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Abstract 
This study examines the uses and gratifications associated with mobile dating 
applications in Pakistan, a society where such practices intersect with deeply 
rooted patriarchal and conservative norms. Drawing on the Mobile Dating App 
Gratification Scale (Welch & Morgan, 2018), the research investigates four 
primary gratifications: Validation, Relationships, Hook-Ups, and Entertainment. 
Given the sensitive and stigmatized nature of dating app use, data were collected 
through snowball sampling, resulting in 62 responses from users across multiple 
urban centers. Quantitative findings, contextualized through a qualitative 
synthesis of existing literature, reveal that relationship-seeking and entertainment 
are the dominant motivations, while hook-ups and validation are less prominent. 
These results challenge the common perception of dating apps as primarily 
facilitating casual encounters, highlighting instead the complex negotiation 
between personal gratification and socio-cultural constraints. The study 
underscores the evolving role of digital technologies in shaping relationship 
dynamics in conservative contexts and recommends further exploration through 
mixed method approaches with larger and more diverse samples to assess how 
gratifications are pursued and achieved. 
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INTRODUCTION 
According to Naomi Baron, online and mobile 
technologies are reshaping communication, and 
relationships increasingly compete with digital 
media for attention (Baron, 2010). Until the early 
2000s, most romantic relationships were formed 
offline. However, multiple studies now suggest 
that digital media has transformed 
communication by connecting people and 
facilitating relationships through social media and 
mobile dating applications (Valkenburg & Peter, 
2007; Rizzo et al., 2019; Abbasi, 2019; Garris, 
2020). The widespread use of smartphones has 
accelerated the shift from offline to online 
interaction, contributing to the continuous 
digitization of romantic relationships. 
Consequently, finding a partner has increasingly 

become an online endeavor through mobile 
dating applications (Jung et al., 2019). Dating apps 
are often considered a Western phenomenon, 
dating app culture entered Pakistan around 2012 
with the arrival of Tinder, and the number of 
regular users has continued to grow since then 
(Ahmad et al., 2016). Despite this growth, research 
on dating app use in Pakistan remains limited. 
One study found that both men and women use 
Tinder to satisfy different psychological and 
physical needs (Khan et al., 2019). Another 
explored why five popular dating apps, including 
Tinder, were banned by the Pakistan 
Telecommunication Authority (Khan, 2020). 
These studies indicate that the future of mobile 
dating apps in Pakistan remains uncertain due to 
the country’s patriarchal and conservative social 
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structure. There is still limited understanding of 
why people use different dating apps (Chin et al., 
2019), and previous research highlights the need 
for investigations across countries, as dating 
cultures vary significantly between societies 
(Danielsbacka et al., 2019). 
This exploratory study aims to enhance 
understanding of mobile dating app use within the 
cultural context of Pakistan through the 
theoretical lens of the Uses and Gratifications 
framework. The central premise of this theory is 
that individuals actively choose certain forms of 
media to satisfy specific needs. To examine these 
motivations, this study employs the Mobile Dating 
App Gratification Scale developed by Welch and 
Morgan (2018), which operationalizes Uses and 
Gratifications Theory for mobile dating contexts. 
 
Literature Review 
Digital Dating and Platform Affordances 
Before widespread internet use, romantic partners 
were often introduced through family or social 
networks. However, online platforms, combined 
with algorithmic matching and big data, shifted 
partner search into digital spaces (Jung et al., 
2019). Studies show that many romantic 
relationships in Western societies now begin 
online, especially among individuals limited by 
age, location, or sexual orientation (Chin et al., 
2019). 
Mobile dating apps further transformed dating 
practices by allowing constant connectivity 
through smartphones. These apps are generally 
location-based, easy to use, and allow users to 
choose partners based on compatibility. 
Compared to traditional dating websites, mobile 
apps simplify partner search and provide benefits 
such as access to people with similar interests or 
orientations, support for socially anxious users, 
and exposure to diverse social circles (Shetty et al., 
2017). Many users also maintain profiles across 
multiple apps simultaneously (Jung et al., 2019; 
Broeker, 2021). 
Most dating apps rely on profile browsing, 
swiping, and algorithmic matching. A mutual right 
swipe leads to a match and enables 
communication. Despite these shared features, 

