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Abstract
Online dating communities have great market potential; therefore, understanding the perceptions of young generation of the factors influencing their intention to use such site is vital. This research examined five key dimensions of intention to use online dating communities
in Malaysia based on some information system theories. Research model for this study was developed based on the literature on information system research. This study was adopted convenient sampling of non-probability sampling procedure. Data were collected
through self-administered questionnaire and multiple linear regression was used to analyze data. The findings of the study show that
word-of-mouth, attitude, perceived enjoyment and perceived playfulness are key determinants of young adults’ intention to use online
dating sites. However, there is no significant relationship between trust and intention to use online dating sites. This research can serve as
a starting point for online dating research, while encouraging further exploration and integration addition adoption constructs. Other
business agencies should create better awareness of the usage of online dating sites. As Malaysian are choosing their own pair for their
family life, so this finding gives some insight to the young generation of Malaysia to focus on finding their own partners from online
sites.
Keywords: online dating, attitude, enjoyment, playfulness, trust, Malaysia

1. Introduction
Online networking sites is one of the most popular social networking system that allows individuals, couples and groups to contact
and search for their personal and romantic partner. Other than
pornographic websites, online dating sites is another largest paid
online business sites (Online Publishers Associations (OPA). According [1] at Chain Store Age online dating is a huge success
story. Estimated to be a $2 billion global business, about one in
every ten Americans is using an online site or mobile dating app to
look for love today. [2] Deputy Women’s editor, The Telegraph
highlighted that in near future around 35 per cent of British couples will meet online. eHarmony reported that by 2040 seventy per
cent of British will join online dating site. According to a report
by [3] online dating services account for 49% of USA dating service industry. A news highlighted by onlinepersonalswatch.com
that in 2012 total USA dating services was worth US$2.14 billion
and was expected to grow 4.7% per year to $2.54 billion in 2015.
Besides, [4] found that there is much business value in such communities, in terms of access to valuable consumers and consumer
data.
Given the huge potential for this market, it is important to study
the adoption behavior of users, i.e. the factors that encourage or
discourage the use of online dating websites. [5] identified
online dating sites as one of the most popular technology driven
innovations to initiate romantic relationship although many
online dating sites involve deliberate misrepresentation of the

truth (as many users do not reveal truthful information about
themselves. [6] provided an explanation to this, i.e. online interaction is an integrated part of modern social life driven by the
basic human need to interact. Thus, users still look for a romantic partner, connection, or encounter regardless of the misrepresentations. This study concurs with [7] research which found
that like other offline method, online networking system is
widely used for interaction by people in the western society.
Western people interact with each other online like any other
offline methods because of their need to interact. However, no
empirical research has been done on adoption factors for online
dating sites. In Malaysia, there is much potential for such sites.
Almost half of the population (10 million) use social network
such as Facebook (including dating sites in Facebook) and the
number of users are growing rapidly by about 23% per year [8].
Therefore, the objective of this study is to conduct an empirical
investigation of the factors that influence Malaysians’ intention
to use online dating sites. This research will provide recommendations for marketers on how to understand the consumer behavior of this market and how to attract consumers.

2. Literature Review
An easy way to comply with the paper formatting requirements
is [5] defined online dating “as the place where individuals create, profile, and initiate contact with others through an online
service”. [9] and [10] posited that making relationships through
online system was easier, faster and more intimate than other
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ways of forming romantic relationships. They argued that the
anonymous nature of online dating sites was the main reason to
for their popularity. No doubt, face-to-face meetings and telephone communication can help make offline relationship; however, online contact can enhance self-integration, and provide
autonomy and intimacy. Additionally, online dating sites can be
used for cyber-flirting [11], cyber-sex [12] and cyber-cheating
[13].
[14] highlighted that online dating is extremely important as
online dating already accounts for substantial proportion of the
initiation of romantic relationship in developed country. [15]
analysed online dating psychologically. This study raised two
issued such as a) whether online dating is fundamentally different from conventional offline dating and b) whether online dating promotes better romantic outcomes than conventional offline doing. To understand how online dating fundamentally
differs from conventional offline dating and the circumstances
under which online dating promotes better romantic outcomes
than conventional offline dating, this research considered three
major services i.e. access, communication and matching services.
This study results show found that online dating sites is fundamentally (uniqueness) different than offline dating and mixed
results found for whether online dating sites promotes better
romantic outcomes than conventional offline dating.
A large scale study conducted in the US by [16] examined people’s behavior on online dating sites. They found that the respondents were single and searching for romantic partner via
online dating sites. Seventy four percent of the respondents
claimed that they have gone online to look for romantic relationship. Fifteen per cent of the respondents were aware of people
who have made long-term relationships or married someone
whom they originally met online. [17] examined the use of
Gale-Shapley algorithm in online dating sites for users to find
the right match on their mate preferences. They found that female respondents gave more emphasis on their partner’s income
than the male respondents. [18] conducted a survey of varsity
300 students to investigate the attitudes to using the Internet to
further one’s romantic interests. They found that most of the
students knew someone who had or developed their romantic
relationship online.

