dating participants who are total
strangers to each other is very limited. Deciding on a person to start dating hence
bears risks and involves costs. The purchase of a new product is a similarly risky
endeavor, as the quality and performance of the product can only be determined after
the usage. When the partner of choice seems to fulfill the expected and desired
attributes, the decision is evaluated as correct. The individuals experience that the
“complexity of the marketplace” was mastered (Oliver, 2010, p. 4). Eventually,

satisfaction is the result.

3.2 American Customer Satisfaction Index (ACSI)

The selection of the measures in this study was based on the findings of Fornell,
Johnson, Anderson, Cha, and Bryant (1996), who developed the most influential and
most recently used model of satisfaction: the ACSI. The ACSI goes along with the
satisfaction approaches discussed in 3.1.1 and 3.1.2, considering satisfaction to be
majorly driven by expectations and the level of expectation fulfillment. The index
states that if expectations are met, satisfaction is the result. Moreover, an
interrelationship between customer satisfaction and loyalty is affirmed. This
interrelationship to loyalty will be later used in the study to identify satisfied
customers by their repurchase behavior. The ACSI was originally established to
measure customer satisfaction by using a uniform and comparable methodology.
Fornell et al. (1996) use a multiple indicator approach to measure the overall
customer satisfaction due to the fact that customer satisfaction cannot be measured

directly and is seen as a latent variable.

15



UNCERTAINTY REDUCTION IN ONLINE DATING

Figure 2: American Customer Satisfaction Index (ACSI)
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Figure 2: From "The American Customer Satisfaction Index: Nature, Purpose,
and Findings" by C. Fornell et al., 1996, Journal of Marketing, 60, p. 8.
Copyright [1996] by The American Marketing Association. Reprinted with

permission.

3.2.1 ACSI antecedents.

The antecedents in the ACSI are the dimensions directly or indirectly influencing the
overall customer satisfaction. In Figure 2, these dimensions include perceived
quality, customer expectations and the resulting perceived value (Fornell et al.,
1996). The model states that a positively perceived quality influences the perceived
value and therefore the overall customer satisfaction positively (Fornell et al., 1996).
However, the customer holds expectations about the quality of a service or product
and the degree of expectations and the kind of expectations vary from customer to
customer. Customers compare the level of perceived quality with their expectations

while and after using a service or product. If the perceived quality exceeds the
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customer's expectations, the perceived value of a product or service is positive. If the
customer's expectations exceed the perceived quality, a negative perceived value is
the result. The bigger the difference between the two dimensions perceived quality
and customer expectations, the higher is the positive or negative perceived value.
Fornell et al. (1996) claim that the perceived value influences the overall customer
satisfaction directly. The perceived quality and the customer expectations influence

the overall customer satisfaction directly and indirectly (Fornell et al., 1996).

3.2.2 ACSI consequences: Satisfaction and loyalty.

The ACSI by Fornell et al. (1996) clearly suggests a direct interrelationship between
customer loyalty and overall customer satisfaction. Fornell et al. (1996) affirm
customer satisfaction to determine the amount of customer complaints. The more
satisfied the customer is, the less complaints and the more loyalty can be expected.
Satisfaction has a positive influence on loyalty and is a precondition to elicit loyalty
(Fornell et al., 1996; Feistel, 2008). Customer satisfaction having a positive influence
on repurchases, cross-selling behavior, the extent and quality of word of mouth and
a decrease in price sensitivity was evidenced frequently by the scientific community
(Bolton & Lemon, 1998; Feistel 2008; Homburg, 2012; Sonnberger, 2011; Zeithaml,
Berry, & Parasuraman, 1996). Cross-selling is an approach which uses existing
customers as a starting point for generating follow-up purchases (Homburg, 2012).
The intended goal is to use existing satisfaction and loyalty to bring forward new
buying transactions with the company (CeDis, 2003). In this study, non-VIPs who
decide to upgrade and repeatedly commit to Lovoo are studied in view of uncertainty
reduction. The repeated buying decision caused by satisfaction can be defined as
cross-buying. The interrelationship between satisfaction and repetitive buying
behavior was also confirmed by Homburg (2012) who stated “Die Beobachtung, dass
zwischen  Kundenzufriedenheit und  Unternehmenserfolg ein  positiver
Zusammenhang besteht, kann also durch den indirekten Effekt tber Kundenloyalitét

und Preisverhalten der Kunden erklart werden.” (p. 47).

Topfer described loyalty as the willingness to repeatedly buy products from a
company (Topfer, 2008). In this study, the registration can be seen as a buying
decision. Firstly, the users consciously ponder whether Lovoo is really the platform
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of choice. Secondly, they have “costs” in the form of time needed for registering. A
decision and action for an upgrade to a VIP account can hence be seen as a repeated
buying decision, since the customer commits to the service a second time. Therefore,

an upgrade to a VIP membership can be seen as a sign of loyalty.

A repurchase implies the existence of customer loyalty, which requires customer
satisfaction as a precondition. If the customer were to possess dissatisfaction,
customer complaints instead of customer loyalty would be the result (see Figure 2,
Fornell et al., 1996). Hence, it can be inferred that once a repurchase is executed,
satisfaction as a subset of customer loyalty is proven. The above mentioned
derivation will be used to define the groups VIP and non-VIP as satisfied and
unsatisfied users, respectively, in this study (see H1, H2, RQ1 and RQ2, Chapter
4.4).
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4 Uncertainty Reduction Theory

Chapter 4 is the centerpiece of this thesis and explains the relevant parts of the URT,
which will be the guiding theory throughout this paper. In Section 4.1, the foundation
of the URT is explained and relevant axioms for the study are introduced. In Section

4.2, the URT is applied to the context of online dating.

Since all key terms mentioned in the title of this thesis “Uncertainty Reduction (see
Chapter 4) - Driver of Satisfaction (see Chapter 3) in Online Dating (see Chapter 2)”
are discussed in Chapter 2 to 4, are already explained; H1, H2, RQ1 and RQ2 are
formulated at the end of Chapter 4. The specific hypotheses and research questions
developed throughout Chapters 2 to 4 will bring up three new key terms: verbal
communication, nonverbal affiliate expressiveness and information seeking. These
terms have to be defined, specified and applied to the online dating context before
the results of this study can be presented. The newly evoked terms will be further
discussed in Chapter 5 within the context of CMC. The structure of this paper was
adopted from the research process, which started with the broad research of the topic,
followed by the development of the hypotheses and research questions, which then
evoked new terms and questions. This structure was chosen to deepen the
comprehension of the research design, as well as to deepen the development process

of the hypotheses and research questions for the reader.

4.1 Foundations of the URT

Berger and Calabrese (1975) constructed the URT because they found there had been
no complex communication theory which focused primarily on the initial
interpersonal communication process at the time of development. In their study, they
developed seven axioms by reviewing former studies. Berger and Calabrese's URT is
most suitable for this research paper because it focuses exclusively on the initial
phases of interactions between strangers. Berger and Calabrese (1975) labeled the
initial phases of communication between strangers as entry phase, personal phase,

and exit phase.
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Berger and Calabrese (1975) name three main motives for uncertainty reduction.
Firstly uncertainty reduction becomes relevant in situations when individuals feel the
need to anticipate future interactions because they assume that they will continuously
communicate with each other (Berger & Calabrese, 1975). Secondly, uncertainty
reduction is appealing when communication partners own or control something of
interest for the information seeker (Berger & Calabrese, 1975). Thirdly, Berger and
Calabrese (1975) claim the exposure to deviant behavior of others forces individuals
to investigate further about the reasons of their behavior to make predictions why

others act or acted unexpectingly in a situation.

In their study, Berger and Calabrese (1975) combined the seven axioms in various
ways to formulate 21 theorems. In 2000, Neuliep and Grohskopf added a new axiom
to Berger and Calabrese's (1975) URT. The following axioms by Berger and

Calabrese (1975) are relevant to this paper:

Axiom 1: Given the high level of uncertainty present at the onset of the entry
phase, as the amount of verbal communication between strangers increases,
the level of uncertainty for each interactant in the relationship will decrease.
As uncertainty is further reduced, the amount of verbal communication will
increase. (pp. 101,102)

Axiom 2: As nonverbal affiliate expressiveness increases, uncertainty levels
will decrease in an initial interaction situation, in addition, decreases in

uncertainty level will cause increases in nonverbal affiliate behavior. (p. 103)

Axiom 3: High levels of uncertainty cause increases in information seeking
behavior. As uncertainty levels decline, information seeking behavior
decreases. (p. 103)

Neuliep and Grohskopf (2000) add the following axiom:

Axiom 9: During interaction, as uncertainty decreases, communication

satisfaction increases. (p. 75)

Neuliep and Grohskopf (2000) based their study on the work of Hecht in 1978. Hecht
(1978) conceptualized satisfaction as a result of the achievement of interpersonal
goals in interpersonal communication. Drawing upon Berger and Calabrese (1975),

Neuliep and Grohskopf (2000) have argued that reducing uncertainty is the primary
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goal in initial encounters. Consequently, they reasoned, if a reduction in uncertainty
serves as an achievement of an interpersonal goal, it has to result in communication
satisfaction (Neuliep & Grohskopf, 2000). Neuliep and Grohskopf conducted their
study with 75 undergraduate students who were directed to talk to each other in
dyads for seven minutes. The participants never met before, meaning that their

encounter was initial.

After the participants talked for seven minutes with each other, they were asked to
express their contentment and uncertainty by applying Hecht's 19-item measure of
interpersonal communication satisfaction (Hecht, 1978) and Clatterbucks' 7-item
measure of uncertainty (as cited in Neuliep & Grohskopf, 2000). The study showed
“a positive and significant correlation between uncertainty and reduction and the

responsiveness component of the SCO scale.” (Neuliep & Grohskopf, 2000, p. 73).

4.2 Uncertainty in Online Dating

How can uncertainty affect online dating? Individuals who engage in online dating
are exposed to several risks. First, online daters are exposed to the risk of getting to
know a person who uses a fake identity to fool people. Fake identities are used out of
several reasons. Sven Kroll, Head of Customer Care at Lovoo, who deals with
customers seeking support daily, mentions that fake identities can be used by
partners testing the honesty of their significant others with a fake identity or
criminals who blackmail and rob users (S. Kroll, personal communication, July 11,
2014). Besides criminal risks, the risk of personally getting attached to a person
without a guarantee that the person also fully commits to the relationship is the most
common in dating online. The lack of nonverbal cues, shared friends, shared
professions or hobbies, which is often experienced in CMC, decreases commonality
and makes people insecure. First impressions cannot be quickly built on additional
nonverbal and contextual clues in CMC. The first impression evolves more slowly

and is the result of personal interrogation, which can easily be manipulated in CMC.

According to Gibbs et al. (2011), the frequency of uncertainty reduction strategies a
person uses is “predicted by three sets of online dating concerns — personal security,
misrepresentation and recognition” (p. 70). Gibbs et al. (2011) claim that “privacy

risks pressures to reveal personal information to form relationships . . . encourage
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behaviors aimed at reducing uncertainty and verifying the credibility of these
potential partners.” (p. 73).

Seeing that online dating connects strangers who have no prior relationship with each
other, self-disclosure and self-presentation online always contain potential risks such
as “identity theft, sexual predators, or cyber stalking” (Gibbs et al., 2011, p. 71).
Because online dating networks are characterized by a lack of shared physical
context and nonverbal cues, uncertainty is higher than in FtF communication. The
lack of nonverbal cues can lead to interferences during the relationship development
process (Gibbs et al., 2011). Moreover, the lack of mutual knowledge complicates
the communication process, because background information on a person enables

receivers of a message to better interpret and see the context of a message.

Furthermore, self-presentation online is very different to self-presentation FtF.
Walther and Burgoon (1992) mention CMC allows users to engage in a selective self-
presentation. Communication patterns change in CMC situations and become more
stereotypical and desirable (Walther & Burgoon, 1992). This motivates some people
to lie about certain character traits, demographic attributes and physical
characteristics. On account of online dating being a goal-oriented activity, which
seeks to create new relationships, the possibility of selective self-presentation
induces users to lie. This is done with the intent to achieve a better dating success by

fooling people.

The possibility to manipulate and adjust the self-presentation in a way that seems to
be desirable leads to the effect of misrepresentation and deception. Users become
aware of the opportunity to manipulate the self-presentation in CMC. More
interestingly, they increase their information seeking behavior to antagonize the
reality distortion caused by selective self-presentation. Due to the intent to form a
long-term relationship, the importance to validate the information about the other
user is very high for online daters (Gibbs et al., 2006). Users want to make
predictions about the future relationships analyzing the given information about the
other person (Gibbs et al., 2006).

Gibbs et al. mentioned in 2011 that there is a lack of a visible third-party friend list in
most online dating networks. This statement can now be dismissed due to a growing

share of social discovery and dating apps like, e.g., Hinge (Cleod9, Inc., 2014) being
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established in the market. Hinge lets you sign into their dating network via your
Facebook login. After logging in, it compares your friend list with the friend lists of
other users and then only presents you people who have common friends with you
(Cleod9, Inc., 2014). This creates a reduced uncertainty because users can get
background information by asking the shared friend about the target person.
Moreover, the risk of sexual assaults is reduced because potential assaulters disclose
parts of their social network and therefore fear social punishment. Anonymity is
reduced and the inhibition threshold is higher. Taking the above mentioned
arguments into account, it becomes obvious that there is a high motivation for
information seeking behavior and increased initial communication as a strategy to
reduce uncertainty. One way to even out the qualitative losses caused by a lack of
nonverbal cues in online dating, is to increase the quantity of communication to

receive more diverse information and thus reduce uncertainty.

421 Distance.

Proximity is an important element of nonverbal communication, as attraction
researchers stated “the closeness between two individual's residences, classroom
seats, work areas, and so on; the closer the physical distance, the greater the
probability of the individuals' coming into regular contact.” (Baron & Byrne, 1997,
p. 611). An algorithm in Lovoo uses this knowledge, providing a geocentrically live
radar and search filters which enable users to set a fixed maximum distance for other
users. When users select for instance a 10 km radius, only users within a 10 km range
will be displayed. Moreover, only people who fit the filter settings will be shown in
the matching game. Therefore, Lovoo can be characterized as a location-based
service. The proximity enables users to reduce their uncertainty toward other users
because it facilitates FtF meetings, and it creates a mutual geographical and cultural

background as a base for conversations.

