
�

449

https://doi.org/10.5559/di.34.4.02

MORE FEEDBACK,
LESS DISSATISFACTION?
EXPLORING THE IMPACT OF
DATING APP FEEDBACK ON
BODY DISSATISFACTION
Tony FENGFANG
Tsinghua University, School of Journalism
and Communication, Beijing, China

Bin LI
Wuhan University, School of Information Management,
Wuhan, Hubei, China

Shuang CHEN
Tsinghua University, School of Journalism
and Communication, Beijing, China

UDK: 316.773/.775:[004.773:177.62]
Original scientific paper

Received: April 8, 2025

Existing research on mobile dating apps has focused on explor-
ing the impact of dating apps on body dissatisfaction, but has
largely overlooked which specific experiences of dating app use
impact this dissatisfaction. As such, the underlying mechanisms
at play require further exploration. Drawing upon social compa-
rison theory and using a sample of 538 dating app users, this
study constructed a model with the aim of clarifying the impact
of dating app feedback on body dissatisfaction, the mediating
role of self-conscious appearance comparison, and the
moderating role of gender. The results indicated a negative
association between dating app feedback and self-conscious
appearance comparison, which in turn was positively associated
with body dissatisfaction; however, gender did not moderate
either of these associations. These findings provide recommend-
ations which could enhance the dating app user experience.
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INTRODUCTION
Over the past decade, dating apps have rapidly transitioned
from niche products to mainstream social platforms, redefining
how individuals meet, form relationships, and evaluate po-
tential partners (Sobieraj &Humphreys, 2022). Dating apps, as
a specific type of social media, offer quick, image-focused user
interactions leveraging smartphone functionality and location-
-based services (Yeo & Fung, 2018), which profoundly shape
how physical appearance is appraised and how users form
initial impressions of one another. By 2025, Tinder had over
75 millionmonthly active usersworldwide (Kumar, 2025), while
in China, Momo reported 3.5 million paying users and Tantan
approximately 10.2millionmonthly active users (PRNewswire,
2025), reflecting the widespread adoption of these platforms.
However, as dating platforms continue to evolve, their em-
phasis on appearance-driven interactions andalgorithmicmatch-
ing has raised concerns regarding body image and self-per-
ception.Many dating apps rely on algorithmicmatching, where-
by recommendation algorithms draw on users' location, pro-
file characteristics, and visually driven cues, such as profile pho-
tos and presentation styles, to curate and rank potential part-
ners, thereby shaping who users see and how they evaluate
their own attractiveness (Binder et al., 2024; Hu &Wang, 2024).
Given that profile photos and visual aesthetics play a central
role in user engagement, it is crucial to examine the psycho-
logical effects of these platforms – particularly how they con-
tribute to body dissatisfaction and self-conscious appearance
comparison (SCAC).

Due to their rapid expansion, dating apps have drawn scho-
larly attention for a range of negative outcomes, such as de-
ception (e.g., Hu et al., 2019; Markowitz & Hancock, 2018),
privacy risks (Farnden et al., 2015), and risky sexual behaviour
(Choi et al., 2016). However, one especially pressing concern
is the potential for heightened body dissatisfaction, a construct
linked to negative self-evaluation and unhealthy behaviours
(Barnes et al., 2020; Leal et al., 2020). Given that dating apps
typically prioritise visual self-presentation – through profile
photos and appearance-driven swiping – this medium may
intensify users' preoccupationwith physical attractiveness (Por-
tingale et al., 2022). Despite a growing number of studies, much
of the existing research has primarily examined overall dating
app usage (e.g., Strübel & Petrie, 2022), rather than investi-
gating the role of user-generated feedback (e.g., likes, matches,
and messages) in shaping body dissatisfaction. Feedback is a
key mechanism for users to assess their desirability and social
standing, making it crucial to understand its psychological ef-
fects. Nevertheless, research has yet to fully explore how dif-
ferent types of feedback influence body dissatisfaction. In-
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deed, previous studies emphasise the need to differentiate spe-
cific dating app experiences that may drive these psychological
effects (e.g., Thomas et al., 2024).

Within this visual-driven media context, one critical yet
underexplored factor is user-generated appearance feedback.
Such feedback can intensify self-assessment and social com-
parison, even if direct comparisons with other users are less
explicit than on image-centric platforms like Instagram (Liu et
al., 2022; Schuster et al., 2013). Of particular relevance here is
SCAC, which involves individuals' acute awareness of potential
judgements about their looks and heightened sensitivity to
appearance-related cues (Schaefer & Thompson, 2014). While
SCAC has been discussed in broader social media contexts, its
role in dating apps has received far less attention, despite these
platforms' heavy reliance on physical attractiveness as a first
point of evaluation.

