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| abstract

The rise of online dating platforms has transformed the way individuals approach romantic relationships,
with many users increasingly engaging in these platforms as a form of entertainment in addition to finding
meaningful connections. Central to this shift is the growing phenomenon of gamification, the incorporation
of game-like elements, into non-game contexts. This article proposes to explore the gamification of online
dating, examining how these game mechanics shape user behaviours, influence romantic choices, and
impact relationship outcomes. By analysing the ways in which dating platforms integrate game-inspired
features, this study will also assess the implications of gamified experiences for the nature of dating in the
digital age. Online dating platforms have revolutionised traditional dating practices, offering a more efficient
and accessible way to meet potential partners. Over the past decade, however, a significant trend has
emerged: the gamification of dating experiences. In the context of online dating, elements such as swiping,
rankings, badges, and instant feedback have become common features that encourage user interaction. This
article seeks to investigate the relationship between these gamified elements and the broader implications
for identity construction, decision-making, and romantic engagement in online dating environments.
Furthermore, this work aims to highlight potential implications of future gamified elements, such as the
inclusion of immersive technology. The concept of gamification has gained significant academic attention
across various fields, including education, marketing, and health. In the realm of online dating, previous
research has explored the impact of swiping behaviour on attraction and decision-making, but there is a
lack of comprehensive studies examining the gamified aspects of dating platforms. This article will draw
on literature from social psychology, game studies, and digital culture to contextualise how gamification
functionsin online dating, and itsimplications on future romantic behaviour. This article will adopt a qualitative
approach, utilising original research data to explore user experiences with gamification. These qualitative
insights will help illuminate how users perceive gamified features, how these elements influence their dating
behaviour, and whether they believe gamification enhances or detracts from the dating experience. The
article will discuss the implications of gamification on the dating experience, exploring both the positive and
negative consequences. On one hand, gamified features may enhance user engagement and create a sense
of excitement. On the other hand, gamification may encourage superficial interactions, reduce the perceived
authenticity of online connections, and foster a “game-like” mindset where users approach relationships
with a transactional, competitive, or fleeting attitudes. The gamification of online dating is a complex and
rapidly evolving phenomenon that has profound implications for how people approach relationships in
the digital age. By examining how gamified elements impact user behaviour, romantic expectations, and
identity construction, this article will contribute to a deeper understanding of the intersection between digital
technology, romance, and play. The findings will be relevant to academics of digital culture, psychology, and
social interaction, as well as to designers and marketers seeking to understand the effects of gamification on
user engagement and experience.
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1. Introduction

he emergence of online dating platforms has profoundly transformed the

ways in which individuals engage with romantic relationships, introducing

new dimensions to both the pursuit of meaningful connections and the pur-
suit of entertainment (David & Cambre, 2016). As users increasingly treat these platforms
not merely as tools for dating, but as interactive environments offering elements of
amusement, this shift aligns with the broader trend of gamification, the integration of
game-like features into non-game contexts (Rodrigues et al.,, 2019). Gamification, which
has received significant academic attention across various domains, has been exten-
sively studied in fields such as education (Zeybek & Saygi, 2023), marketing (Hofacker et
al., 2016; Lucassen & Jansen, 2014), and health (Edwards et al., 2016). Within the context
of online dating, the bulk of existing research has centred on individual user behaviours,
such as swiping, and the impact of these actions on attraction and decision-making
processes (David & Cambre, 2016). Despite this, a notable gap persists in the literature
regarding the broader implications of gamified features within dating platforms, par-
ticularly in terms of how these elements influence the construction of romantic relation-
ships.

In parallel, the growing integration of advanced screen technologies into the dating
experience raises critical questions about how these technologies reshape users’ un-
derstanding of intimacy. As dating platforms continue to blur the boundaries between
physical and digital realms, they offer new modes of interaction that have the poten-
tial to redefine traditional notions of connection and closeness (Atkinson, 2019; Bon-
ner-Thompson, 2017; Chambers, 2021). One such development is the advent of “future
screens”, wherein users engage with a digital interface that adapts to their preferences
and behaviours, creating a dynamic experience that anticipates their romantic desires.
This evolving digital landscape introduces complexities that challenge conventional un-
derstandings of intimacy, suggesting the need for further research. Specifically, there is
a pressing need to examine how gamified features within online dating platforms not
only shape users' behaviours but also fundamentally transform the very nature of inti-
macy itself.

In addition to existing critiques, the dynamics described throughout this paper can
be further illuminated through the combined application of Ultra-Realist criminology
and Octalysis gamification theory. Ultra-Realism, rooted in transcendental materialism
and late-capitalist subjectivity (Hall & Winlow, 2015; Winlow & Hall, 2013), emphasises
how harm emerges from the interaction between structural economic conditions, com-
modified identities, and the internalisation of market logics. This framework argues that
digital platforms actively shape desiring dispositions, creating subjects who increasing-
ly pursue stimulation, recognition, and emotional intensity through mediated interac-
tions. Octalysis (Chou, 2015), by contrast, provides a micro-level motivational map ex-
plaining how specific platform design features harness and intensify human drives such
as competition, reward-seeking, unpredictability, scarcity, and social validation. When
combined, these theories reveal that online dating platforms do not merely facilitate
connection but function as behaviour-shaping environments that monetise desire and
cultivate emotionally volatile digital subjects. This integrated lens provides a more com-
prehensive explanation of why gamified dating environments produce such acute expe-
riences of alienation, addictive cycles, emotional harm, and relational instability.
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2. How the Digital has Shaped Modern Relationships and Recreation

he development of dating practices and leisure activities are intricately linked,
with both reflecting broader societal shifts, technological advancements, and
changing cultural norms (Bandinelli, 2022). Over time, both dating and leisure
have evolved from highly structured and controlled practices to more individualised and
informal activities (Hill, 2024; Stoicescu, 2019). This transformation reveals much about
societal values, the changing nature of personal relationships, and the increasing free-
dom individuals have to shape their own experiences (Finkel et al.,, 2012). Examining the
development of dating and leisure together highlights how both have adapted to new
social dynamics and how these shifts have affected the way people interact, form rela-
tionships, and spend their time. In earlier societies, dating and leisure were often heav-
ily regulated by family expectations, religious norms, and social structures (Bergstrom,
2022). Leisure activities were frequently communal, with social events such as church
gatherings, family picnics, and local fairs (Rojek, 1995; 1999; Stebbins, 2009) serving as
opportunities for both entertainment and potential courtship (Lamont, 2013; Niehuis,
2008). Similarly, dating practices were formal and regulated by cultural norms, where
courting was often done with the supervision of family members, and interactions be-
tween young men and women were highly prescribed (Bogle, 2008; Timmermans and
Courtois, 2018). These structured forms of dating and leisure reflected a society that val-
ued order, respectability, and clear social roles (Haywood and Ghaill, 2003; Lamont, 2013).
Over the course of the 20th century, profound societal changes including the rise
of individualism, urbanisation, and the rapid expansion of new technologies began to
reshape the practices surrounding both dating and leisure (Kennedy, 2017; Winlow and
Hall, 2013). Central to this transformation was an increasing emphasis on personal au-
tonomy, which led to more informal and individualised approaches to dating (Garcia et
al., 2012; Timmermans and Courtois, 2018). People began to exercise greater freedom in
choosing their partners, with minimal familial oversight or societal expectations dictat-
ing their choices (Bogle, 2008; lllouz, 2007; 2019). This shift paralleled the rise of digital
technologies (High et al.,, 2024), especially the proliferation of mass media such as televi-
sion and film, and later the Internet, which played a significant role in shaping individu-
als’ understandings of love, relationships, and romantic expectations (Bergstrom, 2022;
Crary, 2022). As these technologies spread, they not only influenced cultural norms but
also contributed to a growing shift toward the pursuit of personal fulfilment, often at the
expense of traditional notions of social conformity (Fullick, 2013; Homnack, 2015; Liew et
al., 2023; Lutz and Ranzini, 2017). Leisure, too, underwent a radical transformation during
this period, moving from structured, community-centred activities to more individual-
ised, often digital, forms of entertainment. The advent of mass media, and later the Inter-
net, introduced new ways for individuals to spend their free time, providing access to a
broader range of leisure activities (Lopez-Sintas et al., 2017). In the mid-20th century, the
rise of consumer culture further accelerated this shift, as entertainment options grew
more diverse and commercially accessible, marking the beginning of leisure’s commer-
cialisation (Raymen and Smith, 2015, 2019; Smith, 2014, Stebbins, 2009). Digital platforms,
particularly those powered by the Internet, played a crucial role in reconfiguring leisure
practices, enabling individuals to curate their experiences in ways that were previously
unimaginable (Hamad and Jia, 2022; Zhou et al., 2024).
The onset of the digital age brought about significant changes in dating practic-
es, which became especially evident with the development of online dating platforms
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(Bergstrom, 2022 Crary, 2013; lllouz, 2007, 2019; LeFebvre, 2017). Websites such as Match.
com and, more recently, Tinder revolutionised how individuals meet potential partners,
creating new opportunities for connection that transcend geographic and social bound-
aries. These platforms, initially designed for dating, have laid the groundwork for the
growing convergence of dating and leisure in the digital realm (Blackwell et al., 2014;
Bonilla-Zorita et al,, 2020; Finkel et al., 2012; Gottschalk, 2018; Timmermans and Courtois,
2018). Furthermore, the proliferation of social media platforms such as Facebook, Insta-
gram, and Twitter further altered the dynamics of romantic engagement. These digital
spaces allowed individuals to cultivate and curate their online identities, providing new
forms of self-expression and interaction that extended into both social and romantic
contexts (Beer and Burrows, 2007, 2010; Ellison, 2007). In addition to these shifts, dating
and leisure practices became increasingly intertwined through platforms that promot-
ed shared interests or activities (Finkel et al., 2012; Whitty and Buchanan, 2009). Dating
apps, for instance, increasingly allowed users to meet based on common hobbies or
experiences, blurring the lines between romantic pursuit and recreational activities. As
a result, dating itself began to be framed as a form of leisure, with couples now meeting
through apps or social media based on mutual interests, often in virtual or real-world
spaces (Dobson and Ogolsky, 2021). In this context, relationships themselves became a
form of digital entertainment, reshaped into a spectacle consumed by a broader audi-
ence (Heino et al., 2010; lllouz, 2007). This intersection of dating with digital leisure spaces
therefore raises critical questions regarding the authenticity of modern relationships,
particularly in light of the role that public personas and curated digital identities play in
private romantic engagements.