3. Conceptual Background
Although few research have been studied about online dating
communities, there is no study on the factors that influence users of these sites in Malaysia. This is important research lacunae
as Malaysia is the fourth largest users of social network (like
Facebook) in Asia [8], and marketers would need some understanding of the consumer behavior in this market segment.
Information systems implementation depends on specific social,
cultural, economic, legal and political contexts, which may differ significantly between countries [19] [20] [21] that limit the
generalization of research results from developed countries to
developing country contexts [22]. This justifies an empirical
investigation of Malaysian young generation readiness or concerns about their current and potential use of online dating sites
to uncover the factors that encourage or deter online dating sites
usage. Moreover, this will contribute to confirm past findings of
a limited research attempts in developing country context [23]
[24] (and possible generalization on the adoption of e-commerce
[21].
Information Systems (IS) researchers have made significant
efforts in building theories to examine and predict the determinant factors of information technology (IT) acceptance [25].
Existing models of IT acceptance have their foundations from
several diverse theories, most noticeable innovation diffusion
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theory, where individuals' perception about using an innovation
are considered to affect their adoption behavior [25] [26] [27].
Other important theoretical models that attempts to explain the
relationship between user beliefs, attitudes, intentions, and actual system use include perceived characteristics of innovating
(PCI) [27], the theory of reasoned action (TRA) [28], the theory
of planned behavior (TPB) [29] (and the technology acceptance
model (TAM) [30] [31]. Most of the researchers use these models [32] [33] [34] [35] in their research and ignore other important variables those have influence on behavioral intention to
use systems. Therefore, in this study five important variables are
included in the theoretical framework namely: word-of-mouth
[36]; attitude [32] [37]; perceived enjoyment [38] [39]; perceived playfulness [40] and trust [41] [42].
Researcher like [43] and [44] stated that it is well documented
that positive word-of-mouth communications influence consumer decision making. [45] explain Word-of-mouth behavior within online social networks sites is originated from the users’ desire to maintain social relationships within their personal networks. [46] argued that a positive WOM provides beneficial
information about a product/service to customers and thereby
assist the promotion of the product/service [46]. In the growing
online social communications, electronic WOM has been an
important topic to business and marketing researchers [47]. According to [36] e-word-of-mouth affect behavioral intention.
Various studies have confirmed that attitude has significant
impact on behaviourial intention [48]. [49] study found that
attitude has significant influence on online buying intention.
[50] conducted a review which shows that 29 out of 30 studies
found attitude as the best predictor of intention. In general, the
more favorable the attitude toward the behavior, the stronger
will be an individual’s intention to adopt the behavior.
Online dating is a voluntary and hedonic activity, and users
participate because they are intrinsically motivated. The experience often offers entertainment and fun, which users have been
found to appreciate. Perceived enjoyment is another variable
that uses in this research. Technology adoption studies defined
perceived enjoyment as the extent to which the activity of using
a specific system is perceived to be enjoyable in it’s own right,
aside from any performance consequences resulting from system use [31]. It has been suggested that traditional usability
approaches are too limited to fully explore user technology
adoption and should be extended to encompass enjoyment [38].
In this study we postulated that the experience of being engaged
or simply having fun can have an impact on intentions to use
online dating sites. According to [51] perceived enjoyment is
one of the significant determinants of intentions to adopt technologies. [39] study also confirmed perceived enjoyment to be a
significant antecedents to users’ intentions to adopt instant messaging.
In the online dating context, researcher believe that intrinsic
motivators grounded on emotional feeling, such as happiness
and unhappiness may also play a crucial role in explaining user
acceptance and usage. Perceived playfulness is considered as
intrinsic motivation is included in this study as it will influence
on behavioral intention to use online dating site. The perceived
playfulness is defined as the degree to which performing an
activity is perceived as providing pleasure and joy in its own
right. Empirical study by [40] confirmed that relationship between perceived playfulness and user’s intention to use WWW.
Recently researchers have started to study trust in online contexts [41] [42] [52]. Trust has been studied extensively in organizational studies [53] [54]. According to [55] trust as “the willingness of a trustor party to be vulnerable to the actions of trustee party based on the expectation that the trustee party will
perform a particular action important to the trustor party, irre-
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spective of the ability to monitor or control the trustee party.”
Trust is a positive expectation in which that the other side does
not seeking his own benefit on his/her speeches, actions and
decisions [56]. Due to uncertainties and dependency trust is
consider one of the main factor in social interaction. Making
relationship through online dating site is not only involve uncertainty but also have anonymity and these factors provide importance of trust on online dating sites. Thus trust is important in
the online dating context user of online dating sites must provide
personal information when they register. Such personal information is subject to potential abuse; for example, the data might
be used for marketing solicitations or shared with third parties.
Thus, online dating site users may have concerns about the misuse of their personal information.