4.2.2 Anonymity.

Another important characteristic of CMC is anonymity. Thieme (2013)

conceptualizes anonymity with “Namenslosigkeit” and “Unbekanntheit” (p. 25),
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referring to anonymity as innominate, nameless or unknown. On Lovoo, users are
able to choose a nickname. Furthermore, no address nor email address is displayed in
the profile. Consequently, users cannot be contacted involuntarily. They can use their
real name or select a fantasy name like, e.g., “SweetGirl82”. This guarantees a
certain degree of anonymity for users. Thieme maintains that anonymity is found in
FtF and in CMC contexts. According to Thieme (2013), anonymity in CMC is unlike
anonymity in FtF communication; Thieme states that in FtF communication it is
enhanced, since there is a lack of social context cues. According to Walther (2011)
“The absence of nonverbal cues in CMC is said to prevent communicators from
detecting demographic, personality, and interpersonal characteristics of others.” (p.
447). This enables conversational partners to communicate selectively and
differently than in FtF. Consequently, the lack of social context cues is reshaping the
communication process online. Although demographic information is provided in the
profile, it is not obligatory and not validated.

The degrees of anonymity can vary. There is no absolute anonymity on Lovoo in
terms of sender identification. Other mobile applications such as, e.g., Whisper
(WhisperText LLC., 2014), enable users to send photos and messages totally
anonymously without the need to use a nickname. Whisper users are unable to assign

multiple posts to the person sending the posts (WhisperText LLC., 2014).

Nevertheless, even the degree of anonymity on Lovoo induces selective-self
presentation or deception, which is why Lovoo deals, just like any other major flirt
service, with fake profiles (S. Kroll, personal communication, July 11, 2014).
Interpersonal communication is always connected to self-disclosure and bears the
risk of deception (Walther & Burgoon, 1992). The degree of self-disclosure
influences personal vulnerability. Eventually, being exposed to anonymous chat
partners makes people insecure. Furthermore, it is likely to increase user uncertainty

which emphasizes the role of uncertainty reduction in online dating.

4.3 URT Approach to Communication Satisfaction

Berger and Calabrese (1975) and Neuliep and Grohskopf (2000) predict an increased
amount of communication leading to an increased communication satisfaction.

Neuliep and Grohskopf (2000) refer in their paper to Hecht (1978), who drew upon
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the concept of satisfaction being the fulfillment of prior expectations. The
expectation to get to know each other better is amongst others tied to a high
frequency of communication exchanges, as it helps individuals to reduce their
uncertainty. Accordingly, the fulfillment of this expectation leads to satisfaction.
Anderson and Emmers-Sommer (2006), who studied predictors of relationship
satisfaction in online romantic relationships, confirmed this assumption by stating,
“Individuals who communicated a greater amount of time per week reported higher
communication satisfaction with their partners than those who communicated with

their partners a fewer number of hours per week.” (p. 167).

Oliver (2010) is talking about satisfaction as “one of the many life outcomes that
provide a means of understanding the environment.” (p. 4). Oliver (2010) considers
satisfaction to be “the desire to make sense of reality” (p. 4). Heidner (as cited in
Berger and Calabrese, 1975) names the desire of man to “‘to make sense' out of
events he perceives in his environment” (p. 100) as the primary goal of each
interaction. His definition of uncertainty reduction as being the primary goal of
interactions, equals Olivers (2010) definition of satisfaction almost completely.
Berger and Calabrese's theory (1975) goes along with Oliver and Heidner, by
claiming the reduction of uncertainty to be the major communication goal for people
in order to predict future behaviors and to make sense of past behavior of others. An
increased communication activity consequently provides users with more
information for processing and evaluating the current relationship. If users receive
less feedback from their interaction, they will have fewer cues which enable them to
interpret past behaviors of their online dating partners. This in turn gives them less
informational foundation for predicting the future outcomes of the relationship.
Taking Berger and Calabrese's (1975) and Oliver's (2010) theorems and definitions
into account, a lower frequency of communication exchanges leads to a deficient
understanding of the partner and hence to a lower dating success. This can
accordingly cause disappointment regarding one’s dating expectations. Thus, the
interrelationship between satisfaction and reasoning leads to the assumption that an
increase of communication events to reduce uncertainty will increase satisfaction.
This derivation will be used for the development for H1, H2, RQ1 and RQ2 in
Section 4.4.
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4.4 Hypotheses and Research Questions

All hypotheses and research questions contain communication satisfaction as a
factor. In this study the interrelationship between satisfaction and loyalty (see
Chapter 3) will be used to show satisfaction differences exemplified by VIP
subscription purchases. The first hypothesis combines Berger and Calabrese's (1975)

first axiom with Neuliep and Grohskopf's (2000) added axiom.

H1: The use of verbal communication is significantly higher for VIPs

compared to non-VIPs.

An increase in verbal communication causes a decrease in uncertainty (Berger &
Calabrese, 1975), which leads to an increase in communication satisfaction (Neuliep
& Grohskopf, 2000). In conclusion, it can be assumed that more satisfied users
exhibit higher levels of verbal communication in comparison to unsatisfied users.
CMC can be seen as the major service that is provided for users on Lovoo. Hence, an
increased communication satisfaction impacts the overall satisfaction strongly and
majorly. Increased satisfaction causes increased willingness to buy a product
(Topfer, 2008). As discussed in Section 3.2, the purchase of a VIP subscription can
be interpreted as a sign of satisfaction, which is why it was chosen as a determinant
of satisfaction for the hypotheses. The second hypothesis combines Berger and

Calabrese's (1975) second axiom with Neuliep and Grohskopf's (2000) added axiom.

H2: The use of nonverbal affiliate expressiveness is significantly higher for

VIPs compared to non-VIPs.

Increased nonverbal affiliate expressiveness reduces uncertainty (Berger &
Calabrese, 1975), which leads to an increase in communication satisfaction (Neuliep
& Grohskopf, 2000). More satisfied users will exhibit higher levels of nonverbal
communication in comparison to unsatisfied users. The axiom for nonverbal affiliate
expressiveness was based on FtF interactions. Nevertheless, Sections 5.3 and 6.2.2

will explain why the axiom can be applied to a CMC context and justify its viability.

The research questions combine Berger and Calabrese's (1975) third axiom with
Neuliep and Grohskopf's (2000) added axiom.
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RQ1: Did VIPs seek significantly more information compared to non-VIPs
in the week prior to their sign up, causing an increase in

communication satisfaction and hence the purchase of a VIP account?

RQ2: Were VIPs exposed to significantly more information seeking
behaviors of other users compared to non-VIPs in the week prior to
their sign up, causing an increase in communication satisfaction and

the purchase of a VIP account?

People reduce their uncertainty through information seeking behavior (Berger &
Calabrese, 1975). Reduced uncertainty leads to an increase in communication
satisfaction (Neuliep & Grohskopf, 2000). Hence it can be presumed that satisfied
users will be significantly more involved with information seeking behaviors than
unsatisfied users. For RQ1 and RQ2, the parameters votes and profile views will be
tested for the groups VIP and non-VIP. All in all, increased verbal communication,
nonverbal affiliate expressiveness and information seeking behavior can be
hypothesized to increase communication satisfaction (Berger & Calabrese, 1975;
Neuliep & Grohskopf, 2000).
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5 Characteristics of CMC

When Berger and Calabrese (1975) developed the URT, they based all axioms and
theorems on an FtF communication context. This study, though, will be based on a
CMC context, which represents a modern interpretation of Berger and Calabrese's
URT (1975).

Chapter 5 serves to clarify and specify the terms and questions being evoked by
presenting H1, H2, RQ1, and RQ2 in Section 4.3. In Section 5.1, the existing
literature is reviewed to provide the reader with existing findings regarding the
characteristics of CMC. The literature review presents useful models for
communication available on Lovoo and their assignment to H1, H2, RQ1, and RQ2.
The literature review also serves as a frame for Sections 5.2, 5.3 and 5.4. In Section
5.2, verbal communication as the theoretical foundation for H1 is explained. Section
5.3 serves as an introduction to nonverbal communication, explaining the concept,
functions, and limits of nonverbal communication in CMC contexts, which are
relevant for H2. In Section 5.4, information seeking behavior will be further
specified by explaining how information seeking behavior can occur in CMC
contexts. Lastly, the different information seeking strategies are introduced and

applied to the measures of this study (see Section 5.4.1).

The application of the URT in a CMC context provides several advantages. CMC is
enduring in terms of storage. Once a verbal message is stated in FtF, it is usually not
recorded. Nonverbal cues like gestures and facial expressions are usually not
recorded in a natural environment. To track and compile this information,
experiments in artificial environments would have to be set up and the behavior
would have to be recorded with additional instruments like video cameras and
microphones. This would distort actual communication behavior if people were
aware of these instruments. Moreover, it is harder and more complex to record a high
amount of these communication behaviors and process and analyze them in an FtF
study. With CMC, huge amounts of metadata about user behavior are tracked and
stored in a corporate database automatically. This metadata is easy to format and
analyze. A higher number of users can be tracked without a special experimental
setup, which provides this study with a high representativeness. Furthermore, the

results are relatively unaffected by expectations or social norms that the users hold.
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5.1 Overview Computer-Mediated Communication Theories

What is CMC? The technical capabilities went through an evolution which
constantly added new features and areas of application to the field of interpersonal
CMC. This tendency is reflected by the change of definitions assigned to CMC by
several studies throughout its history. For example, Walther (1992), a
communication researcher who published numerous scientific papers on CMC and
provided some of the foundational CMC theories for the scientific community,
describes CMC as “synchronous or asynchronous electric mail and computer
conferencing, by which senders encode in text messages that are relayed from
senders' computers to receivers'.” (p. 52). Reapproaching the topic twelve years later,
Gibbs et al. (2006) add:

First, CMC places greater emphasis on more controllable verbal and
linguistic cues in the absence of many nonverbal communication cues, which
leads to online self-presentation that is “more selective, malleable, and
subject to self-censorship in CMC than it is in FtF interaction” (Walther,
1996, p. 20).

Second, the asynchronous nature of CMC gives users more time to
consciously construct communicative messages. Thus the mediated nature of
online dating gives participants more opportunities to present themselves

positively and deliberately. (p. 153).

Another definition by Spitzberg (2006) especially accentuates new media which is

now relaying the communication besides the classical computer:

CMC is tentatively defined as any human symbolic text-based interaction
conducted or facilitated through digitally-based technologies. This working
definition includes the Internet; cellular phone text, instant messaging (IM),
and multiuser interactions (MUDs & MOOs); email and listserv interactions;
and text-supplemented videoconferencing (e.g., decision support systems).
This definition requires actual people engaged in a process of message
interchange in which the medium of exchange at some point is computerized.
(pp. 630, 631)
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Culnan and Markus (as cited in Walther & Burgoon, 1992) claim in their social
presence theory that CMC reduces the social presence, which leads to task
orientation and impersonality. It can be argued that Culnan and Markus based their
study on the areas of application available in 1992 and consequently their statement
has to be put into perspective. The IT branch flourished and diversified into many
distinct sub-branches so that CMC is not limited to emails and chat rooms anymore
(Chameres, 2014). The breadth of services now is nearly innumerable. Actual task
orientation in CMC can be found in groupware, workflow management systems,
corporate instant messaging systems, and knowledge management systems (Laudon
L.P., Laudon K. C., & Schoder, 2010). Nonetheless, people orientation can be found
in social media, social networks and social discovery networks (see Chapter 1.2.1),

which aim at cultivating friendships or connecting new people.

The social context cues theory by Sproull and Kiesler (1986) affirms a lack of social
context cues in CMC. Sproull and Kiesler (1986) claim social context cues can be
perceived through “geographic location of others” (e.g., “place”, “distance” and
“time”), “organizational position of others” (e.g., “department”, “hierarchy” and “job
category”), and “situation” (e.g., “others' attributes”, “relationship with others”,
“topic” and “norms”) (p. 1496). These social context cues provide a “focus of
attention” (Sproull & Kiesler, 1986, p. 1496), which enables the receivers to focus
their attention on themselves or others and on a past, present or future orientation.
Moreover, “social orientation” (Sproull & Kiesler, 1986, p. 1496) can be reached
through the identification of status equality or difference. Finally, social context cues
regulate “social conformity” (Sproull & Kiesler, 1986, p. 1496), and moderate
between uninhibited and controlled, as well as unconventional and conventional
behaviors. Sproull and Kiesler (1986) found that less social context cues resulted in a
higher probability of exciting and uninhibited communication. This uninhibited
communication creates a generally more authentic impression of the other party.
Additionally, it tends to draw, depending on the context, a more intense positive or
negative image of someone compared to FtF encounters. This communication is
more self-centered and can also include negative speech, such as insults and hostile
language (Sproull & Kiesler, 1986). Generally, it can be said that the decreased
inhibition threshold in CMC tends to lead to a significantly higher amount of
expressions of “real” and uninhibited emotions (Sproull & Kiesler, 1986). Certainly,

CMC brings out hostile language, but it also reflects vulnerable moments of self-
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disclosure. Such disclosure allows the users to deeply understand their partners,
which thereby provides the basis for trust and intimacy building.

The media richness theory (Daft, Lengel, & Trevino, 1987) implies that FtF
communication is richer than CMC. CMC is considered to be lean due to the lack of
nonverbal cues. Nevertheless, certain types of CMC differ in their richness. Chats
and asynchronous communication are considered to be lean in comparison to
videoconferencing and talking on the phone. The degree of richness is characterized
by the “availability of immediate feedback, the number of cues and channels utilized,
nonverbal (facial and oral) backchanneling cues, and personalization and language
variety” (Walther, 1992, pp. 56, 57). Lean mediums are very effective when the
message is simple and unequivocal. When the message is ambiguous, richer
mediums are more appropriate to communicate effectively and thereby to reduce
uncertainty (Walther, 1992).