platforms differ in their purpose and social 
meaning. 
Tinder is highly visual, with limited profile 
information, and is commonly associated with 
casual dating and hook-up culture (Lundquist & 
Curington, 2019). Bumble has been described as 
a “feminist app” because only women can initiate 
conversations after a match, giving them more 
control over interaction (Pruchniewska & Shah 
Hoque, 2020). Badoo emphasizes verified profiles 
and safety features, making it popular among users 
seeking authenticity and trust (Shetty et al., 2017). 
Muzmatch is designed specifically for Muslim 
users and incorporates religious considerations 
into its structure. Features such as blurred profile 
photos, initials instead of full names, and the 
option to include a family member in 
conversations are intended to accommodate 
religious norms while helping Muslims search for 
partners (Abubakar et al., 2020). 
 
Uses and Gratifications Approach to Dating App 
Use 
The Uses and Gratifications (U&G) approach 
explains why people actively choose particular 
media to meet specific needs. Rather than treating 
users as passive, this framework highlights their 
motivations and goals. In the context of dating 
apps, it helps explain why users seek emotional, 
social, or relational outcomes through digital 
platforms. 
Welch and Morgan (2018) developed the Mobile 
Dating App Gratification Scale, which identifies 
four main motivations for dating app use: 
validation, relationships, hook-ups, and 
entertainment. These categories are useful for 
examining dating app behavior across different 
contexts, including Pakistan. 
 
Gratifications Sought Through Mobile Dating 
Apps 
Validation 
Validation refers to the desire for approval, 
affirmation, and recognition. Research suggests 
that receiving matches, profile views, and messages 
can improve users’ confidence and sociability 
(Jung et al., 2019; Haider, 2022). Validation is 
especially important for marginalized groups 
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because dating apps provide anonymity and 
reduce anxiety (Sumter & Vandenbosch, 2019). In 
Pakistan, where dating is socially stigmatized, 
validation may be an especially significant 
motivation. 
 
Relationships 
Seeking committed relationships is another major 
reason people use dating apps. These platforms 
allow users to search for partners based on 
personal preferences and make it easier to build 
emotional connections through mediated 
communication (Chin et al., 2019; Lundquist & 
Curington, 2019). Online interaction may also 
reduce the pressure of face-to-face encounters, 
particularly for individuals with dating anxiety 
(Valkenburg & Peter, 2007; Bryant & Sheldon, 
2017). In Pakistan, where arranged marriage 
remains dominant, interest in self-selected 
relationships makes this motivation particularly 
relevant (Qureshi et al., 2014). 
 
Hook-Ups 
Dating apps, particularly Tinder, are often 
associated with casual sex and hook-up culture 
(Lundquist & Curington, 2019). Studies show 
that sexual gratification is a major motivation for 
many Tinder users, especially men (Ligtenberg, 
2015; Lundquist & Curington, 2019; MacLeod & 
McArthur, 2019; Sumter et al., 2017; 
Timmermans & Courtois, 2018). However, this 
aspect has been studied less for apps such as 
Bumble, Muzmatch, and Badoo. In Pakistan’s 
conservative context, it is important to examine 
whether such motivations exist in similar ways. 
 
Entertainment 
Entertainment is also a common motivation for 
dating app use. Users often browse profiles, chat, 
and create profiles for fun, distraction, or to 
reduce boredom (Sumter & Vandenbosch, 2019; 
Khan et al., 2019). Activities such as playful 
interaction and profile-building contribute to the 
entertainment value of these apps (Bryant & 
Sheldon, 2017; Bryden, 2017). 
 