Their studies validated the correlation between the hedonic and
behavior intention factors. There are two aspects of hedonic
factors, i.e. perceived enjoyment and perceived playfulness. In
the former, investigations of the use of wireless devices and
Web sites showed that the devices and websites were enjoyable
to users. To explicitly construct the role of intrinsic motivation
in TAM, [61] introduced the concept of perceived enjoyment.
This construct describes the extent to which consumers’ enjoyment is perceived through the activity of using a specific product or service. [63] studied in Singapore and found that perceived enjoyment have a positive impact on Internet users. In
the latter, [60] and [41] found perceived playfulness, or fun, was
treated as an important hedonic factor antecedent to consumers’
attitude toward using a system. Therefore, it was posited that:

4. Theoretical Framework and Hypotheses

H3: Perceived enjoyment has a positive influence on intention to
use online dating sites.

The research framework developed for this study is shown in
Figure 1. This framework was developed based on prior research. The schematic diagram of the theoretical framework is
used to show the relationship between the dependent and independent variables. Intention to use online dating sites was the
dependent variable in this research. Five factors have been identified as the independent variables i.e. word-of-mouth by friends,
attitude, perceived enjoyment, perceived playfulness and trust.

H4 Perceived playfulness has a positive influence on intention
to use online dating sites.
Trust is psychological factor to pursue further interaction with a
website [64]. If a user trusts a website, it will increase his/her
intention to use it. Trust is very important in the initial stage of
adoption in e-commerce and will increase as user receive positive experience with a website [64]. In online communities, [37]
found that trust in a website ability positively affects usage intention. Therefore, it was posited that:
H5: Trust has a positive influence on intention to use online
dating sites.

5. Method
5.1. Participant and Data Collection

Fig. 1: Research Framework

Word-of-mouth is the first factor examined. [57] [58] studies
identified compared different forms of marketing and found that
word-of-mouth (WOM) marketing is one of the most important
factors influencing consumer behavior. (2004) study confirmed
that WOM has been shown to influence intentions and actual
behavior of consumers. Therefore, it was posited that:
H1: Word-of-mouth has a positive influence on intention to use
online dating sites.
[30] stated that a person's action is determined by his/her behavioral intention which is influenced by an attitude toward the
behavior. [59] empirical studies had been supported this theory.
According to them, intention was a good predictor of behavior.
Attitude towards a behavior factor is the positive or negative
evaluation of performing the behavior informed by beliefs about
the individual’s possession of the opportunities and resources
needed to engage in the behavior [29]. Attitude towards the
online dating sites (e.g. comfort level in sharing personal information online) was thought to influence intention to use the sites.
Therefore, it was posited that:
H2: Attitude has a positive influence on intention to use online
dating sites.
To validate and treat Technology Acceptance Model (TAM) as
an endogenous variable for greater predictive power, [60] and
[61] incorporated a hedonic factor into TAM. [60] also included
similar construct i.e. hedonic motivation in his prediction of
intention to use mobile Internet based on his revised Unified
Theory of Acceptance and Use of Technology (UTAUT 2).