However, the hyperpersonal model by Walther (1996) argues that CMC enables
people to develop more intimate relationships with great depth. Walther (1996)
pondered the following:

When is CMC hyperpersonal? When can users create impressions and
manage relationships in ways more positively than they might be able to
conduct FtF? When users experience commonality and are self-aware,
physically separated, and communicating via a limited-cues channel that
allows them to selectively self-present and edit; to construct and reciprocate
representations of their partners and relations without the interference of

environmental reality. (p. 33)

The argument for an intensified relationship development process can be backed by
the vast amount of social networks and social discovery networks, which are based
on forming and maintaining emotional relationships. Walther (1996) states that self-
awareness enables a self-focused communication to stay unaffected by
environmental factors. This enhances the opportunities to create effective messages
that are more likely to achieve personal communication goals. This effect is even
magnified by the receiver being exposed to this information in a low cue
environment and left without any additional cues to make sure the message is

interpreted correctly. Instead, a construction of meaning takes place, adding personal
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expectations and experiences of the receiver to the interpretation of the message,
which often leads to an unrealistic, positively perceived image of a sender. The key
difference between FtF communication and CMC, though, according to Walther

(1996), is the rate of social information exchange due to the lack of nonverbal cues.

5.2 Verbal Communication as a Predictor of Satisfaction
521 The concept of verbal communication.

The term verbal communication refers to all communication which involves
language (Misoch, 2006). In Figure 3, the classification of communication shows
that verbal communication can be oral or non-oral. Non-oral verbal communication
compromises written and sign language. Berger and Calabrese (1975) focused on
spoken language in FtF interactions in their first axiom, whereas this study will apply

Axiom 1 to written language in CMC interactions.

Figure 3: Classification of Communication

Verbal Communication Nonverbal Communication
Oral Spoken language Sighting, laughing, crying,
moaning
Non-Oral | Written language and sign Body language, facial
language expressions, physical distance

Note: From “Interkulturell kompetent?”, by U. Bohm, 2004, Lift Report, 2,
Interkulturelle Kommunikation section, para. 6. Copyright [2004] by Verlag fir
Zielgruppeninformationen GmbH & Co.KG. Adapted with permission.
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What are the main differences between written and spoken verbal language? The
written chats are stored on servers of Lovoo and can be retrieved by both parties at
any time. Written communication on Lovoo is also independent from space (Thieme,
2013), since the text can be retrieved from any computer or mobile device using the
login data of the user. The fact that communication is recorded on Lovoo enables
repeated access, whereas spoken language vanishes after it is expressed. Therefore,
spoken language can only vaguely be retrieved in the memory of communication
participants. This leads to a higher probability for individuals to subconsciously
transform memories caused by the omission of specific details after some time. It can
be hence concluded that the recordability of written verbal language leads to a higher
accuracy of information retrieval. Synchronicity as a main feature of spoken FtF

communication (Thieme, 2013) will be discussed in Section 5.2.2.1.

Seeing that we use verbal communication in our everyday life more consciously than
nonverbal communication, some people misleadingly assume that verbal
communication would have a major impact on the meaning of a message.
Conversely, the verbal communication part of a message affects only 7% of the
interpretation of a message. In fact, 38% of a message is influenced by how the
words are said (paraverbal communication), and up to 55% of a message is
influenced by the body language and facial expressions (nonverbal communication)
of the sender (Bohm, 2004). In the following sections, the special attributes and
limits which shape verbal communication on Lovoo will be discussed. This will
further elaborate on why Berger’s prediction (1975) that a higher amount of verbal
communication will lead to uncertainty reduction and eventually to an increase in
communication satisfaction (Neuliep & Grohskopf, 2000), is viable in a CMC

environment.

5.2.2 Characteristics of verbal CMC.

In this study, verbal communication is shaped by the limitations and benefits of
CMC. The axioms stated by Berger and Calabrese (1975) and Neuliep and
Grohskopf (2000) are based on initial FtF encounters. To assess and ensure the
applicability of their axioms to CMC, an analysis regarding increased verbal
communication in CMC has been conducted. Many CMC theories focused on the
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lack of nonverbal cues in CMC. Walther (1996), however, developed the
hyperpersonal model which describes how CMC attributes influence the creation of
verbal messages in CMC positively. Walther’s (1996) hyperpersonal model was used
for the following chapters because it proclaims a deepening of trust and intimacy in
CMC. Anderson and Emmers-Sommer (2006) found that trust and intimacy play a
major role for satisfaction. The following sections will refer back to Walther's
hyperpersonal model (1996) to present the main differences between CMC and FtF
that actually drive satisfaction. Sections 5.2.2.1 and 5.2.2.2 introduce the cardinal
characteristics of verbal CMC. Sections 5.2.3.1, 5.2.3.2 and 5.2.3.3 will present the
key satisfactory factors which are taken from Anderson and Emmers-Sommer’s
study (2006), exploring the effects of verbal communication in CMC. The effects
shall be discussed for FtF and CMC, and will justify the viability of Berger and

Calabrese’s (1975) axioms for Lovoo.

5.2.2.1  Synchronicity and lack of nonverbal clues.

Synchronicity is a diacritic attribute of classical FtF communication. It is given when
the sender and the receiver of a message are able to act or react to a certain message
immediately (Thieme, 2013). A sender emits a verbal message in an FtF
conversation and receives an immediate verbal feedback through a reply of the
counterpart. This enables a high frequency of exchanging messages during a
relatively short period of time, due to the fact that oral speech is faster than written
messages. Moreover, the FtF reply of the counterpart entails body language, gestures,
paralanguage, and facial expression cues (nonverbal cues), along with the actual
verbal message. These two factors help individuals to reduce their uncertainty
towards a counterpart because they allow verbal messages to be interpreted and put

into context more precisely.

CMC is characterized by less synchronicity compared to FtF communication. When
users leave a photo comment on a profile of another user, it usually takes at least one
day until the other users log in and check for new photo comments, profile visits or
votes. In contrast, there is a higher chance of more synchronous communication
because users are able to activate push messages that notify them immediately on
their smartphone (Lovoo GmbH, 2014a). Especially when the first forms of CMC
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arose, functions such as emails and online forums had huge time gaps between the
sending and receiving of a message or a new post. Primarily, this was a result of a
lower internet usage. Besides, individuals were limited to their computers to receive
news and emails. Nowadays, individuals receive their emails synchronized on their
PC, laptop, smartphone and tablet. As the time lag decreases and CMC becomes
ubiquitous even on the move, synchronicity in CMC is gradually enhancing.
Additionally, there are CMC features which allow users to communicate almost
synchronically. Instant messages, e.g., are a form of relatively synchronous verbal
computer-mediated communication (B6hm, 2004). The synchronicity difference of
FtF communication and CMC plays a significant role for the categorization of the so-
called media richness to which Daft et al. (1987) and Walther (1992) refer.

As already mentioned, a high synchronicity enables a high message exchange
frequency in FtF communication. Additionally, FtF communication conveys
supporting nonverbal cues (Walther, 1992). These facts account for the
categorization towards a rich communication. Rich channels are preferred when
communication goals are complex to make sure the intended meaning is conveyed.
Dating is tied to keen individual goals and considered to be very complex. It took
quite some time before people changed their minds about CMC being too impersonal
for dating, as many had previously accepted dating only in FtF settings. A high
media richness is characterized by a high frequency of messages and transmitted
nonverbal cues. Since nonverbal cues are very limited in CMC, a high frequency of
CMC could fill the information deficit caused by the missing nonverbal cues. This
higher frequency offering more information to the individual to reduce uncertainty
accounts accordingly to the overall satisfaction.

5.2.2.2  Hyperpersonal model.

Walther (1996) avers that the asynchronicity of verbal messages in CMC supports a
mindful message creation process, referred to as a selective self-presentation. The
time lag between sending and receiving a message and sometimes even the
possibility to edit messages in CMC contexts allows individuals to thoroughly
formulate messages to increase and manipulate their dating success. Moreover, an

FtF context is marked by stronger interferences such as noise, other people joining in
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on the conversation, as well as haptic, olfactory and visual stimuli. The fact that FtF
communication is marked by many more distracting cues than CMC makes FtF
communication a lot less controllable. Nonverbal communication cues are more
situational and individuals struggle to process all the other sensory stimuli and still
tenaciously manipulate all their simultaneously sent nonverbal signals. In contrast,
users are able to focus on the content of the message and to produce more intentional
communication in CMC (Walther, 1996). Moreover, they are not as distracted by the
demographic and visual characteristics of the counterpart, and are able to develop
deeper interpersonal connections. This is because their main focus is on the written
message, which is a reflection of a person’s character and values. Of course, some
profile information provides users with demographic information but in contrast to
FtF communication, this information is less predominant and reliable. This is one
reason, according to Walther (1996), for CMC relationships to develop faster in
terms of trust and intimacy as conversations evolve from personal interests rather
than superficial contextual content. Nevertheless, he claims that the time lags and the
low-cue environment results in a message creation that seems to be more socially

desirable but deceptive.

5.2.3 Verbal CMC as a predictor of satisfaction.

In their study “Predictors of Relationship Satisfaction in Online Romantic
Relationships”, Anderson and Emmers-Sommer (2006) describe the influence of the
variables similarity, commitment, intimacy, trust, attributional confidence, and
communication satisfaction, on online relationship satisfaction. Anderson and
Emmers-Sommer (2006) based their work on the hyperpersonal model by Walther

(1996) as a framework for their investigations.

Anderson and Emmers-Sommer (2006) inquire whether the above mentioned
measures have a significant influence on relationship satisfaction. The results showed
that intimacy, trust and communication satisfaction had a significant influence on
relationship satisfaction. In the following sub-chapters, these components of the
variable verbal communication shall be broken down and further elaborated on

regarding their portion of satisfaction gain.
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5.2.3.1 Trust.

Trust can be defined as the ability to predict future behaviors of others (Anderson &
Emmers-Sommer, 2006). Stating trust to be a major driver of satisfaction in romantic
online relationships (Anderson & Emmers-Sommer, 2006), the findings are
congruent with the URT (Berger & Calabrese, 1975), which claims the prediction of
future behavior to be the primary goal of initial encounters. Satisfaction is considered
as the achievement of expectations or goals (see Chapter 3). It can be derived that the
establishment of trust, whose definition is almost congruent with Berger and
Calabrese's (1975) statement about the primary goal of initial encounters,

consequently leads to satisfaction.

Anderson and Emmers-Sommer (2006) found relatively high levels of trust while
observing couples who were dating online. Higher levels of trust can be explained by
the hyperpersonal model of Walther (1996), claiming a faster and deeper trust
development in computer-mediated relationships. In this context the hyperpersonal
model maintains that due to the lack of nonverbal cues in the CMC environment, a
selective perception takes place. CMC messages can be interpreted very differently
when several nonverbal cues are added. Because the nonverbal cues are lacking, the
recipients interpret the communication behaviors consistently with their own positive
expectations (Walther, 1996). Hence, a magnification of positive attributes occurs.
The positive perception influences the communication and information disclosing
behavior of the recipient. The recipient then replies more positively, and this
increased positivity causes a further magnified positive perception (Anderson &
Emmers-Sommer, 2006). Individuals are more likely to trust people with whom they
maintain a positive relationship. The magnification process repeats over and over

again and accounts for the faster development of trust (Walther, 1996).

In their third research question, Anderson and Emmers-Sommer (2006) examine
whether the levels of trust varied depending on the amount of communication, which
was predominantly written. This research question is particularly relevant for this
study because it measures the amount of verbal communication quantitatively.
Anderson and Emmers-Sommer (2006) found that “low and moderate
communicators reported significantly lower levels of trust than high
communicators.” (p. 164). Thence, since trust significantly increased romantic online

relationship satisfaction and the level of trust varied depending on the amount of
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communication, it can be concluded that an increased amount of verbal
communication would positively influence relational satisfaction (see H1, Section
4.3)).

5.2.3.2 Intimacy.

The term intimacy originates from the Latin language and means innermost.
Intimacy is characterized by a deep or unusual knowledge of someone and the
sharing of a warm relationship (Levold, 1998). On Lovoo, users engage with
strangers with whom they most likely have no friends in common. Moreover, the
mainly used communication function is a verbal text-based chat. To reach a certain
level of intimacy, a highly reduced uncertainty and as much information as possible
are needed. These two components will facilitate the understanding of inner feelings
and the reasons for certain behaviors of others. To create intimacy, communication
that goes beyond the surface of ordinary and mostly contextual conversations is
required. People have to reach the point where they feel comfortable to disclose and
discuss personal matters. When the overall communication level is low, people often
fail to reach the point of comfortable disclosure. This is because uncertainty is still
too high and they feel vulnerable and insecure.

The verbal chat is the only option to gain complex information about values, beliefs
and attitudes of potential partners on Lovoo. Accordingly, the amount of
communication has a major impact on the overall gained information and degree of
uncertainty reduction. Furthermore, intimacy being represented by a deep knowledge
of the partner, implies a certain degree of expected commitment of the partner.
Individuals who experience a trustworthy and intimate relationship evaluate the
possibility of the partner breaking up for another individual as relatively low. They
feel a certain degree of security due to the reduced uncertainty created through
commitment. Anderson and Emmers-Sommer (2006) found that intimacy had a
significant influence on relationship satisfaction. It can be said though that trust is
somewhat of a prerequisite for intimacy and that there is a close interrelationship
between these two components. Besides, Anderson and Emmers-Sommer (2006)
found high communicators to be reporting significantly more intimacy than low or

moderate communicators. Since intimacy is found to significantly influence
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relationship satisfaction, and increased amounts of communication lead to higher
intimacy, it can be presumed that increased amounts of communication influence

relationship satisfaction positively as well.

5.2.3.3 Commitment and concurrence of multiple dating partners.

Reproducibility is a cardinal characteristic of verbal communication in CMC. No
message can be said identically in two different FtF conversations. The personal
relationship towards a person and the environment always influence how a message
is conveyed FtF. In CMC, however, one message can easily be duplicated and sent
out with the same information content multiple times. This means users are able to
formulate a general “opening line” for a chat request such as, e.g., “Hi there, | really
like your photos, you have a pretty smile.”, and copy and paste this message to 100
random users to enhance their success in terms of quantitative feedback with very
little effort. Additionally, the technology allows individuals to engage in multiple
conversations simultaneously due to the synchronicity of CMC. When individuals
have an FtF conversation, one individual is not able to engage in multiple other
conversations without the counterpart taking notice. Moreover, the physical presence
ensures a presence of mind and focus on the conversational partner, whereas CMC

conversations lack this guarantee with the opportunity of parallel conversations.