In the Chinese cultural context, strong appearance norms,
impression-management pressures, and a highly visual digital
environment heighten sensitivity to appearance-related cues
and feedback. Moreover, the competitive nature of the con-
temporary Chinese marriage market, characterised by pres-
sure to present an idealised self, increases users' reliance on
dating app feedback as indicators of attractiveness and self-
-worth (Gao et al., 2024; Gao et al., 2022; Wang et al., 2025).
These cultural dynamics make China a particularly relevant
setting for examining how dating app feedback shapes SCAC
and body dissatisfaction.

In light of these gaps, the present study draws on social
comparison theory to propose a conceptual model where dat-
ing app feedback exerts an influence on body dissatisfaction
through SCAC. We further consider whether gender moder-
ates this feedback-to-dissatisfaction linkage. By using a cross-
-sectional survey of active dating app users, we aim to high-
light the specific psychological pathway – from feedback to SCAC
to body dissatisfaction – thereby illuminating how social in-
teractions in visual-driven dating apps can shape body image
perceptions. In this sense, this study refines our understand-
ing of how dating apps contribute to body dissatisfaction and
extends social comparison theory by exploring its role in the
appearance-driven media context.

LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT

Body dissatisfaction on dating apps
Body image is a multidimensional concept encompassing
one's body-related self-perception and self-attitudes, includ-
ing thoughts, beliefs, feelings, and behaviours (Cash, 2004).
Body dissatisfaction is one particular aspect of body image,



DRU[. ISTRA@. ZAGREB
GOD. 34 (2025), BR. 4,
STR. 449-471

FENGFANG, T. ET AL.:
MORE FEEDBACK...

452

referring to one's negative thoughts and feelings about their
body (Grogan, 2021).

The impact of media on body dissatisfaction is a promi-
nent area of body dissatisfaction research. Social media, refer-
ring to internet-based channels that allow users to interact with
others in various forms (Carr & Hayes, 2015), has become
increasingly prevalent and popular, drawing growing atten-
tion to its influence on body dissatisfaction. Social media ex-
erts tremendous pressure on individuals, compelling them to
adhere to unrealistic body image standards. This pressure sig-
nificantly contributes towidespread body dissatisfaction among
users, and has been observed in both established social media
platforms such as Facebook and Instagram (Hwnag, 2019), as
well as newer tools like dating apps (Strubel & Petrie, 2017).

Scholars have examined the differences in body dissatis-
faction between users and non-users of dating apps, as well
as variations in body dissatisfaction based on app usage fre-
quency. Some researchers have found that the use of dating
apps may lead to increased body dissatisfaction (Strubel &
Petrie, 2017; Strübel & Petrie, 2022), while others have argued
that there is no association between dating apps and body dis-
satisfaction (Malz, 2020). These inconsistent findings may be
due to their use of simplistic and broad measurement indica-
tors, such as overall usage frequency, time spent on the app,
or binary indicators of whether one uses dating apps. Given
these inconsistent conclusions, further exploration is needed
to understand the impacts of dating apps on body dissatis-
faction.

Dating app feedback and body dissatisfaction
Dating app users are able to assess their attractiveness to oth-
ers by the number of successful matches they make (Hobbs et
al., 2017; Portingale et al., 2022). In the context of dating app,
feedback from others can contribute to a user's self-conscious-
ness. For example, Her and Timmermans (2021) noted that
feeling successful on Tinder, based on indicators such as achiev-
ing more matches, can function similarly to receiving positive
feedback on other social media platforms. These matches on
dating apps represent the feedback users receive from others,
providing themwith a means by which users can assess them-
selves and their desirability. Drawing on previously-used iden-
tification of Tinder outcomes in research (Timmermans et al.,
2018), dating app feedback in this study encompasses the
number of users' successful matches, chat interactions, offline
meetings, and friends made.

Evidence suggests that there may be an association be-
tween dating app feedback and body dissatisfaction. Feed-
back from others in general is related to body dissatisfaction,
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with previous studies indicating that appearance-related com-
ments are linked to personal body dissatisfaction. Specifically,
exposure to negative appearance-related comments was found
to increase personal body dissatisfaction (Fuller-Tyszkiewicz
et al., 2019; Liu et al., 2022; Schuster et al., 2013), while posi-
tive comments were shown to decrease it (Fuller-Tyszkiewicz
et al., 2019; Liu et al., 2022; Schuster et al., 2013), though the
extent of decrease might be comparatively minor (Fuller-
-Tyszkiewicz et al., 2019). Research in the context of social me-
dia has revealed that people experience a notable increase in
body satisfaction when receiving positive feedback on their
selfies (Wang et al., 2020). In summary, one's exposure to ap-
pearance-related feedback influences their attitude towards
their own body.