Viewed through an Ultra-Realist lens, these transformations are not merely cultural
but structurally generated. The rise of digital dating coincides with the intensification
of neoliberal individualisation, the collapse of stable communal spaces, and the mar-
ketisation of identity (Giddens, 1992; lllouz, 2007). Ultra-Realism argues that individuals
increasingly rely on commodified forms of leisure and app-based romantic encounters
to generate fleeting moments of recognition and relief (Hall & Winlow, 2015). When
analysed through Octalysis, this shift is strengthened by platform design that delib-
erately activates Core Drives such as Scarcity, Accomplishment, and Unpredictability,
engineering environments where users are compelled to pursue constant emotional
stimulation and reward feedback (Chou, 2015). Thus, digital dating becomes a site in
which economic precarity, cultural consumerism, and behavioural design converge to
produce a relationship marketplace characterised by disposability, intensity, and emo-
tional volatility.

Despite the new freedoms and opportunities for self-expression these developments
offer, there are significant concerns about the informalisation and commercialisation of
dating and leisure (Baxter, 2013; Constable, 2009; David and Cambre, 2016; Fullick, 2013;
Heino et al., 2010; Hess and Flores; 2016; LeFebvre, 2017; Timmerman and Courtois; 2018).
For example, the rise of “hook-up” culture reflects a move away from traditional dating
rituals, favouring casual, often fleeting encounters over long-term commitments. This
shift has sparked debates about its potential impact on the values historically associated
with enduring relationships (Bogle, 2008; Braboy Jackson et al., 2011; Lutz and Ranzini,
2017; Sales, 2015, Thompson, 2018; Vera Cruz et al., 2024). Similarly, the commodification
of leisure through apps, streaming services, and social media platforms has led to a high-
ly curated, at times superficial, understanding of enjoyment and fulfilment (Stebbins,
2007; 2015). This transformation can result in the normalisation of transient experiences,
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with both leisure and dating being increasingly treated as disposable, rather than mean-
ingful, pursuits that require long-term investment or personal growth (Homnack, 2015;
Stebbins, 2015; Vera Cruz, 2024, Wong AnKee and Yazdanifard, 2015). The rise of casual
encounters, combined with the pervasive influence of digital platforms, has the poten-
tial to foster social isolation or unhealthy relationship patterns. The relentless pursuit of
constant stimulation whether through entertainment or romantic experiences can also
contribute to feelings of emptiness and dissatisfaction, emotions that are often exac-
erbated by the very technologies designed to facilitate these pursuits (Homnack, 2015;
Illouz, 2019; Nowland et al,, 2017; Smith and Alheneidi, 2023).

At its core, the intersection of digital technologies with dating and leisure practices
highlights a society increasingly oriented toward immediate gratification and personal
pleasure (Birnholtz et al, 2014, Lapidot-Lefler and Barak, 2012; Sutko and De Souza e
Silva, 2011). However, this trend also points to the potential neglect of deeper, more en-
during forms of connection and fulfilment (Fetters and Tiffany, 2020; Klein, 2022; Wade,
2017). Simultaneously, these evolving practices underscore a growing emphasis on au-
tonomy, choice, and self-determined enjoyment (Fisher, 2009; Hall, 2012; McCreanor et
al., 2013), offering the possibility of creating more inclusive, diverse spaces where people
can challenge traditional norms, explore new identities, and express themselves in ways
that were once unimaginable (Wong AnKee and Yazdanifard, 2015).

While these developments offer new avenues for freedom and self-expression, they
also raise pressing questions about the nature of human connection, the role of authen-
ticity in relationships, and the pursuit of lasting fulfilment (Strubel and Petrie, 2017). The
integration of immersive technologies such as virtual reality (VR) into dating practices,
while offering novel modes of engagement, also challenges traditional notions of inti-
macy and emotional connection. As these technologies evolve, so too will the ways in
which individuals navigate both romantic and recreational interactions, influenced by
ongoing technological innovation and shifting societal norms (Glover, 2024). Therefore,
implications for authentic relational experiences in such environments warrant ongoing
scrutiny and critical examination.

3. Methodology

revious criminological research on online dating has predominantly focused

on the direct harms experienced by its users. These harms often include, but

are not limited to, unwanted sexual advances and aggression (Banet-Weiser
and Miltner, 2015; Hakala, 2015; Hess and Flores, 2016; Lapidot-Lefler and Barak, 2012);
misogyny and sexual harassment (Anderson et al.,, 2020; Barton and Mabry, 2018; Jane,
2016; Lundquist & Curlington, 2019; Thompson, 2018; Timmermans and Courtois, 2018),
romance fraud (Cross et al., 2018), and sexual assault (Ahillon, 2019). While such research
has provided valuable insights, it has often overlooked the broader factors influencing
users’' experiences, particularly the role of technological advancements in shaping online
dating dynamics. By shifting the focus to these structural and technological influences,
this research aims to highlight how digital innovation may not only exacerbate existing
harms but also generate new, socially corrosive issues. It further explores how online
dating, leisure, gamification, and relationship construction are deeply intertwined due
to the enmeshment of the digital with everyday life (Bonner-Thompson, 2017; Cochoy,
2017; Gottschalk, 2018; Koch and Miles, 2020).
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To capture the nuanced, subjective experiences that shape user interactions with
dating apps, a qualitative approach was employed (Johnson et al., 2023). Participants
were selected based on the criteria of being over 18, actively using online dating plat-
forms, and residing in Plymouth. The final sample included 19 individuals: 14 females and
5 males, including one bisexual participant, one gay male, and three lesbians. Data were
collected through face-to-face, semi-structured interviews lasting between 1-3 hours.
These extended interviews allowed for rapport-building and the collection of rich, in-
depth data about participants’ experiences, while supplemental netnographic engage-
ment with social media groups provided insight into digital interactions and content.
This combination of methods offered a holistic perspective, bridging the real and virtual
worlds and highlighting the reciprocal influence of each on user experiences.

The interview data were analysed using an inductive thematic approach (Braun &
Clarke, 2022), enabling themes to emerge directly from the participants’ accounts rather
than being imposed a priori. This approach, informed by critical realism (Bhaskar, 2020)
and ultra-realist criminology (Hall & Winlow, 2015), allowed the study to capture the in-
terplay between individual experiences and the broader structural forces shaping them.
The analysis revealed patterns of harm, emotional labour, and behavioural adaptation
that would have been difficult to identify through quantitative methods alone, demon-
strating the value of in-depth qualitative research in understanding online dating dy-
namics.

Building on these findings, this study introduces the Ultra-Realist Octalysis Frame-
work for Digital Dating Harm (URODDH,), which synthesises structural criminological
analysis with behavioural design theory. At the macro level, Ultra-Realism explains how
the political economy of late capitalism shapes cultural expectations around intimacy,
fostering subjects oriented toward stimulation, recognition, and rapid emotional con-
sumption (Hall & Winlow, 2015). At the micro level, Octalysis accounts for how platform
architectures operationalise these tendencies by activating motivational drives embed-
ded in gamified systems (Chou, 2015). Together, URODDH conceptualises dating plat-
forms as behavioural-economic environments in which user subjectivity, emotional la-
bour, and interpersonal relations are patterned to maximise engagement.

The framework identifies three interrelated layers of harm:

— Structural Harm - the socio-economic and political conditions underpinning digi-
tal dating, including commmodification of intimacy, competitive individualism, and
precarity (lllouz, 2007; Raymen & Smith, 2019).

— Design-Induced Motivational Harm — the activation of Octalysis Core Drives such as
Scarcity, Accomplishment, and Unpredictability, creating compulsive usage loops
and intensifying emotional volatility.

— Subjective Harm - the experiential consequences for users, encompassing aliena-
tion, identity fragmentation, emotional turbulence, and manipulated desire.

By integrating these layers, URODDH frames online dating platforms not as neutral
intermediaries but as systems that actively shape, discipline, and monetise emotional
life. This conceptual lens situates the harms observed in the study as emergent out-
comes of both structural socio-economic forces and platform-level behavioural design
mechanisms, illustrating the intertwined realities of digital and offline experiences in
contemporary dating.

110.36158/97912566929419



The Gamification of Online Dating | 137

4. The Influence of Gamified Elements on User Behaviour and Engage-
ment

he integration of gamified elements in online dating platforms has signifi-

cantly transformed the landscape of digital romance. Gamification, the appli-

cation of game-design principles such as rewards, progression, and competi-
tion, aims to enhance user engagement and interaction (Mackinnon, 2022; Nader, 2024).
In the context of online dating, these elements are strategically incorporated to shape
user behaviour, foster consistent platform engagement, and optimize match-making
outcomes (Cicchirillo et al., 2025). However, while gamification has proven effective in
maintaining user interest, it raises questions about its long-term impact on user experi-
ences, relationships, and perceptions of intimacy.

Beyond psychological and behavioural effects, gamified design must also be under-
stood in relation to the broader attention and distraction economy that structures digi-
tal platform capitalism. Dating apps, like social media platforms, monetise user engage-
ment rather than relational success. Their profitability depends on sustaining cycles of
swiping, matching and messaging, not on facilitating long-term connection (Bandinelli
and Bandinelli, 2021; Rochat et al., 2023). As such, gamified mechanics, scarcity, unpre-
dictability, intermittent rewards, competitive ranking, function as tools for capturing and
retaining attention, generating data, and extending users’ presence within the app.