 

Socio-Cultural Constraints and Patriarchy in 
Pakistan 
The motivations behind dating app use do not 
exist outside cultural context. Pakistan is widely 
characterized as a patriarchal society in which 
gender relations, intimacy, and marriage are 
structured through strong familial control and 
moral regulation. Interactions between unrelated 
men and women are often socially restricted, and 
self-selected relationships—particularly for 
women—may be stigmatized. Romantic 
relationships formed outside family approval are 
therefore frequently concealed or reframed to 
maintain social acceptability. These dynamics 
reinforce gendered power hierarchies and shape 
both offline and online relationship practices 
(Aksar et al., 2020). 
Research further shows that patriarchal norms 
extend into digital environments. Women’s 
participation in online spaces, including social 
media and dating platforms, is often influenced by 
surveillance, harassment, and reputational 
concerns, reflecting the continuation of offline 
gender restrictions in virtual settings (Aksar et al., 
2020). Consequently, dating applications in 
Pakistan do not operate as neutral or liberating 
spaces but are embedded within broader socio-
cultural structures. 
Despite these constraints, the spread of 
smartphones and internet access has encouraged 
the use of dating apps among urban and educated 
youth in Pakistan. Platforms such as Tinder and 
Bumble are increasingly used in cities such as 
Islamabad, Lahore, and Karachi, creating new 
opportunities for cross-gender interaction that are 
often limited in offline settings (Khan, 2020; 
Sohail et al., 2024). These platforms provide semi-
private spaces where users can interact with less 
direct family oversight. 
From a Uses and Gratifications perspective, dating 
app use in Pakistan reflects active engagement 
driven by a range of social and psychological 
needs. Sohail et al. (2024) found that users engage 
with Tinder for companionship, emotional 
support, friendship, and sometimes sexual 
fulfillment. These motivations often overlap, 
suggesting that users navigate dating apps with 
multiple intentions rather than a single goal. 
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Complementing these findings, Bokhari, Sheikh, 
and Farooq (2025) examine dating culture among 
adolescents in Pakistan, using surveys and focus 
groups to explore engagement patterns. They find 
that dating influences intimacy, family dynamics, 
and behavioral risks, interpreting these behaviors 
through a moral lens that highlights religious and 
cultural concerns about “Western” lifestyles. 
While the study reflects value-laden assumptions, 
it provides empirical insight into the socio-cultural 
context shaping the adoption and negotiation of 
mobile dating applications in Pakistan. 
Qualitative research among university students 
further shows that users often seek meaningful 
relationships, compatible partners, and broader 
social networks through dating apps (Nadeem, 
2023). Participants also viewed thplatforms as 
signs of changing social attitudes toward 
relationships and marriage, suggesting that digital 
platforms may be gradually reshaping ideas about 
intimacy in Pakistani society. 
At the same time, the literature highlights 
considerable skepticism regarding dating apps as 
tools for long-term commitment or spouse 
selection. Recent national surveys show that 
despite the availability of dating or matchmaking 
apps, over 80% of Pakistanis still marry through 
arranged processes, demonstrating the continuing 
dominance of family-centered marriage structures 
(Gallup & Gilani, 2024). It indicates that while 
dating and matchmaking apps are increasingly 
used in Pakistan, many individuals remain 
skeptical of their reliability for serious long-term 
relationships. Instead, users often treat these 
platforms as temporary or exploratory spaces, with 
major relationship decisions still guided by 
family-centered marriage norms. 
Similarly, Bajwa et al. (2024) found a strong 
association between dating app use and the rise of 
a “hookup culture” among Pakistani youth. Their 
findings suggest that many users prefer short-term 
relationships and use dating applications mainly 
for entertainment. However, this does not 
eliminate relationship-oriented uses; rather, it 
highlights the coexistence of different motivations 
within the same digital spaces. 
Gender also shapes how dating apps are used and 
understood. Iqbal et al. (2025) show that Pakistani 

women’s experiences on platforms such as Bumble 
involve both agency and constraint. Although 
features that allow women to initiate 
conversations may create a sense of control, users 
still face stigma, safety concerns, and fear of 
reputational damage. This demonstrates how 
patriarchal norms continue to influence digital 
courtship. 
Overall, dating app culture in Pakistan can be 
understood as a hybrid and contested space. Users 
seek companionship, validation, entertainment, 
and sometimes long-term relationships, but these 
goals are shaped by social stigma, gendered 
expectations, and concerns about family 
acceptance. Rather than replacing traditional 
marriage systems, dating apps are often integrated 
into them, with users attempting to transform app-
based relationships into socially acceptable forms. 
Collectively, these studies provide a strong 
foundation for applying the Uses and 
Gratifications Theory to understand Pakistani 
dating app users within a patriarchal and morally 
constrained socio-cultural environment. 
 