Although Anderson and Emmers-Sommer (2006) could not confirm a significant
influence of commitment on relationship satisfaction directly, it has been proven that
commitment in a relationship increases trust and intimacy, both components which
directly influence relationship satisfaction. As stated above, the major concern of
online and offline daters is uncertainty reduction to, e.g., predict future behaviors.
Commitment towards a person enables the other person to reduce uncertainty
regarding future interactions, providing more information about how someone wants

to progress in the relationship.

Online dating is a particularly ambiguous environment for dating. The online dating
market is inexhaustible as there are twenty thousand new users joining Lovoo
everyday (Lovoo GmbH, 2014a). In the decision making process for a product,
people decide on products based on the current range of products at a given time.

When buyers are highly satisfied with their buying decision, they are very likely to
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keep buying the product repeatedly. When they are not fully satisfied, their tendency
for variety seeking increases; at some point as they come across an appealing offer
from the competition, they will give into their desire for variety seeking and buy
competitor products (Topfer, 2008). The same principle applies for dating and even
more for online dating, as the latter is characterized by less time needed to identify
single people and schedule dates. Zintl (1989) claims the human decision making
process applies to all kinds of areas and is based on the concept of the homo

oeconomicus:

Gegeben eine Nutzenfunktion und gegeben eine Handlungssituation, verteilt
der Akteur seine Aktivitdten derart, dalR [sic] fur alle Aktivitdten das
Verhalten ihres Grenznutzens zu ihren Grenzkosten, verstanden als
Opportunitatskosten, gleich wird. Andern sich die relativen Ertrage oder die
relativen Kosten der Aktivitaten, so andert sich diese Aufteilung: Aktivitéten,
deren Opportunitatskosten steigen, werden im allgemeinen [sic] reduziert und

umgekehrt.
Dies gilt auch fur die Beschaffung und Verarbeitung von Informationen:

Rationalitat impliziert keine vollkommene, sondern optimale Information —
die kostspielige Aktivitat Informationsbeschaffung/Informationsverarbeitung'
unterliegt dem gleichen Grenzkosten/Grenzertragskalkil wie jede andere
Aktivitat. (p. 53)

The homo oeconomicus tries to minimize its cost while seeking the maximum
reward for a certain kind of invested effort. When the costs exceed the rewards at one
point in time and there is an opportunity that is much more lucrative for the
individual, the individual will take that new opportunity. Applying this concept to
online dating, individuals who are still online on Lovoo are still exposed to other
online daters. These other online daters can show signs of affection and interest and
thereby “offer” potential dates to an individual. As everyone is aware of this fact, it
enhances the pressure on individuals to perform well in their relationship and to
ensure the greatest degree of satisfaction for their partners, as individuals fear the
loss of their partners. The ubiquitous abundance of potential new partners on Lovoo
increases uncertainty more than in any other FtF contexts, which are mostly

characterized by a higher inhibition threshold due to their lack of anonymity.
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Thence, commitment supports trust and intimacy building and further reduces
uncertainty, especially in terms of future interactions. Although there is no way of
fully ensuring that the counterpart is not interacting with other online daters on
Lovoo, the amount of communication and hence the percentage dedicated to the
target person is a very important measure that individuals can use for evaluating
commitment. Individuals are able to reduce their uncertainty towards future
interactions through interacting as much as possible with the target person to make
sure that the partner or desired partner has less time left for potential chats with other
users on Lovoo. In the concept of the homo oeconomicus, an individual will be less
likely to end a relationship if he or she has already accrued cost in the form of
invested time for collecting and processing information (Zintl, 1989). As the homo
economicus only invests time and money if a future reward is expected, the amount
of communication that is dedicated to the target person is a relatively good measure
for evaluating the degree of commitment. Anderson and Emmers-Sommer (2006)
confirmed this derivation inasmuch as the degree of perceived commitment went up
with an increasing amount of communication, measured as time spent per week with

the online partner.

The findings of Anderson and Emmers-Sommer (2006) presented main
communication elements of verbal communication that were significantly
influencing relationship satisfaction and commensurately related to the amount of
communication. Furthermore, they relate back to the effects of the hyperpersonal
model (Walther, 1996), and prove that the predictions of Berger and Calabrese
(1975), which draw upon the concept that the reduction of uncertainty is the major

communication goal in initial encounters, are valid.

5.3 Nonverbal Communication as a Predictor of Satisfaction

In this paper, a special emphasis will be given on nonverbal communication, due to
the majority of the studied behavior being nonverbal. The information seeking
behavior on Lovoo is visible for others and thereby becomes nonverbal

communication as well.
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53.1 The concept of nonverbal communication.

Byrne and Baron (1997) define nonverbal communication as “communication that
does not involve the content of spoken language, but relies instead on an unspoken
language of facial expressions, eye contact, and body language.” (p. 39). Nonverbal
communication is a way of less directly seeking information about others' reactions
(Baron & Byrne, 1997). Areas of study in nonverbal communication are proxemics,
haptics, oculesics, chronemics, kinesics, physical environment-appearance, and
paralanguage (Giri, 2009). Burgoon, Hunsaker, and Dawson (1994) give an overview
of all elements of nonverbal communication and add the dimension “vocalic” (p.
125). This dimension is associated with vocal behavior as a seventh component to
Giri's definition of nonverbal communication (see Table 1).

The most common definition of nonverbal communication states “nonverbal
communication comprises all behaviors that are not words.” (Guerrero & Floyd,
2006, p. 4). Moreover, nonverbal communication is used to support verbal
communication and provide cues which enable the receiver to put the messages in a
relational context, whereas verbal messages predominantly transmit the content of a
message (Watzlawick, Bavelas, & Jackson, 2011). Watzlawick et al. (2011) argue
that no one is able to not communicate since every communication is behavior and

not exclusively restricted to words.

Taking these definitions into account, the behavior of users, displayed as
notifications for certain activities such as kisses, profile views and votes, which
become visible to others, can be defined as nonverbal communication. These
nonverbal cues enable recipients to draw conclusions about the intentions of a

sender.
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Table 1: The Nonverbal Communication System

Proxemics Haptics Chronemics
- personal - positive - urgency
space affect - duration
- conversational - playful - waiting time
distance - control - lead time
- territory - ritualistic - punctuality
- lean - hybrid - monochronic / polychronic use of time
- body - task-related - displaced / diffused point pattern
orientation - accidental
- seating - aggressive
arrangement - affection
withdrawal
Physical
Appearance Vocalics Kinesics Artifacts
- body shape - tempo - gaze - size
- weight - tempo - facial - volume
- height variety expression of space
- hair & skin - pitch - smiling - style
color - pitch - gestures - materials
- grooming variety - head - lighting
- clothing - loudness movements - temperature
color - resonance - posture - ventilation
- clothing - dialect - postural relaxation - color
style - tension - postural asymmetry - art
- adornments - fluency - random trunk & - decor
- cosmetics - pauses limb movement - furniture
- articulation - gait arrangement

- breathiness

Note: From Human Communication, (p. 125), by M. Burgoon et al., 1994, Thousand

Oaks, CA: Sage Publications, Inc. Copyright [1994] by Sage Publications, Inc.

Reprinted with permission.
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5.3.2 Functions of nonverbal communication.

According to Burgoon et al. (1994), nonverbal communication serves seven

functions:
1)  Message production and processing
2)  Impression formation and management
3)  Relational communication
4)  Expressive communication
5)  Mixed messages and deception
6) Interaction management, and

7)  Social influence. (p. 149)

In the following, the functions message production and processing, impression
formation and management, and relational communication shall be discussed to
elucidate why the chosen measures in this study are compliant with these functions.
Above all, it shall be explained how certain service features support the functions of

nonverbal communication on Lovoo.

5.3.2.1 Message production and processing.

Nonverbal messages create a better understanding for recipients and work in
conjunction with verbal messages. Redundancy is created by confirming the
articulated messages with nonverbal cues. Nonverbal cues help to accentuate certain
elements of a verbal message (Burgoon et al., 1994). Elaboration is another function
which can be achieved by conjuncting verbal messages with nonverbal cues.
Burgoon et al. (1994) emphasize that smiles and gestures enable the recipient of
these cues to clarify the total meaning. Nevertheless, a contradiction can be
expressed through nonverbal cues as well (Burgoon et al., 1994). Ironic or sarcastic
comments are based on the fact that people ascribe more importance to nonverbal
signals rather than verbal signals (Burgoon et al., 1994). While stating something
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enthusiastic verbally, irony uses nonverbal cues such as a bored facial expression to
create a contradiction. Lastly, nonverbal cues are used to substitute verbal messages,

e.g., when the verbal channel is restricted (Burgoon et al., 1994).

Sending virtual Kkisses or voting a person's picture in the matching game and
receiving a match notification (see Section 1.2) can be defined as nonverbal
communication. Such nonverbal signals enable recipients to improve their ability to
interpret verbal messages, e.g., earlier chat conversations. In the case of Lovoo,
redundancy can be achieved by sending a virtual kiss after someone articulated
already admiration for a person in a personal chat verbally. This creates consistency
and works as a confirmation of interpretations of past verbal messages. It helps the
recipients to furthermore reduce uncertainty towards a person (Burgoon et al., 1994).
Elaboration or contradiction can be expressed using emoticons in chats to clarify the
emotional state of a sender (Burgoon et al., 1994). Emoticons are the combination of
letters and signs which can be interpreted as facial expressions. Moreover, nonverbal
behavior such as a quick reply rate as a sign of interest and confirmation can support
and strengthen the relationship. No responsiveness or very slow and short replies can
be interpreted as a sign of disinterest. Depending on the prior verbal communication,
this can be consonant or contradictory. In case of a contradiction to former verbal
communication, this behavior creates a mixed message for the receiver which can
lead to confusion and an increase of uncertainty and consequently decreasing
communication satisfaction (Neuliep & Grohskopf, 2000). A substitution of verbal
communication with nonverbal communication on Lovoo can be found in the usage
of other communication functions besides the chat function. If anxious individuals
want to avoid potential rejections as a response to their verbal chat request, they seek
substitutional nonverbal communication strategies. These could entail sending virtual
kisses, adding users to their “hotlist”, liking someone in the matching game, visiting
one's profile, or sending a friend request (see Section 1.2.2). Burgoon et al. (1994)

refer to this phenomenon as follows:

The subtle nature of nonverbal messages makes them particularly useful
when one wishes to escalate a relationship. In contrast to verbal messages,
individuals can deny the meaning of many nonverbal messages and,

therefore, save themselves from embarrassment if rejected. (p. 155)
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The receiver gets a notification about the user activity in each of these nonverbal
communication strategies. This implies indirectly to the recipient that the other user
showed interest and is more likely to be willing to engage in future mutual

interpersonal exchanges (Burgoon et al., 1994).

5.3.2.2  Impression formation and management.

Impression formation and management refers to the presentation of self. Nonverbal
impression formation can be based on vocal cues and physical appearance (Burgoon
et al.,, 1994). Since there is a lack of vocal cues in the chat, this element will be
disregarded below. Physical appearance, though, plays a major role for impression
formation, especially regarding first impressions. Nonverbal cues derived from the
physical appearance allow interpretations about the social status, personal taste, age,
or profession of a person. Central elements of the physical appearance are clothing,
body shape and facial expressions (Burgoon et al., 1994). Physical appearance cues
pertaining to nonverbal communication cues are broadly represented on Lovoo
through photographs which users upload to the network. These pictures can be
viewed, commented and rated. The matching game builds most obviously upon the
concept of first impressions, by showing photos of strangers with minimal additional
information such as the age, gender and the city of a user. This leads to users making

primarily superficial judgments of other users.

5.3.2.3 Relational communication.

Receiving a virtual kiss is a sign of affection, sympathy or liking. In virtual
environments, it is used more casually than FtF and can also be interpreted as an ice
breaker or a sign of interest. It reduces the uncertainty about the appreciation of
another person towards oneself. Receiving reoccurring profile view notifications of a
visitor B also enables the visited user A to conclude that B is interested in A, and
therefore wants to gain more information about user A. User A can reason this
information seeking behavior as being a sign of interest (Berger & Calabrese, 1975).
Information seeking behavior itself will be discussed more in-depth in Section 5.4.

Nevertheless, it shall be mentioned that as an aspect of nonverbal communication,
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this kind of meta information communicates interest of the information seeker in the

target person.

Moreover, short time delays and a high amount of synchronous messaging signals
high involvement and that the person involved prioritized this conversation over
others. In contrast, a high amount of asynchronous messaging and relatively short
messages can be a sign of low involvement and disinterest in a person. When users
are online, this will be visible to others. Additionally, users can see if another person
has read a message. If user A sent user B a message and saw that B read the message
and is online, but has not yet responded, A can conclude that B prefers chatting with
other users. This meta information communicated a lack of commitment in the
relationship towards A. As stated in Section 5.2.3.3, commitment and reciprocally
invested efforts seriously influence satisfaction. Berger and Calabrese (1975) refer to
the degree of mutual correspondence as reciprocity. The amount of communication
and the time gaps should ideally be balanced between communicators. Berger and
Calabrese (1975) consider reciprocity to be an important element in initial
encounters, seeing a high uncertainty and each interactant wanting to gain as much
information as possible about the other party without revealing too much information
about themselves to reduce their vulnerability. The degree to which reciprocity is
balanced strongly determines the quality and satisfaction of an interpersonal
relationship, because it assigns the ratio of uncertainty for both parties in the
relationship (Berger & Calabrese, 1975). Other nonverbal cues like the reply rate and
the length of messages represent additional feedback for users and determine

relational engagement and commitment towards each other as well.

5.3.3 Limits of Nonverbal communication in CMC.

Nevertheless, the vast majority of traditional nonverbal cues are non-existent or can
only be expressed restrictively in CMC contexts. Proxemics, haptics, oculesics,
chronemics, kinesics, physical environment-appearance, and paralanguage, being
elements of nonverbal communication as referred by Giri (2009), need an FtF
context to be fully experienced. There is no possibility to perceive any haptic on
Lovoo. Gesture and facial expressions can be, e.g., expressed in photos, which users

can upload and send to each other. Nevertheless, this represents just a selective
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snapshot of a specific situation and can be manipulated. Hence, it lacks the complex,

unaltered information provided in a real FtF situation.