The numbers of matches, chat partners, and established
friendships gained through dating app use constitute the most
direct and significant feedback users receive. The design of dat-
ing apps is typically centred on users' physical appearance
(Portingale et al., 2022), emphasising the visual representation
of profiles while downplaying textual descriptions, which
makes physical appearance play a critical role not only through-
out the matching process, but in the entire app usage experi-
ence. This technological environmentmay constitute an appear-
ance-related pressure, leading users to be particularly con-
cerned about their own physical appearance. Based on the
feedback received while using dating apps, users can directly
assess their own attractiveness in terms of appearance and
physique (Portingale et al., 2022), and the quantitative feed-
back of dating apps not only directly reflects one's appear-
ance and physical charm but also serves as a measure of it.
The higher the number of interactions or responses received,
the more positive feedback a user receives, which does not
only boost their confidence but also reduces the dissatisfac-
tion or anxiety theymay feel about their own appearance. Thus,
based on the abovementioned understandings, the following
hypothesis was proposed:

Hypothesis 1 (H1): Dating app feedback is negatively associated
with body dissatisfaction.

Self-conscious appearance comparison as a mediator
Dating app feedback and self-conscious appearance comparison. Social
comparison theory posits that individuals have an inherent
drive to accurately evaluate and judge their own opinions and
abilities (Festinger, 1954). When objective evaluations are un-
available, individuals tend to compare themselves to others.
These comparisons enable individuals to gain a better under-
standing of their own capabilities, as well as limitations, by
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allowing them to gauge their similarities or disparities against
others (Hwnag, 2019). In essence, social comparison is a way
by which individuals compare various attributes of themselves,
such as abilities and viewpoints, to others to derive self-per-
ception. Social comparison is a universally prevalent pheno-
menon that emerges from human interactions. There are three
types of social comparison – upward comparison, downward
comparison, and lateral comparison – and different types of
social comparison have varying impacts on individuals (Alfa-
si, 2019; Hwnag, 2019). Within the realm of social media re-
search, existing research has focused primarily on the effects
stemming from upward social comparison (Schmuck et al.,
2019).

Although dating app users may not facilitate social com-
parisons directly through likes or comments, as social network-
ing sites allow (e.g., Facebook updates, WeChat moments; (Ro-
senthal-von der Pütten et al., 2019)), research suggests that
they also engage in various forms of social comparison, includ-
ing appearance comparisons (Strübel, 2023), upward compari-
sons (Thomas et al., 2023), and self-conscious social compari-
son (Her & Timmermans, 2021). Social comparison with po-
tential partners is possible, particularly in terms of abilities
and physical appearance, which are prevalent in romantic re-
lationships (Pinkus et al., 2008). Frequent exposure to overly
attractive potential partners may lead to competitive pressure
and frustration, prompting individuals in the early stages of
partner selection to make realistic assessments and seek part-
ners whose physical attractiveness matches their own (Van
Straaten et al., 2009). Research indicates that people typically
form relationships with partners who are similar in aspects
such as physical attractiveness, personality, and popularity,
and this similarity contributes to positive relational outcomes
(Shaw Taylor et al., 2011). In addition, dating app users may
engage in self-conscious social comparisons (Her & Timmer-
mans, 2021), which are primarily internal and based on the
users' subjective perception. There is a perception among some
dating app users that only the most attractive individuals
achieve success (Hobbs et al., 2017), suggesting that social
comparison on dating apps occurs even without explicit, iden-
tifiable opportunities for comparison. Given the focus of this
study was on the impact of dating apps on body dissatisfac-
tion, and considering the established link between appearance-
-focused social comparison and body dissatisfaction (Myers &
Crowther, 2009), this study operationalised social comparison
as SCAC.

Dating app feedback can be considered to be a way of
deepening one's self-perception. As mentioned, the number
of matches one makes on dating apps is a form of dating app
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feedback, providing users with a quantifiable way to assess
their own attractiveness (Hobbs et al., 2017). Research indi-
cates that users may gauge their popularity and enhance
their self-perception of attractiveness by evaluating the num-
ber of matches they receive (Hobbs et al., 2017; Strübel, 2023).
Dating app feedback can also be a way for users to self-eval-
uate, particularly in terms of how they perceive their appear-
ance and physical attractiveness. Researchers have found
that positive feedback on social media is positively associated
with self-esteem (Wang et al., 2020), which in turn is nega-
tively correlated with social comparison orientation and me-
dia body comparison (Bergagna & Tartaglia, 2018). Therefore,
there may be an association between dating app feedback and
social comparison.

Dating app users judge their abilities and attractiveness
based on the feedback they receive from others. By receiving
an abundance of positive feedback, users may experience a
stronger sense of their own worth and attractiveness, thereby
reducing their need for social comparison. It is important to
note that dating apps rarely provide explicit negative feed-
back. In this asymmetric feedback environment, the "opposite
case" manifests not as direct rejection but as a lack of positive
feedback, such as receiving few or no matches. Thus, while
abundant positive feedback may diminish SCAC, lower levels
of feedback may reinforce it. Therefore, we predicted that
there would be a correlation between dating app feedback and
users' social comparison.