Theoretical Framework 
The Uses and Gratifications Theory (UGT), 
introduced by Katz and Blumler in the early 
1940s, conceptualizes media users as active agents 
who select communication technologies to satisfy 
specific psychological, emotional, and social needs 
(Katz et al., 1973; Blumler, 1979). The theory 
emphasizes that individuals engage with media 
intentionally rather than passively absorbing 
content, and that their motivations can be 
categorized into cognitive, personal, interactive, 
social integration, and escapism-related needs. 
Cognitive needs relate to seeking information; 
personal needs address emotional satisfaction and 
pleasure; interactive needs reflect self-esteem, 
confidence, and stability; social integration needs 
highlight the desire to stay connected with others; 
and escapism fulfills relaxation and diversion 
purposes. UGT’s central premise is that media 
users are capable of interpreting and incorporating 
media messages into their lives to satisfy these 
needs (Blumler, 1979). 
While UGT provides a framework for media 
behavior, its application in Pakistan requires 
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situating the theory within a patriarchal social 
structure. Social norms, cultural expectations, and 
gendered restrictions limit offline opportunities 
for cross-gender interaction, making mobile dating 
apps an alternative space for pursuing social and 
emotional gratifications. Studies indicate that 
Pakistani dating app users often seek 
companionship, emotional validation, and 
relationship formation—needs that are difficult to 
fulfill openly due to societal constraints (Sohail et 
al., 2024). Use of these apps is moderated by 
concerns about honor, reputation, and family 
approval, resulting in a pattern in which users 
pursue personal gratification while cautiously 
navigating socially acceptable outcomes, 
particularly marriage. Women, in particular, 
negotiate agency and risk by seeking relational and 
emotional gratifications while managing potential 
stigma or harassment (Khan, 2020; Iqbal et al., 
2025). 
Integrating UGT with a patriarchal perspective 
therefore allows this study to explain not only why 
individuals use dating apps in Pakistan but also 
how social structures shape the nature, meaning, 
and consequences of their usage. This theoretical 
lens is particularly relevant for analyzing mobile 
dating applications such as Tinder, Bumble, 
Muzmatch, and Badoo. Motivations behind app 
usage reflect broader changes in social interaction, 
relational expectations, and media-mediated 
courtship in Pakistan. These motivations are 
operationalized in the present study using the 
Mobile Dating App Gratification Scale, linking 
the theoretical framework directly to empirical 
measurement within a culturally specific context. 
 
Methodology 
This study employs a descriptive quantitative 
research design, utilizing the Mobile Dating App 
Gratification Scale (Welch & Morgan, 2018) to 
examine the motivations of Pakistani users for 
engaging with mobile dating applications. Dating 
app usage was the dependent variable; 
gratifications (Validation, Relationships, Hook-
Ups, and Entertainment) were treated as 
independent variables. Data were collected via 
anonymous online surveys, ensuring 

confidentiality and allowing participants to opt 
out without consequence. 
Participants and Sampling 
Due to the sensitive nature of dating apps in 
Pakistan, recruiting a large sample was 
challenging. An exponential non-discriminative 
snowball sampling technique was employed, 
where initial participants referred others within 
their social networks (Dudovskiy, 2011). This 
approach is particularly suitable for hard-to-reach 
populations experiencing social stigma or taboo 
(Etikan, 2016). The study primarily targeted 
emerging adults aged 18–25, the demographic 
most likely to use dating apps (Sumter & 
Vandenbosch, 2019). To broaden insight, 
respondents up to 40 years old were included. 
Most participants were single and university-
educated, representing an urban segment of 
Pakistani society more open to Western-
influenced digital dating practices. 
 