Paralingual cues such as prosody, pitch, volume and intonation cannot be expressed
on Lovoo. Emoticons after written, verbal messages can give the recipient an idea
about the intended tonality of a message and the meaning in context. But those
emoticons can easily be manipulated to create the desired effect, whereas traditional
nonverbal cues are harder to manipulate. According to the leakage hypothesis, it is
impossible to control all nonverbal communication cues while communicating, and
to deceit someone without revealing it through gesture or body position (Burgoon et
al., 1994). This leaves online daters with a high uncertainty concerning verbal
messages, inasmuch as they lack many nonverbal cues confirming the verbal
message or uncovering a deceit. There are some nonverbal cues which are
represented on Lovoo. These factors are relation factors, e.g., virtual Kisses and like
votes in the matching game, time factors, e.g., time delays between chat messages,
and other meta information provided, e.g., the online status (Burgoon et al., 1994; A.

Pisch, personal communication, May 21, 2014).

5.4 Information Seeking Behavior as a Predictor of Satisfaction

In order to reduce their uncertainty, people seek information about users of interest
(Berger & Calabrese, 1975). Ramirez, Walther, Burgoon, and Sunnafrank (2002)
developed a model to exemplify the distinctive features of information seeking in
CMC (Figure 4). “Within our framework, information seeking is conceptualized as
the pursuit of desired information about a target.” (Ramirez et al., 2002, p. 5). In this
study, the different strategies (see Figure 4) implied by Ramirez et al. (2002) will be

further discussed.

In Section 5.3.3, limiting and inhibiting effects of CMC in comparison to FtF
communication in interpersonal communication were discussed. Nevertheless, there
are scholars claiming several advantages of CMC compared to FtF interactions. The
technological capabilities available in CMC enable users to deeply investigate the
target persons using multiple channels and search engines. In Sections 5.4.1, 5.4.2
and 5.4.3, information seeking strategies in CMC shall be discussed. Furthermore,

the measures of this study shall be assigned to these strategies.
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In Figure 4, Ramirez et al. (2002) conceptualized a model for social information
seeking in CMC. Ramirez et al. (2002) named “technology-related factors”,
“information-related factors”, “goals-related factors”, “situation/context-related
factors”, and “communicator-related factors” (p. 2018), as critical for the selection of
an individual’s information seeking strategy. These factors determine the degree of
importance and the individual costs under given environmental circumstances to

acquire the desired information.

Figure 4: Conceptual Model of Social Information Seeking via CMC

Appraisals Behavior Outcomes
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related factors Information- e  Quantity of
» Technological Seeking Strategy information

efficacy *  Quality of

* Type of strategy information
o Interactive
o Active Experiences
Information- N Extra_chve ¢ Effor? of
o Passive enacting
related factors strategy
*  Quantity > . Indl\{ldual or e Efficiency/
multiple strategies Sffectivenass of
*  Quality 0 Sequential strateg
X gy
o Simultaneous
Assessments
Match betw
Goals-related ° in?o?mat?oneen
factors A acquired
» Typeof goal » and
» Duration information
desired
e  Uncertainty
level
Situation/Context-
related factors
*» Time »
o Target

availability
Communicator-
related factors
» History/

background >'e

» Preferences
s Skills

Note: From “Information-Seeking Strategies, Uncertainty, and Computer-Mediated
Communication — Toward a Conceptual Model” by A. Ramirez et al., 2002, Human
Communication Research, 28, p. 218. Copyright [2002] by the International

Communication Association. Reprinted with permission.
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54.1 Interactive strategies.

Interactive strategies involve behaviors through which participants actively
interrogate the other party in order to gain information (Ramirez et al., 2002). This
includes behaviors of self-disclosure to produce reciprocity. In order to get the other
party to disclose information, it is necessary to ensure that the person does not
perceive the interrogator to have a one-sided information power. Berger and
Calabrese (1975) mentioned the easiest way for someone to reduce uncertainty is to
“ask and give the same kinds of information at the same rate of exchange” (p. 105).
On Lovoo, people use written messages to ask questions. While doing this, they enter
into a phase of mutual information exchange. In short, the measures messages
received and sent can be assigned to interactive strategies for this study. Ramirez et
al. (2002) argue interactive strategies to be the best method for gaining the most

comprehensive understanding of the target person.

5.4.2 Active strategies.

Acquisition of information about an individual without direct interactions with the
target can be defined as active strategies (Ramirez, Walther, Burgoon, & Sunnafrank,
2002). Active strategies are characterized by indirect knowledge acquisitions through
third parties. Antithetical to Tidwell and Walther (as cited by Ramirez et al., 2002),
stating active strategies to be more significantly found in FtF encounters due to a
lack of mutual friends in CMC situations, it has to be mentioned that CMC and its
areas of application have vastly broadened since 2002. The structure of social
networks today allows users to create friend lists and to see mutual friends (Cleod9,
Inc., 2014).

CMC furthermore offers new active strategies such as the use of search engines,
personal homepages, and the examination of user profiles on Lovoo. Users disclose
information in their profile on a voluntary basis (see Section 1.2.2.1). Other users can
read information such as height, weight or city to reduce their uncertainty. VIP users
can use the ghost mode to visit other user profiles without being noticed, and thereby
achieve an information advance (A. Pisch, personal communication, May 21, 2014).
Furthermore, when users want to give someone a virtual kiss, they can see how many

kisses a user already received from other users, which gives information about the
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popularity and number of admirers of the target person. Photo comments of users
reveal additional information about people who are or were interested and probably
interacted with the target person. These two measures, kisses and photo comments
received, display a type of popularity rating. The measures provide a basis for a
profile visitor to contemplate how popular someone is and hence how much
competition can be expected if the profile visitor would pursue a relationship with
the target person. This information can reduce the uncertainty about another person.
A dating success with the target person is less likely if the person is already

surrounded by a lot of admirers.

In contrast to traditional FtF active strategies, these information seeking behaviors
offer a way to uncover information without the knowledge of the target or a third
person (Ramirez et al., 2002). All in all, it can be stated that the measure profile
views can be assigned to active information seeking behavior, as the information
seeker gains information unobtrusively about the target without directly interacting
with the target person (Antheunis, Valkenburg, & Peter, 2010).

5.4.3 Passive strategies.

Passive strategies can be described as observing the target person in an unobtrusive
way (Antheunis et al., 2010). Classically, blind carbon copies of emails or reading
forum entries are associated with passive strategies. These strategies are likely to be
used when individuals share information with a group of people online. In this study,
passive strategies can be assigned to the observation of notifications for received
kisses, profile views or votes. Additionally, observing notifications about the online,
delivery and reading status of a message can be seen as passive information seeking

strategies because the information is not actively sought but passively noticed.
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6 Method

The method section aims at creating an understanding of how the data was collected
and analyzed. Section 6.1 deals with the sample size and configuration chosen for the
study. Section 6.2 will briefly state and explain the measures used for the study. In

Section 6.3, the methodology for the statistical analysis will be further explained.

6.1 Participants and Sampling Protocol

This study examines the behavioral differences between satisfied and unsatisfied
customers. As described in Chapter 3, customer satisfaction and later loyalty
manifests in purchases. The results of this research were gained by data mining. For
each event displayed in the table, a new query for retrieving the data was designed
and dispatched. Consequently, there was a unique random selection for each event

and for each group. All queries for both groups can be found in Section 10.1.

The international pool of 400,000 daily active users was used for the random
selection. The query selection for VIPs, who represented the satisfied group, lead to a
maximum of 501 users who purchased a VIP membership on April 27, 2014. For the
category votes, the same procedure was applied again for April 20, 2014 to generate
a higher sample size because the first sample lacked enough VIP events for the
category. To avoid distortions of the results, the tracked events included only data
about executed or received events in the week before the VIP sign up. Therefore,
conclusions can be drawn from the data regarding the motives for upgrading to a
VIP. This precludes any demur that VIP members obviously communicated more
since they already committed to the service by paying a monthly fee. The
communication activity would of course be enhanced if the tracked behavior

accounted the data generated while being a VIP member.

The group of unsatisfied users will be represented by non-VIPs who have not bought
a VIP upgrade. The selected time span was the same for the non-VIPs as for the
VIPs, to assure the same environmental factors for both research groups. The queries
tracked the weekly amount for each communication event per user. The distributions
of these weekly communication events were then compared in statistical tests. Only

users who were active at least once in the tracked week were selected. This leads to
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an exclusion of data sets with zero valued entries, which would notably distort the
results. The numbers in Tables 3 and 4 show the amount of weekly events per group
in order to smooth out the results and to avoid selective distortion on account of

single outliers for certain days.

Moreover, the structured query language (SQL) queries ascribed a random number to
the selected user ID's, therefore a random selection was given. Users are ordered by
user IDs and IDs are ascribed sequentially depending on the registration date in the
database. A want of randomization would hence lead to a selection of users who
registered in a certain time period (A. Pisch, personal communication, May 21,
2014). The number of non-VIPs outweighs the number of VIPs. As a result, there
would be an ineligible disparity between the two groups if no randomization would

be implemented in the SQL query.

The randomization caused a random nationality and age group selection. Generally
the data pool comprised majorly German, French, Italian, Brazilian, British, and
Spanish users as they represent the major markets for Lovoo (A. Pisch, personal

communication, May 21, 2014).

Due to the fact that all major features on Lovoo are free of charge for woman, the
urge to sign up for a woman as a VIP is very low. This leads to an evanescent
number of female VIPs. An equal ratio of female to male users in each group could
thus not be ensured. Moreover, to assure a valid comparison between the two groups,
it was necessary to select participants that exhibit similar motives and attitudes.
Women differ significantly in their partner selection approach from men. Men attach
more importance to beauty associated with fertility and health of a woman, whereas
women tend to focus on social prestige and financial security of a potential partner
(Buss & Schmitt, 1993). Accordingly, the sample for VIPs and non-VIPs was based

on male users only.
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Table 2: Sample Sizes for Tracked Events

Measures Sample Size N
VIP
Active
messages sent 500
Kisses executed 312
votes executed 760
profiles visited 501
Passive
Messages received 450
Kisses received 233
votes received 501
profile visits 501
Non-VIP
Active
messages sent 501
Kisses executed 501
votes executed 1002
profiles visited 501
Passive
messages received 501
Kisses received 501
votes received 501
profile visits 501

6.2 Measures
6.2.1 Verbal communication.

The theoretical basis for verbal communication was already established in Section
5.2. The difference in behaviors of satisfied and unsatisfied users was predicted by
Berger and Calabrese (1975) and Neuliep and Grohskopf (2000) for FtF
communication. Berger and Calabrese (1975) based their statements of verbal
communication on spoken language. This research measures verbal communication
as written language. Verbal communication in this study will be measured as the sum

of sent and received messages within one week.
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6.2.2 Nonverbal affiliate expressiveness.

Nonverbal FtF communication cues are rich and diverse, whereas CMC is
characterized by very limited nonverbal cues. Nevertheless, as theoretically
discussed in Section 5.3, meta information, which can be used by online daters to
interpret verbal messages and behaviors of others more effectively, add nonverbal
cues to the CMC process. Affiliate behavior is any behavior reassuring the partners
of their mutual interest and the willingness to communicate (Mehrabian, 2007).
According to Berger and Calabrese (1975), an increase in nonverbal affiliate
expressiveness causes a reduction in uncertainty. Mehrabian (2007) calculated an

index of affiliate behavior as follows:

Affiliate behavior = total number of statements per minute + percent duration
of eye contact with confederate + head nods per minute + pleasantness of
facial expressions + number of verbal reinforces per minute + positive verbal
content + hand and arm gestures per minute + pleasantness of vocal

expressions. (p. 149)
Elaborating nonverbal affiliate expressiveness Mehrabian (2007) claims:

These findings indicate that those with higher scores on the affiliative
tendency measure (Mehrabian, 1970d) exhibited more affiliative behavior,
especially when their partners were also more affiliative. Further, those who
had scored high on a sensitivity to rejection measure (Mehrabian, 1970d)
exhibited less affiliate behavior and were even less affiliate with partners who

were also sensitive to rejection. (p. 157)

Berger and Calabrese (1975) assert in Axiom 2 that uncertainty reduction is reached
through an increase in nonverbal affiliate expressiveness. Taking the elements of
Mehrabian's affiliate behavior into consideration, it appears these behaviors, such as,
e.g., eye contact, verbal reinforces, pleasantness of vocal expressions, and head nods
help to decrease anxiety regarding potential rejections. Therefore, the presumed

probability of rejection decreases as a result nonverbal affiliate expressiveness.

Following this system, nonverbal affiliate expressiveness can be conceptualized as
behavior leading to a decrease in sensitivity towards rejection and uncertainty. In this

study, the nonverbal affiliate expressiveness will be measured by the amount of
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virtual kisses. They are nonverbal signals, reducing uncertainty about the liking or
disliking of others towards oneself. When someone kisses someone else and does not
receive a Kiss or a message back, this can be construed as a sign of indifference.
Eventually, virtual kisses serve as an icebreaker, reducing the uncertainty about the

probability of a rejection for the receiver of the kiss.

Even though the major literature refers to CMC with a lack of nonverbal cues, the
derivation of Mehrabian's definition proves that Berger and Calabrese's (1975)
predictions can be applied to a CMC context. While elaborating on their second
axiom, Berger and Calabrese (1975) themselves refer to Mehrabian as a primary
source in their paper “Some Exploration in Initial Interaction and Beyond: Toward a
Developmental Theory of Communication®, which justifies the application of Berger

and Calabrese’s second axiom to a CMC context.

6.2.3 Information seeking behavior.

Information seeking behavior is used to reduce uncertainty during initial encounters
(Berger & Calabrese, 1975). The theoretical framework for this measure can be
found in Section 5.4. In this study, information seeking behavior will be measured as
the weekly amount of profile views received and executed. Moreover, the votes users
execute and receive while playing the matching game will be measured as a

component of information seeking behavior.