Hypothesis 2 (H2): Dating app feedback is negatively associ-
ated with SCAC.

Self-conscious appearance comparison and body dissatisfaction. The
relationship between social comparison and body dissatisfac-
tion has been widely discussed. A meta-analysis on social com-
parison and body dissatisfaction revealed a highly significant
correlation between them (Myers & Crowther, 2009), with
appearance-centred social comparisons exacerbating individ-
ual body dissatisfaction.

Media has been identified as a primary source of body
dissatisfaction among young people (Keery et al., 2004), and
with the continuous development of social media, its specific
impact on individuals' body dissatisfaction has garnered sig-
nificant research attention. Studies show that social compari-
son significantly correlates with individual body dissatisfac-
tion, both with regard to traditional mass media (Tiggemann
et al., 2013) and on social networking sites (Pedalino & Came-
rini, 2022). Social comparison influences individuals' personal
attitudes towards their own bodies, often resulting in a nega-
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tive body image. Studies focusing on social comparison and
body dissatisfaction in the context of dating apps, however,
are comparatively limited. One study found that Tinder users,
as opposed to Tinder non-users, showed a higher level of ap-
pearance comparison and a lower level of body satisfaction
(Strübel & Petrie, 2022). Meanwhile, upward comparisons in
dating apps have also been found to be associated with re-
duced happiness (Her & Timmermans, 2021).

Dating apps have been described as a contemporary me-
dium for appearance pressures (Strubel & Petrie, 2017), creat-
ing a social environment that emphasises the importance of ap-
pearance. Consequently, dating app users typically focus
more on the physical looks of others, leading to a preference
for dating individuals who are considered to be more attrac-
tive, withmore desirable physical attributes (Zhang et al., 2022).
When dating app users engage in social comparison, they
often compare themselves to thosewhom they consider to have
a more desirable appearance and higher level of attractive-
ness, making it an upward comparison. According to social
comparison theory, when dating app users find it difficult to
meet the appearance standards of the targets of their compa-
risons, they may develop negative self-evaluations and dis-
satisfaction with their own bodies. Therefore, the following
hypothesis was proposed:

Hypothesis 3 (H3): SCAC is positively associated with body dis-
satisfaction.

Together, H2 and H3 propose that dating app feedback
has a significant effect on users' body dissatisfaction, which is
mediated by SCAC. Despite being unable to know the success
rate of others, dating app users may still consciously believe
that others are more successful than they are (Her & Timmer-
mans, 2021). Dating app users may compare themselves to
others based on quantities (e.g., matchmaking success), and as-
sume that individuals with a superior appearance also
achieve greater matching success. This might increase users'
sensitivity towards their own physical attributes, eventually
leading to body dissatisfaction. Accordingly, we hypothesised
the following:

Hypothesis 4 (H4): SCAC mediates the relationship between
dating app feedback and body dissatisfaction.

Gender heterogeneity. Gender heterogeneity may impact the
mediating effects of SCAC. According to the differential sus-
ceptibility to media effects model (DSMM), dispositional vari-
ables (e.g., gender, personality/temperament) can act as pre-
dictors of media use, as well as moderators of the effect of me-
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dia use on media response states (Valkenburg & Peter, 2013).
The impact of media use onmedia response states is influenced
by these dispositional variables, which modify the direction
and strength of the effect of media use on a given outcome,
resulting in different media effects (Valkenburg & Peter, 2013).
Individuals tend to seek out content that aligns with their
habitual preferences, and this tendency is influenced by indi-
vidual characteristics such as gender. Therefore, people tend
to differ in their focus when using media, and these individ-
ual differences further contribute to the varied expressions of
the effects produced by media use.

Accordingly, different genders may exhibit distinct res-
ponses to dating app feedback, leading to gender differences
in the impact of dating app feedback on SCAC. Women tend
to be socialised so that their self-construal is particularly based
on social acceptance (Thomas et al., 2024), and are typically
more responsive to feedback from others, while men tend to
be less affected by external feedback (Cross & Madson, 1997).
This suggests that women may exhibit a stronger susceptibili-
ty to dating app feedback, while menmay not exhibit such pro-
nounced susceptibility. Therefore, gender differences in sus-
ceptibility may alter the direction or intensity of the effect of
dating app feedback on SCAC, serving as a moderating factor.
Thus, the following hypothesis was proposed:

Hypothesis 5a (H5a): Gendermoderates the association between
dating app feedback and SCAC.