Measurements 
The Mobile Dating App Gratification Scale 
(Welch & Morgan, 2018) was employed using a 
five-point Likert scale (1 = Strongly Disagree to 5 
= Strongly Agree). The scale assessed four key 
gratifications: Validation, Relationships, Hook-
Ups, and Entertainment. Demographic 
information was collected on Hometown, Gender, 
Age, Education, Marital Status, and app usage 
habits. 
 
Results & Findings 
Participant Demographics 
A total of 62 valid responses were collected from 
users across Pakistan. The majority were male 
(72.6%), with females representing 27.4% (Table 
1). Most participants were from Islamabad 
(41.9%), followed by Lahore (8.1%), with smaller 
representation from Rawalpindi, Multan, 
Khanewal, Karachi, and Faisalabad (Table 2). Age 
distribution indicated that most respondents were 
emerging adults aged 18–25 (62.9%), followed by 
26–30 years (30.6%) (Table 3). Educationally, 
56.5% held undergraduate degrees, 27.4% had 
postgraduate qualifications, and 16.1% had 
completed high school (Table 4). Most 
participants were single (91.9%) (Table 5), 
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reflecting a sample primarily navigating early adult 
relationships within Pakistan’s socio-cultural 
context. 
Table 1: Gender Distribution 

Gender Frequency Percent 

   

Male 45 72.6% 

Female 17 27.4% 

Total 62 100% 

 
Table 2: Hometown Distribution 

Hometown Frequency Percent 

Islamabad 26 41.9% 

Lahore 5 8.1% 

Rawalpindi 3 4.8% 

Multan 3 4.8% 

Khanewal 3 4.8% 

Karachi 3 4.8% 

Faisalabad 3 4.8% 

Other (Swabi, Gujrat, Mirpur AJK, etc.) 16 25.8% 

 
Table 3: Age Distribution 

Age Group Frequency Percent 

18–25 39 62.9% 

26–30 19 30.6% 

31–35 3 4.8% 

36–40 1 1.6% 

 
Table 4: Education Levels                                                               

Education Frequency Percent 

High School 10 16.1% 

Undergraduate 35 56.5% 

Postgraduate 17 27.4% 

 
 
 
 
 
 
 



Journal of Media Horizons 
ISSN: 2710-4060  2710-4052    Volume 7, Issue 4, 2026 

 

https://jmhorizons.com                              | Bukhari, 2026 | Page 48 

Table 5: Marital Status 

 
 
Dating App Usage Patterns 
Bumble emerged as the most frequently used app 
(19.4%), with equal preference for Tinder and 
Bumble (38.7%) (Table 6). Other apps, including 
Muzmatch and Badoo, were less commonly used. 
Most respondents reported using dating apps for 

0–2 hours per day (88.7%), and 74.2% indicated 
they would stop using an app if it were banned, 
highlighting the influence of social acceptability, 
moral scrutiny, and local regulations on 
engagement.  

 
Table 6: Usage Patterns 

Variable Tinder Bumble Muzmatch Badoo Other 

Usage Frequency 5 (8.1%) 12 (19.4%) 1 (1.6%) 1 (1.6%) 19 (30.6%) 

Preference 24 (38.7%) 24 (38.7%) 2 (3.2%) 2 (3.2%) 10 (16.1%) 

Daily Usage 0–2 hours 55 (88.7%) – – – – 

Would stop if banned 46 (74.2%) – – – – 

 
Gratifications and Scale Reliability 
The Mobile Dating App Gratification Scale 
demonstrated high reliability (Cronbach’s Alpha 

= 0.900), and factor analysis confirmed significant 
correlations among variables (Tables 7–8). 