Primary data were collected through the use of a survey questionnaire. The questionnaires were personally administered to the
respondents. The target respondents are university students (aged
18-24) as they are the largest users of social network such as Facebook (34.1%) compared to other age groups [65]. Facebook is
used as a yardstick as there are many online dating sites in it such
as Social Connect Now (http://www.isocialconnect.com/) and
college candy (http://collegecandy.com/2010/01/30/lh-facebookand-dating-wheres-the-mystery/). Three hundred and thirty two
questionnaires were distributed and collected out of a population
6000 students from one of the private university in Selangor state
in Malaysia. A total of 311 (96.6%) were finally used (due to the
missing value). The study took students as respondents because
[66] suggested that students are the most suitable group to be considered as they are young consumers with marketing potential for
many years to come. Additionally, according to [67] and [68]
studies, majority of users of online dating sites are students thus
students should be the appropriate respondents.
The majority of the respondents were female (61.09 percent),
more than half of the respondent (52.09 percent) were between the
age of 21and 23. The Chinese group was the highest contributors
of the total respondents (53.70 percent) and the second highest
group is represented by Malays with (43.73 percent).

5.2. Questionnaire Design
The first section of the questionnaire contains three questions
capturing the respondents’ demographic information such as race,
gender and age. The remaining sections comprise of questions
measuring the respondents’ perceptions on intention to use online
dating sites and determinants that influence online dating site usage intention. The questionnaire consists of 27 items scored on a
6-point Likert’s scale. The items were adaptations of the items in
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the constructs in the prior literature [39] [57] [60] [61] [63] [69].
They are presented in Tables 2a and 2b.

6. Results
Table 1 shows the Cronbach Alpha’s reliability analyses of all the
independent and dependent constructs. It was found that all constructs have a value exceeding the minimum standard value of 0.7
[70]. This indicates that the measures used in the questionnaire
were highly reliable for measuring the constructs.
Table 1: Font Specifications for A4 Papers
Variables
Coefficient Alpha
Word of mouth
.889
Attitude
.793
Perceived enjoyment
.834
Perceived playfulness
.856
Trust
.745
Intention to use online dating
.892
site usage

6.2. Construct Validity
Table 2a showed the results of factor analysis of the independent
variables and Table 2b showed the dependent variable. [70] suggests that items with low factor loading indicate that the items are
not drawn from the same factor/domain and they should be excluded to reduce error. [71] recommended a loading of at least 0.4.
Tables 2a and 2b showed that all item loadings were above 0.4
and they were loaded into 5 independent factors and one dependent factor.
Table 2a: Results of Factor Analysis on Independent variables
Factors with
Items Loaded in
WOM
ATT
PE
PP
Trust
Each Factor
Word of Mouth
I find information given by
my friends and
.545
.405
.099
-.489
-.011
relatives about
this online dating
site is trustworthy
I know someone
who had bad
experiences with
.032
-.311
-.394
-.313
this online dating
.628
site
Many of my
friends and relatives recommend
.562
.273
-.428
.031
.139
me to use online
dating site
I trust what my
friends and relatives says about
.505
.296
-.467
.261
-.104
this online dating
provides reliable
information
Attitude
I would use
online dating
service for
.309
.484
-.066
.128
-.035
searching my
partner
Using online
dating service is
something I
would do
I could see myself using online
dating service to
find my dating
partner

-.080

.555

.096

.165

-.020

-.071

.510

.088

.309

.151

I feel comfortable
in sharing my
information
through online
dating services
Perceived enjoyment
I find using
online dating
services entertaining
I find using
online dating
services pleasant
Using online
social dating
services is exciting
It is fun to use
online dating
services
Perceived Playfulness
When interacting
with Online dating site I did not
realize time had
elapsed
When interacting
with Online dating site I often
forgot the task I
was doing
Interacting with
Online dating site
leads to exploration
Interacting with
Online dating site
I had fun
Interacting with
Online dating site
is enjoyable