Sociocultural norms and expectations are significant fac-
tors causing differences in self-image attitudes between gen-
ders. The tripartite influence model states that individuals' bo-
dy images are largely shaped by the internalisation of opinions
about gender attributes and behaviours from family, peers,
and media (Keery et al., 2004; Neagu, 2015). As men and wo-
men go through increasingly diverse psychological experi-
ences throughout their developmental process, differences in
their body-related self-identity emerge (Neagu, 2015). Tradi-
tional gender roles associate femininity with physical attrac-
tiveness, and masculinity with power and control; beauty
standards promote a thin body ideal for women, while male
body norms tend to be more flexible and lenient. Influenced
by cultural standards, bodies of different genders are assigned
distinct roles and expectations in society, and these gendered
social norms contribute to gender differences in people's atti-
tudes towards their own body image, leading to heightened
female attention to appearance, both cognitively and behav-
iourally (Muth & Cash, 1997).

Existing research indicates that females typically exhibit
higher levels of body dissatisfaction compared to males (Xu et



al., 2010). They generally place greater importance on their
physical appearance (Quittkat et al., 2019), often describing
their appearance more negatively and engaging in more up-
ward comparisons (Franzoi et al., 2012), thereby experiencing
greater pressure related to their appearance. Furthermore, stu-
dies have found that gender moderates the relationship be-
tween social comparison and body dissatisfaction (Ho et al.,
2016; Myers & Crowther, 2009). Due to the substantial pres-
sure on females to attain an ideal thin body shape and the fact
that the societal evaluations of women are more appearance-
focused, the connection between social comparison and body
dissatisfaction is more pronounced among women (Myers &
Crowther, 2009). Considering these potential gender differ-
ences, we put forward the following hypothesis:

Hypothesis 5b (H5b): Gender moderates the association be-
tween SCAC and body dissatisfaction. (See Figure 1)

METHOD

Sampling procedure and data collection
Data for this study was gathered via a Chinese online survey
platform (https://www.wjx.cn/). Dating app users such as Mo-
mo, Tantan, Tinder, and others were invited to complete a
survey.1 A total of 538 participants (48.5%male,Mage= 30.7) took
part in this study. Most participants held a bachelor's degree or
higher (87.2%), 62.3% resided in non-first-tier cities,2 51.7%were
currently in a relationship, and 95.9% were heterosexual.

Measures
Dating app feedback. Referring to the TinderOutcomes Scale (Tim-
mermans et al., 2018), this study measured dating app feed-
back using specific software-related parameters considering the
number of successful matches, the number of chat interac-
tions, the number of offlinemeetings, and the number of friends

� FIGURE 1
The hypotheses model Self-conscious

appearance comparison

Gender

Dating app feedback Body dissatisfaction
H1

H5a H5bH2 H3
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made. Participants were instructed to report the cumulative
number of these experiences since they first began using dat-
ing apps. Four items measured these individually, and each
item was rated using a nine-point scale with options ranging
from 1 (0 matches) to 9 (more than 100 matches). The answers
to these four questions were summed and averaged to derive
the dating app feedback variable score, with a higher value
indicating more positive feedback. Cronbach's alpha for this
scale in this study was 0.842.

Self-conscious appearance comparison (SCAC). Considering the
higher relevance of body dissatisfaction to personal appear-
ance, this study combined the Self-Conscious Social Compa-
rison Scale (Her & Timmermans, 2021) with the Appearance
Comparison Scale (Schaefer & Thompson, 2014) to create the
five items SCAC Scale for measuring users' social comparison
on dating apps. Items were rated using a seven-point scale
ranging from 1 (strongly disagree) to 7 (strongly agree). The
third question in the scale was reverse coded, and all answers
were averaged to obtain the SCACvariable score. A higher value
indicated a higher engagement in SCAC. Cronbach's alpha
for this scale in this study was 0.701.

Body dissatisfaction. The Body Satisfaction Scale (Slade et al., 1990)
was employed to measure participants' level of body dissatis-
faction. This measure consists of 16 items, each referencing one
body part (i.e., head, face, chin, teeth, nose, mouth, eyes, ears,
shoulders, neck, chest, stomach, arms, hands, legs, and feet).
Respondents are instructed to consider their own body and
rate their satisfaction with each of the 16 body parts using a
seven-point scale ranging from 1 (very dissatisfied) to 7 (very
satisfied). All answers were reverse-coded and averaged to de-
rive the body dissatisfaction variable score, with a higher score
indicating a higher level of body dissatisfaction. Cronbach's
alpha for this scale in this study was 0.867.

Control variables. Control variables were as follows: age, edu-
cation (0 = below bachelor's degree, 1 = bachelor's degree or
higher), region (0 = non-first-tier city, 1 = first-tier city), rela-
tionship status (0 = not in a relationship, 1 = in a relationship),
and sexual orientation (0=non-heterosexual, 1= heterosexual).