From an Ultra-Realist perspective, this reflects the wider dynamics of libidinal capi-
talism, wherein platforms capitalise on subjects’ desire for stimulation, novelty and rec-
ognition (Hall and Winlow, 2015; Winlow and Hall, 2013). Octalysis helps clarify how these
profit motives become operationalised at the micro level: features that maximise reten-
tion (Drive 7 Unpredictability, Drive 2 Accomplishment, and Drive 6 Scarcity) are precise-
ly those that intensify emotional volatility and compulsive interaction (Chou, 2015). In this
sense, gamification is not simply a design choice, but a commercial strategy embedded
in the political economy of the attention market.

Online dating platforms have long struggled with the challenge of sustaining user
engagement. With an increasing number of competitors in the market, platforms must
consistently innovate to retain their users (Huang et al., 2024). Gamified elements have
been introduced to address this issue, tapping into the fundamental human desire for
achievement, recognition, and competition (Hall and Winlow, 2015; Wakeman, 2017),
gamification uses structures such as rewards, progression, swipes, and competition to
encourages sustained interaction (Mackinnon, 2022; Nader, 2024, Cicchirillo et al., 2025)
through positive reinforcement (Hand, 2017; Gardiner, 2012; Timmermans and De Calu-
we, 2017; Vera Cruz et al,, 2024). By providing users with a sense of accomplishment and
progression, dating apps make the experience more interactive and rewarding (David
and Cambre, 2016; Timmermans and De Caluwé, 2017; Wu and Trottier, 2022). However,
while these features maintain interest, participant accounts reveal how gamification can
foster compulsive engagement, superficial connection, and misrepresentation.

Through setting up systems where users receive instant gratification through posi-
tive reinforcement, dating platforms engage users in repetitive behaviours, often lead-
ing to prolonged app usage. One participant, a 34yr old, bisexual female acknowledged
this ease and prolonged use:

Participant 3: Well, I've been using them [dating apps] for a few years now, not like constantly,
but on and off. | just find them easier to use, like, | can look at and talk to people anytime,
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anywhere and | don’t have to guess who is interested in me. It's clear [through likes]. | can sit
and swipe for hours, and | prefer that. It's so hard trying to meet people now, and I've always
been bad at knowing when someone likes me, especially women, and | don’t exactly find it
easy toflirt in person either. So, yeah, this way | guess, | guess | get to also see how many likes
and messages and how much interest there is too.

This illustrates how swiping, likes, and feedback activate Octalysis Core Drives, Ac-
complishment (Drive 2), Social Influence (Drive 5), Scarcity (Drive 6), and Unpredictability
(Drive 7) thus creating repetitive engagement cycles (Chou, 2015). These loops resemble
gambling systems, generating both gratification and compulsion (Nieborg and Poell,
2018). This was also noted within a social media thread on a page called “To Catch a Cat-
fish”, which is designed for users to interact with one another about potentially fraud-
ulent profiles, as well as any concerning behaviour from other online dating app users.
Within this thread one user posted an image of a male asking if anyone else was speak-
ing to him as she felt their connection could be progressing toward a serious relation-
ship. One group member commented:

He's on all of the dating sites, | see him all of the time! Has been for years! Probably just likes
all the attention he gets (2.

This evidences not only the competitive and superficial dynamics, amplified by gam-
ified design but also the addictive nature of online dating platforms, and the impact of
their instantaneity with individuals focusing on the thrill of the interaction rather than the
depth of connection (Varsava, 2017; Wiederhold, 2015). Additionally, this comment high-
lights another critical gamified element within many online dating platforms, competi-
tion. Features like ranking systems, badges, or the ability to see how many people have
liked a profile introduce an element of social comparison (Garcia-Jurado et al., 2021). Users
are not only interacting with potential matches but also competing for attention and val-
idation. This gamified competition is particularly evident in apps like Tinder, where the
“swipe” feature places users in a competitive environment, constantly comparing their
desirability and social status with others (Gottschalk, 2018; Hakala, 2015; Thompson, 2018).
While competition can encourage users to present their best selves, updating profiles, up-
loading more attractive photos, and engaging in more frequent interactions (Egan, 2003;
Fullick, 2013; Singh, 2004; Toma and Hancock, 2010; Whitty and Carr, 2006), this can also
lead to negative outcomes. The pressure to win in the dating “game” can result in users
curating idealised versions of themselves, leading to a misrepresentation of identity and,
consequently, the potential for disappointment and dissatisfaction when real-world inter-
actions fail to meet the expectations set by the gamified interface (Bandinelliand Gandini,
2022; Chen et al., 2023; Ellison et al., 2006; Fullick, 2013; Hobbs et al., 2017, Homnack, 2015;
Wong AnKee and Yazdanifard, 2015). Users’ focus on competition and attention mirrors
structural pressures identified in Ultra-Realism. Dating apps operate within libidinal cap-
italism, cultivating subjects oriented toward stimulation and recognition to offset bore-
dom, alienation, and precarity (Hall and Winlow, 2018; Raymen and Smith, 2019). For many
of the participant the experience of misrepresentation and dissatisfaction had occurred
numerable times as evidenced by participant 18, a 24year old male, heterosexual student.

Participant 8: | think one of the most difficult things with judging connection online is that
you don't really know who you're connecting with, not really, not until you meet. | wouldn't
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say I've had any really bad encounters where the person that | met was nothing like their
profile, but there have been times where they've used old photos, edited or filtered pictures
you know. | do remember | met this one girl who blatantly lied about her interests too. She
said she adventurous and loved going on dog walks and that, when we met, | asked where
her favourite places to walk were and she just started laughing. | know they may not seem
like big things, but if you're willing to lie or even twist the truth a little, what does that say if
you get into a relationship?

This phenomenon is often referred to as the “paradox of choice”, where users are
faced with an overwhelming number of options but are unable to find lasting or mean-
ingful connections due to the shallow nature of interactions spurred by competition
(Pronk and Denissen, 2019). While gamified elements in online dating platforms are de-
signed to enhance user engagement, they also have complex psychological effects. The
constant pursuit of validation through likes, matches, and competition can lead to an
unhealthy fixation on external approval, which in turn can affect an individual's self-es-
teem and emotional well-being (Berdychevsky and Carr, 2020; Berdychevsky et al., 2013;
Tepper, 2000). The “dopamine loop” generated by gamification may also contribute to
addictive patterns of behaviour, where users engage with the platform excessively, hop-
ing for the next reward or validation. This cycle can distort users’' perceptions of dating,
turning it into a game rather than a genuine social activity (Abolfahti and Santamaria,
2020 and Albury, 2017; David and Cambre, 2016). Another participant, a 19yr old male stu-
dent elaborated on their use of the platform Tinder:

Participant 6: | use it all the time, it's sounds bad probably. I'll go on it when | wake up, on my
way to uni, in lectures, it's definitely addictive. Me and my housemate’s even use it at pre's
[predrinks] checking each other’s profiles, swiping for each other, betting on who can get the
most matches. So yeah, | dunno it's definitely a habit now, almost like a game. | often use all
of my 100 swipes in a day so quickly as well, just because like | don’t even really realise, I've
swiped that much. It's like oops all my lives have gone; do you know what | mean?

It is this emphasis on instant gratification and short-term rewards that can hin-
der the development of meaningful, long-term relationships (lllouz, 2007). Users may
become more focused on the immediate excitement of new matches rather than the
deeper emotional investment that sustained relationships require, where users are
viewed as “points” or “achievements” rather than individuals thus contributing to feel-
ings of emotional disconnection and dissatisfaction (Aron, 2012; Diener and Seligman,
2002; Finkel et al., 2012). The “paradox of choice” further amplifies superficiality: endless
options paired with gamified reward structures encourage rapid cycling through poten-
tial matches, hindering meaningful connections (Pronk and Denissen, 2019). The com-
bination of gamification and Ultra-Realist socio-economic pressures explains why users
remain engaged despite dissatisfaction and fleeting connection. From an Ultra-Realist
perspective, these gamified dynamics reflect broader socio-economic logics in which in-
dividuals are conditioned to internalise competitive behaviours, instrumental rationality,
and the perpetual search for stimulating experiences (Raymen and Smith, 2019).

The user testimonies in this study reveal subjectivities shaped by what Hall and Win-
low (2018) describe as libidinal capitalism, wherein individuals seek emotional intensity
to offset feelings of boredom, alienation, and existential drift. When analysed via the
Octalysis framework, key features of dating apps such as limitless swiping, real-time
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feedback, match counts, and reward loops, activate Drives 2 (Accomplishment), 5 (Social
Influence), 6 (Scarcity), and 7 (Unpredictability). The result is a self-perpetuating behav-
ioural cycle that mirrors the reward structures of gambling and fast-paced mobile gam-
ing (Chou, 2015; Nieborg and Poell, 2018), fostering compulsive engagement even when
users report dissatisfaction. This aligns with Ultra-Realism’s argument that harmful be-
haviours persist not because individuals are unaware of the harm (see Zizek's cultural
injunction to enjoy), but because the platform architecture provides momentary relief
and identity-affirming stimuli. It is apparent that these features have transformed the
dating experience into an interactive, reward-based activity that sustains user interest
in the short term. However, the long-term effects of these gamified elements raise con-
cerns regarding their impact on the authenticity of connections, emotional well-being,
and perceptions of intimacy. As online dating platforms continue to innovate, it is crucial
to balance the mechanics of gamification with an understanding of its psychological
conseguences, ensuring that users can engage in meaningful and fulfilling relationships
in a way that transcends the gamified elements of the platform.