6.2.4 Communication satisfaction.

Hecht (1978) conceptualized satisfaction as an affective response to the fulfillment
of expectations. Communication satisfaction, Hecht argued (1978), elicits through
reinforcing the emitted behaviors. Additionally, it is created by the fulfillment of
positive expectations. The theoretical framework in Chapter 3 provides a basis for
the categorization of the VIP group (satisfied users), and the non-VIP group
(unsatisfied users). To gain a qualitative insight into satisfaction, it would be fatal
and imprudent to use a bipolar scale for satisfaction and dissatisfaction. In this
research, satisfaction is not measured directly. The study measures the behavior of

two different groups, which have been assigned to a certain level of satisfaction.
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Accordingly, the following categorization is legitimate. The study relied on data
mining intentionally for data gathering to get an unbiased and natural perspective on
user behaviors. The vast majority of studies in the past has been conducted with
questionnaires, owing to the fact that technological capabilities such as data mining

did not offer broader spectrums of applications.

The study assessed the constituting characteristics and conditions of satisfaction,
partly owing to the concept of loyalty, which is strongly linked to repurchasing and
cross-buying, and applied it to the two groups. This study determines that non-VIPs
who signed up for a VIP membership later on (group VIP), acted as a consequence of
satisfaction. It should be noted that the categorization of the non-VIP group as
unsatisfied shall be seen relatively. There is a profuse number of different types and
degrees of satisfaction specifications. The non-VIP group is not necessarily
unsatisfied. Throughout the whole thesis, the non-VIP group is labeled as unsatisfied
to contrast the two groups. It shall be mentioned though that the non-VIP group
(unsatisfied) is a very heterogeneous group consisting of dissatisfied, unsatisfied,
frugal, disappointed, and indifferent people. All of these reasons result in the
unwillingness to upgrade to a VIP account. Moreover, it includes people who are
simply busy and therefore do not prioritize Lovoo and are not willing to pay for an
upgrade. The main difference between the two groups is the positive satisfaction and
excitement of the VIPs, reaching a critical point and causing a devolution from

satisfaction to delight and consequently the willingness to buy a VIP account.

6.3 Test Procedure

The distribution of X-measurements in the VIP group and the non-VIP group will be
tested with the Wilcoxon Rank-Sum-Test and the Kolmogorow-Smirnow-Test, to
ensure the greatest quality. The Wilcoxon Rank-Sum-Test examines two independent
distributions for equality in the null hypothesis. The alternative hypothesis states that
the distribution in the VIP group consists of significantly different values compared
to the values found in the distribution of the non-VIP group. The test was chosen
because the results of this test deliver reliable information, especially for non-normal
distributions. The test statistic for the Wilcoxon Rank-Sum-Test is marked as “W”,
and the p-value as “W p-value” in the following.
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The Kolmogorow-Smirnow-Test examines whether two distributions are equal to
each other. It is suitable for distributions that are non-normally distributed as well.
The universality of the test statistics ensures wide areas of application and provides
results with high stability being less susceptible to falsification. In the following, the
p-values for the Kolmogorow-Smirnow-Test are labeled with a “KS p-value” and the
test statistic with a “KS D”. The statistic program “R” was used to analyze the raw
data and to perform the significance tests. The sample sizes for the tracked behaviors

are displayed in Table 2.
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7 Results

All tests were conducted at the p<.05 level of significance. Considering the
theoretical deduction of H1, H2, RQ1, and RQ2, it was assumed that throughout all
of the examined events, the amount of VIP events would exceed the amount of non-
VIP events due to the different levels of satisfaction. In the following, the results for
the received communication events will be specified as passive category (see Table
3: Events Received). The active category (see Table 4: Events Executed) entails

communication events which were executed by the user.

H1: The use of verbal communication is significantly higher for VIPs

compared to non-VIPs.

H1 was confirmed; with VIPs showing significantly more messages than non-VIPs in
the active and passive category. In the passive category, a clear difference between
the two groups was shown (KS p-value = 2.52E-02; W p-value = 2.30E-04). The
active category exhibited higher levels of significance than the passive category with
a KS p-value of 3.28E-04 and a W p-value of 2.81E-08. The higher disparity
between VIPs and non-VIPs in the active categories hypothesizes that the urge to
actively reduce uncertainty is especially predominant for VIPs. In this case, actively
reducing uncertainty is writing a lot of messages and therefore reducing the
uncertainty of the partner by self-disclosing. In retrospect, it can be assumed that VIP
users proactively influence their own satisfaction level by applying the principle of
uncertainty reduction. By proactively self-disclosing and offering information, VIPs
enhance the interpersonal communication satisfaction of their partners and receive
positive feedback in return. Finally, this creates satisfaction for the VIP again. In
both categories, VIPs had almost twice as many messages as non-VIPs. Hence, it can
be reasoned that uncertainty reduction through verbal communication plays a

significant role for satisfaction.

H2: The use of nonverbal affiliate expressiveness is significantly higher for
VIPs compared to non-VIPs.

H2 was confirmed by both statistic tests as well. The amount of kisses for VIPs
examined in this hypothesis exceeded the kisses of non-VIPs significantly in both

categories.
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In the active category, the Kolmogorow-Smirnow-Test was significant with a p-value
of 9.99E-03 as well as the Wilcoxon Rank-Sum-Test exhibiting a p-value of 1.49E-
04. The passive category resulted in a significant difference as well with a KS p-
value of 4.46E-03 and W p-value of 4.75E-02. The p-value for the Wilcoxon Rank-
Sum-Test exhibited a result which is relatively close to the level of significance
(p<.05); however, it should not be overrated, as the absolute amount of kisses for all
categories showed that virtual kisses are rarely used. The amount of kisses receives
low recognition from users who prefer to use other services such as writing messages
or visiting and voting profiles. Derived from the low interest in kisses, it can be
assumed that individuals are very likely to attach very different levels of importance
to kisses and therefore this measure is not that significant. This can consequently
lead to a distortion of results. Non-VIPs sent e.g., 7.19 kisses on average per week,
whereas they actively voted on average 115 profiles per week. The results showed
that users voted 21.56 times more on profiles than they sent virtual kisses in one
week. Also, their profile visit activity (58.48 per week on average) was still 8.133

times higher than their activity of sending kisses.

Nevertheless, it shall be mentioned that the tracked events profile visits and votes are
surely categorized as information seeking behavior, but can also be seen as nonverbal
cues in this particular communication context. As discussed in Section 5.3, nonverbal
cues enable recipients to draw conclusions about the intention of the senders.
Consequently, a vote or a profile view lets receivers of notifications draw
conclusions about the interest of a person to get in touch with the person addressed.
The measure votes and profile views were marked by significantly higher quantities
of communication events for VIPs compared to non-VIPs for both categories.

RQ1: Did VIPs seek significantly more information compared to non-VIPs
in the week prior to their sign up, causing an increase in

communication satisfaction and hence the purchase of a VIP account?

The research questions which aim at the information seeking behavior of users were
tested with the same procedure as the hypotheses. It appears that the levels of
significance regarding information seeking behavior are the highest compared to
verbal and nonverbal communication behavior examined in H1 and H2. One reason
for this could be that information seeking behavior is an interpersonal

communication aspect whose areas of application are broadened in CMC, and whose

60



UNCERTAINTY REDUCTION IN ONLINE DATING

application transfer of Berger and Calabrese’s (1975) URT is absolutely suitable and
valid (see Chapter 8.1).VIP users exhibited significantly more information seeking
behaviors in terms of profile views (KS p-value = 2.20E-16; W p-value = 2.2E-16).
Going along with profile visit differences, VIPs also voted on significantly more user
profiles than non-VIPs (KS p-value = 2.647E-08; W p-value = 1.784E-09).

RQ2: Were VIPs exposed to significantly more information seeking
behaviors of other users compared to non-VIPs in the week prior to
their sign up, causing an increase in communication satisfaction and

the purchase of a VIP account?

The exposure to information seeking behaviors in terms of receiving profile views
was significantly higher for VIPs than for non-VIPs (KS p-value = 2.2E-16; W p-
value= 2.2E-16). This tendency was confirmed by a significantly higher amount of
votes which VIPs received in comparison to non-VIPs (KS p-value = 9.20E-05; W p-
value = 3.38E-08). As VIPs were significantly more exposed to information seeking
behaviors, they received a lot of recognition from other users. The increased
information seeking behavior of others signaled a high availability of dating options
for VIPs, which gave them an optimistic prospect in terms of the achievement of
their goals and expectations, as well as improved their self-image. As already
discussed in Chapter 3, the achievement of goals or expectations is the major driver
of satisfaction. It should be kept in mind that the VIP group contained non-VIPs only
at the time of data collection, who decided to sign up for a VIP membership at the
end of the week. Since there is such a drastic difference between the two groups, it
can be concluded that all three dimensions: the amount of verbal communication, the
amount of nonverbal communication, and most importantly the execution and
exposure to information seeking behavior contributed to the decision to purchase a

VIP account.

61



UNCERTAINTY REDUCTION IN ONLINE DATING

Table 3: Events Received
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Note. Both tests were conducted on a p<.05 level of significance. KS D = test

statistic for Kolmogorow-Smirnow-Test; KS p-value = p-value of Kolmogorow-

Smirnow-Test; W = test statistic for Wilcoxon Rank-Sum-Test, W p-value = p-value

of Wilcoxon Rank-Sum-Test.
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Table 4: Events Executed
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Note. Both tests were conducted on a p<.05 level of significance. KS D = test

statistic for Kolmogorow-Smirnow-Test; KS p-value = p-value of Kolmogorow-

Smirnow-Test; W W = test statistic for Wilcoxon Rank-Sum-Test, W p-value = p-

value of Wilcoxon Rank-Sum-Test.
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8 Discussion

Section 8.1 seeks to evaluate the validity for applying the original URT to CMC. In
Section 8.2, the results will be analyzed and compared to prior findings. Afterwards,
the limitations of the research design and the data collection will be discussed in

Section 8.3. Section 8.4 gives an outlook concerning future research opportunities.

8.1 Application Transfer of the URT

In this chapter, a brief reflection and analysis of the URT being applied in a CMC
context shall be conducted. After the main assumptions of the URT (Berger &
Calabrese, 1975) were introduced in Chapter 4 and the research design was explained
in Chapter 6, a comparison between the theory and the application shall give a

conclusion about the significance of the results of this thesis.

Berger and Calabrese (1975) focused their work on the initial phase of interpersonal
interaction. Lovoo is a social discovery network, which connects dyads of strangers
with another. Regarding this fact, the service of Lovoo suits the conditions of the
traditional URT very well. As a matter of fact, most users use Lovoo majorly to
initiate contacts. To be uninterrupted and more exclusive, they move their
conversation to other platforms as the relationships progress. This refines the sample
for this study since non-initial dyads eliminate themselves from the platform (A.
Pisch, personal communication, May 27, 2014). Nevertheless, there is no clear line
between the initial phases of interaction of users and the intensifying phase.
Uncertainty reduction after the initial phase is marked by different effects and the
predictions about uncertainty reduction cannot be applied towards progressed
relationships (Berger & Calabrese, 1975). Some users might extend their
conversations with a particular communication partner within Lovoo and pass the
border of initial encounters. The share of these users is assumed to be relatively
small, as users majorly switch to other communication channels for further
communication (A. Pisch, personal communication, May 27, 2014). Nonetheless,
this group partly contributes to the data collected and can distort the results.

In this thesis, several characteristics affecting the level of uncertainty have been
discussed. The factors anonymity, distance, lack of nonverbal cues, asynchronicity,
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lack of physical context, and the lack of shared micro cultures obviously increased
the level of uncertainty on Lovoo. However, Berger and Calabrese (1975) admit that,
“In situations where levels of uncertainty are reduced by the situation itself,
conversations are likely to begin focusing on content areas related to the situation.”
(p. 102). If users begin a conversation on Lovoo, the general uncertainty is already
reduced by the situation itself. Both parties obviously registered on Lovoo to get to
know new people. The profile interview offers to name reasons for registering at
Lovoo (“looking for dates”, “looking for a relationship”, “looking for nice
conversations™), which facilitates even more the initial encounter drastically by
reducing the uncertainty about the approachability of a person (A. Pisch, personal
communication, May 27, 2014). FtF situations are marked by a very high uncertainty
regarding approachability. In a subway for example, there might be many potential
flirt partners for an individual. Nonetheless, speaking to them and asking them out
for a date is more likely to fail, since the individual has no information about the
relationship status, the mood, the sexual orientation, and the willingness to get
involved in a conversation with the other person. Uncertainty is a broad field and
involves many aspects. The factors that influence uncertainty negatively increase
identity and security-related uncertainty concerns. The uncertainty reduction is
created through the communication situation on Lovoo, which primarily reduces
uncertainty about the approachability and intentions of individuals. It reduces the
uncertainty whether approaching a person is likely to be successful or not. This
uncertainty level is generally lower on Lovoo than in FtF encounters due to the
contextual relatedness. The uncertainty level concerning security issues is probably
higher on Lovoo due to the easy manipulability and the cloak of anonymity (see
Chapter 4.2.2) of CMC.

Three major forms of behaviors have been examined in this study: verbal
communication, nonverbal communication and information seeking behavior. Berger
and Calabrese (1975) developed their first axiom based on findings about spoken
language. Anyhow, applying written communication to the URT is a legitimate
practice. First of all, Berger and Calabrese (1975) never confined their predictions to
spoken language when they named verbal communication to be the driver of
uncertainty reduction. Secondly, the definition of verbal communication implicitly
involves written language. Certainly, there is a slight difference between written and

spoken language. The experiment which Berger and Calabrese (1975) are referring to
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in their first axiom found that the number of words uttered in an FtF conversation
increased over a nine minute period. In spoken language, the speed range is very
broad and can easily be adjusted. Written language speed however is restricted, as
people tend to type slower than they speak and furthermore are exposed to
asynchronicity disturbing an immediate feedback. Nevertheless, the dimension of
verbal communication is preserved in its nature and the research design is adequate

for this measure.