 
Table 7: Reliability Statistics 

Scale 
Cronbach’s 
Alpha 

Cronbach’s Alpha Based on Standardized 
Items 

Mobile Dating App Gratification Scale       0.900                    0.902 

 
Table 8: KMO and Bartlett’s Test 

Test Value 

Kaiser-Meyer-Olkin Measure 0.816 

Bartlett’s Test Approx. Chi-Square 786.730 

df 120 

Sig. 0.000 

 
Descriptive Statistics of Gratification Variables 
Descriptive statistics (Table 9) indicated that 
Entertainment (M = 3.42) and Relationships (M = 
3.08) were the primary gratifications, while Hook-
Ups (M = 2.57) and Validation (M = 2.48) were 

secondary. Left-skewed distributions for 
Relationships, Entertainment, and Validation and 
right-skewed Hook-Ups suggest meaningful 
variability in engagement patterns.  
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Table 9: Descriptive Statistics of Gratifications 

Variable Mean Median Mode Std. Dev Skewness Kurtosis Min Max 

Validation 2.476 2.50 1.00 1.017 -0.017 -0.899 1 5 

Relationships 3.081 3.167 3.67 1.137 -0.219 -0.945 1 5 

Hook-Ups 2.573 2.25 1.00 1.359 0.480 -1.113 1 5 

Entertainment 3.416 3.60 3.40 1.165 -0.778 -0.250 1 5 

 
The study collected 62 valid responses from 
Pakistani dating app users, with males constituting 
72.6% and females 27.4%. Most participants were 
from Islamabad (41.9%), followed by Lahore, 
Rawalpindi, and other urban centers. Emerging 
adults aged 18–25 were the dominant age group 
(62.9%), followed by 26–30-year-olds, reflecting 
both global digital dating trends and the 
concentration of younger adults in Pakistan’s 
urban, educated population. Educationally, the 
majority held undergraduate degrees (56.5%), 
with postgraduate and high school qualifications 
representing smaller proportions. Most 
participants were single (91.9%), suggesting that 
the sample largely consists of individuals 
navigating early adult relationships within 
Pakistan’s socio-cultural context. 
Analysis of dating app usage revealed that Bumble 
was the most frequently used platform (19.4%), 
while Tinder and Bumble were equally preferred 
(38.7%). Other platforms, such as Muzmatch and 
Badoo, were less commonly used. Most 
respondents engaged with apps for 0–2 hours per 
day (88%), and 74.2% indicated they would stop 
using an app if banned. These patterns highlight 
the influence of moral scrutiny, legal uncertainty, 
and social expectations on app engagement. 
Gratification analysis using the Mobile Dating 
App Gratification Scale (Welch & Morgan, 2018) 
indicated that Relationship (M = 3.08) and 
Entertainment (M = 3.42) gratifications were most 
prominent. Hook-Ups (M = 2.57) and Validation 
(M = 2.48) were secondary. Skewness in the 
distributions suggests meaningful variability in 
user motivations, with Relationships, 
Entertainment, and Validation left-skewed and 
Hook-Ups right-skewed. 
These gratifications are pursued within the 
constraints of Pakistan’s patriarchal social 

structure. Relationship-seeking was central, with 
users balancing emotional connection with 
considerations of family approval, social 
acceptability, and potential marriage. Women in 
particular navigated these apps cautiously, 
reflecting reputational concerns and potential 
family scrutiny. Entertainment motivations 
operated largely in private or semi-anonymous 
spaces, offering social interaction, distraction, and 
leisure within culturally permissible boundaries. 
Hook-Up and Validation motivations were 
secondary, reflecting the moderating effects of 
conservative norms and gendered expectations. 
Qualitative responses further revealed a dual-use 
pattern: participants pursued personal 
gratification while simultaneously ensuring 
adherence to social norms, indicating that app 
engagement involves continuous negotiation 
between individual desires and societal 
expectations. 
 