Ultra-Realism suggests that immersive dating technologies represent an intensi-
fication of the market’s ability to shape desire by producing hyper-stimulating digital
environments that compete with, and potentially overshadow, offline relational life (At-
kinson, 2019). VR and AR spaces extend the logics of consumer capitalism into affec-
tive interaction, enabling platforms to manipulate desire through sensory immersion
and personalised digital architectures. Octalysis helps identify why these environments
are particularly potent: VR dating leverages Core Drive 3 (Empowerment of Creativity)
through avatar design, 1 (Epic Meaning) via immersive shared experiences,and 7 (Unpre-
dictability) through dynamic virtual environments. These systems create deeply engag-
ing experiences that may surpass the emotional resonance of physical dating. Ultra-Re-
alism warns, however, that such technological intensification risks deepening subjective
fragmentation, as individuals oscillate between curated virtual identities and less grati-
fying offline realities (Chou, 2015; Gonzalez-Padilla et al.,, 2025).

Ultra-Realism offers a critical framework for understanding why the emotional
and behavioural patterns observed in this study emerge so consistently across digi-
tal dating contexts. Rather than viewing problematic engagement as the product of
individual deficits, Ultra-Realism locates these harms within the wider structural and
cultural conditions of late capitalism, including precarity, fragmented social bonds,
commodified identities, and the persistent search for excitement and meaning (Hall
and Winlow, 2015; Winlow and Hall, 2013). The dating app environment aligns closely
with what Ultra-Realist scholars describe as a libidinal economy, wherein individuals
pursue short bursts of stimulation, validation, or emotional relief to counteract bore-
dom, alienation, and ontological insecurity (Raymen and Smith, 2019). The compulsive
swiping, constant comparison, and rapid transitions between potential partners iden-
tified by participants therefore reflect deeper socio-economic pressures that shape
desire and self-worth.

Gamification theory, particularly Chou's (2015) Octalysis framework provides a com-
plementary micro-level account of how digital platforms operationalise these conditions
through design. Core Drives such as Unpredictability, Accomplishment, Scarcity, and So-
cial Influence are activated through swipe mechanics, limited-time boosts, algorithmic
visibility, and match notifications. These gamified structures generate reinforcement
loops that resemble gambling systems (Nieborg and Poell, 2018), producing a cycle of re-
ward anticipation and emotional instability. What Ultra-Realism adds is an understand-
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ing of why these mechanisms are so effective: users are already primed, through wider
social and economic conditions, to seek intense but fleeting affective experiences that
offer temporary relief from everyday pressures.

Combined, Ultra-Realism and Octalysis reveal that dating apps function not just
as tools for connection but as behaviour-shaping environments that monetise atten-
tion, desire, and emotional insecurity. They demonstrate that dating platforms amplify
pre-existing vulnerabilities by providing rapid, gamified routes to recognition and stim-
ulation. This integrated theoretical lens is essential for interpreting the findings of this
study and for understanding why the harms associated with digital dating persist de-
spite widespread user dissatisfaction.

5. Technological Developments in Online Dating: The Use of Technology

t is evident that recent technological advancements have significantly trans-

formed the landscape of online dating, and that the inclusion of gamified struc-

tures have impacted the way in which individuals interact with both the applica-
tions and each other. Whilst traditionally, dating platforms have primarily utilised basic
digital tools such as text-based communication and photos to facilitate connections
between users (David and Cambre, 2016; Finkle et al., 2012), there is now an advent of
immersive technologies specifically Virtual Reality (VR), Augmented Reality (AR), and
Mixed Reality (MR), which are beginning to redefine how individuals interact in the digi-
tal dating space (Bailey, 2017).

VR, AR, and MR each offer unique possibilities for enhancing online dating experi-
ences. VR technology, for example, allows users to immerse themselves in fully virtu-
al environments, offering the opportunity to simulate face-to-face interactions without
the need for physical presence (Wiederhold, 2016). Through VR headsets, users can cre-
ate avatars and engage in lifelike simulations, participating in dates, social gatherings,
or even entire virtual worlds designed for interaction (Bailey, 2017; Sharabl, 2022). The
sense of presence facilitated by VR can enhance feelings of connection and intimacy,
which are often challenging to establish in text-based or video-chat settings (Sharma
and Muise, 2025). Similarly, AR overlays digital elements onto the physical world, provid-
ing users with the ability to interact with virtual components in their real-world environ-
ment (Appel et al,, 2023). In online dating, this could translate into features like virtual
avatars interacting with users in their homes or AR-enabled apps that enhance profiles
with interactive elements (Wang et al,, 2023). MR, which blends elements of both VR
and AR, takes this concept a step further by allowing users to interact with both the real
and virtual world simultaneously, offering a richer and more dynamic experience. MR
can enable users to see virtual profiles or avatars in real-time within physical spaces,
further blurring the lines between the virtual and real worlds (Bonner-Thompson, 2017,
Chambers, 2021; Partner, 2020). It is this notion of connection and intimacy irrespective
of distance, or time, which many participants found alluring in the context of online dat-
ing, particularly during the Covid-19 pandemic, which saw a surge in the use of dating
applications (De’ et al., 2020).

Participant 9: Well | had actually planned to meet someone just before the lockdown hit, and
when they said we needed to isolate | was like “oh shit”. | really liked them, and we'd been
talking for a couple weeks, and | was excited to actually physically see them and connect. It
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was like a huge come down because | didn’t know when we'd see each other. Luckily, we were
able to do a sort of video date and ended up spending loads of time like that really.

Participant 4: I'm a busy person you know, | have a full-time job, kids, a whole life. | don’t have
time to get all dressed up, go to all these places and try to meet someone. | hate being single
though, | do get lonely, and it’s sad. | can’t say the apps have worked their magic for me yet,
but the option to do it [date] in my own time and fromm home, when I'm most lonely, it just
works for me. | can chat to someone, build a connection, even some sexual intimacy, though
it's not really physical it's on my terms.

Immersive technologies, when combined with gamification, intensify reward-driven
engagement. Octalysis Core Drives of Empowerment of Creativity (Drive 3), Epic Mean-
ing (Drive 1), and Unpredictability (Drive 7) are activated via avatars, shared experiences,
and dynamic virtual environments. It is therefore evident that one of the key benefits
of online dating, and the inclusion of immersive technologies is the potential to cre-
ate deeper emotional connections between users (Appel et al., 2023; Wang et al., 2023),
something which traditional text and image-based commmunication can often lack, of-
fering only a superficial sense of engagement (Varsava, 2017). With VR, for instance, us-
ers can have “real” experiences with potential partners, navigating virtual environments
and engaging in shared activities that promote authentic interaction (Bailey, 2017). The
ability to simulate face-to-face interactions in a virtual world could foster a greater sense
of presence and closeness compared to the traditional online dating experience, where
users rely on pictures and brief descriptions (Wiederhold, 2016). This could provide a po-
tential solution for social barriers, such as the lack of physicality in the dating process,
which often induces feelings of apprehension, sweaty palms, and tied tongues (Frazzet-
to, 2009). Additionally, for individuals who experience anxiety in face-to-face interactions
or feel self-conscious about their physical appearance, VR or AR can offer a way to en-
gage without the same level of vulnerability (Spytska, 2024). Furthermore, for those with
disabilities, these technologies could offer a more accessible and inclusive platform for
connection, eliminating the physical limitations of real-world dating (Stendal et al., 2010).

Despite these potential benefits, the integration of immersive technology in on-
line dating raises several ethical and psychological concerns. The ability to create and
interact with avatars that are not bound by physical reality could lead to a disconnec-
tion between virtual and real-world identities. Users may become overly attached to
their avatars, blurring the lines between their digital selves and physical reality. This
dissonance could lead to issues of identity confusion and distorted self-perception,
particularly if the avatars present an idealised version of the user that is unattainable
in real life (Gonzalez-Padilla et al., 2025). Furthermore, the emotional effects of immer-
sive dating experiences are not fully understood. While they can create engaging and
lifelike experiences (Bailey, 2017; Wiederhold, 2016), the emotional depth of these con-
nections may not translate to the physical world (Varsava, 2017). Users may experience
a form of “disembodiment” or emotional detachment, where the virtual relationships
lack the tangible and sensory elements that come with real-world intimacy (Moura et
al.,, 2021), a concern already established in research surrounding traditional dating plat-
forms (Finkel et al., 2012; Varsava, 2017, Wong AnKee and Yazdanifard, 2015). Addition-
ally, the anonymity afforded by avatars and virtual personas, much like the freedom to
curate an idealistic dating profile (Hakala, 2015; Hess and Flores, 2016; Homnack, 2015;
Lapidot-Lefler and Barak, 2012; Toma and Hancock, 2010) may encourage deception or
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misrepresentation, leading to distrust or disappointment when users meet in person
(Schultze and Leahy, 2009). This sense of disappointment was highlighted throughout
this study, with participants acknowledging the opportunity for curation throughout
the dating process.

Participant 2: | guess because you have time, so anyone can say anything. Like | could mes-
sage someone in the morning, they read it and then they have as much time to think about
how they want to respond. Its not like a normal conversation, they could literally make any-
thing up, tell you what you want to hear, then once you meet, they already know all of your
likes and dislikes so can try and go around them if they really want to.

Participant 18: Sometimes it’s like scrolling through a sea of the same pictures, the same style,
the same haircut, the same bio’s because everyone has this image of what perfect is, and
what's going to get them the most attention. The sad thing is that they’re not going to get an-
yone, not long term anyway. Who's gonna want to be with someone who's not being them-
selves, its shit for them and the person talking to them, like just be honest.

It is evident that the integration of gamified structures, and immersive technology
into online dating platforms has the potential to revolutionise the way people connect
and interact in the digital world. These technologies offer unprecedented opportuni-
ties for engagement, offering users a chance to build more immersive and meaningful
relationships. However, as with any technological advancement, the rise of immersive
dating experiences is not without its challenges. Issues surrounding identity, privacy,
and emotional well-being must be carefully considered to ensure that these innovations
contribute positively to the evolving landscape of online relationships. These reflections
illustrate the tension between engagement and authenticity, whereby immersive gami-
fied environments enhance perceived connection, yet can encourage curated self-pres-
entation, superficial interaction, and transactional relationality.