Nonverbal affiliate expressiveness is the most ambiguous measure in the study.
Berger and Calabrese (1975) related their second axiom to Mehrabian's approach,
which was completely based on FtF encounters. Nonverbal affiliate expressiveness
can be seen as the signaling of comfort and liking in a relationship without the use of
words (Mehrabian, 2007). These nonverbal behaviors cause the partners to reduce
their anxiety and uncertainty about future interactions with the actor (Mehrabian,
2007). There are indeed digital communication functions to show affiliation and
appreciation on Lovoo, but in comparison to FtF contexts, they are characterized by
less exclusivity and personal warmth; these latter two aspects are a major factor for
intimacy and part of Mehrabian’s nonverbal affilate expressiveness definition. Often,
these virtual winks or gifts, which can be seen as nonverbal affiliate expressiveness
in CMC, are used as an ice breaker to overcome social anxiety instead of expressing
feelings verbally towards another person. Consequently, the interpretation of
nonverbal affiliate expressiveness can be seen as liberal. The application of the
measure kisses as nonverbal affiliate expressiveness in this thesis can accordingly be
seen critically. Although technical capabilities have developed significantly fast and
have reached a level of omnipresence and full integration in our everyday life, CMC
is still seen as unfeasible by many users to express deep emotions. The lack of
physical touch and eye contact, which are anchored in the human nature to develop
emotional closeness, will probably always hinder the complete substitutability of FtF

communication.

Regarding verbal and nonverbal communication, information seeking offers obvious
advantages in CMC compared to in FtF communication. First of all, with search
engines like Google and search filters on Lovoo, users are able to process more
information faster compared to in FtF communication. The profile interview offers

demographic information about a user without the other user even having to
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interactively ask for the information. Through notifications for certain actions, e.g.,
received votes, kisses and messages, the need for time and energy consuming
information seeking is reduced while the relevant information are still transferred.
The user is generally exposed to more social information than in FtF communication.
The information is characterized by a higher validity, as it can be retrieved from the
primary source at any time. The availability of social information on the internet has
caused information seeking behavior to reach a new level of importance compared to
the initial statements of Berger and Calabrese in 1975. The enhanced opportunities in
CMC have induced individuals to increase their information seeking behavior. Due
to the broadening of information seeking opportunities in CMC, the measure
information seeking is characterized by the greatest validity with respect to Berger
and Calabrese’s URT (1975).

8.2 Findings

The purpose of this study was to prove the predictions of the combined axioms of
Berger and Calabrese (1975) and Neuliep and Grohskopf (2000) empirically in a
CMC context. Generally, it can be said that the results show very clearly that VIPs
exhibited a significantly higher activity in all executed and received events, including
votes, profile visits, kisses, and messages. As a result, the predictions concerning
verbal communication, nonverbal affiliate expressiveness and information seeking
behavior by Berger and Calabrese (1975) and Neuliep and Grohskopf (2000) can be
confirmed by this study.

Anderson and Emmers-Sommer's (2006) study is most congruent with this paper
concerning the research objectives. Anderson and Emmers-Sommer (2006)
summarized “individuals who communicated a greater amount of time per week
reported higher communication satisfaction with their partners than those who
communicated with their partners a fewer number of hours per week.” (p. 167). The
results of this thesis confirm their statement. Nevertheless, some measures of their
study were slightly different to this study. Anderson and Emmers-Sommer (2006)
used time spent per week for communication as the measure for the amount of
communication instead of the number of communication events exchanged, which

was used in this thesis. A message can be anything from a greeting to a very long
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reply or a question. One message is simply defined as the text that an individual
inserts before the send button is hit. It is possible that some users send a lot of short
messages with only one word in the chat which transmits almost no uncertainty
reducing information for the other party and generates zero answers. This takes only
a small amount of time but generates a high number of messages sent. The measure
time spent on communication per week is therefore more proficient to measure the
degree of uncertainty reduction and therefore it eliminates some of these problems.
Anderson and Emmers-Sommer's (2006) results reflect a more significant measure
for the amount of communication, as they show an exact value for the time invested
in the communication. The time invested improves the distinction process for
clustering different user behavior groups. The quantitative approach used in this
study, which does not count the length of a message, but the message as a whole,

evokes the problem of clustering different user groups together.

Moreover, Anderson and Emmers-Sommer's (2006) study was conducted with dyads
and the results present measures of exclusive dyadic communication of online dating
couples. The satisfaction measures in Anderson and Emmers-Sommer’s study (2006)
can hence be clearly assigned to the relationship satisfaction between the dyads. In
this thesis though, each individual is measured by the overall incoming and outgoing
messages, kisses, votes, and profile views. The distribution of the communication
events on different individuals is very heterogeneous. User A, for example, could
exclusively be communicating with user B and vice versa. This could be a rare
extreme example of probants. A more common example within the sample could be,
e.g., a user chatting with eight different individuals, sending 20 kisses to 15 different
people and five kisses to one person, voting 50 different users and visiting 12 profiles
during the week of recording. Since a diverse distribution of communication
capacities means less communication per user, the uncertainty reduction per user
would be lower and very different among the sample. Taking the very different
amounts of distinct interaction partners into account, the levels of reduced
uncertainty vary strongly within the sample. It can be assumed that people who focus
on less individuals to interact with are able to reduce their uncertainty most
effectively since they are able to reach a point of comfort, trust and intimacy which is
needed for uncertainty reduction. To reach this point, a minimum amount of prior
communication is needed. Eventually, this study aims at an overall online dating

satisfaction measurement, whereas Anderson and Emmers-Sommer (2006) pursued a
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dyadic approach towards exclusive relationship satisfaction in online romantic
relationships.

The findings of this thesis are congruent with the findings of Neuliep and Grohskopf
(2000), who found a statistically significant correlation between uncertainty
reduction and communication satisfaction (p<. 01). Enforcing their findings of a
correlation between uncertainty reduction and communication satisfaction in initial
encounters, Neuliep and Grohskopf (2000) additionally discovered that the
communication competence dimension, “responsiveness”, facilitated uncertainty

reduction.

Neuliep and Grohskopf (2000) mention however, as relationships progress, an
increase in communication satisfaction is not granted to be proportionate anymore.
Applying this knowledge to online dating, it can be assumed that as soon as the
relationships progress and the users exchange phone numbers or switch to regular
messaging services such as, e.g., WhatsApp, the quantity of messages and
communication cues are no longer as predominant in their influence on

communication satisfaction as in the initial phase.

Contradictory to the general statement of the URT, Gudykunst and Kim (1997)
argued that a low uncertainty in advanced relationships can lead to boredom and
hinder the willingness to communicate and to further progress within the
relationship. They furthermore noted that approaches to uncertainty reduction differ
among nationalities. The results of this thesis represent a general, international view
on uncertainty reduction with an overall positive conclusion about the interrelation
between uncertainty reduction and communication satisfaction. Different European

nationalities were encompassed in the sample.

Even though many researchers already proved a positive interrelationship between
satisfaction and uncertainty reduction, the significance of the results gained in this
thesis were still surprisingly distinct and concordant. The data used for this study was
not collected during the VIP membership, but rather recorded the behavioral data of
non-VIPs, who later bought a VIP membership. Regarding this fact, the results are of
high interest, inasmuch as they do not reflect satisfaction in its final state but rather
satisfaction during its arising state. Results like this are unique. This method of data

mining allows a retrospective analysis about how certain consumer groups form and
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which factors are significantly different for this group. Finally, it offered neutral and
unbiased results because participants were not aware of the observation. Taking into
account that the results were unbiased and that they tracked satisfaction in its

“developing state”, the results were surprisingly unambiguous.

8.3 Limitations

The queries already precluded many distorting factors within the SQL code.
Nevertheless, the query for non-VIPs is only able to assign users to the group which
did not purchase a VIP during the data collection time period. This fact can cause a
slight distortion of the results. There is a chance that some users are tracked as non-
VIPs, who bought a VIP membership before the data collection period, but their
membership was already finished during the time of data collection. First of all, this
would only partially affect the results, because even if the query is not solely tracking
“all time non-VIPs”, there is a very low chance of randomly picking a former VIP,
inasmuch as there are only 2% VIP users versus 98% non-VIP users on Lovoo (A.
Pisch, personal communication, May 21, 2014). Secondly, even if a small portion of
the tracked non-VIPs bought a VIP membership before, it is irrelevant for the study,
seeing that the results aim at analyzing the level of satisfaction during the time of
data collection. Accordingly, even if some of the users in the non-VIP group had
bought a VIP account before, it was reflecting a past satisfaction, as they would have

had their membership extended if they were still satisfied.

8.4 Future Research and Conclusion

This study was conducted with a pool of diverse nationals. This opens up more
opportunities for intercultural comparative studies. New studies could be conducted
with respect to Gudykunst and Kim's (1997) findings, claiming intercultural
differences in uncertainty reduction behaviors. This bachelor thesis was conducted
with nationals majorly belonging to the “western culture”. However, the values of
the western cultures differ from those of eastern cultures in their values and norms.
Some core elements of the western culture, including the role of individualism,

science and technology, are certainly distinct from eastern cultures; these aspects
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influence the interaction with online dating platforms in terms of values and
accessibility. The gender roles and scripts for dating vary strongly amongst
nationalities and therefore the predictions and results of this thesis cannot be adopted
to different cultural areas equally. The very liberal approach towards dating on
Lovoo is a business model that works in western cultures, as it is characterized by
equality and liberty for choosing a dating partner. Different culture areas, e.g., India,
which are characterized by a rigid social structure, approach dating differently and
attach different importances to interpersonal communication factors (Gudykunst &
Kim, 1997). A follow-up study, which investigates the communication satisfaction
factors in consideration of the intercultural differences, would provide new and
interesting insights into this topic. Furthermore, it would be interesting to compare
Gudykunst and Kim's results from 1997 with current results. It can be assumed that
due to globalization and a merging of former country-specific values and norms, a
significant difference will occur. The western culture has had a major influence on
the eastern cultures over the past 20 years (The Levin Institute, 2014). Consequently,
an approximation to western cultures and an evolution towards a western approach to

uncertainty reduction is possible.

This study focused on VIP accounts representing a relatively strong commitment to
the company, with VIP subscriptions varying from one month to one vyear.
Nevertheless, the monetization model of Lovoo offers additional purchase options,
e.g., credits (see Chapter 1.2.2.3). Credits can be purchased in different packages for
varying prices and their usage is more flexible than a VIP account, as they can be
used when needed and are not dependent on a certain time frame (Lovoo GmbH,
2014b). A follow-up study, focusing on the purchase and usage of credits, to
compare the results with this study which is focusing on VIP monetization, could

hence be created.

Moreover, this study was based on male users only, as the number of female Lovoo
VIPs is evanescent. To get a gender balanced or female perspective on the topic, it
could be interesting to repeat a similar data collection including female users. In this
case, the online dating provider should have a proper percentage of VIP female users

to ensure the quality of the results.

The awesome score, an internal algorithm for rating the attractiveness of Lovoo users

to improve the matchmaking, was introduced in Section 1.2.2.4.3. In 1971, Byrne
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investigated the factors of attraction. Byrne found that people who share the same
attitudes are more likely to be attracted to one another compared to very different-
minded individuals. One explanation why people favor people with similar attitudes
to their own is that it helps them to predict the future behavior of others. There is
obviously an interconnection between the URT and the similar attraction paradigm,
as it takes the basic statement of the URT as a motivator for the manifestation of
certain behaviors predicted by the paradigm. Lovoo offers a user base of more than
13 million users with 13 million distinct awesome scores and profiles. This database
is perfectly suited to conduct a study to prove or disprove the predictions of the
similar attraction paradigm. One interesting research question would be to find out
whether attitude, derived from the answers given in the user profile interview,
account more significantly towards the matching probability than the awesome score.
Conducting this study could provide insights into the human mind and evolutionary
questions exploring the ancestral motivators of reproduction. Of course, users would
have to be asked for permission prior to the investigation. Do individuals assign
more importance to looks or character? Which attributes are more important for
deciding with whom to build a family: similar attitudes or similar attractiveness? Do
female individuals attach the same level of importance to similar attitudes like male
individuals do and vice versa? Are there differences in the partner choice process

between heterosexual and homosexual couples?

In conclusion, it can be said that the online dating market is a very fast growing
market with new products and services arising everyday (Chameres, 2014). As social
scientists in the eighties focused their studies on the limitations of CMC (Sproull &
Kiesler, 1986; Daft et al., 1987), current researchers (Neuliep & Grohskopf, 2000;
Anderson & Emmers-Sommer, 2006) emphasize the positive effects of CMC on
interpersonal relationships and satisfaction, incorporating modern CMC features such
as, e.g., instant messaging, video conferencing and instant photo sharing in their

studies.