Analysis
Data analysis was conducted using statistical software SPSS
26.0 and PROCESS v4.2 to validate the hypotheses of this stu-
dy. The mediation analysis was performed using PROCESS
macro Model 4 with 5,000 bootstrap resamples, and the mode-
rated mediation analysis using PROCESS macro Model 58
with 5,000 bootstrap resamples.



� TABLE 1
Descriptive statistics
and correlations for
study variables

RESULTS

Descriptive statistics and correlation analysis
The descriptive statistics and correlation analysis results for key
variables showed that dating app feedback was significantly
negatively correlated with SCAC and body dissatisfaction. In
addition, SCAC was positively associated with body dissatis-
faction; while compared with females, males reported lower
levels of SCAC and body dissatisfaction. As indicated in Table 1,
all correlations are statistically significant, although their magni-
tudes are relatively small. To further explore gender patterns,
we compared the mean levels of the key constructs. Males
reported higher dating app feedback (M= 3.43) than females
(M = 2.87). Females reported higher SCAC (M = 4.10) than
males (M = 3.90) and slightly higher body dissatisfaction (M
= 3.33) than males (M = 3.07).

Mediation analysis
Dating app feedback significantly and negatively predicted
SCAC (b= -0.111, p < 0.01, 95% CI = [-0.177, -0.044]), indicating
that individuals who receive more dating app feedback tend
to engage in less SCAC. Additionally, dating app feedback sig-
nificantly andnegativelypredictedbodydissatisfaction (b= -0.057,
p < 0.05, 95% CI = [-0.112, -0.002]), suggesting that individu-
als who receive more positive feedback on dating apps expe-
rience lower levels of body dissatisfaction. However, when
both dating app feedback and SCAC jointly predicted body
dissatisfaction, only SCAC emerged as a significant predictor
(b = 0.195, p < 0.001, 95% CI = [0.127, 0.263]). This finding sug-
gests that individuals engaging in more SCAC tend to have
higher levels of body dissatisfaction. In the mediation model,
the direct effect was non-significant, with an indirect effect of
-0.022 and a 95% bootstrapped CI of [-0.039, -0.007], repre-
senting 38.6% of the total effect. H1, H2, H3, and H4 were
supported.

M SD 1 2 3 4 5 6 7 8 9

1 Dating app feedback 3.146 1.273 1
2 SCAC 4.007 0.978 -0.157** 1
3 Body dissatisfaction 3.201 0.827 -0.145** 0.249** 1
4 Age 30.700 5.844 0.028 -0.054 -0.092* 1
5 Gender - - 0.225** -0.097* -0.164** 0.048 1
6 Education - - 0.073 -0.063 -0.057 -0.170** -0.039 1
7 Region - - 0.059 -0.025 -0.146** 0.034 0.035 0.115** 1
8 Relationship status - - 0.089* 0.064 -0.154** 0.081 -0.029 0.063 -0.007 1
9 Sexual orientation - - 0.009 -0.014 0.022 0.034 0.050 0.005 0.006 0.026 1

Notes: N = 538. SD = standard deviation. SCAC = Self-conscious appearance comparison. Female = 0,
Male = 1. *p < 0.05, **p < 0.01, ***p < 0.001



Moderated mediation analysis
The moderated mediation analysis results showed that gender
did not play a moderating role in the relationship between
dating app feedback and SCAC, but it did moderate the effect
of SCAC on body dissatisfaction (b = -0.146, p < 0.05, 95% CI =
[-0.281, -0.011]). Further explorationwas done using simple slope
tests. For females, a high level of SCAC was shown to lead to
more body dissatisfaction (females: b = -0.036, 95%CI = [-0.071,
-0.005]; males: b = -0.013, 95% CI = [-0.031, -0.0005]), however,
slope difference test was not significant (∆b = -0.023, 95% CI =
[-0.060, 0.014]).

The moderated mediation index for gender was non-sig-
nificant. In summary, SCACmediates the relationship between
dating app feedback and body dissatisfaction,while gender does
not moderate this relationship. H5a andH5bwere not support-
ed (See Figure 2).

DISCUSSION
This study explored the relationship between dating apps and
users' body dissatisfaction, with particular attention to dating
app feedback and self-conscious appearance comparison (SCAC).
This study found that higher levels of dating app feedback
were associated with lower body dissatisfaction. Although dat-
ing app feedback was not directly associated with users' body
dissatisfaction, it was negatively related to SCAC. The results
showed that gender did not moderate the mediation path,
while descriptive analyses revealed meaningful gender diffe-
rences in mean levels of the key constructs. Males tended to
report higher dating app feedback, whereas females showed
higher SCAC and higher body dissatisfaction. These patterns
suggest that females may experience greater appearance-re-
lated self-consciousness, even though the structural relations
among variables were similar across genders. Our findings
contribute to a clearer and more nuanced understanding of

Self-conscious
appearance comparison

Gender

Dating app feedback Body dissatisfaction

-0.111** 0.195**

� FIGURE 2
Model of the mode-
rated mediation effect
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how dating apps shape users' perceptions of their physical at-
tractiveness, thereby offering new perspectives on their rela-
tionship with body dissatisfaction.