6. The Long-Term Implications of Immersive Technology on Online Da-
ting

s immersive technologies continue to develop apace, and become increas-

ingly integrated into the online dating industry, they also introduce signifi-

cant ethical and safety concerns. For developers and marketers involved in
immersive technology, understanding the long-term implications of these innovations
is crucial in ensuring that products and platforms are not only engaging but also safe
and responsible. Immersive online dating platforms promise to replicate the sensory
and emotional experiences of in-person interactions. As users engage with virtual av-
atars and environments, the line between the digital and physical worlds becomes in-
creasingly blurred (Bailey, 2017). For developers, this raises critical questions about how
to establish clear boundaries and enforce ethical behaviour in virtual spaces. In tradition-
al online dating, communication is often mediated through well-established norms of
what constitutes acceptable interaction (Hakala, 2015; Hess and Flores, 2015; Thompson,
2018). However, in immersive environments, where physical proximity and movement
are simulated, users may feel emboldened to push boundaries in ways that might not be
socially acceptable in the physical world (Karapatakis, 2025; Porta et al.,, 2023).
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One of the most pressing concerns surrounding immersive technology in online dat-
ing is the potential for virtual sexual assault (Henry and Powell, 2015; Karapatakis, 2025) In
these spaces, unwanted interactions such as an avatar engaging in inappropriate touch
or sexual gestures could cause significant emotional harm to victims, even if physical
harm is not possible (Trotter, 2024; Vallance, 2024). For tech developers, addressing the
issue of consent and harassment in virtual environments must be a priority. Creating
systems for explicit consent, where users can clearly coommunicate their boundaries and
indicate whether they are comfortable with specific interactions, is essential for prevent-
ing virtual sexual assault. Furthermore, developers need to consider the psychological
impact of these interactions (Henry and Powell, 2015). Even though virtual sexual assault
may not involve physical touch, the emotional and psychological effects on victims can
be profound (Vallance, 2024). This can be likened to the receival of unsolicited images, or
sexual messages on traditional dating platforms which are arguably comparable to real
life street harassment (Hakala, 2015; Thompson, 2018). For several of the female partici-
pants the impact of these experiences were apparent:

Participant 4:/ don’t know what it is with them [men] sending dick pics, its gross! They'd never

just flash you in public, would they? Oh, and don't get me started with some of the ridiculous
messages I've had asking for a shag, or for me to send naked pictures, it really gets to me.
Sometimes | just think, why am | bothering? Surely, I'm worth more than just sex.

Participant 15: People literally just use it [online dating] for sex now. | think | get more mes-
sages asking for sex or making some sort of rude, and ludicrous comment about me. It's de-
pressing, and | guess kind of ironic, like | use these [dating apps] to find someone to be with,
connect with, and actually I just get treated like some sort of sex toy, like | don’'t matter.

Within the realm of traditional dating platforms, an emphasis on image, and con-
notations of sex and instant gratification are regularly normalised (Lapidot-Lefler and
Barak, 2012; Vera Cruz et al,, 2024). As virtual interactions become increasingly realistic,
the potential for objectification and commodification of individuals, particularly women
grows (Kteily and Landry, 2022). In immersive spaces, users may feel empowered to treat
others as mere objects for gratification, dehumanising them in the process, exacerbat-
ing pre-existing issues of sexual harassment and inequality that are already prevalent in
online and offline dating environments (Derk, 2016; Finkel et al., 2012; Hess and Flores,
2015).

As immersive technologies continue to evolve, developers and marketers in the on-
line dating industry must prioritize ethical development practices and responsible mar-
keting strategies to help mitigate these harms, and the development for new future
harms. Tech developers have a responsibility to build platforms that prioritize user safety,
privacy, and consent. This involves not only creating technological safeguards to pre-
vent harassment and exploitation but also considering the broader social and cultural
implications of these technologies. For developers, addressing this challenge requires a
deep understanding of the social dynamics at play in immersive environments, includ-
ing broader influences of commodification, addiction and societal ideologies. Features
that promote mutual respect, inclusivity, and diversity should be integral to the design of
virtual dating platforms, as should working closely with psychologists, sociologists, and
other experts to ensure that their platforms do not inadvertently encourage the normal-
ization of exploitation or harmful behaviours. Marketers, too, have a critical role to play
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in shaping how immersive dating platforms are perceived. By emphasizing positive as-
pects of the technology and encouraging healthy relationship dynamics, marketers can
help counteract any potential negative effects of immersive technology within dating
platforms. Campaigns which promote discussions about consent, mutual respect, and
online safety can help to raise awareness of the potential risks associated with immersive
dating technology.

These concerns become more acute when immersive technologies are contextual-
ised within the commercial imperatives of platform capitalism. VR/AR/MR dating envi-
ronments introduce novel, monetisable forms of user engagement, including premium
virtual spaces, avatar customisation, exclusive events, and Al-mediated relational expe-
riences (Bailey, 2017; Hamad and Jia, 2022). As platforms increasingly adopt microtrans-
action-based and subscription-based revenue models, the economic incentive shifts
toward deepening emotional entanglement with the platform rather than facilitating
successful relational off-ramps (Liew et al, 2023). Immersive architectures therefore
risk reinforcing the core dynamics of the attention and distraction economy: extend-
ing time-on-platform, amplifying emotional dependency, and foregrounding techno-
logically mediated intimacy that is profitable precisely insofar as it remains unresolved
or incomplete (Varsava, 2017; Bandinelli, 2022). This raises significant questions regard-
ing whether digital dating companies operating within such economic structures can
meaningfully prioritise user wellbeing or long-term relational success while relying on
engagement-driven design for financial viability.

Ultra-Realism situates these harms within structural conditions, dating platforms op-
erate as libidinal economies where users’ desires for recognition, stimulation, and emo-
tional relief are monetised and exploited (Raymen and Smith, 2019). Octalysis reveals the
design logic of gamified features provide immediate feedback, competition, and reward,
reinforcing compulsive engagement while amplifying emotional vulnerability and iden-
tity fragmentation. Together, these frameworks indicate that online dating platforms
are behaviour-shaping environments, offering engagement and perceived connection
while reproducing harm. Ethical and structural interventions are therefore essential in
design, marketing, and regulation to mitigate these harms while preserving opportuni-
ties for meaningful engagement.

7. Conclusion

he integration of gamification and immersive technologies within online dat-

ing platforms marks a profound evolution in how individuals experience con-

nection, intimacy and relational possibility. These systems introduce dynamic
and highly stimulating environments that enable users to interact, experiment and cu-
rate their identities in novel ways. Immersive technologies such as virtual, augmented
and mixed reality promise more embodied and emotionally resonant encounters that
extend beyond the limits of traditional digital communication. Yet, as this article has
demonstrated, these technological innovations also raise significant ethical and socio-
logical concerns. The commodification of personal relationships, the potential for manip-
ulation through addictive design features and the amplification of harmful social stere-
otypes present substantive challenges for developers seeking to serve users responsibly.
Platform designers therefore hold a responsibility to implement ethical principles that
prioritise well-being, transparency and authenticity. This includes ensuring clarity in al-
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gorithmic decision-making, protecting user privacy and fostering environments that
promote healthy relational dynamics rather than rewarding superficial markers of de-
sirability or popularity. Although immersive technologies offer opportunities for deeper
emotional resonance, developers must remain aware of their potential to exacerbate
social isolation, distort expectations of intimacy or construct unrealistic relational tem-
plates that undermine offline relationships.

When interpreted through the combined lens of Ultra-Realism and Octalysis, the
long-term risks of these developments become more sharply defined. Ultra-Realism high-
lights how contemporary capitalist structures shape individuals around speed, intensity,
competition and self-curation, creating subjects for whom digital dating platforms serve
as spaces of stimulation and temporary emotional relief (Hall, 2012; Hall and Winlow, 2015).
Octalysis complements this analysis by demonstrating how immersive, gamified envi-
ronments operationalise these tendencies through design features that amplify key Core
Drives such as Ownership and Social Influence, embedding users in ecosystems where
desirability, status and relational capital are continually quantified and publicly displayed
(Chou, 2015). This convergence risks normalising new forms of affective inequality in which
idealised digital selves overshadow embodied identities, deepening dissatisfaction, inse-
curity and emotional volatility. Such harms extend beyond individual experience and into
the zemiological domain, revealing how immersive dating platforms subtly restructure
cultural understandings of intimacy, authenticity and relational labour.

Gamification intensifies existing market logics by activating psychological drives
that sustain engagement while potentially diminishing relational authenticity and emo-
tional well-being. Immersive technologies, meanwhile, offer even more potent forms of
behavioural shaping, raising urgent questions about the future of digital intimacy and
the cultural meanings of connection. These concerns become more acute when immer-
sive architectures are situated within the commercial imperatives of platform capitalism.
VR/AR/MR dating environments introduce new monetisable forms of engagement in-
cluding premium virtual spaces, avatar customisation, exclusive events and Al-mediat-
ed relational experiences (Bailey, 2017; Hamad and Jia, 2022). As platforms increasingly
rely on microtransaction-based and subscription-based revenue models, their economic
incentives shift towards deepening emotional entanglement with the platform rather
than facilitating successful relational off-ramps (Liew et al.,, 2023). In doing so, immersive
architectures risk reinforcing the core dynamics of the attention and distraction econo-
my, extending time-on-platforms, amplifying emotional dependency and foreground-
ing technologically mediated intimacy that is most profitable when it remains unre-
solved or incomplete (Varsava, 2017; Bandinelli, 2022).