-.116

.443

.114

-.036

-.103

.257

.208

.774

-.088

-.044

-.019

.198

.478

.126

.084

.066

.037

.585

-.051

.397

-.148

-.062

.499

-.057

.345

.240

.230

-.245

.185

.135

-.036

.086

-.084

.040

.116

-.017

.041

.560

.115

-.013

.037

.519

.492

.435

.478

Trust
I feel very com.409
fortable using this
.114
-.036
-.103
.011
online dating
services
I have used a lot
of this online
-.061
.193
-.071
-.281
.483
dating services
Consider this
dating services is
my first choice if
.441
-.074
.038
-.230
.012
I use same services through
online.
This online dating services is a
.422
.144
.182
.049
.128
name I can always trust.
This dating services always
.064
-.017
.000
.165
.421
delivers on what
they promise.
Eigen value
5.223
2.836
1.671
1.452
1.115
Variance (%)
26.115
14.182
8.354
7.284
5.574
Rotation method: Varimax
KMO- .732
Bartlett’s Test of Sphericity sig.000
Table 2b: Results of Factor Analysis on Independent variables
Attributes
Behavioural Intention
Making relationships over the online dating
.594
is a good idea
There is no charge for online dating service
.503
The online dating web site provide a full
.453
facility to chat with my partner(s)
I feel comfortable in using online dating
.493
services
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6.3. Multi-Collinearity
Two major methods were utilized in order to determine the presence of multicollinearity among independent variables in this
study. These methodologies involved calculation of both a Tolerance Test and Variance Inflation Factor (VIF) [72]. The results of
these analyses were presented in Table 3. As can be seen from this
data, i) none of the Tolerance levels is < or equal to .01; and ii) all
VIF values were well below 10. Thus, the measures selected for
assessing independent variables in this study do not reach levels
that indicate multicollinearity. Additionally, the acceptable Durbin
– Watson range is between 1.5 and 2.5. In this analysis, the Durbin
– Watson value of 1.851, which was within the acceptable range,
shows that there was no correlation issue in the data used in this
research.
Table 3: Test of Collinearity
Tolerance
Level
Word of mouth
.770
Attitude
.825
Perceived enjoyment
.779
Perceived playfulness
.823
Trust
.847
Variable

VIF
1.298
1.212
1.284
1.215
1.180

6.4. Hypotheses Testing
The five hypotheses were tested using a multiple regression prediction model following the guidelines established by [73] with
intention to use online dating site as the dependent variable. The
results were presented in the Table 4. The table revealed that
word-of-mouth (β=.153; p<0.001) have a significant influence on
intention to use online dating sites, therefore, H1 is accepted. The
table also revealed results that support hypotheses H2, H3 and H4
that is, the relationship between attitude (β=.144; p<0.01), perceived enjoyment on online dating site usage intention (β=.177;
p<0.001), and perceived playfulness on online dating sites usage
intention (β=.317; p<0.001).
Table 4: Regression Result
Variables
Beta
t-value
Constant
2.668
Word-of- mouth
.153
2.922
Attitude
.144
2.668
Perceived enjoyment
.177
3.293
Perceived playfulness
.317
6.050
Trust
.049
.941

p-value
.008
.004***
.008**
.001***
.000***
.347

R-squared = 0.311, Adjusted R-squared = 0.300, (**) p<.01, (***)
p<.001. Dependent Variable: Online dating sites usage intention

7. Discussions
This study examines the intention to use online dating sites in
Malaysia by young adults. Internet is providing incredibly useful
features when it comes to matching their partners online. It is also
a more modern and organized approach to mating ritual. The main
intention of this study is to assessing the attitude of the students
towards online dating site usage intention.
Results showed the relationships between intention to use online
dating sites and the determinants that influenced intention to use
online dating sites. More specifically, word-of-mouth, attitude,
perceive enjoyment and perceived playfulness have significant
relationship with intention to use online dating sites.
Firstly, perceived playfulness and enjoyment were found to be the
most important factors that influence intention to use online dating
sites. [74] through qualitative phone interviews of 34 users of
online dating community found that participants are playful and
fun, engaging in creative walk around or circumventing strategies
to hide their personal information such as their age, weight, body