Moreover, interpreting these findings through the lens of
Chinese context further enriches our understanding. Chinese
society places strong emphasis on physical attractiveness, so-
cial approval, and impressionmanagement, whichmay height-
en sensitivity to appearance-related cues and amplify the psy-
chological weight of dating app feedback. This cultural back-
drop helps explain why feedback is linked to SCAC and body
dissatisfaction among Chinese users. Additionally, the absence
of gender differences may reflect shifting gender norms in
contemporary Chinese digital culture, where both males and
females increasingly experience comparable pressures to cu-
rate their online appearance and seek validation through digi-
tal interactions. These cultural considerations underscore the
importance of examining dating app experiences within their
sociocultural context.

Theoretical contributions
Firstly, this study provides a theoretically meaningful refine-
ment to existing dating app literature by demonstrating that
it is not simply the use of dating apps, but the feedback gen-
erated within these platforms, that shapes users' psychologi-
cal experiences. Prior studies have reported inconsistent find-
ings, either suggesting increased body dissatisfaction (Strübel
& Petrie, 2022) or no significant association (Malz, 2020). By ad-
opting a more nuanced conceptualisation of dating app inter-
action, captured through quantitative feedback, the results
reveal that higher levels of dating app feedback are associat-
ed with lower levels of body dissatisfaction. This insight ad-
vances research by clarifying the specific link between the use
and body image.

Secondly, this study establishes self-conscious appearance
comparison (SCAC) as ameaningfulmediatingmechanism link-
ing dating app feedback to body dissatisfaction. Although users
may have limited opportunities for direct appearance com-
parison within dating apps, our findings are consistent with
prior work (Ho et al., 2016; Myers & Crowther, 2009) and show
that social comparison processes remain salient in these envi-
ronments. Drawing from prior research (Her & Timmermans,
2021; Schaefer & Thompson, 2014), this study conceptualises
SCAC as a self-conscious and anticipatory form of appearance
comparison, advancing an innovative construct that broadens
the theoretical scope of social comparison theory in the con-
text of dating app research.

Importantly, the results demonstrate that higher levels of
dating app feedback are associated with lower levels of SCAC,
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which in turn are associated with higher levels of body dis-
satisfaction. This pattern aligns with the view that positive feed-
back within dating apps may act as a cue of physical attrac-
tiveness and strengthen users' self-perception (Alexopoulos et
al., 2020). Thus, SCAC operates as a groundedmechanism that
explains how platform-specific feedback shapes users' self-eva-
luations, offering a more nuanced application of social compa-
rison theory in mobile media contexts.

Thirdly, this study identifies an important boundary con-
dition in theorising gender dynamics in dating app contexts.
Contrary to common expectations that females would show
stronger appearance-related responses, our findings indicate
that gender does not moderate the mediationmodel. Drawing
on the gender similarities hypothesis (Hyde, 2005) and goal
congruity theory (Diekman et al., 2020), this pattern suggests
that males and females may behave similarly when guided by
sharedmotivations. For example, the pursuit of self-worth va-
lidation does not differ by gender (Sumter et al., 2017). Rather
than indicating the absence of gender effects, this null result
highlights a meaningful boundary condition, implying that ap-
pearance-related processes on dating apps may operate simi-
larly across genders when the motivational goals converge.

Practical implications
This study also offers several practical implications for the de-
sign and governance of dating apps. Firstly, the finding that
higher levels of dating app feedback are associated with lower
SCAC and body dissatisfaction highlights the importance of
effective feedbackdesign. Positive and constructive formsof feed-
back, such as matches, messages, or other interpersonal affir-
mations, may serve as cues of attractiveness and help users
developmore favourable perceptions of their physical appear-
ance. Platforms seeking to cultivate healthier user experiences
may therefore benefit from integrating feedback mechanisms
that emphasise affirmation rather than competition.

Secondly, our findings suggest that dating app designers
should consider strategies that limit opportunities for upward
appearance comparison. These strategies may include reducing
exposure to highly curated, filtered, or algorithmically ampli-
fied profiles that set unrealistic appearance standards. By de-
creasing cues that trigger SCAC, platforms can help mitigate
appearance anxiety and support users' psychological well-being
during app use.

Thirdly, given the increasing social relevance ofmobileme-
dia and the broader concerns surrounding appearance anxi-
ety and body image, this study underscores the need to fos-
ter healthier online interaction environments. Platforms may
incorporatewell-being-orienteddesignpractices, suchasprompts
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that encourage positive body image, reminders that appear-
ance is only one facet of personal worth, or features that high-
light diverse attributes beyond physical looks. Such approach-
es may contribute to a more supportive digital ecosystem and
help reduce the negative psychological consequences associ-
ated with appearance-focused media environments.