At the centre of these developments lies a significant structural contradiction. While
users typically seek stable, long-term relationships, the commercial viability of dating
platforms depends on maintaining prolonged engagement, repeat usage and contin-
uous circulation within the marketplace of potential partners (lllouz, 2019; Heino et al,,
2010). Successful relationships remove users from the platform, directly undermining
revenue derived from attention, data generation and microtransactions. Platform archi-
tectures are therefore designed to support ongoing romantic possibility rather than ro-
mantic fulfilment. Gamified elements such as intermittent rewards, algorithmic scarcity
and competitive visibility are thus not peripheral embellishments but central compo-
nents of commercial strategy (Abolfahti and Santamaria, 2020; Mackinnon, 2022). This
produces a fundamental tension between the business imperative of retention being
structurally misaligned with the relational aims of users, raising concerns about whether
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dating platforms, under their current economic logics can realistically facilitate the con-
ditions for authentic intimacy, emotional security and enduring connection (lllouz, 2007
Raymen and Smith, 2019).

Despite this tension, the goals of platform sustainability and user well-being are
not necessarily irreconcilable. Emerging research suggests that slower, more reflective
forms of digital dating such as “slow dating” or “intentional matching” models may sup-
port deeper relational development while fostering long-term trust and brand loyalty
(Dobson and Ogolsky, 2021; Portolan and McAlister, 2021). Ethical design strategies that
prioritise transparency, consent and reduced cognitive overload through limited daily
matches, reflective prompts or relationship-oriented onboarding can generate revenue
through subscription models that emphasise quality rather than compulsive engage-
ment (Huang et al,, 2024). Platforms may also profit from value-added relational services
such as coaching, wellbeing tools, commmunity events and premium features designed
to support healthy offline outcomes. These approaches align with growing consumer
demand for authenticity and digital safety (Anderson et al.,, 2020), suggesting that de-
signing for relational health can itself become a viable commercial strategy. Integrating
ethical gamification, user-centred design and socio-technical responsibility may there-
fore represent not only an ethical imperative but a sustainable commercial opportunity
for the future of digital intimacy.

Ultimately, the harms associated with online dating cannot be understood solely
through individual behaviour but must be situated within the broader political-econom-
ic and motivational structures that shape these platforms. Addressing these challenges
requires both safer and more ethical design practices and a deeper interrogation of the
socio-economic conditions that make gamified, immersive romance simultaneously ap-
pealing and harmful. Only through this dual approach can online dating evolve in ways
that genuinely support the quality, integrity and authenticity of human relationships in
an increasingly digital age.

References

Abolfahti, N. & Santamaria, S. (2020). Dating Disruption — How Tinder Gamified an
Industry. MIT Sloan Management Review, 61(3), pp 7-11.

Ahillon, P. (2019). Rapes Stemming From Dating Apps Like Tinder Skyrocket. [on-
line] Mail Online. Available at:

Albury, K. (2017). The Routledge Companion to Media, Sex and Sexuality. Routledge.
Anderson, M., Vogels, E. & Turner, E. (2020). The Virtues and Downsides of Online Dat-
ing. [online] Pew Research Center: Internet, Science and Tech. Available at:

Appel, M., Hutmacher, F., Politt, T. & Stain, J.P. (2023). Swipe right? using beauty fil-
ters in male tinder profiles reduces women'’s evaluations of trustworthiness but increas-
es physical attractiveness and dating intention. Computers in Human Behavior, 148, p.
107871. DOI: 10.1016/j.chb.2023.107871.

Aron, A. (2012). Online Dating. Psychological Science in the Public Interest, 13(1), pp. 1-2.

Atkinson, R. (2019). From Edge Work to Death Drive: The Pursuit of Pleasure and De-
nial of Harm in a Leisure Society. In Raymen, T., Smith, O. (Eds). Deviant Leisure. Crimino-
logical Perspectives on Leisure and Harm (pp. 215-236). Palgrave.

DOI10.36158/97912566929419



148 | Emma Taylor

Bailey, D.E. (2017). The potential for immersive technology combined with online
dating. Journal of Telecommunications and the Digital Economy, 5(4), pp. 125-135. DOI:
10.18080/jtde.v5n4.130.

Balzarini, R.N.,, Sharma, A. & Muise, A. (2025). Virtually connected: Do shared novel
activities in virtual reality enhance self-expansion and relationship quality? Behavioral
Sciences, 15(1), p. 67. DOI: 10.3390/bs15010067.

Bandinelli, C. (2022). Dating apps: Towards post-romantic Love in Digi-
tal Societies. International Journal of Cultural Policy, 28(7), pp. 905-919. DOI:
10.1080/10286632.2022.2137157.

Bandinelli, C. & Bandinelli, A. (2021). What does the app want? A psychoanalytic
interpretation of dating apps’ libidinal economy. Journal for the Psychoanalysis of Cul-
ture & Society, 26(2), p. 181.

Bandinelli, C. & Gandini, A. (2022). Dating apps: The uncertainty of Marketised Love.
Cultural Sociology, 16(3), pp. 423-441. DOI: 10.1177/17499755211051559.

Banet-Weiser, S. & Miltner, K. (2015). #MasculinitySoFragile: culture, structure, and
networked misogyny. Feminist Media Studies, 16(1), pp. 171-174.

Baxter, H. (2013). Tinder is the dating app with many matches but no spark. [online]
Newstatesman.com. Available at:

Berdychevsky, L. & Carr, N. (2020). Innovation and Impact of Sex as Leisure in Re-
search and Practice: Introduction to the Special Issue. Leisure Sciences, pp. 1-20.

Berdychevsky, L., Nimrod, G., Kleiber, D.A. & Gibson, H.J. (2013). Sex as leisure in the
shadow of depression. Journal of Leisure Research, 45(1), pp. 47-73. DOI: 10.18666/]!r-
2013-v45-i1-2942.

Bergstrom, M. (2022). The New Laws of Love: Online Dating and the privatization of
intimacy. Polity Press (published in association with INED Editions).

Bhaskar, R. (2020). A realist theory of Science. Verso.

Birnholtz, J., Fitzpatrick, C., Handel, M. & Brumaire, J. (2014). Identity, identification,
and identifiability. MobileHCI'14 — Proceedings of the 16" international conference on
Human-computer interactions with mobile devices and services. Association for Com-
puting Machinery.

Blackwell, C., Birnholtz, J. & Abbott, C. (2014). Seeing and being seen: Co-situation
and impression formation using Grindr, a location-aware gay dating app. New Media
& Society, 17(7), pp. 1117-1136.

Bogle, K. (2008). Hooking-up: Sex, dating, and relationships on campus. New York
University.

Bonilla-Zorita, G., Griffiths, M. & Kuss, D. (2020). Online Dating and Problematic Use:
A Systematic Review. International Journal of Mental Health and Addiction, 19(6), pp.
2245-2278.

Bonner-Thompson, C. (2017). The meat market: production and regulation of mas-
culinities on the Grindr grid in Newcastle-upon-Tyne, UK. Gender, Place & Culture,
24(11), pp. 1611-1625.

Boyd, D.M. & Ellison, N.B. (2007). Social Network Sites: Definition, History and Schol-
arship. Journal of Computer-Mediated Communication, 13(1), pp. 210-230.

Braboy Jackson, P., Kleiner, S., Geist, C. & Cebulko, K. (2011). Conventions of Court-
ship: Gender and Race Differences in the Significance of Dating Rituals. Journal of
Family Issues, 32(5), pp. 629-652.

Braun, V. & Clarke, V. (2022). Toward good practice in thematic analysis: Avoiding

DOI 10.36158/97912566229413



The Gamification of Online Dating | 149

common problems and BE(com)ing a knowing researcher. International Journal of
Transgender Health, 24(1), pp. 1-6. DOI: 10.1080/26895269.2022.2129597.

Chambers, D. (2021). Dating apps logic and geo-enabled mobile socialities. In: Hill A,
Hartmann M. & Andersson, M. (Eds). The Routledge Handbook of Mobile Socialities (pp.
101-114). Routledge.

Chen, Q. Yun, G. Ly, J. & Wang, X. (2023). Understanding active participation of online
dating services: A mixed methods study. Decision Support Systems, 170, p. 113960. DOI:
10.1016/j.dss.2023.113960.

Chou, Y.K. (2015). Actionable Gamification: Beyond Points, Badges, and Leader-
boards. Octalysis Media.

Cicchirillo, V.J., Hendricks Salopek, A. & Ham, J. (2025). Quest for connection: Motives
and gamified approaches to continued and compulsive dating App Engagement. At-
lantic Journal of Communication, pp. 1-16. DOI: 10.1080/15456870.2025.2473451.

Crary, J. (2013). 24/7: Late capitalism and the ends of sleep. Verso.

Crewe, L. (2013). When Virtual and Material Worlds Collide: Democratic Fashion in the
Digital Age. Environment and Planning A: Economy and Space, 45(4), pp. 760-780.

Cross, C., Dragiewicz, M. & Richards, K. (2018). Understanding Romance Fraud: In-
sights From Domestic Violence Research. The British Journal of Criminology, 58(6), pp.
1303-1322.

Daneback, K., Mansson, S.A. & Ross, M\W. (2007). Using the Internet to find offline
sexual partners. CyberPsychology & Behavior, 10(1), pp. 100-107.

David, G. & Cambre, C. (2016). Screened intimacies: Tinder and the swipe logic. Social
media and Society, 2(2), pp. 1-11.

De', R, Pandey, N. & Pal, A. (2020). Impact of digital surge during Covid-19 pandemic:
A viewpoint on research and practice. International Journal of Information Manage-
ment, 55, p. 102171.

Derk, LK. (2016). Swipe left to detain: a procedural comparison between tinder and
papers, please. Journal of Games Criticism, 3(2), pp. 1-18.

Diener, E. & Seligman, M.E.P. (2002). Very happy people. Psychological Science, 13(1),
pp. 81-84. DOI: 10.1111/1467-9280.00415.

Diesen, P.S., Pettersen, L. & Karlsen, F. (2025). The overlooked and the overstudied: A
scoping review of qualitative research on pursuing sexual, romantic, and loving relation-
ships through online dating. Behavioral Sciences, 15(3), p. 247. DOI: 10.3390/bs15030247.