statistics, looks, etc. to create positive impressions and have fun in
online dating sites. This is a very useful finding as marketers could
apply this same theory for the Malaysian users. They could create
playful applications to allows them to modify their photographs to
make them look more fun and easier to find a match. Additionally,
they could have more fun activities such as online games, selfexpressions through videos, blogs, role plays, user comments and
ratings of previous dates, and recommendations of dates to friends.
These features will attract users to increase their interaction with
the website, encourage them lock in the website, and improve
customer relationship and loyalty.
Secondly, word of mouth or recommendation is an important determinant of intention to use online dating sites. [75] and [74]
found that users of online dating sites are facing trust issues with
the potential partners as they found a huge discrepancy in the
online information and the actual offline experience during dates
as the user do not disclose the truths about the age, weight, shape,
and hair color. The present research recommends that word-ofmouth recommendations should be used. This is supported by [34]
which found that users’ trust in members’ integrity in to provide
truthful word-of-mouth recommendations in China’s online communities can stimulate usage intention. Members (users) should
be given the chance to express their experience with their dates,
rate them in terms of their honesty and personality. This will enhance the credibility of the dating website as the comments/ratings
come from the word of mouth of the members’ experience.
Thirdly, it is interesting to note that the users are not facing trust
issue with the dating websites as shown in the non-significant
result for the ‘trust’ variable. One way of explaining this finding is
trust is more significant in the earlier stage of adoption and increases with familiarity [64]. Since Malaysians are familiar with
online communities (based on high adoption rate of Facebook),
trust is not a relevant issue. This indicates that there is a great
marketing potential for online dating communities in this country
since trust is not an issue.
Lastly, attitude found an important determinant of intention to use
online dating sites. Attitude individually is one of the important
determinants which ensure successful usage of online dating sites.
This finding is similar to research such as [76, 77, 78, 79].

8. Implications
8.1. Implications for Research
This study presents an introductory research that explains 45 percent of the variance among students intention to use online dating
sites. This research can serve as a starting point for other online
dating research, while encouraging further exploration and integration addition adoption constructs. Future research needs to
focus on a larger cross section and more diversified random samples to verify the findings of the current study. Moreover, to further clarity of the factor influence on online dating sites usage by
young generation, other model could be used. Future inquiries
could also examine the causal relationships between factors and
perceive overall online dating sites usage by employing a structural equation modeling technique.
This research is limited as only young university students (aged
18-24) were surveyed. Future researches will include all other
online users for generalizing of the research model on intention to
use online dating sites usage. Additionally, perceived playfulness
and enjoyment are short term affective factors that influence usage
intention [80]. Future research could investigate the long term
affective factors that affect continued usage such as intimacy and
familiarity of the online dating communities [80].
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8.1. Implications for Practice
As it is found in this study, respondents mentioned cannot trust
online dating sites, and the system should be made as user-friendly
as possible and make it trustable. Providing online help and giving
end users the choice of their preferred language will ease of their
usage. Management of online dating sites provider should provide
adequate information in their sites on how to use online dating
sites systems at all levels must be ensured so that the users should
get comfortable with its use. Security of information must be ensured with the help of the restricted access level of passwords.
Other business agencies should create better awareness of the
usage of online dating sites. As Malaysian are choosing their own
pair for their family life, so this findings give some insight to the
young generation of Malaysia to focus on finding their own partners from online dating sites.

9. Conclusions
This paper validated a research model of intention to use online
dating sites for Malaysian young adults. Four determinants were
found, i.e. perceived playfulness, perceived enjoyment, word of
mouth and ease of use. Marketing recommendations were given to
tackle the young consumers in Malaysia. In summary, the website
has to provide features to suit the playful nature of the users, make
the interactions enjoyable, allow user ratings, comments and recommendations, and be simple to use.
The research was done under theoretical framework that was developed based on the previous study. The multiple regression
analysis shows that word-of-mouth, attitude, perceive enjoyment
and perceived playfulness are significant elements of online dating
sites usage intention. Despite some limitations, this research
makes some notable contributions. First, we review existing literature in online research area and develop a theoretical framework
and also identify both and absolute and relative view of the gap.
Second, we provide an analysis of the state of the factors driving it
that owes its foundation to existing research and extends, thus
unifying and advancing the field of knowledge. Finally, we examine the factors contributing to online dating sites usage intention
and are unique in the research to date.
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