While reviewing the literature for online dating and communication satisfaction, it
became obvious that the pace of innovation in this economic sector greatly exceeds
the pace of the scientific research. Consequently, there is an immense potential for
future research to examine the influences of new technological features on the

interpersonal relationship building process. Moreover, new technical capabilities for

72



UNCERTAINTY REDUCTION IN ONLINE DATING

analyzing certain communication behaviors evolve very rapidly. Semantic analysis,
e.g., the one currently used for search engine optimization, could prospectively serve
as a tool for qualitative analysis in addition to quantitative analysis. This form of
analysis has not yet been utilized to its fullest. Questionnaires dominate the existing
literature in this particular field of research. Semantic analysis opens up new,
unexplored areas which are of high interest. With semantic analyses, a large amount
of fully-automated data be analyzed in a very short period of time. As a result of the
larger sample sizes, more representative results are the outcome. Additionally,
studies can be conducted on how to apply the techniques of semantic analysis to the
matching system of Lovoo. Through analyzing the text and the click behavior of

users, proposals which are consistent with the preferences of the users can be made.
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10  Appendices

10.1 Appendix A: SQL Codes for Data Retrieval

VIP / Message received

SELECT
e.user as user,
rand() as random,
sum(e.count) as count

FROM
daily_user_events_received e
JOIN events p ON(
e.user = p.user
AND
p.dt = '2014-04-27'
AND
p.event = 'subscription_created’
AND
get_json_object(p.parameters, '$.sub_type") = ‘purchase’
AND
get_json_object(p.parameters, '$.type") = 'vip’

JOIN users u ON(

e.user = u.id
AND
u.gender ='1'
AND

unix_timestamp(u.reg_date,'yyyy-MM-dd") < unix_timestamp('2014-04-20','yyyy-
MM-dd")
)

WHERE
e.event = 'message_received'
AND
e.dt BETWEEN '2014-04-20" AND '2014-04-26'

GROUP BY
e.user

ORDER BY random LIMIT 501
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Non-VIP / Message received

SELECT
e.user as user,
rand() as random,
sum(e.count) as count

FROM
daily _user_events_received e
LEFT OUTER JOIN events p ON(
e.user = p.user

AND

p.user IS NULL

AND

p.dt BETWEEN '2014-04-20' AND '2014-04-27
AND

p.event = 'subscription_created’

AND

get_json_object(p.parameters, '$.sub_type") = ‘purchase’
AND

get_json_object(p.parameters, '$.type’) = 'vip'

)

JOIN users u ON(

e.user = u.id

AND

u.gender ='1'

AND

unix_timestamp(u.reg_date,'yyyy-MM-dd") < unix_timestamp('2014-04-20','yyyy-
MM-dd")
)

WHERE
e.event = 'message_received'
AND
e.dt BETWEEN '2014-04-20" AND '2014-04-26'

GROUP BY
e.user

ORDER BY random LIMIT 501
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VIP / Kisses received

SELECT
e.user as user,
rand() as random,
sum(e.count) as count

FROM
daily _user_events_received e
JOIN events p ON(
e.user = p.user
AND
p.dt ='2014-04-27'
AND
p.event = 'subscription_created’
AND
get_json_object(p.parameters, '$.sub_type") = ‘purchase’
AND
get_json_object(p.parameters, '$.type") = ‘vip'
)

JOIN users u ON(

e.user = u.id

AND

u.gender ='1'

AND

unix_timestamp(u.reg_date,'yyyy-MM-dd") < unix_timestamp('2014-04-20','yyyy-
MM-dd")

)

WHERE
e.event = 'was_kissed'
AND
e.dt BETWEEN '2014-04-20" AND '2014-04-26'

GROUP BY
e.user

ORDER BY random LIMIT 501
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Non-VIP / Kisses received

SELECT
e.user as user,
rand() as random,
sum(e.count) as count

FROM
daily _user_events_received e
LEFT OUTER JOIN events p ON(
e.user = p.user

AND

p.user IS NULL

AND

p.dt BETWEEN '2014-04-20' AND '2014-04-27
AND

p.event = 'subscription_created’

AND

get_json_object(p.parameters, '$.sub_type") = ‘purchase’
AND

get_json_object(p.parameters, '$.type") = ‘vip'

)

JOIN users u ON(

e.user = u.id

AND

u.gender ='1'

AND

unix_timestamp(u.reg_date,'yyyy-MM-dd") < unix_timestamp('2014-04-20','yyyy-
MM-dd")
)

WHERE
e.event = 'was_kissed'
AND
e.dt BETWEEN '2014-04-20' AND '2014-04-26'

GROUP BY
e.user

ORDER BY random LIMIT 501
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VIP / Profile View received

SELECT
e.user as user,
rand() as random,
sum(e.count) as count

FROM
daily _user_events_received e
JOIN events p ON(
e.user = p.user
AND
p.dt ='2014-04-27'
AND
p.event = 'subscription_created’
AND
get_json_object(p.parameters, '$.sub_type") = ‘purchase’
AND
get_json_object(p.parameters, '$.type") = ‘vip'
)

JOIN users u ON(

e.user = u.id

AND

u.gender ='1'

AND

unix_timestamp(u.reg_date,'yyyy-MM-dd") < unix_timestamp('2014-04-20','yyyy-
MM-dd")

)

WHERE
e.event = 'was_visited'
AND
e.dt BETWEEN '2014-04-20" AND '2014-04-26'

GROUP BY
e.user

ORDER BY random LIMIT 501
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Non-VIP / Profile View received

SELECT
e.user as user,
rand() as random,
sum(e.count) as count

FROM
daily _user_events_received e
LEFT OUTER JOIN events p ON(
e.user = p.user

AND

p.user IS NULL

AND

p.dt BETWEEN '2014-04-20' AND '2014-04-27
AND

p.event = 'subscription_created’

AND

get_json_object(p.parameters, '$.sub_type") = ‘purchase’
AND

get_json_object(p.parameters, '$.type") = ‘vip'

)

JOIN users u ON(

e.user = u.id

AND

u.gender ='1'

AND

unix_timestamp(u.reg_date,'yyyy-MM-dd") < unix_timestamp('2014-04-20','yyyy-
MM-dd")
)

WHERE
e.event = 'was_visited'
AND
e.dt BETWEEN '2014-04-20' AND '2014-04-26'

GROUP BY
e.user

ORDER BY random LIMIT 501

85



UNCERTAINTY REDUCTION IN ONLINE DATING

VIP / Votes received

SELECT
e.user as user,
rand() as random,
sum(e.count) as count

FROM
daily _user_events_received e
JOIN events p ON(
e.user = p.user
AND
p.dt ='2014-04-27'
AND
p.event = 'subscription_created’
AND
get_json_object(p.parameters, '$.sub_type") = ‘purchase’
AND
get_json_object(p.parameters, '$.type") = ‘vip'
)

JOIN users u ON(

e.user = u.id

AND

u.gender ='1'

AND

unix_timestamp(u.reg_date,'yyyy-MM-dd") < unix_timestamp('2014-04-20','yyyy-
MM-dd")

)

WHERE
e.event = 'was_voted'
AND
e.dt BETWEEN '2014-04-20" AND '2014-04-26'

GROUP BY
e.user

ORDER BY random LIMIT 501
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Non-VIP / Votes received

SELECT
e.user as user,
rand() as random,
sum(e.count) as count

FROM
daily _user_events_received e
LEFT OUTER JOIN events p ON(
e.user = p.user

AND

p.user IS NULL

AND

p.dt BETWEEN '2014-04-20' AND '2014-04-27
AND

p.event = 'subscription_created’

AND

get_json_object(p.parameters, '$.sub_type") = ‘purchase’
AND

get_json_object(p.parameters, '$.type") = ‘vip'

)

JOIN users u ON(

e.user = u.id

AND

u.gender ='1'

AND

unix_timestamp(u.reg_date,'yyyy-MM-dd") < unix_timestamp('2014-04-20','yyyy-
MM-dd")
)

WHERE
e.event = 'was_voted'
AND
e.dt BETWEEN '2014-04-20' AND '2014-04-26'

GROUP BY
e.user

ORDER BY random LIMIT 501
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VIP / Message Executed

SELECT
e.user as user,
rand() as random,
sum(e.count) as count

FROM
daily_user_events_executed e
JOIN events p ON(
e.user = p.user
AND
p.dt ='2014-04-27'
AND
p.event = 'subscription_created’
AND
get_json_object(p.parameters, '$.sub_type") = ‘purchase’
AND
get_json_object(p.parameters, '$.type") = ‘vip'
)

JOIN users u ON(

e.user = u.id

AND

u.gender ='1'

AND

unix_timestamp(u.reg_date,'yyyy-MM-dd") < unix_timestamp('2014-04-20','yyyy-
MM-dd")

)

WHERE
e.event = 'message_sent'
AND
e.dt BETWEEN '2014-04-20" AND '2014-04-26'

GROUP BY
e.user

ORDER BY random LIMIT 501
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Non-VIP / Message Executed

SELECT
e.user as user,
rand() as random,
sum(e.count) as count

FROM
daily_user_events_executed e
LEFT OUTER JOIN events p ON(
e.user = p.user

AND

p.user IS NULL

AND

p.dt BETWEEN '2014-04-20' AND '2014-04-27
AND

p.event = 'subscription_created’

AND

get_json_object(p.parameters, '$.sub_type") = ‘purchase’
AND

get_json_object(p.parameters, '$.type") = ‘vip'

)

JOIN users u ON(

e.user = u.id

AND

u.gender ='1'

AND

unix_timestamp(u.reg_date,'yyyy-MM-dd") < unix_timestamp('2014-04-20','yyyy-
MM-dd")
)

WHERE
e.event = 'message_sent'
AND
e.dt BETWEEN '2014-04-20" AND '2014-04-26'

GROUP BY
e.user

ORDER BY random LIMIT 501
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VIP / Kisses Executed

SELECT
e.user as user,
rand() as random,
sum(e.count) as count

FROM
daily_user_events_executed e
JOIN events p ON(
e.user = p.user
AND
p.dt ='2014-04-27'
AND
p.event = 'subscription_created’
AND
get_json_object(p.parameters, '$.sub_type") = ‘purchase’
AND
get_json_object(p.parameters, '$.type") = ‘vip'
)

JOIN users u ON(

e.user = u.id

AND

u.gender ='1'

AND

unix_timestamp(u.reg_date,'yyyy-MM-dd") < unix_timestamp('2014-04-20','yyyy-
MM-dd")

)

WHERE
e.event = 'kissed'
AND
e.dt BETWEEN '2014-04-20" AND '2014-04-26'

GROUP BY
e.user

ORDER BY random LIMIT 501
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Non-VIP / Kisses Executed

SELECT
e.user as user,
rand() as random,
sum(e.count) as count

FROM
daily_user_events_executed e
LEFT OUTER JOIN events p ON(
e.user = p.user

AND

p.user IS NULL

AND

p.dt BETWEEN '2014-04-20' AND '2014-04-27
AND

p.event = 'subscription_created’

AND

get_json_object(p.parameters, '$.sub_type") = ‘purchase’
AND

get_json_object(p.parameters, '$.type") = ‘vip'

)

JOIN users u ON(

e.user = u.id

AND

u.gender ='1'

AND

unix_timestamp(u.reg_date,'yyyy-MM-dd") < unix_timestamp('2014-04-20','yyyy-
MM-dd")
)

WHERE
e.event = 'kissed'
AND
e.dt BETWEEN '2014-04-20' AND '2014-04-26'

GROUP BY
e.user

ORDER BY random LIMIT 501
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VIP / Profile View Executed

SELECT
e.user as user,
rand() as random,
sum(e.count) as count

FROM
daily_user_events_executed e
JOIN events p ON(
e.user = p.user
AND
p.dt ='2014-04-27'
AND
p.event = 'subscription_created’
AND
get_json_object(p.parameters, '$.sub_type") = ‘purchase’
AND
get_json_object(p.parameters, '$.type") = ‘vip'
)

JOIN users u ON(

e.user = u.id

AND

u.gender ='1'

AND

unix_timestamp(u.reg_date,'yyyy-MM-dd") < unix_timestamp('2014-04-20','yyyy-
MM-dd")

)

WHERE
e.event = 'visited'
AND
e.dt BETWEEN '2014-04-20" AND '2014-04-26'

GROUP BY
e.user

ORDER BY random LIMIT 501
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Non-VIP / Profile View Executed

SELECT
e.user as user,
rand() as random,
sum(e.count) as count

FROM
daily_user_events_executed e
LEFT OUTER JOIN events p ON(
e.user = p.user

AND

p.user IS NULL

AND

p.dt BETWEEN '2014-04-20' AND '2014-04-27
AND

p.event = 'subscription_created’

AND

get_json_object(p.parameters, '$.sub_type") = ‘purchase’
AND

get_json_object(p.parameters, '$.type’) = 'vip'

)

JOIN users u ON(

e.user = u.id

AND

u.gender ='1'

AND

unix_timestamp(u.reg_date,'yyyy-MM-dd") < unix_timestamp('2014-04-20','yyyy-
MM-dd")
)

WHERE
e.event = 'visited'
AND
e.dt BETWEEN '2014-04-20' AND '2014-04-26'

GROUP BY
e.user

ORDER BY random LIMIT 501
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VIP / Votes Executed

SELECT
e.user as user,
rand() as random,
sum(e.count) as count

FROM
daily_user_events_executed e
JOIN events p ON(
e.user = p.user
AND
p.dt ='2014-04-27'
AND
p.event = 'subscription_created’
AND
get_json_object(p.parameters, '$.sub_type") = ‘purchase’
AND
get_json_object(p.parameters, '$.type") = ‘vip'
)

JOIN users u ON(

e.user = u.id

AND

u.gender ='1'

AND

unix_timestamp(u.reg_date,'yyyy-MM-dd") < unix_timestamp('2014-04-20','yyyy-
MM-dd")

)

WHERE
e.event = 'voted'
AND
e.dt BETWEEN '2014-04-20" AND '2014-04-26'

GROUP BY
e.user

ORDER BY random LIMIT 501
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Non-VIP / Votes Executed

SELECT
e.user as user,
rand() as random,
sum(e.count) as count

FROM
daily_user_events_executed e
LEFT OUTER JOIN events p ON(
e.user = p.user

AND

p.user IS NULL

AND

p.dt BETWEEN '2014-04-20' AND '2014-04-27
AND

p.event = 'subscription_created’

AND

get_json_object(p.parameters, '$.sub_type") = ‘purchase’
AND

get_json_object(p.parameters, '$.type") = ‘vip'

)

JOIN users u ON(

e.user = u.id

AND

u.gender ='1'

AND

unix_timestamp(u.reg_date,'yyyy-MM-dd") < unix_timestamp('2014-04-20','yyyy-
MM-dd")
)

WHERE
e.event = 'voted'
AND
e.dt BETWEEN '2014-04-20' AND '2014-04-26'

GROUP BY
e.user

ORDER BY random LIMIT 501
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10.2 Appendix B: Sample Code for Statistical Analysis in R

setwd(“C:/Users/LenaFrenzel/Drive/Bachelorarbeit/Formales/Results/Text™)

VIP<-unlist(read.table("VIP.txt",header=FALSE,dec=","))

non-VIP<-unlist(read.table(“non-VIP.txt” header=FALSE, dec=","))

plot(ecdf(VIP), do.points = FALSE, verticals=T)

lines(ecdf(non-VIP), Ity=3, do.points = FALSE, verticals=T)

ks.test(VIP,non-VIP)

wilcox.test(VIP,non-VIP)

96



UNCERTAINTY REDUCTION IN ONLINE DATING

10.3 Appendix C: Diagrams of Distribution Functions
10.3.1  Received events.
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10.3.1.3 Profile views.
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10.3.2 Executed events.

10.3.2.1 Messages.
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10.3.2.3 Profile views.
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