Dobson, K. & Ogolsky, B. (2021). The role of social context in the association between
leisure activities and Romantic Relationship Quality. Journal of Social and Personal Re-
lationships, 39(2), pp. 221-244. DOI: 10.1177/02654075211036504.

Edwards, E.A., Lumsden, J,, Rivas, C., Steed, L., Edwards, L.A., Thiyagarajan, A., Sohan-
pal, R, Caton, H., Griffiths, C.J., Munafd, M.R. & Taylor, S. (2016). Gamification for health pro-
motion: systematic review of behaviour change techniques in smartphone apps. BMJ
open, 6(10), e012447.

Egan, J. (2003). Love in the time of no time. [online] The New York Times. Available at:

Ellison, N., Heino, R. & Gibbs, J. (2006). Managing Impressions Online: Self-Presenta-
tion Processes in the Online Dating Environment. Journal of Computer-Mediated Com-
munication, 11(2), pp. 415-441.

Fetters, A. & Tiffany, K. (2020). The ‘Dating Market' Is Getting Worse. [online] The At-
lantic. Available at:

DOI10.36158/97912566929419




150 | Emma Taylor

Finkel, E., Eastwick, P., Karney, B., Reis, H. & Sprecher, S. (2012). Online Dating. Psycho-
logical Science in the Public Interest, 13(1), pp. 3-66.

Fisher, M. (2009). Capitalist realism: is there no alternative? Zero Books.

Frazzetto, G. (2009). The science of online dating. EMBO reports, 11(1), pp. 25-27.

Fullick, M. (2013). “Gendering” the Self in Online Dating Discourse. Canadian Journal
of Communication, 38(4), pp. 545-562. DOI: 10.22230/cjc.2013v38n4a2647.

Garcia, J.R,, Reiber, C., Massey, S. & Merriwether, A.M. (2012). Sexual hookup culture: A
review. Review of General Psychology, 16(2), pp. 161-176.

Garcia-Jurado, A., Torres-Jiménez, M., Leal-Rodriguez, A. & Castro-Gonzalez, P. (2021).
Does gamification engage users in online shopping? Electronic Commerce Research
and Applications, 48, p. 101076. DOI: 10.1016/j.elerap.2021.101076.

Gardiner, M.E. (2014). The Multitude Strikes Back? Boredom in an Age of Semiocapi-
talism. New Formations, 82, pp. 31-48.

Giddens, A. (1992). The Transformation of Intimacy. Polity Press.

Glover, R. (2024). Producing intimacy in virtual reality. Convergence: The International
JournalofResearchinto NewMedia Technologies[Preprint]. DOI:10.1177/13548565241283437.

Gonzéalez-Padilla, P., Hernandez-Tamurejo, A. & Debasa, F. (2025). The dissociation of
user identity and behaviour in the real world versus the Virtual World: A Review. ESIC
Market, 56(1). DOI: 10.7200/esicm.56.399.

Gottschalk, S. (2018). The Terminal Self. Routledge.

Hakala, K. (2015). This Is Why Men Outnumber Women Two-to-One on Tinder. [on-
line] Mic. Available at:

Hall, S. (2012). The solicitation of the trap: On transcendence and Transcendental Ma-
terialism in advanced consumer-capitalism. Human Studies, 35(3), pp. 365-381.

Hall, S. & Winlow, S. (2015). Revitalizing criminological theory: Towards a new ul-
tra-realism. Routledge.

Hall, S. & Winlow, S. (2018). Ultra-Realism. In Dekeseredy, W., Dragiewicz, M. (Eds). The
Routledge Handbook of Critical Criminology (pp. 43-56). Routledge.

Hamad, A. & Jia, B. (2022). How virtual reality technology has changed our lives: An
overview of the current and potential applications and limitations. International Journal
of Environmental Research and Public Health,19(18), p.11278. DOI:10.3390/ijerph191811278.

Hand, M. (2014). From cyberspace to the dataverse: Trajectories in digital social re-
search. In Hillyard, S. (Ed.). Big data? Qualitative approaches to digital research (pp.
1-27). Emerald Group Publishing.

Haywood, C. & Ghaill, M. (2003). Men and Masculinities. McGraw-Hill International
Ltd.

Heino, R., Ellison, N. & Gibbs, J. (2010). Relationshopping: Investigating the market
metaphor in online dating. Journal of Social and Personal Relationships, 27(4), pp. 427-
447,

Henry,N.,Powell,A.(2014). The Dark Side oftheVirtual World.InHenry,N.,Powell,A.(Eds).
Preventing Sexual Violence. Palgrave Macmillan.

Hess, A. & Flores, C. (2016). Simply more than swiping left: A critical analysis of toxic
masculine performances on Tinder Nightmares. New Media & Society, 20(3), pp. 1085-
102.

High, A.C, Fox, J. & McEwan, B. (2024). Technology, relationships, and well-being: An
overview of critical research issues and an introduction to the special issue. Journal of
Social and Personal Relationships, 41(5), pp. 1055-1072. DOI: 10.1177/02654075241236986.

DOI 10.36158/97912566229413



The Gamification of Online Dating | 151

Hobbs, M., Owen, S. & Gerber, L. (2017). Liquid love? Dating apps, sex, relationships
and the digital transformation of intimacy. Journal of Sociology, 53(2), pp. 271-284.

Hofacker, C.F., De Ruyter, K, Lurie, N.H., Manchanda, P. & Donaldson, J. (2016). Gami-
fication and mobile marketing effectiveness. Journal of Interactive Marketing, 34(1), pp.
25-36.

Homnack, A. (2015). Online dating technology effects on interpersonal relation-
ships. Advanced Writing: Pop Culture Intersections, 4.

Huang, Q. Zhang, R, Lee, H., Xu, H. & Pan, Y. (2024). A study on customer behavior in
online dating platforms: Analyzing the impact of perceived value on enhancing custom-
er loyalty. Behavioral Sciences, 14(10), p. 973. DOI: 10.3390/bs14100973.

lllouz, E. (2007). Cold Intimacies: The Making of Emotional Capitalism. Polity Press.

lllouz, E. (2019). The End of Love: A Sociology of Negative Relations. Oxford University
Press.

Johnson, C.W., Cousineau, L.S,, Filice, E. & Parry, D. (2023). Methodology in motion: Re-
flections on using appnography for the study of Dating Apps. Qualitative Inquiry, 29(10),
pp. 1052-1063. DOI: 10.1177/10778004231163166.

Karapatakis, A. (2025). Metaverse crimes in Virtual (un)reality: Fraud and sexual of-
fences under English law. Journal of Economic Criminology, 7, p. 100118. DOI: 10.1016/].
jeconc.2024.100118.

Kennedy, B. (2010). A history of the digital self: The evolution of online dating. Psy-
chology Today. Retrieved from .

Kennedy, P. (2017). Vampire Capitalism. Palgrave Macmillan.

Klein, J. (2022). Are gen Z more pragmatic about love and sex? BBC News. Available at:

Kotzé, J. (2018). Criminology or Zemiology? yes, please! on the refusal of choice be-
tween false alternatives. In Boukli, A., Kotzé, J. (Eds). Zemiology. Critical Criminological
Perspectives (pp. 85-106). Palgrave Macmillan. DOI: 10.1007/978-3-319-76312-5_5.

Kteily, N.S. & Landry, A.P. (2022). Dehumanization: trends, insights, and challenges.
Trends in Cognitive Sciences, 26(3), pp. 222-240.

Lamont, E. (2013). Negotiating Courtship. Gender & Society, 28(2), pp. 189-211.

Lapidot-Lefler, N. & Barak, A. (2012). Effects of anonymity, invisibility, and lack of
eye-contact on toxic online disinhibition. Computers in Human Behavior, 28(2), pp. 434-
443,

LeFebvre, L. (2017). Swiping me off my feet. Journal of Social and Personal Relation-
ships, 35(9), pp. 1205-1229.

Levesque, L. & Caron, S. (2004). Dating Preferences of Women Born between 1945
and 1960. Journal of Family Issues, 25(6), pp. 833-846.

Liew, TW., Tan, S-M. Sung, J.Y,, Gan, C.L. & Leg, Y.Y. (2023). Love is in the cloud: Uncov-
ering the factors driving continuous use intention of online dating applications. Cogent
Social Sciences, 9(1). DOI: 10.1080/23311886.2023.2232110.

Lloyd, A. (2019). Harm at Work: Bullying and Special Liberty in the Retail Sector. Criti-
cal Criminology, 28(4), pp. 669-683.

Lopez-Sintas, J., Rojas-DeFrancisco, L. & Garcia-Alvarez, E. (2017). Home-based Digi-
tal Leisure: Doing the same leisure activities, but Digital. Cogent Social Sciences, 3(1), p.
1309741. DOI: 10.1080/23311886.2017.1309741.

Lucassen, G. & Jansen, S. (2014). Gamification in consumer marketing-future or falla-
cy? Procedia-Social and Behavioral Sciences, 148, pp. 194-202.

DOI10.36158/97912566929419




152 | Emma Taylor

Lundquist, J.H. & Curlington, C.V. (2019). Love Me Tinder, Love Me Sweet. The Ameri-
can Sociological Association, 18(4), pp. 22-27.

Lutz, C. & Ranzini, G. (2017). Where Dating Meets Data: Investigating Social and
Institutional Privacy Concerns on Tinder. Social Media + Society, 3(1).

Mackinnon, L. (2022). Love, games and gamification: Gambling and gaming as tech-
niques of modern romantic love. Theory, Culture &amp; Society, 39(6), pp. 121-137. DOI:
10.1177/02632764221078258.

McCreanor, T, Lyons, A, Griffin, C., Goodwin, |, Moewaka Barnes, H. & Hutton, F. (2013).
Youth drinking cultures, social networking and alcohol marketing: implications for pub-
lic health. Critical Public Health, 23(1), pp. 110-120.