Discussion 
The study captured dating app use among young 
adults in Pakistan, with emerging adults 
dominating the sample and males 
overrepresented, consistent with broader digital 
dating trends (Sumter & Vandenbosch, 2019). 
Most participants were single and urban, reflecting 
individuals navigating early adult relationships 
within culturally conservative contexts. 
Bumble emerged as the most frequently used 
platform, though Tinder was equally preferred by 
many respondents. Other apps, including 
Muzmatch and Badoo, were less commonly used. 
Daily engagement was generally limited to 0–2 
hours, highlighting cautious participation shaped 
by moral scrutiny, societal expectations, and 
platform availability (Khan, 2020). 
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Analysis of gratifications revealed that 
relationship-seeking and entertainment were the 
primary motivations. Users engaged with apps for 
emotionally meaningful connections and 
enjoyable interactions, while casual sexual 
gratification and validation were less central. 
Variability in responses suggests that motivations 
are influenced by personal factors and social 
norms. 
Gratifications were clearly pursued within 
Pakistan’s patriarchal context. Relationship-
oriented use required balancing emotional 
connection with family expectations and social 
approval. Women, in particular, navigated apps 
cautiously due to reputational concerns and 
potential scrutiny (Iqbal et al., 2025). 
Entertainment served as a socially acceptable 
outlet for leisure, distraction, and semi-
anonymous social interaction. Motivations related 
to Hook-Ups and Validation remained secondary, 
reflecting conservative cultural norms and 
gendered expectations (Khan et al., 2019; Arnett 
& Tanner, 2006). Qualitative responses indicated 
that users continuously negotiated personal 
gratification against social acceptability. 
Contrary to the prevailing narrative emphasizing 
casual sexual encounters (Bajwa et al., 2024), the 
findings show that relationship-oriented goals 
coexist with entertainment and social motivations. 
Users pursue companionship, emotional support, 
and potential long-term partnerships, 
underscoring the complexity of dating apps used 
in socially conservative settings and aligning with 
Uses and Gratifications Theory. 
Methodological insights emerged alongside these 
findings: hesitation, withdrawal, and reluctance to 
discuss experiences reflected the stigma associated 
with dating in conservative contexts. Snowball 
sampling was necessary to access this hidden 
population, revealing not only methodological 
considerations but also the substantive influence 
of social stigma on user behavior. Integrating these 
insights here demonstrates that participant 
behavior and engagement cannot be fully 
understood without accounting for the 
sensitivities of recruitment and social pressures. 
Overall, dating app use in Pakistan operates as a 
negotiated social space where individuals pursue 

multiple gratifications while managing social, 
cultural, and familial expectations. Relationship-
oriented motivations dominate, yet 
entertainment, personal exploration, and identity 
management remain important. These findings 
extend Uses and Gratifications Theory to a 
culturally specific context, showing how social 
structures shape digital behaviors. 
 
Conclusion 
This study provides a nuanced understanding of 
dating app use in Pakistan, revealing how users 
actively pursue gratifications while navigating the 
constraints of a patriarchal social structure. 
Relationship-oriented motivations emerged as the 
most prominent, reflecting the importance of 
emotional intimacy and long-term connections 
even within a context marked by social stigma and 
familial oversight. Entertainment also played a 
significant role, offering private spaces for social 
interaction, distraction, and experimentation. 
Motivations such as Hook-Ups and Validation 
were less central, highlighting the moderating 
influence of cultural, religious, and gendered 
norms on app engagement. 
The findings demonstrate that dating app use in 
Pakistan cannot be reduced to a simple “hook-up 
culture” narrative; instead, users engage in 
complex, multi-dimensional behaviors that 
balance personal desires, social expectations, and 
cultural constraints. Methodologically, 
recruitment challenges underscore the sensitivity 
and hidden nature of this population, providing 
insights that extend beyond traditional survey 
data. 
By situating Uses and Gratifications Theory 
within the Pakistani socio-cultural context, this 
study contributes to both theory and practice. It 
highlights how digital platforms operate as 
negotiated social spaces where gratification, 
relationship-building, and cultural considerations 
coexist. Future research should explore gendered 
differences, regional variations, and comparisons 
between gratifications sought versus obtained to 
further deepen understanding. Practically, these 
insights can inform platform design that respects 
privacy, cultural norms, and gendered experiences, 
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enhancing user engagement in socially sensitive 
environments. 
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