Limitations and future directions
Despite its contributions to the literature, the study does also
exhibit several limitations. First, due to using a cross-section-
al survey, all paths identified in this study are correlational
rather than causal and the present design does not allow us
to determine causal directionality between dating app feed-
back, SCAC, and body dissatisfaction. Future research should
employ longitudinal or experimental designs to more rigo-
rously test causal paths and temporal ordering among these
variables.

Second, in terms of variable measurement, our study fo-
cused on the number of matches, chats, offline meetings, and
social connections formed during dating app use as indica-
tors of feedback received by users. Future research should ex-
plore more nuanced characteristics or aspects of feedback,
such as level of feedback during interactions. Moreover, the
mediation pattern may be influenced by unmeasured third
variables. For instance, users' baseline physical attractiveness
or other dispositional characteristics (e.g., self-esteem, appear-
ance orientation, social anxiety) could simultaneously relate
to receiving more feedback, engaging in less SCAC, and re-
porting lower body dissatisfaction. Future research should as-
sess whether the mediational sequence holds when such vari-
ables are controlled.

Third, our mediation model was based on social compar-
ison theory, and examined the mediating effects of social com-
parison. However, given the complex internal mechanisms
that exist between dating apps and body dissatisfaction, sub-
sequent studies should consider variables such as self-esteem
or self-objectification, which may also play mediating roles.
Further research should contrast social comparison between
same-sex versus opposite-sex patterns among dating app users.
In addition, qualitative exploration of body image among dat-
ing app users could inform more novel theoretical frame-
works. Fourth, our research focused on Chinese dating app
users within the context of Chinese culture. The distinct dif-
ferences between Chinese andWestern cultural backgrounds,
particularly in terms of body focus, may limit the generalisa-
bility of our findings. Additionally, the majority of participants
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in this study identified as heterosexual, with only a small pro-
portion reporting non-heterosexual orientations. As users of
different sexual orientations may vary in terms of their con-
cerns regarding body image, future studies should aim to di-
versify the participant pool and extend these findings to a
broader audience for better representativeness.

CONCLUSION
Mobile dating apps are increasingly popular, influencing users'
online social lives. This study went beyond measuring fre-
quency of dating app use, examining instead how dating app
feedback is associated with users' body dissatisfaction through
self-conscious appearance comparison (SCAC). The findings
show that higher levels of dating app feedback are associated
with lower SCAC and lower body dissatisfaction, whereas lower
levels of feedback are associated with heightened SCAC and
greater body dissatisfaction. These results reflect a bidirectional
pattern inherent in correlational relationships: some users
may experience dating apps as validating and confidence-en-
hancing when receiving more positive feedback, while others,
particularly those receiving little feedback, may experience
increased appearance-related concerns. By highlighting these
correlational associations, this study provides a more balanced
and nuanced understanding of how dating apps relate to body
image. Rather than portraying dating apps as uniformly bene-
ficial or harmful, our findings suggest that their psychological
implications depend on users' feedback patterns.
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Više povratnih informacija, manje
nezadovoljstva? Istraživanje utjecaja
povratnih informacija na aplikacijama
za upoznavanje na nezadovoljstvo tijelom

Tony FENGFANG
Sveučilište Tsinghua, Škola novinarstva i komunikacije,
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Sadašnja istraživanja usredotočila su se na istraživanje
utjecaja aplikacija za upoznavanje na nezadovoljstvo tijelom,
ali su uglavnom previdjela koja specifična iskustva upotrebe
aplikacija za upoznavanje utječu na to nezadovoljstvo. Stoga
temeljni mehanizmi koji djeluju u tom kontekstu zahtijevaju
daljnje istraživanje. Oslanjajući se na teoriju socijalne uspo-
redbe i uzorak od 538 korisnika aplikacija za upoznavanje,
ova je studija konstruirala moderirani model medijacije s
ciljem razjašnjenja utjecaja povratnih informacija na aplika-
cijama za upoznavanje na nezadovoljstvo tijelom, zatim
posredničke uloge samosvjesne usporedbe izgleda te
moderirajuće uloge spola. Rezultati su pokazali negativnu
povezanost između povratnih informacija na aplikacijama za
upoznavanje i samosvjesne usporedbe izgleda, koja je pak
bila pozitivno povezana s nezadovoljstvom tijelom; spol,
međutim, nije moderirao ni jednu od ovih povezanosti. Ovi
nalazi pružaju preporuke koje bi mogle poboljšati korisničko
iskustvo aplikacija za upoznavanje.

Ključne riječi: povratne informacije na aplikacijama za
upoznavanje, samosvjesna usporedba izgleda,
nezadovoljstvo tijelom, heterogenost spolova
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