Moura, J.M,, Barros, N. & Ferreira-Lopes, P. (2021). Embodiment in virtual reality. In-
ternational Journal of Creative Interfaces and Computer Graphics, 12(1), pp. 27-45. DOI:
10.4018/ijcicg.2021010103.

Nader, K. (2024). The gamification of dating online. Theoria [Preprint]. DOI: 101111/
theo.12549.

Nieborg, D.B. & Poell, T. (2018). The platformization of cultural production. New Media
& Society, 20(11), pp. 4275-4292.

Niehuis, S. (2008). Dating and courtship. In Sears, J.T. (Ed.). The Greenwood encyclo-
paedia of love, courtship, and sexuality through history, Vol. 6: The modern world (pp.
57-60). Greenwood Press.

Nowland, R., Necka, E.A. & Cacioppo, J.T. (2017). Loneliness and social Internet use:
Pathways to reconnection in a Digital World? Perspectives on Psychological Science,
13(1), pp. 70-87. DOI: 10.1177/1745691617713052.

Porta, C.M,, Frerich, E.A,, Hoffman, S., Bauer, S, Jain, V.M. & Bradley, C. (2023). Sex-
ual violence in virtual reality. Journal of Forensic Nursing, 20(1), pp. 66-77. DOI: 10.1097/
jfn.0000000000000466.

Portolan, L. & McAlister, J. (2021). Jagged Love: Narratives of Romance on Dating Apps
during COVID-19. Sexuality & Culture, 26(1), pp. 354-372.

Pronk, T.M. & Denissen, J.J. (2019). A rejection mind-set: Choice overload in on-
line dating. Social Psychological and Personality Science, 11(3), pp. 388-396. DOI:
10.1177/1948550619866189.

Raymen, T. & Smith, O. (2015). What's Deviance Got to Do With It? Black Friday Sales,
Violence and Hyper-conformity. British Journal of Criminology, 56(2), pp. 389-405.

Raymen, T. & Smith, O. (2019). Deviant Leisure: Criminological Perspectives on Lei-
sure and Harm. Palgrave Macmillan.

Robson, C. & Mccartan, K. (2024). Real World Research. John Wiley & Sons Ltd.

Rochat, L., Orita, E., Jeannot, E., Achab, S. & Khazaal, Y. (2023). Willingness to pay for
a dating app: psychological correlates. International journal of environmental research
and public health, 20(3), p. 2101.

Rodrigues, L.F., Oliveira, A. & Rodrigues, H. (2019). Main gamification concepts: A sys-
tematic mapping study. Heliyon, 5(7). DOI: 10.1016/j.heliyon.2019.e01993.

Rojek, C. (1995). Decentring Leisure: Rethinking Leisure Theory. SAGE.

Rojek, C. (1999). Deviant leisure: the dark side of free-time activity. In Jackson, E.L. &
Burton, T.L. (Eds). Leisure Studies: Prospects for the twenty-first century (pp. 81-96). Ven-
ture Publishing.

Sade-Beck, L. (2004). Internet ethnography: Online and offline. International Journal
of Qualitative Methods, 3(2), pp. 45-51. DOI: 10.1177/160940690400300204.

DOI 10.36158/97912566229413



The Gamification of Online Dating | 153

Sales, N. (2023). Relationships that begin online are less stable - I've seen it time and
time again | nancy jo sales. The Guardian. Available at:

Schultze, U. & Leahy, M. (2009). The Avatar-Self Relationship: Enacting Presence in
Second Life. ICIS Proceedings, 12. Available at:

Sharabl, L. (2022). Inside the datingverse: Your guide to virtual reality dating. Psycho/-
ogy Today. Available at:

Singh, D. (2004). Mating strategies of young women: Role of physical attractiveness.
Journal of Sex Research, 41, pp. 43-54.

Smith, O. (2014). Contemporary adulthood and the night-time economy. Palgrave
Macmillan.

Smith, A. & Alheneidi, H. (2023). The Internet and loneliness. AMA Journal of Ethics,
25(11). DOI: 10.1001/amajethics.2023.833.

Spytska, L. (2024). The use of virtual reality in the treatment of mental disorders such
as phobias and post-traumatic stress disorder. SSM — Mental Health, 6, p. 100351. DOI:
10.1016/j.ssmmh.2024.100351.

Srnicek, N. (2017). Platform Capitalism. Polity Press.

Stebbins, R.A. (2001). The costs and benefits of hedonism: Some consequences of
taking casual leisure seriously. Leisure Studies, 20(4), pp. 305-309.

Stebbins, R. (2009). Serious leisure and work. Sociology Compass, 3(5), pp. 764-774.
DOI: 10.1111/j.1751-9020.2009.00233 x.

Stebbins, R.A. (2015). The Serious Leisure Perspective. In Stebbins R.A. Leisure and
Positive Psychology: Linking Activities with Positiveness (pp. 11-40). Palgrave Macmillan.
DOI: 10.1007/978-1-137-56994-3_2.

Stendal, K, Balandin, S. & Molka-Danielsen, J. (2010). Virtual worlds: A new oppor-
tunity for people with lifelong disability? Journal of Intellectual &amp; Developmental
Disability, 36(1), pp. 80-83. DOI: 10.3109/13668250.2011.526597.

Stoicescu, M. (2019). The globalized online dating culture: Reframing the dating pro-
cess through online dating. Journal of Comparative Research in Anthropology and So-
ciology, 10(1), pp. 21-32.

Strubel, J. & Petrie, T, A. (2017). Love me Tinder: Body image and psychosocial func-
tioning among men and women. Body Image, 21, pp. 34-38.

Sutko, D. & De Souza e Silva, A. (2011). Location-aware mobile media and urban socia-
bility. New Media &amp; Society, 13(5), pp. 807-823.

Tewksbury, R. (2009). Qualitative versus Quantitative Methods: Understanding Why
Qualitative Methods are Superior for Criminology and Criminal Justice. Journal of Theo-
retical & Philosophical Criminology, 1(1), pp. 38-58.

Thompson, L. (2018). “I can be your Tinder nightmare”: Harassment and misogyny in
the online sexual marketplace. Feminism & Psychology, 28(1), pp. 69-89.

Timmermans, E. & Courtois, C. (2018). From swiping to casual sex and/or committed
relationships: Exploring the experiences of Tinder users. The Information Society, 34(2),
pp. 59-70.

Timmermans, E. & De Caluwé, E. (2017). Development and validation of the Tinder
Motives Scale (TMS). Computers in Human Behavior, 70, pp. 341-350.

Trotter, A. (2024). Policing the metaverse: The reality of virtual sexual offences. Crim-
inal Law Blog | Kingsley Napley. Available at:

DOI10.36158/97912566929419




154 | Emma Taylor

Vallance, C. (2024). Police investigate virtual sex assault on girl's avatar. BBC News.
Available at: .

Varsava, N. (2017). Dating Markets and Love Stories: Freedom and Fairness in the Pur-
suit of Intimacy and Love. Cultural Critique, 95, p. 162.

Vera Cruz, G., Aboujaoude, E.,, Rochat, L., Bianchi-Demicheli, F. & Khazaal, Y. (2024).
Online dating: Predictors of problematic tinder use. BMC Psychology, 12(1). DOI: 10.1186/
$40359-024-01566-3.

Wade, L. (2017). American hookup: the new culture of sex on campus. W.W. Norton
& Company.

Wajcman, J. (2004). TechnoFeminism. Polity Press.

Wakeman, S. (2017). The ‘one who knocks' and the ‘one who waits": Gendered vio-
lence in Breaking Bad. Crime Media Culture, 14(2), pp. 213-228.

Wang, K.-Y., Ashraf, A.R, Tek Thongpapanl, N. & Nguyen, O. (2023). Influence of so-
cial augmented reality app usage on customer relationships and continuance intention:
The role of Shared Social Experience. Journal of Business Research, 166, p. 114092. DOI:
10.1016/j.jbusres.2023.114092.

Whitty, M.T. & Buchanan, T. (2009). Looking for love in so many places: Characteristics
of online daters and speed daters. Interpersonal: An International Journal of Personal
Relationships, 3, pp. 63-86.

Whitty, M.T. & Carr, A. (2006). Cyberspace romance: The psychology of online rela-
tionships. Palgrave Macmillan.

Wiederhold, B.K. (2016). VR online dating: The new safe sex. Cyberpsychology, Behav-
ior, and Social Networking, 19(5), pp. 297-298. DOI: 10.1089/cyber.2016.29036.bkw.

Wiederhold, B. (2021). How COVID Has Changed Online Dating — And What Lies
Ahead. Cyberpsychology, Behavior, and Social Networking, 24(7), pp. 435-436.

Winlow, S. & Hall, S. (2013). Rethinking Social Exclusion: The Death of the Social? Sage.

Wong AnKee, A. & Yazdanifard, R. (2015). The Review of the Ugly Truth and Nega-
tive Aspects of Online Dating. Global Journal of Management and Business Research:
E Marketing, 15(4).

Wu, S. & Trottier, D. (2022). Dating apps: A literature review. Annals of the Internation-
al Communication Association, 46(2), pp. 91-115. DOI: 10.1080/23808985.2022.2069046.

Wu, S. & Trottier, D. (2022). Gamification and the platformisation of intimacy. New
Media & Society, 24(5).

Zeybek, N. & Saygl, E. (2023). Gamification in education: Why, where, when,and how? -
a systematic review. Games and Culture,19(2), pp. 237-264. DOI:10.1177/15554120231158625.

Zhou, C, Hu, Z., Wang, J. & Wang, P. (2024). Body, space, and time in virtual real-
ity leisure experience: A phenomenological inquiry. Leisure Studies, pp. 1-16. DOI:
10.1080/02614367.2024.2379419.

Zuboff, S. (2019). The Age of Surveillance Capitalism. Profile Books.

DOI 10.36158/97912566229413



